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O1 Introduction




1.1 Meet the Team

Abigail Kyle Ryan

Hanson Oneill McAllister
Adrian Hickey Claire Mulrone Darren

Creative Director Project Manager Burkland



1.2 Project Social

Project Social is our MED 526
Interactivity for Social Enterprise
module. For this project you work

IN groups as essentially the creative
team for a client referred to as a
community partner. This project runs
with no budget but we create our
assets based on the clients needs.

Our Project social introduction began
on the 26th September with group
assignment and project introductions
from Adrian and Claire running this
project. After we had been introduced
to the concept and criteria of project
social, we quickly formed our group
of Kyle, Ryan and I. Coming back from
a year in the industry on placement

| had never met either of my team
members before but over the course
of the project we have been able to
work well together as a team and were
able to successfully deliver our assets. 5



1.3 What is HYAR?

Healthy Young Adult Relationships
(HYAR) is a important research and
education project formed by Professor
Susan Lagdon supported by a group
of young researchers from Lagmore.
HYARSs goal is to educate young
people, professionals and parents/
carers on navigating healthy and
unhealthy relationships. Building

a national awareness of the brand
identity and mission of Healthy Young
Adult Relationships.




1.3 App Framework
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HYAR has developed an app where you can find all
of their resources and information. This app isn't
launched yet but will be the main hub for resources.
The young people at Lagmore played a key role in
the design and functions of this app framework and

are anticipating it's launch.
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1.4 Research

Susan was able to send us over some valuable
resource links before our meeting. This allowed
me to have some context and brief heading into
our meeting . On reflection now | would have liked
to have completed more research so | could have
asked more questions at our initial meeting.

Department of Justice Info graphic on
Coercive Control, resource sent by Susan

P Pl ) 003/331 -intro >

Coercive Control - Where is the line?

> JFam Violence. 2023;38(1):39-50. doi: 10.1007/s10896-021-00355-5. Epub 2022 Jan 10.

Public Understanding of Coercive Control in
Northern Ireland

Susan Lagdon ', Julie-Ann Jordan 2, Paula Devine 3, Mark A Tully 4, Cherie Armour °,
Ciaran Shannon 2

Affiliations + expand
PMID: 35035065 PMCID: PMC8744385 DOI: 10.1007/s10896-021-00355-5

Abstract

Coercive control is characterised by negative behaviours which intimidate, threaten, and humiliate a
person or restrict a person's liberty. In addition to being a known risk factor for experiencing other
forms of violence, research has linked coercive control to symptoms of psychological distress and
suicidality. In the UK, coercive and controlling behaviours within intimate and familial relationships
have been legislated as offending behaviours. However, there still exists a lack of international
evidence on wider public knowledge and understanding of coercive control. The Northern Ireland
Life and Times Survey (NILT) is an annual cross-sectional representative survey of social policy
topics. Participants are adults aged 18 years or over. Concerning coercive control, respondents
were presented with two relationship scenarios: obvious and less obvious coercive control.
Following each scenario, respondents indicated their level of agreement to ten statements covering
attitudes towards coercive control, victims of coercive control, talking about coercive control, and
whether coercive control is a crime. Respondents indicated whether they had heard of the term
'coercive control'. Predictors of coercive control awareness were assessed using multinomial
logistic regression. Mixed analysis of variance assessed if agreement levels to the ten statements
varied by type of coercive control and victim gender. Most respondents said that they had heard of
the term coercive control and knew what it meant. Those who had not heard of coercive control at
all were more likely to be on a lower income, less qualified and younger, when compared to those
who said they knew what the term meant. Significant interactions between coercive control type

Public Understanding of Coercive Control
in Northern Ireland resource sent by Susan
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1.5 Initial Meeting with

This research was vital insight into
the foundations of HYAR which has
provided backbones throughout the
design and productions stages of this
project. We had a meeting setup by
Claire for an introduction with Susan
that also acted as an initial brief

meeting.

Based on the research | was able to
pull together my own set of questions
to ask Susan to help gain a better
understating. We each came with

our own set of questions assisted by
Claire. | went into this meeting looking
specifically for further guidance

on tone and messaging as | knew

the topic HYAR covers can be very
sensitive for some audience members.

Some of these questions were:

Community Partner

What HYAR'’s primary objective is?
Objective for HYAR is to provide
confidence and support for young
people. Creating a “safe space” that is
not gender specific in the aim to bring
everyone together in community.
Ensuring we as creative are able to
“find the right language for everyone”

Current brand strategy in place?

No strategies or assets to date as the
focus is on reporting and facts. No
website or social media is active, the
only online presence has been Ted
talks by Susan and reporting done for
UK research and innovation, but HYAR
as it's own brand has no current assets

What are critical elements that are
essential?

The two essential elements for this
project are use on gentle language
and imagery for all genders. To also
focus on the educational aspect of
the training packages and have these
as the key deliverable. Educational
outreach needs to be in form of in
person intervention design.

Who the primary target audience is?
1.  Young people

2. Educators like teachers and youth
workers

3. Parents of young people

4. Key investing stakeholders

What are success benchmarks?
Brand awareness highlighting the
need for support systems like HYAR.
Successful research roll-out and

Integration in schools, communities

9
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Other key meeting notes

HYAR supports the new legal concept for
coercive control with its origins birthed from
gender based violence research. Highlighting
there is very little research being done in
Northern Ireland even with domestic abuse
being recognised as a public health issue.

HYAR's educational outreach needs to

have a community based approach that
iInvolves young people making decisions
about young people. It should also take the
research conducted and be able to bring it to
life, enabling all audiences to have effective
conversations.

The brand strategy for HYAR needs to run
alongside campaigns from PSNI, Women's
ald, department of justice etc on topical
Issues. Making sure HYAR can also be part of
those discussions as an actionable next step.

Post meeting, | was able to redefine my
idea of what HYAR was and how it fits into
the landscape of awareness in Northern
Ireland. | was able to look at some powerful
campaigns by PSNI and Women'’s Aid
which are great examples for tone and
messaging and how awareness can be
produced using powerful imagery without
being graphic.

10



02 The Brief



2.1 Brief Introduction

As part of project social each team

Is required to create a brief for their
community partner based on individual
research and outcomes from initial
meetings. This serves as a statement of
intent that provides the partner with
key information about deliverables and
deciding factors like budget. In the brief

we outlined our project deliverables, 0 “ n g

project benchmarking, project aims and

objectives, target audiences, budget and I'I
project timelines.
elationships

Design Brief Project Social 24/10/24




2.2 Outlining the Deliverables

Deliverables

Below we have outlined the deliverables agreed our
team will produce for handover by week 12:

. Five workshop presentation templates

. HYAR visual identity

. Brand guidelines handbook

. Branded merchandise and apparel mockups

. Launching social media accounts and templates

. Promotional graphic and video media assets

This was one of my responsibilities

iNn the creation of the brief. This is an
essential part to a brief as specifics are
agreed through this process. It clarifies
expectations for both parties which
ultimately provided us as the “creative
team” to have a clear roadmap of goals
and outputs. | made sure to outline
clearly what exactly we were able to
deliver and when. Enabling us as a
team to have better collaboration in a
shorter time frame as we could plan
around this when approved.

15



2.2 Benchmarking

The benchmarking was a priority
piece of information which | knew
would take time to complete for
effective resources to be found. While
this style of sourcing can be time
consuming | knew this would not only
benefit us as a creative team in the
early stages of production but also to
show the community partner Susan
the current standards in this industry.
Allowing for early standards to be

set on both side. This secondary
source of research was critical in
informing decisions within the brief,
mainly with prioritisation of asset
needs and budget. My initial ideas
for benchmarking no included in
the final guide focused on use of
visual identities and the correlation
to the company’s overall tone and
messaging style. These included:

Happy data

16,000 HEALTHCARE WORKERS
/OLUNTEERED T0 HELP NEW YORK

STREETS ARE BEING CLOSED TO
ALLOW-MORE PEDESTRIANS TO WALK

%
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1MILLIOV

= 410,000

U.S, WORKER] BENEQIT
{ROM WORKING fROM HOME

Use of data visitation makes it much
more relateable to the community. Great
graphics with real images and sketches
using bright eye-catching colours.

STREETS ARE BEING CLOSED TO
ALLOW-MORE PEDESTRIANS TO WALK
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PROFESSIONAL ATHLETES U.S. WORKERS BENEQIT
ARE GIVING BACK fROM WORKING fROM HOME
1MILLIOV

= 410,000

Use of data visitation makes it much
more relateable to the community. Great

graphics with real images and sketches
using bright eye-catching colours.

Period equity

Visually this campaign is very
impactful, it address an issue a lot of
people are uncomfortable with and
doesn’t hold back with the graphics.
Smart use of the word period to
captivate audience. Simple colour
scheme but is effective. Could be a
good visual benchmark for boldness.

Each team member had
their own suggestions
aswell, we ultimately came
together and decided

on our 6 examples that
showcased best practice

for our needs.
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Ae o complex framework of target audiences and outputs
we focuged our benchmarking on a range of media with
websites, eocial media. and video as Susan had previously
stated that these were focus points for HYAR. Highlighting
website as a unaktainable cost for HYAR currently.

s I ] I -
I m I a r Leading organization

dedicated to
supporting women

[
and children affected
by domestic viclence

We have completed a benchmarking process for this project to allow us
to showcase HYAR's potential compared to industry standards. To gain
a wider scope we have explored a variety of similar organisations across
website's, social media and video content. HYAR is a unique project, by
searching all platforms we have been able to identify specific use cases
as a point of comparison. Below you will see our chosen benchmarks
with a short explanation alongside as each holds its own purpose.

Contact your local Women's Aid

The media assessed were Young Minds
www.youngminds.org.uk FINEACTS

Love for Life MapNI We gave sexual

www.loveforlife.org.uk www.mapni.co.uk h 1
AL MARALEOLK ealth a visual
Fine acts
revamp

Womens Aid Call it Out: CRASAC Coventry Trained over 50 e 2,3022

organizations in effective

wwwwomensaidni.org www.youtube.com X .
visual storytelling and

produced owver 90
. illustrations on various .
Fine Acts Headspa ce sexual health topics, :
www ineacts.co www.instagram.com aimed at empowering
activists and educators. hy/

Deliver holistic
Relationships and

sexuality education Youny Minds

. N Martilbmabhpapert o Bupperion ¢ Travingar resees . Abot Voamghlinds - Paslstivion Darate
in all school types YOUNGMINDS
[re T e

and in many different ’ The Young Minds blog

community settings shares essential tips for
across Northern Ireland. INSPIRING YOUNG PEOPLE TO young people on dating

VALUE STRONG, HEALTHY -~ : and forming healthy
RELATIONSHIPS relationships.

