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First Meeting

In our first meeting, we got to meet with our community partner, Prof.
Susan Lagdon. Susan is a senior lecturer in psychology at Ulster University
and the chief researcher of the Healthy Young Adult Relationships (HYAR)
project. Claire Mulrone also led us through the meeting to guide us in the
right direction.

During the meeting we were able to gain a better understanding of what
the project is about, the idea behind it, the target audience and what
attributes she would like from us. It also became clear that the brand
needed to be clean, inviting and have a sense of belonging.

We came to understand that we needed to help create a template for
design, icons and graphics for the final research report being launch in
November 2024 and to develop an interactive creative media output for a
new intervention framework model, that will help train professionals who
work in the area.
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Target Audience

Following our meeting with Susan, we gained a better understanding of
who the target audience for this project is. This project is aimed at
Professionals who work with and educate young people

Their audience will be youth workers, teachers, psychologists and parents,
who will use the workshops that we created around Susan’s research to
present to and teach other professionals how to deal with young people
and their relationships in the correct manner.

We wanted to create a workshop that was professional, but also mindful
that it is a sensitive topic that we are working on. Through this we created
the safe place logo which can used a starter point in workshops.
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Project Deliverables

From our meeting with Susan, we agreed on the deliverables that we needed to
produce for HYAR.

Create a visual identity and brand for HYAR

Develop a brand book

Showcase a website theme in the pitch

Develop a range of merchandise and apparel

Create HYAR certificate of achievement

Create a HYAR pin awarded to professional who have completed the training.
Create social media templates for Instagram, Facebook & LinkedIn

Create 5 workshop presentations for the training of professionals
on the five themes. (Works shop presentations not be more that 10 slides)

Video interviews with Lagmore researchers.
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The Brief



The Brief

As part of this project, each team was tasked with
creating a brief that incorporated insights from the
meeting and findings from independent research.

This project brief represents the final step in identifying
the community partner’s needs for the interactive
product.

It includes an overview of the project deliverables,
competitor benchmarking, project goals, target audi-
ence, branding, and a detailed project road map.
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Community Partner
Project Summary
Project Objectives
Target Audience
Deliverables
Benchmarking

Tone, Message and Style
Timings

Budget

The Team

The Healthy Young Adult Relationships (HYAR)
headed up by Dr. Susan Lagdon alongside a team

of researchers. HYAR aims to reduce intimate
partner violence among young people by promoting
awareness of healthy and unhealthy relationship
behaviors. It focuses on closing knowledge gaps,
especially for young people, through inclusive
education and prevention.

HYAR engages not just young people but also parents,
guardians, and communities, emphasizing that
preventing intimate partner violence is a shared effort.
The project is developing practical tools, including a
web-based app, to provide easy access to information,
support, and guidance on healthy relationships.

Overall, HYAR seeks to empower young people and
communities with the knowledge and resources to
build safe, respectful relationships.



Project
Summary

With our involvement in his media project as the
“creative team" we are aiming to develop impactful
and educational content that promotes healthy young
adult relationships and addresses intimate partner
violence among young people in Northern Ireland
sourced from Susan and the teams research.

By involving young researchers from Lagmore Youth
Project and developing a range of creative outputs,
we hope to help influence both public awareness and
professional practice, making a lasting contribution
towards the prevention of violence and the support

of young adults in developing healthy relationships.
With our top priority being to create a wide range of
creative outputs with a focus on educational packages
and training resources for professionals.

Project
Objectives

The first step of the project is to establish a strong visual i

and brand for HYAR that reflects its values, mission, and vision. This
will imw creating a number of educational training packages
and resources to facilitate the training of professionals,, primary
logeo, secondary logo variations, and a logomark or icon suitable for
various platforms. & colour palette and typography selection that
align with H¥AR's character and style will also be dewveloped.

Additionally, guidelines for immagery, patterns, and graphic element:
will be established to ensure consistency : ss all branding
raterials. Furthermaore, a brand bo will ke created to provide
detailed guidance on the use of HYARs visual identity, including
the logo, colour palette, typography, and other wisual elements.
This resource will offer clear instructions for maintaining brand
consistency, across different mediums such as print, digital, and

merchandise.