SEECURFROGRAMMES

Inspiring the next generation to know Tips for dating and building healthy
their worth, flourish in their relationships
relationships, and value their sexual
choices.

[ EETe [N . T
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l included a short summary for each example for context of how each company fits into the industry. | also created an analysis deducting from the examples
what best practice seemed to be in thie community, making sure to display emerging patterns clearly and concisely. As mentioned earlier, creating thig brief
helped to inform my creative decisions before a concept for brand identity was fully formed. It solidified the use of the colour purple as the main colour.

Morthern Ireland
organization

dedicated to
supporting men
who are victims of
domestic abuse.

We found the Northern Ireland based organisation Love for Life website to
be best practice in the sector. Having a website in this context is essential for

We're here for you!
community partners as it enhances credibility and provides reliable information.

(== This website is a great example which showcases a clean way to target

three audiences at the same time with different training packages. They are
community focused reaching out to a diverse network of groups to teach young
people about healthy relationships.

Visually this website makes use of bright contrasting colours which elevates the
site. Accompanied by an accessible platform with easy navigation and interactive
functions. A well designed layout serves as the key centre piece of information
that also reinforces the brand. There are key elements from Love for Life that we
can implement throughout the deliverables.

—  { CAN'T BELIEVE cnncI“SIo“

While sourcing benchmark prospects, we noticed that organisations similar
to HYAR are rare in Northern Ireland. However, there are many charity-run
community support systems we can draw inspiration from, like Women's Aid,
MapNI, Crime Stoppers, Refuge, and Cithra. During our research, we identified
two key trends that consistently appeared across these organisations

This youtube video by
CRASAC Coventry focuses
on raising awareness
about sexual abuse and
aims to change societal
perceptions.

lenging and Changing Perceptions of Sexual Abuse

POV, Subscribe fha | &P

go_scallitoun Sdontheadick

Use of Colour

Headspace The first consistent trend seen throughout the brand identity of each
organisation was the use of the colour purple. The use of purple is used globally
as a recognisable colour in conversations of abuse awareness. In the UK purple
represents power and nobility. Using purple to inform HYAR's visual identity will

help position it within the community of like-minded organisations.

The Headspace
+ Instagram account
effectively utilizes
graphics to enhance
mental wellness

One day at a time,

messaging. .
N Call to Action
g e i @ The second noticeable trend is the prominent use of calls to action, like contact
’y details or “find out more” buttons, across platforms. The Love for Life website is a
o0 great example, leading users through content in a engaging way. Following this
LT approach will help HYAR create consistent, audience-friendly content with clear
Q+ Word o Feriy . and informative calls to action replicated on each platform.
. e ake wha
. d
10 . : i 9 ""“."” 1
- ‘ ‘ negative thoughts: | -"’

Ae mentioned before Susan did not feel a website was a priority item for HYAR ak this time. |

knew this pattern of easily accessible call to actions was something that needed to be embedded
throughout our asset creation. Focusing this on a social media platform would be the best use case
to effectively target HYARs audiences to drive engagement and actionable outcomes

16



As o team we were able to combine each cource to create a variety of media
and content bench markere. | was responsible for Women's Aid, Love for

Life and Call it out (Youtube video). | was also in charge of refitting the
document to sit in a InDesign space.

Best Practice Grid

Category Feature Love for Life Women's Fine Acts Young

Call it OQut Category Feature Love for

Use’s hero
images to
represent
services,
bright
colours
programmes

Aesthetics

Identifiable
Target
Audience

Identifiable
Chief Aim

Retina HD

Consistent
use of nawy,
teal, orange
and yellow

Colour
Coordinated

Responsive

Call to Action %91 1d]e][=Xely!

each page

Content
Management
Systemn

Wordpress

Fully expose
click through

Analytics

Primary
menu Format

Horizontal
top

Position

Aid

Informa-
tional text
first impres-
sion with
use of hero
images

Home page

Home
Page,
shown
throughout

Thumbnail
imagery
isn't high
quality
Consistent
use of col-
our scheme
with use of
purple

Multiple
throughout
website

Schema

Google ana-
lytics

Horizontal
Top

Text
heavy
with hero
images to
showcase
objective

White
and black
prom-
inent
colours

On sec-
ond scroll
down

Square
Space
Square
Space

Fully
Exposed
Click
Through

Horizontal
Top

Minds

Shows
image of
2 young
men
speaking

Landing
screen

Consist-
ent use

of simple
with back-
ground
and black
text

More to
do with
quotes

Word-
press
Word-
press

Exposed
headings
with drop
downs

Horizontal
top

Hero
image

of male
surround-
ed by
text and
imagery

Consist-
ent use
of brand
colours

Word-
press
Word-
press

Leave site
button,
find out
more
links

Across
the site

Uses text
and ani-
mation to
show key
campaign
message

On web-
site about
us page

In video
Bio

Consist-
ent use

of black,
grey and
white
with three
accent
colours

Campaign
CTA at
end of
video

Youtube
Studio An-
alytics

Simple,
colourful
graphics

No

Instagram

Contact us

No. Of clicks

Explanation
of Service

Evidence of
Outdated
Content

Social
Media

Privacy
Policy

How many
Font Types

Clear and
Accurate
Headings

Are links
visually
distinct

Hyperlink
change
colour if
visited

Life

Home
page on
scroll and
footer

Only
sign is
feedback
statistics
with no
date, so
could be
different
if looked
into now

Link to
facebook
only

FAQ Section

Yes, most
change

colour on
hover

Women's Fine Acts

Aid

Contact
number
at top

of every
page and
separate
contact

page

Home On front
Page page

None '

Links to
insta-
gram,
twitter,
facebook

Primary
menu

Stay safe
online
policy

Young CallitOut Headspace

Minds

MapNI

Link to
website

Num-
ber and
emails at
bottom

Home
screen

Yes
Yes
4
Yes
Yes
es

Number at
bottom

Only on
Website

Landing
page

.

=

face book

shows as
None

unavailable
content,
instagram

Instagram
Privacy
Policy

None, only
started in
2021

link shows
as personal
account
aswell

Link to
Instagram,
twitter and
facebook in
video bio

X, Insta- Yes
gram,You-

tube,
Facebook,

Yes, there's
an under-
line

No
e

| ultimately chose my three components as | felt they covered the key elemente Susan had mentioned, covering
different styles for different genders, tone and gocial media targeting/campaigns. These all creake their own
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2.2 Budget

For project social there is no
specified budget as funding for
community organisations can

be difficult to be obtained. While
this work is conducted under
the assumption of no spend,

we still included some potential
costs stakeholders within HYAR
would need to consider.

As outlined above Susan said
HYAR are currently not in the
position to host, design and run
a website. This work is created
with plans for longevity post
our final hand in, for this reason
| included some potential

costs for consideration with
domain names and hosting

for consideration. | outlined

in the benchmarking section
of the brief that a website for
building brand awareness is best
practice, especially as Susan
commented on how much she
like the Love for Life website.

| was also able to outline
some printable items | knew
Susan felt a need for like event
popup banners, leaflets and
merchandise.

With some of these projected
costs | was aiming to give a
sense of realistic costs for right
now but also included some
costs as reference for future
endeavours. At this stage

the brand identity for HYAR

is unrefined but in terms of
marketing campaigns there
are ideas circulating in mind
based on the examples seen
by women's aid and PSNI.

This would include things like
billboards, bus stop adverts or TV
adverts.

While this project doesn’t have a formal budget, we’ve provided some
estimated costs based on HYAR's outreach needs.

Promotional

Material

For the best cost options direct quotes is
recommended. Below, we outline average
price ranges and highlight reliable local
vendors for spending visualisation.

Potential

Vendors

Northside graphics
Vistaprint

Belfast print online

Estimated
Cost

Basic branded stationery packs:
£15-£30

Premiumj/custom packs: £30+
depending on customization
options.

Online Ads

We aim to provide HYAR with free options.
There are optional expenses for pushing
campaigns to a wider audience. It's helpful
to be aware of these possibilities.

Potential

Vendors

Facebook Ads
Instagram Ads

Linkedin Ads

Estimated
Cost

Cost per Click (CPC): £0.50 to
£10.00

Cost per 1000 Impressions
(CPM]: £5 to £30+

*Wary on each platform

16

Merchandise

Uniform branded clothing for public facing
events reinforces brand identity. Items like
hoodies make great gifts for young people,
helping to create a sense of community.

Estimated
Vendors Cost

Potential

The signature works| Price per unit can start from

£8-£10,
Le graphics
Jackets and fl xtend
Branded clothing ackets a eeces can exten
source up to £20-£40 per unit
Website

We encourage HYAR to invest in this now for
future gains. While free website builders are
available, they often have many restrictions.
Below are some potential costs to consider.

Potential Estimated
Vendors Cost

Wordpress

WordPress: £120 per year

Website SquareSpace |Squarespace: £220 per year

Wix Wix: £174 per year

Hostinger
9 Can be between £0.99 to

123 Reg £1.99 for first year
GoDaddy
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Friday, October 18

1:09pm Me

i Project Brief2_Updated (1).indd
=N 4.89 MB - Download

Hi guys, I've updated my own sections there, here is the document to import the new text. I'm happy to put in
myself but wanted to give you both the option. Please let me know if either of you would like a hand with
anything. Ideally Adrian and Claire would like a version to review today but | know you're busy today Kyle.
Thanks guys!
sections still to be updated are

* About community partner

* Project Summary

* Project Overview

Wednesday, October 16 + Torgetsudince

* Tone message and style
* Timeline

Ky'e O'Nei" 1 : 38 pm Once we have completed them we can add the page numbers in our contents section. Ryan could you please
update your email address on the meet the team page, student portal wasn't working for me. Thanks guys!!
Ryan McAllister 5:37pm
Hi, | have downloaded the updated version and added my own updates to the file and uploaded it into the doc
section.

k=] = '
e3|gn rle 4:45pm Me

Looks great thank you for pulling it together! 10/10 completed
@ Writing the Brief
eallnv 4y HYAR DraftBrief MED526.indd

zW 4.21 MB - Download

o““g Add a to-do

10. List the team @ Abigail H. @ Kyle 0. @ Ryan M.
see H
ll““ Benchmarking 8. Provide the timings @ Ryan M.

7. Details on tone, message and style @ Ryan M.
4. Define Target Audience @ Ryan M.

each holds its own purpose.

i 5. Outline the deliverables () Abigail H.
s i T 6. Identify the competitors/similar agencies () Abigail H.
s e o 9. Specify the budget () Abigail H.
e i 3. Project Objectives @ Kyle O.
Project Brief.pdf - 50.7 KB - View full-size - Download Lave for LEe 2. Summarise the project @ Kyle 0.

1. Describe Community Partner @ Kyle 0.

L R+

Edited Oct 10 Abigail Hanson

Heres a mock up for the breief before we add in the information HYAR Shared Brief Document:

Inspiring the next genergtion to know
their worth, flourish in their

relationships, and value their sexual
cholces.

https://docs.google.com/document/d/1AyHWgF5FnHDamja6Zr5LtQERuvf

what do ye think?

AyjmedPAeWmjhxbA/edit?usp=sharing

Another team member, Kyle had created a design template for us all to input our individual parts into. Once | had input my information
into the document, | re-shared it with my team so each of them could upload their separate parts. With a quick turnaround for initial
partner meeting to the production of the brief | enlisted one of basecamps tools that creates a to-do list with features for assigning
people, due date and note taking. This is a tool | plan to use throughout the duration of the project. These can seem overwhelming

at first but can be great to have a centralised outline of tasks each person has to do; this also allows us to make sure there is an even

division of tasks amongst teammates.
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While | was creating my assets
for the brief the team was invited
to another meeting with Susan.
With the complexity of HYAR
there were a few inconsistencies
with my interpretation of the
HYAR.

From this second meeting Claire
and each member of the team
felt much clearer on the assets
being asked of us. Asking for
this second meeting was very
beneficial for me personally.
Meeting face to face with Susan
allowed me the chance to ask
specific clarifying questions
about the deliverables. | walked
away from this meeting with

a prioritised asset list which
enabled us to create the updated
brief leading up to our individual
design pitches.

2.2 Second Meeting with |
COmmunify Parfner My meeting notes

HYAR would be running only one programme that would consist of 5 distinct
workshops, the main focus of HYAR is to educate and raise awareness

(This was where the idea of each 5 workshop being a different colour was
introduced. Susan liked this idea in lead up to design pitch)

Engagement of young people but targets professionals, which will then go on to
educate parents, youth workers and teachers

Launch event - 14th November (introduced event as a key milestone, presenting as
an opportunity for us to capture film and interviews of the night)

| was hesitant to approach another meeting with our community partner as | knew | had many
clarifying questions | needed answers to, but | did not want to ask anything “stupid®. | have already
learned through the course of project social that there is no stupid questions. Asking questions is
actually the best thing you could do when trying to nail down exactly what the client needs and
wants. Claire was able to encourage me in the meeting to ask the questions | had outlined which |
am grateful for as this clarification allowed us all to take the next step in creating our brief.

Reflecting on this, | understand the value of making sure to clarify everything but it can sometimes
be tricky to fully comprehend. Following from this | plan to continue to ask questions as | want our

final outputs for the community partner to be quality assets, especially knowing how much work

has went into HYAR and the extremely important mission of the project.




2.3 Feedback

With this new knowledge in
mind, | recommended another
review of the brief as | wanted to
make sure we had fly grasped
the concept, | felt as a team

we had not hit some of the key
elements our lecturer Adrian
had pointed out to us. We were
able to complete this review and
Improve each section to form
our first document together.
Through our weekly review
sessions with Claire and Adrian
we were able to identify some
further revisions. We were able
to work through as a team and
finalise our brief in preparation
to send to the partner.

10:00pm Me
Hi @ Ryan, @ Kyle, looking at the current content for the brief | think we need to have a review on Monday
morning if you are both available to come into Uni early. Based on the feedback we were given | feel we are still
missing out on a few key points. We need this finalised by COB Monday and sent off as you both know. |
appreciate we have class on Monday from 10 - 1 but it would be great if we could spend time around this. We
also need to provide Adrian, Claire and Darren with enough time to approve before send off which would mean
having our revised version sent ideally before 10 AM to allow enough time for final changes.

| have the updated formatting document on my laptop and | am happy to input the new content in one go if
easier. The one linked above in the chat is the updated format. Please let me know if this works for you both, |
think It is our best option for a quicker turn around. If neither of you can make it we can work around it, as it
needs completed. Kyle would you like me to put the content in for you when you have it ready? it would mean by
Monday we could make final tweaks instead of sourcing.

€N Adrian, @ Claire, @ Darren, is there a time best suited that you would be available to have time to review
either in person or pdf?

| was asked to update minimal details within my sections of the brief, Once
reviewed and uploaded | was then free to help my team work through their
section. With the suggestion of a Monday morning meeting | knew we would
be able to finalise everything then and there to ensure a quicker turnaround.
From the start of project social | have been very aware of the 12 week time line.
Meaning a delay on one critical element in either creation or sign off could
have a domino effect on other timings put in place. Aware of the scale of work
required from project social was initially daunting but ensuring the team and |
personally have time management and production strategies will be essential

Is meeting our outlined deadlines.
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‘ ‘ Abigail Hanson 24 October 2024 at 11:21
HYAR Final Brief final approval
. To: Lagdon, Susan, Hide
Cc: Mulrone, Claire, Hickey, Adrian, Kyle O'Neill, Ryan McAllister

Hi Susan,
With all revisions made and a pproval from Adrian and Claire we were able Please find attached our interpretation of the brief for the HYAR Project.
to send our brief over to Susan. We were g reeted with g reat feedback that We would appreciate if you could review and approve so we could continue with the creative
process.
gave use the green light to dive into the creative side of things. Kind regards
Abi, Ryan and Kyle
Lagdon, Susan 24 October 2024 at 18:56 - I R C
Re: HYAR Final Brief final approval
To: Abigail Hanson, Cc: Mulrone, Claire, Hickey, Adrian, Kyle O'Neill, Ryan McAllister Detafls

Siri Found a Contact

. Add

Mulrone, Claire
Re: HYAR Final Brief final approval
To: Hickey, Adrian, Abigail Hanson, Cc: Kyle O't

Dear Abi, Ryan and Kyle

To say | am impressed is an understatement! This is great work and | really enjoyed reviewing
the best practice gride.

The colours and work to the logo outline on this report is fab! You have really captured the Fantastic feedback everyone, now let’s get creative.
engaging and simple style that the young people talked about.
Very happy to proceed with next steps, really look forward to seeing what you do next with Have a great weekend.

this. _
Claire

Thanks again for all your hard work.

Best Wishes
Susan

Receiving this feedback from Susan was very encouraging. This project is similar to agency work as we are working with a

“‘client” in a circle of creation, review, update, send-off. | had some previous experience with brief writing on my placement

year last year, but that focused more on specific content briefs rather than building from the ground up. Again | think this

was encouraging for the team, as | had never met either of the boys in my group before this academic year. With limited
experience team wide, It proved to us we were capable of producing assets, with a excited client on the other side. 22
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® ®
Overview and next steps outline which | was able to share with my
3 ® 1 B r a I n Sto r m I n g teammates and lecturers to make sure | had got the right idea based

off our lact meeting with Susan

Visual ldeni¢Y

0 4
N3

- .

o

24



Ceveals what the eye NP9V
CaAn‘’y 5&(. Medica\ ........ 1. 5 : "‘( ................

Yslugects.
A

W sinister

posser 'S

........ —:J N‘

| had multiple concepts

In Mind that represented
“‘coming together” outlined
as a key outcome for Susan.

| didn’t want the concept

to feel too analytical or
corporate in terms of the
educational aspect. | also
didn’t want the concept to
be too fun and cheery as this
wouldn't be the appropriate
tone for the serious topics
being covered. From the
start of this project, | knew
striking the balance between
tone and creativity would

be essential but difficult to

Using this brainstorming
method | was able to weed
my way through the vast
number of ideas allowing
me to identify two concepts
| wanted to take forward
with my design. This process
also made me think of the
meetings we had with Susan
identifying key words and
messaging that allowed my
logo to take shape.

---------- navigate. Feeling somewhat

- Crehre ideds hAt&dMbush  stuck in a sea of ideas | began
o dvdiences mincls 2 .
e o e vhauaheS. to put my ideas down on
""" 36“—1"\)65! paper as a brainstorming
session.

~ ©nq8qe A3 Cowe, Lurln
- bs po'.sic‘k'( 11 a‘di’:"-,
to communy
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3.2 Initial ideas HYAR

| was excited to start the design
process with HYAR, with no
previous design input this was
a complete blank slate project.
The community partner Susan
required a new logo alongside
a brand identity. | had already
drawn inspiration from the
graphics of the headspace
visual identity seen in my
benchmarking. | thought the
use of simple graphics and
vibrant colour use was a great
use for social media as eye-
catching content. It presented
iInformational content in an
approachable way which |
wanted to replicate through
HYAR.

HEALTHY Youma ADULT RELATIONSHITS

HEALTHY YOUNG ADULT RELATIONSHIPS

iR

HEALTHY YOUNG ADULT RELATIONSHIPS

iR

HEALTHY YOUNG ADULT RELATIONSHIPS
HEALTHY YOUNG ADULT RELATIONSHIPS
HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY
Yours
AbuLT
FELATIONSHIPS

FEALTHE ¥ ousE
ABULT RELATONEWTS

AR

HEALTHY YOUNG ADULT RELATIONSHIPS

HYAR
HYAR
HYAR
HYAR
HYAR

HVAR
HYAR

HYAR

HY '
a2

HAY o

AP

4y dY
LLET

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTRY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT RELATIONSHIPS




The logo on the left was my first concept

| developed past the sketching out phase.
This concept came from the conversations
had with both Susan and Claire. The
words “building knowledge” had been

floating about in multiple conversations

. I ‘ ‘ which immediately made me think of

HEALTHY YOUNG ADULT RELATIONSHIPS building blocks being not only relateable

to a younger audience but are usually

represented as strong, foundational pieces

~
AL

The logo on the right was a very early concept |
almost discarded. In our weekly review sessions
my lecturers Adrian, Claire and Darren as a
newly introduced lecturer saw potential in the
vision of this logo. | wanted to create a square
shape with four dynamic elements, each
representing the four letter of HYAR. | thought

Healty

Young
Adult
Relationships

this type of design would work well for social
media as it would also provide a icon as a
secondary logo. | was asked to go and develop
this further looking at ways to intertwine the 4

H
4

piece box with symbolic items like jigsaw pieces

or speech bubbles
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3.3 Concept 1

Development

In the weekly review sessions

| received great feedback for

this logo. | felt it was maybe

too strong and sharp for the
messaging behind HYAR, which
also didn't represent the building
block feel | was attempting.
Darren suggested adding

semi circles in the letters for a
recognisable feature. As soon as |
added the semi circles in the

HYAR

Design and soften the edges,
ideas started to fill my head as |
could now see my concept come
to life. | was able to build of this
and create some logo variations
that could work in different
scenarios. The small additions
and tweaks allowed me to keep
the same narrative behind the
design but also elevated the
design to the next level.

HEALTHY YOUNG ADULT RELATIONSHIPS

Primary

NYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

LH

HEALTHY YOUNG ADULT RELATIONSHIPS

_ )
AR

Secondary

Submark
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Jigsaw

3.4 Concept 2
Development

o K
s 'S

way to broaden skills. can produce - - - .
H b Healty . . .

This concept had a drastic The variation on the right

change through the concept shows the three main

development phase. Once narratives | was working

the idea of the 4 piece box with, each born from one >peech bubble
joining together was in my concept but having their own

head | started to design in individual identities.

adobe illustrator straight
away. Bringing ideas to life Initially this was an idea |

has been a great experience didn't plan to develop but

for me in this project so this style of working has
far. Using technical skills to shown me the fruits of Speech bubble
develop ideas is an exciting experimentation and what it

Young
Adult
Relationships




HEALTHY
YOuNG

ADULT
RELATIONSHIPS

3.4 Concept 2
Development

| created many variations of the square element as you can see. | still had the

building block idea in the back of my head as decided in light of experimentation HEALTHY
to give it a go. Through this process | realised finding the balance between the :gﬂ[qTG

logo design and the simple aspect of accompanying text to be a hard balance to RELATIONSHIPS

strick, as you can see with more experiments on the right

HEALTHY
YOUNG
HEALTHY ADULT
YOUNG RELATIONSHIPS
ADULT
RELATIONSHIPS
HEALTHY YOUNG HEALTHY
ADULT RELATIONSHIPS YOUNG
ADULT
RELATIONSHIPS
YOUNG
HEALTHY
E s YOUNG . HEALTHY
{_]:I g ADULT YOUNG
o 5 RELATIONSHIPS ADULT

RELATIONSHIPS
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3.4 Colour Scheme

Highlighted in my benchmarking Out multiple shades and

you could see a consistent theme combinations but they felt somewhat
throughout domestic abuse dull. By adding so much purple it
awareness charities in using the started to blend in instead of standing
colour purple. It has been used out. Introducing colour to my logo
for decades to signify peace, concepts allowed them to come to
courage and strength which | felt life in the refining stage making this
was a very important pattern to process that bit more exciting.
replicate. | knew whichever colour

scheme | chose it would need to

built around the colour purple. |

started trying

HEALTHY
YOUNG

ADULT
RELATIONSHIPS

HEALTHY

YOUNG
J ADULT

RELATIONSHIPS
HEALTHY
YOUNG

ADULT
RELATIONSHIPS

HEALTHY
' YOUNG
" ADULT
RELATIONSHIPS

RELATIONSHIPS RELATIONSHIPS

HEALTHY HEALTHY
YOUNG YOUNG

ADULT ‘ ADULT
RELATIONSHIPS RELATIONSHIPS

HEALTHY HEALTHY
YOUNG ' YOUNG
ADULT " ADULT
RELATIONSHIPS RELATIONSHIPS
HEALTHY HEALTHY
YOUNG ' YOUNG
ADULT ADULT
RELATIONSHIPS RELATIONSHIPS

HEALTHY HEALTHY
YOUNG YOUNG
ADULT ADULT

HYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

NYA
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HNYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

M AR

HEALTHY YOUNG ADULT RELATIONSHIPS

NTAR

HEALTHY YOUNG ADULT RELATIONSHIPS

NYA

HEALTHY YOUNG ADULT RELATIOMSHIPS

Original

Preference
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NYAR
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HNYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY ¥OUNG ADULT RELATIONEHIPS

MYA™
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NYAR
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HEALTHY YOUNG ADULT RELATIONSHIPS

HNTAR
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NYAR
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HTAR
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NYAR
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HTA
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NYA
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YAR
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NYA
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NYAR
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1440px+

HEALTHY YOUNG ADULT RELATIONSHIPS

| had taken samples of the purple used in the developed HYAR educational app as the main colour.
Explaining this to my lecturer Adrian noticed a similar colour scheme presenting itself through the app
framework screen shot Susan had provided. It was essentially the same colour scheme | had picked but
a much more vibrant version. | was able to pull out sample from the framework and placed them

Together. Immediately | knew this was the best colour scheme for the project. It allowed my logo concepts to come to life in the refining stage
making this process that bit more exciting. With the colour scheme decided | was able to make the adjustments recommended add colour
to the design. | then made multiple versions of each logo with different colour variations. This helpful process was recommended by Darren to

allow me to pinpoint what was working for the new visual identity of HYAR.
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12:19pm Me

HEALTHY YOUNG ADULT RELATIONSHIPS

HEALTHY YOUNG ADULT HEALTHY YOUNG
RELATIONSHIPS ADULT RELATIONSHIPS

see
:IE)?JLLTTH;E:»?#S SSHFPS HEAUTHY YOUMNG
ADULT RELATIONSHIPS

HYARTItleOptions_SpeechLogo.pdf - 71.3 KB - View full-size - Download

Hi guys quick group question, would anyone be able to take a Look at the attached and give opinions on the
title placement? | think my favourite is top middle but would like a second opinion! @ Darren QAdrian

@ Claire @Kyle @Ryan

Kyle O'Neill 12:28pm
Hey Abi, | quite like the top middle one, and the bottom left one
(5 &

Hi guys, would you be able to do the same for my few logos aswell please! ) Abigail

@ Adrian @ Claire @D rrrrr @Ryan

Apologies that PDF is not showing it correct when clicked on, here is an image of my
logos to look at

For this concept | asked my

teammates for their input in the m m M
Healthy Young Adult Relationshipe

Adumneisoninigs s

placement. With this feedback HR HR
| wag able to finalise my epeech

H EAI.THY YO U N G bubble concept, | wanted to B — o ()

@ Kyle O'Neill

ADU I_T R E I_ATI O N S H I PS include my other team members m m K

opiniong as much as possible

alongside lecturer feedback ag our

right &

age group of 20-21 is cloge to ®.
the target audiences age group.
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3.5 Brand

The brand mission and values are all
integral parts to a brand identity. |
would have liked to explore this more
with Susan if there was more time

to really figure out the true story of
HYAR. | knew with our limited time

| needed to visualise this myself and
create and extra narrative or element
that could strength the brand and
provide diversity. From our initial
meeting with Susan the intervention
models were introduced . These would
require a completion certificate and
accompanying pin. | wanted to create
something unique for these assets,
so | began to draw out some classic
building block shapes starting with
the bridge icon. From there | was
able to develop individual blocks
representing their own colour, linking
to the intervention framework design

that we had previously discussed with

Identity

Blue
Rectangle

Susan. | then worked on adobe illustrator

to form different shapes and structures,
eventually creating the “safe place” graphic
seen below. This acts as a second narrative

of HYAR creating a safe space but also

Purple
Bridge

opens up Mmore creative options for future

graphics coming up to the pitch.

Yellow
Rectangle

Teal
Triangle

Orange
Semi-
Circle

y
all
o
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3.5 Concept 1 - Findal

HEALTHY YOUNG ADULT RELATIONSHIPS

Through the review and feedback sessions with Claire, Adrian and Darren | made each change recommended

to me. The biggest improvement from thig was the addition of’ the semi circles to create more of a block look
and feel to it. Thig logo ended up being the final design | chose to develop into actual production. The “building
knowledge” narrative kept drawing me back to it. Thinking of future production and narrative | felt there would be
more opportunity to build awareness with thig logo ag it highlights education more prominently.
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4.1 Individual pitches

Once the final brief has sign off by the community
partner each team is also required to create their own
brief with designs and concepts created from our

review sessions with the lecturers.

| was excited to start building my concept, | had the
final prioritised asset list after our second meeting
with Susan that was shared with the group. Through
this time there wasn't a huge amount of group
communication as we were all focused on our own
designs. This would have been a great opportunity for
us all to upload our assets to receive peer feedback but
we continued to work separately in this process which
IN hindsight was a wasted resource . | was able to help
Kyle and Ryan with some Photoshop and illustrator
technicalities like blending modes and perspective
wrap. These were essential for asset creation as these
skills directly linked to the upcoming mockup creation.

Susan hosted the HYAR official report launch on 14th
November on the Ulster University Belfast campus.
Our team was invited along to this event to capture
Interviews with the young researchers involved in the
creation of the HYAR app. | again used the to-do list
feature on basecamp to outline our essential captures
of the night.

With the busy nature of the report launch we were
unable to pitch our individual designs to Susan until
after the event on the 19th November. While this gave
us a shorter turnaround for our final asset creation the
event proved beneficial to us as a group. Photography
was take on the night which we were able to use
throughout our revised pitch and assets. It also allowed
us the chance to put faces behind a job title or name
making me feel a deeper drive to produce valuable
assets.
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4.1 Mockups

Before we could individually
Ccreate our pitches we as

a team had to decided on
which mockups we were
going to use as they needed
to be consistent across all
pitches. This is done to allow
the community partner to
view the designs on the same
playing field. We all sent

links with potential mockups
sourced primarily from adobe
stock as this come with
licensing under our university
account.

Again, we kept a fair
combination of mockups
picking an equal amount
from each persons sources.
Unfortunately this meant

Some mockups were images

rather than a preset template. With
knowledge of photoshop | went into
each image and created them as
editable templates for my teammates
outlining selections and colour
overlays for each.

Editable Templates

Abigail Hanson - Nov 5 - Notified 5 people

Hi guys, here Is all the editable mockup formats. | realised some of the
mockups chosen are only in Jpeg format which means they aren't directly
editable. | think this will be fine may just take an extra bit of time to properly
select, | can help you both with this if needed.

Thanks guys, let me know if I've left any out. Thanks!

-~ ToteBag_Template.psd
=M 21.6 MB - Download

)I( COMPANY NAME

YOURNAME

EATIVE DIRECTOR

BusinessCards_Template.ai - 588 KB - View full-size - Download

= PITCH TEMPLATE

Potential Mockups

Abigail Hanson - Oct 24 - Notified 5 people

Hi guys, pulled together some potential mockup ups we can use. Let me know
of preferences and so we can use the same ones in our pitch. Also feel free to
add in any you guys find.

Thanks! Abi
Potential mockup templates
Adobe stock - free to listen with uni account

Social media template on phone (probably don't need all of this)-
https://stock.adobe.com/uk/search?
filters%5Bcontent_type%3Aphoto%5D=1&filters%5Bcontent_type% 3Aillustrati
on%5D=1&filters%5Bcontent_type%3Azip_vector%5D=1&filters%5Bcontent_ty
pe%3Avideo%5D=1&filters%5Bcontent_type%3Atemplate%5D=1&filters%5Bco
ntent_type%3A3d%5D=1&filters%5Bfetch_excluded_assets%5D=1&filters%5Bi
nclude_stock_enterprise%5bD=18&filters%5Bcontent_type%3Aimage%5D=18&k=
mockup&order=relevance&search_page=1&search_type=usertyped&acp=&aco
=mockup&get_facets=08&asset_id=441743109

Website mockup on laptop and phone - https://stock.adobe.com/uk/search?
filters%5Bcontent_type%3Aphoto%5D=1&filters%5Bcontent_type% 3Aillustrati
on%5D="1&filters%5Bcontent_type%3Azip_vector%5D=1&filters%5Bcontent_ty
pe%3Avideo%5D=1&filters%5Bcontent_type%3Atemplate%5D=1&filters%5Bco
ntent_type%3A3d%5D=1&filters%5Bfetch_excluded_assets%5D=1&filters%5Bi
nclude_stock_enterprise%5D="1&filters%5Bcontent_type%3Aimage%5D=1&k=
mockup&order=relevance&search_page=1&search_type=usertyped&acp=&aco
=mockup&get_facets=0&asset_id=424725117

Social media post template - https://stock.adobe.com/uk/search?
filters%5Bcontent_type%3Aphoto%5D=1&filters%5Bcontent_type%3Aillustrati
on%5D=1&filters%5Bcontent_type%3Azip_vector%5D=1&filters%5Bcontent_ty
pe%3Avideo%5D=1&filters%5Bcontent_type%3Atemplate%5D=1&filters%5Bco
ntent_type%3A3d%5D=1&filters%5Bfetch_excluded_assets%5D=1&filters%5Bi
nclude_stock_enterprise%5bD=18&filters%5Bcontent_type%3Aimage%5D=18&k=
mockup&order=relevance&search_page=1&search_type=usertyped&acp=&aco
=mockup&get_facets=08&asset_id=647789831

Bus stop advertising - https://stock.adobe.com/uk/search?
filters%5Bcontent_type%3Aphoto%5D=1&filters%5Bcontent_type% 3Aillustrati
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4.2 Initial pitch

HEALTHY YOUNG ADULT RELATIONSHIPS

4
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NYAR
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NYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

42



MR

HEALTHY YOUNG ADULT RELATIONSHIPS

AR
N

AR

HEALTHY YOUNG ADULT RELATIONSHIPS

435



Violet
#8469AC

Sunbeam

#FDE816

Copper
#DB4814

Deep Teal

#2A99A3

Cobalt

#3D6DB4

Black

#000000

White

HITFFfS

axa



Typography

Header

Futura Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuv

Body

Montserrat Regular

ABCDEFGHIIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuv

Sub Heading

Montserrat SemiBold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuv

Caption

Futura Medium

ABCDEFGHIJKLMNOPQRSTUVYWXYZ
abcdefghijklmnopgrstuy
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Workshop 1 Mock-ups

Cover Slide

Workshop 1

Relationship

with Self

Our Mission

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Quis ipsum suspendisse ultrices
gravida. Risus commodo viverra maecenas accumsan
lacus vel facilisis. Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Quis
ipsum suspendisse ultrices gravida. Risus commodo
viverra maecenas accumsan lacus vel facilisis.

Place holder Images and text
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Workshop 2 Mock-ups

Cover Slide

Workshop 2

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do elusmod tempor incididunt ut labore et
dolore magna aliqua. Quis ipsum suspendisse ultrices
gravida. Risus commodo viverra maecenas accumsan
lacus vel facilisis. Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Quis
ipsum suspendisse ultrices gravida. Risus commodo
viverra maecenas accumsan lacus vel facilisis.

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut

. labore et




Cover Slide

Workshop 3

Awareness of

Support Services

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmeod tempor incididunt ut
labore et

Our Mission

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Quis ipsum suspendisse ultrices
gravida. Risus commodo viverra maecenas accumsan
lacus vel facilisis, Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do elusmod tempor
incididunt ut labore et dolore magna aliqua. Quis
ipsum suspendisse ultrices gravida. Risus commodo
viverra maecenas accumsan lacus vel facilisis.
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Workshop 4 Mock-ups

Cover Slide

Workshop 4

Peer

communication

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut
labore et

Our Mission

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Quis ipsum suspendisse ultrices
gravida. Risus commeodo viverra maecenas accumsan
lacus vel facilisis. Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Quis
ipsum suspendisse ultrices gravida. Risus commodo
viverra maecenas accumsan lacus vel facilisis.
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Cover Slide

Workshop 4

Parent/carer young

person communication

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
elusmod tempor incididunt ut
labore et

NAR
Our Mission

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmeod tempor
incididunt ut labore et dolore

Lorem Ipsum dolor sit amet, consectetur adipiscing
elit, sed do elusmod tempeor incididunt ut labore et
dolore magna aliqua. Quis Ipsum suspendisse ultrices
gravida, Risus commodo viverra maecenas accumsan
lacus vel facilisis, Lorem ipsum dolor sit amaet,
consectetur adipiscing elit, sed do elusmod tempor
incididunt ut labore et dolore magna aliqua. Quis
Ipsum suspendisse ultrices gravida, Risus commodo
viverra maecenas accumsan lacus vel facilisis,
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99 likes
“"Lorem ipsum dolor sit amet, consectetur,
sed do eiusmod tempor incididunt
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N AR ceRTIFICA .

MEALTHY YOUNG ADULT BELATIONSHIPS

Of Achievement

This certificate is presented to

Full Name

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore
ultrie

ot dolore magna aligua. Quis ipsum suspend da. Risus commodo viverra maecenas

accumsan lacus vel facilisis

Presented by Presented on

by N
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FULL NAME
JOB TITLE

HNYAR

HEALTHY YOUNG ADULT RELATIONSHIPS

)

Learn more
with HYAR

{1y
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This wasg an initial GIF to show Sugan to motion graphics capability. This was a simple animakion with the
coloured text changing between key words | pick up on in convergation with Susan and Claire

H AR

HEALTHY YOUNG ADULT RELATIONSHIPS

#BUILD
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4.3 Feedback from
Community Partner

We each presented our pitches in order from Kyle,
Ryan and then me. Susan was thrilled with all of our
pitches and loved seeing this stage. | also really enjoyed
seeing what my teammates had made, this also gave
me insight to what their understanding of what HYAR
Is and how they want to translate that across to the

audiences.

Ultimately Susan chose my design with some small
tweaks to the logo. She had voiced the concern at

the feedback stage of the brief that the H may not be
Instantly recognisable as a H. | immediately started
working on ways to rectify this. Not wanting to mess
with the logo too much | knew the simplest and most
effect solution would be to adjust the length of the
circle cutout in the letters. With this update made

and approved by Adrian | was able to upload for all my
teammates so that we each had the most up to date

version of the new logo to work with.

Congratulations

Q Claire Mulrone - Nov 20 - Notified 5 people

Great pitch yesterday, you all gave strong narratives for your creative choices.
Susan was please with all the effort you put in and thought they decks were
very professional. she was delighted with the results.

Abi your design was chosen but we need to take on board Susan's comments re
the H, | know this will be challenging and will impact across the design. She
was very impressed with the motion graphic and would love to see a gif of the
safe place and the logo its self. Now onto the next stage. Congrats again see,
you all tomorrow!!

Claire

After making this update to the logo | completely
agreed with Susan that the previous H was much
harder to decipher. This is why feedback is so
important from fresh eyes. | had been looking at
this design for weeks and was unable to detect

something as critical as legibility. Feedback and
review can sometimes feel daunting and non-
constructive but when you see the fruits of asking
for feedback it can be a design game changer.




4.4 Revised Logo

HEALTHY YOUNG ADULT RELATIONSHIPS

58



4.4 Revised Logo

S, ) {
AR AR

HEALTHY YOUNG ADULT RELATIONSHIPS HEALTHY YOUNG ADULT RELATIONSHIPS
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4.4 HYAR Launch Event

Susan hosted the HYAR official report launch on 14th
November on the Ulster University Belfast campus.
Our team was invited along to this event to capture
interviews with the young researchers involved in the
creation of the HYAR app. | again used the to-do list

feature on basecamp to outline our essential captures
of the night.

With the busy nature of the report launch we were unable

to pitch our individual designs to Susan until after the
event on the 19th November. While this gave us a shorter
turnaround for our final asset creation the event proved
beneficial to us as a group. Photography was taken on the
night which we were able to use throughout our revised
pitch and assets. We aslo captured some interview footage
with the young researchers, we were then able to input
this in our final pitch to help Susan visualise the final assets

more accurately 60



Revised pitch

With the revised logo signed off | first decided to
take some time out to organise our tasks needed for
the revised pitch. Susan had liked the majority of the
mockups regarding the hoodie, bottle, tote bag and
business cards. | had the original file on my laptop
and decided to change those myself for a quick
turnaround.

All other tasks were split between skill and size. Kyle
was our lead video editor which meant he took on
the task of creating reel content from the interviews
captures at the launch event. Ryan and | primarily
worked on the other mockups the needed revisions.
Another point of feedback was to remove the use of

the app gradient. | introduced the gradient seen in the
app framework but Susan wanted that to remain in the

app only. The majority of mockups didn't need huge

changes but more updates. As a group we were able
to divide our tasks up and get working on the revised
pitch assets.

4.4 Planning the

22[22 completed

@ Revised Design Assets - pitch

Add a to-do

(v] Brochures + Leaflets @ Ryan M.
(v) video @ Kyle 0.

(v] Facebook Template @ Ryan M.
(v] Hashtag animation Abigail H.
(v] workshop x5 Abigail H.
Iﬂ Poster x2 ® kyle 0.

(v] Coffee Cup x1 @ Ryan M.
(v] Business Cards @ Ryan M.
(v] Bus Shelter x1 @ rRyan M.
(v] Report Cover @ kyle 0.

(v] Linkedin Template @ Kyle O.
Iij Popup banner x1 @ Kyle O.
(V] Polo Shirt > @ Kyle O.

(v] Notebook Abigail H.

(v] Instagram Template Abigail H.
(v] Hoodie Abigail H.

(v] Tote Bag Abigail H.

(v) water bottle x1 @ Kyle 0.

(v] Pin Abigail H.

(v] Certificate Abigail H.

(v] ID cards and lanyard Abigail H.
(v] Revised Logo Abigail H.

ol



4.4 Image Overlays

Through the pitch | had
started to introduce the
idea of using colour overlay
Images in the workshops to
fit better with the colour co-

ordination of each workshop.

To ensure all of the team

were using the same images

with the same edits Adrian
suggested | created a stash
of the launch night photos
in the five colour overlays. |
was able to produce these
Images by using actions in
photoshop. This was a new
skill learned through Adrian
on the same day. | was able
to successfully replicate the
actions and create each

Overlay successfully. Though
this was a large task at the
time it was definatley worth
while task. It ensured all our
IMages across our assets
would be the exact same
creating a consistent feel
across each use case

Orange Overlay Images

24.11.14 - Wister University -
Haalthy Yaung Adult
Relationships (HYAR)..

..and 67 more

24.11.14 - Ulster University -
Haalthy Yeung Adult
Relationships (HYAR)...

Blue overlay Images

-1‘

v

24.11.14 - Uister University -
Haalthy Yaung Adull
Relationships (HYAR].

24.11.14 - Ulster University -
Healthy Young Adult
Relationships (HYAR)...

...and 68 more

Yellow Overlay images

24.11.14 - Uister University -
Healthy Young Adult
Relationships (HYAR)..

Haalthy Yeung Adult
Relationships (HYAR)...

24.11.14 - Ulster University -

Teal overlay Images

Z4.71.14 - Ulster University -
Healthy Young Adult
Relationships (HYTAR)

24.11.14 - Ulster University -
Healthy Young Adult
Relationships [HYAR)...

...and 68 more

Purple Overlay Images

RE &

Z4.71.14 - Uister University - Z24.10.74 - Ulster University -
Healthy Young Adult Healthy Young Adult
Relatronships (HYAR) Relationships (HYAR)

..and 67 more

...and 68 more
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4.4 Revised pitch

N AR

HEALTHY YOUNG ADULT RELATIONSHIPS

This new logo algo included a white box as it;e background. With our use of’ bright colours acrosg backgrounds and accents we needed a 63
standard version that could be used anywhere, this is now a necessary brand=and guideline development as it shows the appropriate spacing.
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L0go Variations
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Violet

#8469AC

Sunbeam

#FDE816

Copper

#DB4814

Deep Teal

#2A99A3

Cobalt

#3D6DB4

Black

#000000

White

Hfffe
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Typography

Header

Futura Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuv

Body

Montserrat Regular

ABCDEFGHIIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuv

Sub Heading

Montserrat SemiBold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuv

Caption

Futura Medium

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuv

67/



Workshon 1 Mock-ups

Cover Slide

Workshop 1

Relationship

with self

self-love, Self-care, Self-worth and
building boundaries

Ovutcomes

Relationship with self is the first building block in
HYARs training. This workshop will support with:

Increased healthy relationship knowledge and
behaviour

Increased IPV (Intimate Partner Violence) help
seeking

Decreased experience of IPV

Descreased negative physical and mental healthy
outcomes relating to IPV

Changed each “safe place” graphic back to the original multi-coloured version as per Susans request
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Workshop 2 Mock-ups

Cover Slide

Outcomes

Workshop 2

This workshop outlines and educates about what is
healthy an dunhealthy in a relationships, touching
on impacts of IPV and coercive control

Education about
healthy a nd un heqlthy Reduce social norms regarding acceptance of

violence within ALL types of intimate relationships

replationships

Reduce gendered norms regarding use of violence
Impacts of IPV (Intimiate Partner and abuse in ALL types of intimate relationships
Vicolence) including coercive control

H AR M AR

WEALTHY YOUNG ADULT RELATIGHEHIRS

Promote healthy models of ALL types of loving
relationships

HEALTHY YOUNG ADULT RELATIONSHIPS




Cover Slide

Outcomes

Workshop 3
This workshop builds on awarness knowledge of
suppeort sources and services. Bringing to light:

Awareness of support

Knowledge and recognition of healthy and unhealthy

. ' L} .
sou rCES/ services (! relationships practices including the law around this

Increase positive attitudes towards conflict

o resolution tactics
Increase knowledge and recognition of

healthy and unhealthy relationship

practices
Aid in the identification of sources of support when
facing unhealthy relationships {own or others)

H AR

HEALTHY ¥ELNE ADULT RELATIDHEHIDS HEALTHY ¥OUNG ADULT AELATIONSHIPS |8




Workshon 4 Mock-ups

Cover Slide

Outcomes

Workshop 4
This workshop looks at healthy peer
communication tactics and encouragment. Focusing
on how:

Peer

Increase in communication capacity between peers and

- L]
CO mm U ni CCII'I OI'I b young people about unhealthy intimate relationships

— Communication decreasing victimisation and
Increase communication capacity perpetration normals
between parent/carers, parents and
young people

HYAR EN AR

WEALTHY YEILING ADULT RELAT IGHEHIES HEALTHY YOUNG ADULT RELATIINSHIZS

Builds stronger community perceptions regarding IPV |
Intimate Partner Violence )




Cover Slide

Workshop 5

Parent/Carer and
young person
communication

Drawing the line, speaking up and
asking for help

H AR

MEALTHY YOLNG ADULT RELAT IGHSHIES

HEALTHY YOUMG ADULT RELATIONSHIPS

Outcomes

This workshop looks at parent/carer and young
person communication. Building safe places and
encourgaing engagment. Focusing on:

Increase in communication capacity between peers and
young people about unhealthy intimate relationships

Communication decreasing victimisation and
perpetration normals

Builds stronger community perceptions regarding IPV (
Intimate Partner Violence )
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Healthy relationships don't just happen,
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ABOVE Coercieve
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99 likes
“"Lorem ipsum dolor sit amet, consectetur,
sed do eiusmod tempor incididunt

RN Q 68
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HAR @ e X
Suggested for you-Dec 1- £

Lorem Ipsum is simply dummy text of the printing and
typesetting industry.

Lorem lpsum Dolor
Xyz. Xyz Contact info.

ot

Lotem ipsum dolor s amet, consectetuer x Lorem ipsum dolor sit amet, consecteluer X
adipiscing elit, sed diam aliquip ex ed commodo adipiscing elit, sed diam aliquip ex ea commedo.
Lorem ipsum dolor 51 amet Lorem ipsum dolor sit amet

oo Lorern Ipsum and 775K others « 20K comments « 30K share

[C} Like D Comment ﬂ> Share

Included multiple social media templates for different uee cases and audiences '74



RESEARCHER

| wag able to photoshop the stationary template to only show the notebook cover and report cover as
stationary was not the main priority. | re-organised the ID cards co that each are visible and readable



M AR

HEALTHY YOUNG ADULT RELATIONSHIPS

cERTIFICH Te

Of Achievement

This certificate is presented to

Full Name

This certificate is proudly presented to (Full Name) for
successfully completing the training course offered by Healthy
Young Adult Relationships

Presented on Presented by

Y FYE )

The certificate changed to a portrait version as requested by Claire. We went for a simple logo on the pin to
drive interest. Thie was also done to create a unique experience for the person gifted it.
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Merchandise
N
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HEALTHY YOUNG AL

SULT RELATIONSHIPS

SUSAN LAGDON
SENIOR LECTURER

H AR

HEALTHY YOUNG ADULT RELATIONSHIPS Q Location
t. FPhone Mumber

& Email

E e

AR

m.‘"

@

78



HEALTHY YOUNG ADULT RELATIONSHIPS

#BUILD
.
Q

v

dultRelationships « Follow @ HealthyYoungAdultRelationships « Follow

[ ] 111 = Origial aue £ ]
S ® S

®

This revised mockup shows the social media usecase of the hash tag animation and logo, showing how this
could look and best practice guidance for different gizing requirements



Susan consistently provided
our team with great
encouragement throughout
our send over process.

As a new team working
together still trying to figure
out team dynamics and
workload this was a great
reminder that hard work

doesn’t go unseen.

Once the updates were made
to the safe place we were
able to move on to our final
asset production

4.5 Sign off and Feedback

Lagdon, Susan 5 December 2024 at 10:07
‘W Re: Revised Pitch feedback
To: Kyle O'Neill, Cc: Mulrone, Claire, Abigail Hanson, Ryan McAllister Details

Siri Found a Contact

. Add

Dear Kyle, Abi and Ryan,

Thank you for sharing your pitch with me. Before | offer some notes on the final pitch, | wanted
to share some of my reflections from the pitch meeting where each of you presented your
ideas.

Firstly, | have been so impressed with your engagement with this work. You have taken the
time to review the underpinning research, speak with me and spend some time with the HYAR
young co-researchers. This commitment transcended to your work.

Each of you pitched your ideas and concepts for HYAR which reflected your style and take on
HYAR. | loved that you all incorporated soft but colourful tones as well as typography that was
easy to read but offered a relaxed composition.

My final decision reflected the pitch that offered the strongest and most distinct brand identity
for HYAR. The thick shapes and how these could be stacked as a ‘home’ or ‘safe space’ was
very creative and offers a strong statement about HYAR without little to think about.

On that, | have now reviewed the updated pitch and think this has really come together. | love
the incorporation of the pictures from our event also. My only suggestion is to keep the ‘house/
safe space’ visual in multiple colours within the slides (I think this was how it was originally
presented), as | think this will make it more clear.

Thank you again for all your work on this.
Best Wishes

Susan



5.1 Final Outputs



5.1 Tasks and organisation

With our revised pitch signhed off we moved on to the
most daunting few weeks of project social. Final asset
creation means pulling everything together, reviewing,
packaging and handing over. | knew with this section
files could easily go missing or get lost. | again used the
basecamp to-do list section to outline all of or assets,
who was responsible for each asset and any notes that
came with it.

| created a folder in our basecamp for final asset
review as | knew there would be one final review
session with Claire, Adrian and Darren before the
submission deadline the next day. | ensured everyone
has uploaded all their assets in this folder before that
meeting for n efficient review session. | had made
suggestions under some assets by team members
aswell which we were able to go over together at the
end of the review. Being close to the submission line |
tried to make sure my suggestions where productive
rather than critical

23/23 completed
@ Final Asset list for review

Add a to-do

(v] Poster ® kyle 0.

(v) Fold down leaflet - * @ @ Ryan M.
(v] Bus shelter (1)

(v] Pop up banner O @ «yeo.

(V) Notebook and report @ @ kyle 0.
(v) Facebook Posts/Assets @ @ Ryan M.
(v] Workshop template 5 O @ ryanm.
(v) Workshop template 3 @ @ Ryan M.
(V] Hashtag animation @ @ Ryan M.
(v] Instagram Post/Assets () Abigail H.
(V) Linkedin Posts/Assets * @ @ kyle 0.
I;J] Launch video @ @ «yle 0.

(v] Workshop template 4 @ Kyle O.

(v]) Workshop template 2 @ Kyle O.

(V) Brand Guideline Book @ @ Ryan M.
(v) Business cards @

(V) Water bottle & coffee cup @

(v] safe place animation ) Abigail H.
(v] Logo animation & Abigail H.

(v] Workshop template 1 £ Abigail H.
(v] Certificate and pin

(v] ID cards and lanyard

(v] Hoodie & polo short &
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5.2 Approved Mockups

The mockups shown on the right were all
of the approved designs by the community
partner Susan on the day of the pitch. With
the adjusted logo | uploaded these assets
iImmediately into the final handover folder.

N AR

HEALTHY YOUNG ADULT RELATIONSHIPS

M AR

HEALTHY YOUNG ADULT RELATIONSHIPS

CER“F'CATs

Of Achievement

This certificate is presented to

Full Name

This certificate is proudly presen ted to (Full Name) for
cessfully completing the training course o ffered by Healthy
Young Adult Relationships

Presented on Presented by

ALY HYAR

B RSTLSE I TSI HEALTHY YOUNG ADULT RELATIONSHIPS

RESEARCHER

MYAR § HYAR

YOUNG ADULT RELATIONSHIPS ULT RELATIONSHIPS
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5.3 Workshop

The workshop framework was
created on power point slide
master so that Susan would be
able to edit and input her own
iInformation. This was the highest
priority asset Susan needed for
use as soon as possible. | made
up the first template and shared
with my teammates as they both
had two each to do.

| was pleased with how this
template turned out. | used a
simple design that covers key
words. Each training session
should take about 90 minutes so |
also included a break slide

If there was more time with
project social | would have liked
to develop a complete deck
With a range of dynamic slides

Workshop 1

Relationship
with self

Selflove, self-care, self-worth
and building awareness

UNG ADULT RELATIONSHIPS
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Slide Layouts for workshop framework

Challenges Building Beliefs

Self-worth and

Limited intimate relationship education for Building Boundaries

oung people and awareness of IPV
{including coercive control)

Risk of IPV (including coercive control) Negative Impacts

within young adolescent relationships of IPV Self Efficiency

Individual Outcomes

Increased healthy
relationship knowledge
and behavior

Increased IPV help
seeking

Any
Questions?

Decreased experience Decreased negative

of IPY physical and mental
health outcomes
relating to IPY

85



| created another potential slide layout

for Susan. From the initial power point
presentation Susan was using shows

she likes including quotes of the young
researchers. Initially these speech bubble
designs were inconsistent in colour and
shape so | thought | would provide her the
options with an already formatted version

| also created some other layouts
in slide master Susan can choose
from. This slide would act as a
time line. | created this to use as a
HYAR legacy option, showcasing
the history of HYAR. This could be
valuable to outline to potential

funders
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5.4 Animation

HEALTHY YOUNG ADULT RELATIONSHIPS

| created a Logo animation for use on socials, presentation
or other forms of media. Playing on the building block
theme | create animation of each letter tumbling in from
the left hand side to symbolise building blocks rolling. The
final product shows the full HYAR logo followed by a fade
pout. The fade out allows for more dynamic use and creates
a quicker transition. | initially created the animation so that
the letter rolled off screen again to the right but after review
with my lecturers we decided a fade out is a much more
usable product. In the final upload | create multiple versions
with sound effects, music and dimensions for social media

87
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Alongside the primary block logo animation | also created a animated GIF on the “safe place”
block formation. | thought this animation could also be used for social media or presentation
adding a fun element to the workshop slides if implemented. The animation shows each block
falling on screen from the top, dropping down ontop of each other forming the “safe place”. |
also created a version with a stay on screen last frame and a animate off sequence as seen in the
bottom right. This was to hopefully suit all usecases Susan would like. This animation also has
multiple versions seen on basecamp with sound effects, music and social media sizing

all
o
VN
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5.5 Social Media

Creating the social media outputs for
Instagram was an aspect of the final
asset creation | really enjoyed. | like
the diversity it gives to engage with
Interactive content which is key in
boosting awareness across audiences.
With the young people target
audience primarily on instagram there
Is the opportunity to be a safe space,

AAAAAAAAAAAAAAAAAAAAAAAAAAAA

Potentially providing relief, information
and comfort for some viewers. Striking
the balance between design and
content can be a juggling act. This

Is why | have created a wide range

of instagram posts that Susan could
easily lift and post.

The three posts you can see here

Would be used as pinned posts at the
top of HYARs instagram feed. It drives
brand reinforcement with the strong
colours. The simple headings can drive
curiosity among viewers making them
more likely to click on each post to find
out what HYAR is. | also used imagery
of people as it makes the content so
much more approachable.
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|

i/ Spot the
Wha'l' is Coercive control is when

o
. someone uses Slgns
coercive manipulation, isolation, or

intimidation to take away

-
control? another person’s freedom Inctout more

with HYAR

. in a relationship .

—

This instagram output would be a simple carousel post. Carousel posts are great for boosting engagement while having
the ability to be informational. | made sure to add a graphic element that looks like it continues onto the next page,

this will again lead people to want to swipe. | have chosen one of the more serious topics HYAR covers for this post. The
approachable nature of the social media may make people stop and think about what coercive control actually is. It follows
a pattern of hooking title, information and then call to action. Highlighted in the benchmarking call to actions are a great
source for engagement aswell, leading people to action is what we are trying to do with this social media post as it has the
potential to reach young people, parents/carers and educators around the world.
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This post is a simple carousel of
Images from the HYAR launch night

in November. It acts as a nice wrap up,
legacy feature for HYAR to look back
on and catalogue. This could also act
as a key moment for people wanting
to get involved, tugging on some
strings of the fear of missing out. It also
reinforces the faces of HYAR, allowing
people to get to know the people

behind the research




This is a introduction, meet the
team style of post. It acts as a
really approachable informal
iIntroduction which will work
better with a younger audience
as it is not too corporate. This
would be in a series of posts
from different researchers and
Important stakeholders within
the HYAR network

This has been created again for
that reinforcement of the brand.
It also separate Susan from the

Susan Lagdon

tion at the minut
CONEEPHON ot the Tintie Meet the Healthy Young Adult
Relationships team

face of HYAR which is a general

M AR

HEALTHY YOUNG ADULT RELATIONSHIPS




This post is a filler, during the week post. It is content that
gets the viewer thinking, automatically being able to relate
It to something they knows. It evokes conversation between
the brand and it's viewers again creating that approachable
environment

Join the

Conversation

e
Remember

How you can

get involved? Healthy relationships don't just
happen, they are built piece by piece

Some simple call to action, informational posts. Instagram
content dose not need to be complex graphics. The main
goal is approachability , essentially creating a safe space
online for any potential viewers that need support or what
to know more about the training services




These posts are the same format with different brand
colour combinations. This gives a face b behind the name
HYAR and shows what young people actually think, Susan

mentioned this as an important aspect to grasp in our
content

I hope for the
to be used by

app
young people, |
fhlnk it’s an
|m50rfqnf topic
and it is import
ant
fo haVe access to This could easily be a series of quotes from key
that informqﬁon stakeholders of HYAR. You could introduce the shapes of

the safe place aswell for a more dynamic look and
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These assets are highlight covers

for instagrams featured section.
This is a fun way to sort and
organise your key features like
events, FAQ etc. The contrasting
colours will help the profile to
stand out, there are also many
more colour combinations if
more are requires. This also helps
to drive the brand consistency
and identity with a uniform look
seen throughout 95




5.7 Collaborative

Final assets

Review Sessions

Hi guys, would we be able to start uploading all of our files in the docs and files
section for Adrian, Claire and Darren to review as final versions. We should all
run our eyes over everything before tomorrow's review.

AS d g rou p we were a ble to prOVIde feed baCk to eaCh @Ryan, @Kyle | was speaking to Adrian and he is happy for us to go ahead
. . . . with the workshop templates to make as final versions, | need to make some
Other OUtS|de Of Cla I re, Ad rlian a nd Da rren reviews. minor tweaks on some slide layouts that aren't in use, so we can go ahead and

input the new information and images!

Coming up to the final assets there were many
@ Ryan, thank you for doing the brand guidelines, | have some suggestions for

revisions needs to be done across all parties. We fix up which i will add shortly.
successfully completed all our revisions for hand in

but | don't think this would have been possible if

we as a team had not collaborated of feedback and

Adrian Hickey, Senior Lecturer in Interactive ...
Attention to detail is our goal now.

certain assets. Edited Dec 11

Everything as close to perfect as we can get it
please!

INn the last week of this project | was looking over

Tomorrow will be problem solving and sign off.

.
o o -
= &

every asset being uploaded. | added comments
to the majority of tasks with my own suggestions.
While | uploaded suggestions | made sure to speak

Dec 11 Abigail Hanson

to my teammates in person about the suggestions or Here is a link to the folder that we should put

. . . . . all of our assets in for tomorrow
helping them to fix up Mminor details. We had many in
Assets for Review - Healthy Young Adult

Relationships

person meetings before and after class which was a
very productive collaboration time. O+ ©
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The initial brand guidelines
document upload wasn't produced
with the standard we needed. Ryan
was excellent at pulling all the brand
guideline assets together and all the
document needs was some editing.

| followed up Ryan'’s submission
with my set of suggestions to
change seen on the right hand
side. On reflection this was helpful
for Ryan as it allowed him to have

a reference of changes needed.
Through this project | took on more
of a leadership role which meant

| sometimes had to lay out my
thoughts clearly. Four future group
work | think | personally would need
to work on my teamwork abilities

Dec 11

Edited Dec 11

5.7 Collaborative
Review Sessions

‘e
iNoD |

Brand Guidlines.indd

Posted by Ryan M. - December 12, 2024 - 2.98 MB

Download - Replace with a new version - See all versions

+

0
Y7,

Adrian Hickey, Senior Lecturer in Interactive ...
Thanks Ryan - but the Brand Guidelines need
to follow the Brand Guidelines - before | open
this:

1) No logo?

2) No company name?

3) Incorrect typeface?

At this level we need attention to detail to
insure our community partners get the best
outcomes.

Can you please review and update?

Thanks in advance

Abigail Hanson
Hi Ryan, thank you for pulling this together!
Just some suggestions from me :)

page 1: as Adrian said above we need our logo
on the front page with our white box
background. Maybe make the brand
guidelines the Futura bold as this is our
primary font.

+
|52,

page 2: Could we change the font aswell with
the contents being headings. Could we also
use a higher resolution version of the dafe
place graphic, | can direct you to this if
needed

page 3: Could you think about changing the
background colour to something other than
black to align better with out colour scheme.
potentially make the logo bigger and more
central aswell

page 4/5: | would suggest splitting the long
and stacked logo into two separate pages to
show where and how each logo is used. Saves
repeating itself and should be easier for other
people to make sense of. Will need to review
the text aswell just to make sure all the
information is clear

page 6: We could probably remove this page
altogether as it repeats below with the same
information.

page 7: again will need to just re-work the text
slightly but don't worry we can all help with
this!

page 8: this page could also be removed, or
would need to be re-designed to change the
background colour and the Aa graphic.

Page 9: could we make the Aa a bit smaller
just as it draws the eye to it instead of the
title. Also change the description font to the
body text of monseratt. we need to show the
two different weights in use aswell, if you look
on the revised pitch we sent Susan it will be
outlined there. Need a review of the text again
just to make the use case clear.

page 10: Again, could we make the Aa a bit
smaller just as it draws the eye to it instead of
the title. Could make the Montseratt title
much bigger and prominent. again review of
text and change to the montseratt font type.
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all

Brochure.png
Posted by Ryan M. - December 12, 2024 - 2.16 MB

Download - Replace with a new version

o

Edited Dec 12 Abigail Hanson '
Text needs to be one size and one colour
mockup up with proper template

QR - bottom right, align
social - bottom left

rename this file as tri-fold leaflet

balance white space in corners with purple
block

put logo centre middle

The feedback seen on the left was a combination

of Claire, Adrian and Darren and myself. | have
included this example to show the power
collaborative feedback and revisions can have. It
can really elevate designs and ideas as show here.
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Bus Stop Gradient.png

Posted by Ryan M. - December 12, 2024 - 26.7 MB

Download - Replace with a new version

o

Abigail Hanson

Dec 12 :
change logo to primary (block logo horizontal)

QR code smaller (establish footer with QR and
socials)

make faces bigger and logo space smaller

B

HIEALTHY YOUKE &

DLULT RELATIONSHIFS

in (B 4

_;IJ.':'-

Having a safe collaborative safe to work on each
other work can make a daunting task much easier.
This update took some very simple tweaks but it
came out lovely at the end that's our feedback and
revisions made.
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Our teams main form of
communication was on basecamp

or in person but we were able to

utilise other tools to help each other
work through tasks when a in person
Mmeeting wasn't available. This reinforces
the fact peer viewing work can be very
effective when you see the final output
beside the original design. Seen in

the examples on the right where had
suggested making sure the popup
banners are re-usable which would
mean avoiding any dates or locations

For more details
Scan below

in f @

s

(=]
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5.8 Reflection

| feel | was able to grasp the concept of HYAR quickly,
engaging in the topic allowed me to think not just as
a designer but as a potential consumer. | volunteered
with women's aid for two years and | have been
witness to some horrible stories and injustices that
happen in this country alone. Approaching the topic
of HYAR itself motivated me to produce to the best
of my ability. Our final outputs reflect the technical
skills and creative skills from all team members. Even
so | feel some assets could have been produced of a
higher quality in terms of longevity use.

| feel my theory of graphic design has played a large
part in these outcomes, especially regarding white
space which can be tempting to fill to produce more
content. My technical skills with illustrator have been
challenged and greatly improved with logo design
and my photoshop skills have also improved with
formulating the mockups and creating the colour

overlay images.
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06 Project
Management




6.1 Time Management
220 hours in total

Dashboard Project ~ | | Onlyme ~ Sep 16, 2024 - Dec 20, 2024
Total time Top project Top client Most tracked activities Top 10
147:46:27 Project Social - (no description)
: . 82:21:0!
» Project Social
(no description)
45:00:0!
= Pitch deck Production (PS)
(no description) 20:25:1:

o Brief production (PS)

e (Q '\n” '<\ '\°'
z,c’ a"

I SRR > > S DL D D P
zQe?q?e?e‘?e?z9q?0(’_0(’0°QOO‘O‘Q“O\ONQ\QNO“O\O"‘QG“e°<\°\ipeoeo6‘0ooooooooQQQQQ
IR AR AR AR A SIS SESISISISU ISR ey gt F & &
%o(“\‘gz»' E I 9@‘$°‘<\ &7 A \k q\m T &S S c:,‘aép ' E S E S ¢o° & EFHF S c-,_;&“‘\ \x‘ T & S o Ky \\@b- Q"%o‘“/\\‘?”,\‘}‘
Project Social  82:21:09 [ RGN 55,73%
Pitch deck Production (PS)  45:00:05 [ 30,45%
Brief production (PS)  20:25:13 [} 13,82%

147:46:27

This is my clockify report starting from 1oth September dated to the 20th December 2024. Looking at my work habits trends
| tend to go for a full day of work and then maybe won't get as much work done the next day, not that style is necessarily
wrong. | may benefit for next semester with our major project utilising these online tools that will show me my working
habits and how to schedule with that in mind. | could also look into using prioritisation matrix’'s a bit more as | know the
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stress of not knowing where to start can often eat into my production time on projects.



6.2 Teamwork

Looking back over the course of our feedback | think
Kyle, Ryan and | worked very well together as a team
unit. We were able to collaborate on certain aspects
of the project but we were also able to go off and do
our own contributions. We were able t communicate
well. There has been some slips in communication
over the course of the project but we have always
managed to find a resolution or new method of
communicating to get the point across.

| think project social is a great opportunity, especially
fore creatives to come together to work on a project.
A lot of creative roles in the industry are quite solitary
In the actual production phase of assets. It was also
great to have a space for active feedback, review and
polish. That is one of the aspects | have found most
helpful in ,my growth over the last twelve weeks.

Once of the main challenges for me was letting go
of my design preferences. As my designh was picked
from the pitch | had a clear outline in my head of
how asset should look from the start. | knew this
was something | needed to let go off as in a day
this project changed =from my design to our group
design.

If given the opportunity to re-structure our team
strategy over the course of the 12 weeks | would have

liked to improve our communication within the team.

Our use of basecamp was not always consistent
between the hey function and chat function. This
meant keeping track of conversations or updates was
difficult at times. We also used snap chat to form a
group chat which we didn’t use as often as we could
have.
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6.3 Further Production

While | am happy with the outputs we created for our
community partner Susan there are further assets
and help | would have liked to provided for her.

Bigger future tasks would be with the website, |
would have liked to be able to provide with at least a
landing page for a centralised source of HYAR. With
the brand identity graphic | designed there is the
potential for a overlay parallax scroll options with each
scroll revealing a new layer of the “safe place” graphic.
They're could be a talk to someone feature with pre
set stewards, advice or resources. There is so many
potentials with HYAR that a look in 5 years time at the
assets being produced could be incredible.

More attainable further production hopes would have
been to get the social media sites up and running for
Susan. Due to conflicting schedules we weren't able
to get confirmation if we should go ahead and start
posting. Social media | think hold the most potential
for HYAR at the moment. There's boundless forms of

Media and creativity to feel inspired by. HYAR has
every potential to become a worldwide campaign
and using those free, popular channels is the perfect
opportunity. Off the back of this | would have liked

to been able to create campaigns and scheduling

for Susan instead of just an asset handover. Taking
inspiration from women’s aid who produce incredibly
powerful campaigns but re-shaping the tone and
messaging in a style that suits HYAR. Enlisting some
marketing strategies with the goal of reaching as
many people as possible with his critical information.

Alongside the social media | would have liked to
produce a social media guide,
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6.4 Final Thoughts

My final thoughts on project social and HYAR are
incredibly positive. As my favourite module yet | was
able to be creative in space that was very helpful,
collaborative and encouraging created by Claire,
Adrian and Darren Now the final assets are handed
over to the community partner | feel like | was able
to use my technical skills for a great purpose and for
someone who needs support.

| will be able to carry this group experience on into
future job roles with the interpersonal skills that have
developed over the last 12 weeks, especially in a peer
setting which can be challenging to navigation with
group roles and dynamics.

Our whole class among different groups were able to
come together and collaborate on ideas, sharing both
creative suggestions and technical advice or skKills.
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