The project will also im designing merchandise and apparel
such as t-shirts, hats, and tote bags to promote the HYAR brand.
Additionally, a bespoke certificate of achievement and a distinctive

HYAR pin will be designed to recognize professionals who hawve

completed the training, establishing them as *HYAR Ambassadors.'

For digital engagement, social media templates will be developed
for platforms like Instagram, Facebook, and Linkedin to maintain

visual consistency and enhance HYAR's online presence.




Target Deliverables
Audience

The target audience for HYAR consists of three main groups, which Below we have outlined the deliverables agreed our
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Similar
Projects

We have completed a benchmarking process for this project te allow us
bo showease HYAR's potential cormpared to industry standards. To gain
a wider scope we have explored a variety of simlilar organisations across
website's, soclal medla and video content. HYAR Is a unlgue project, by
gearching all platforms we have been able to identify specific use cases
as a point of comparison. Below you will see sur chosen benchrmarks
with a shart explanation alongside as each holds its own purpose.
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We're here for youw!

Best Practice

wie found the Morthern Ireland based organisation Love for Life websiie to
e pest practice In the sectof. Having a website in this context 1S essantial for
community partners as It enhances credbility and provedes rellabbe infarrmation.

This website is & 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 netwark of groups to teach young
pecple about healthy relationships .

Visually this website makes use of bright contrasting colours which elevates the
site. Accompanbked by an accessible platform with easy navigation and Interactive
functions. A well designed layout serves 55 the key centre plece of Infarmation
that also reinforces the brand. There are key elements from Love for Life that we
can implement throwghout the deliverables,

Gonclusion

wWhile sourcing benchrark prospects, we noticed that organisations similar
to HYAR are rare In Morthern Ireland. However, there are marny chariy-rin
community support systems we can draw inspiration from, like Women's aild,
MapMI, Crime Stoppers, Refuge, and Cithra. During our research, we identified
two key trends that consistently appeared across these organisations

Use of Colour

The first consistent trend seen throughout the brand identity of each
organization was the use of the colour purple. The use of purple is used globally
a5 & recognisable colour in comversations of abuse awareness. In the UK punple
represents power and nobllity. Using purple to inform HYAR's visual identity will
help position it within the community of like-minded organisations.

Call to Action

The second noticeable trend s the prominent use of calls to action, like contact
detalls or *find out more® buttons, across platforms. The Love for Life website = a
great example, leading users through content n a engaging way. Following this
appraach will help HYAR create consistent, audience-friendly content with clear
and informative calls to action replicated on each platform.
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Tone, Message Timeline
and Style
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To ensure we're prepared for any unforeseen chiallenges (n our
asset creation for HYAR, we have develaped a contingency plan
This will eguip us to guickly adapt and respond IF we encaunter any
coamplications durimg the produchion process




Budget Meet the Team

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

Promotional
Material

For ther besit cost options direct guotes is
recormmsndad. Belows:, we outline average
price ranges and highlight relable kool
wendors for spend ey wisuen | st o

Merchandise

Uniform branded clothing for public facing
events reinforoes brand identity. emes like

hoodies make great gifts for young people,
helping to create a sense of community.
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W encourage HYAR to imvest in this now for
future gains. While free website builders are
available, they often hawe many restrictions.
Bolow are some potential costs to consider.
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Benchmarking

Benchmarking involved analyzing a variety of
organizations within a sector similar to that of the
“Healthy Young Adult Relationships (HYAR)" project.

This exercise proved valuable in identifying ways to
make the final website competitive within the sector.

We researched and compiled a list of 7 comparable or-

ganizations, organizing the information into a single
Excel spreadsheet.
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Benchmarking Analysis

We identified the Northern Ireland-based organization Love for
Life as an example of best practice in the sector. Having a
website is vital for community partners, as it enhances credibility
and serves as a reliable source of information. Love for Life's
website effectively targets three distinct audiences with tailored
training packages, showcasing a strong community focus by
engaging a diverse network to educate young people about
healthy relationships.

Visually, the site stands out through its use of bright, contrasting
colours, which elevate its appearance, along with an accessible
platform featuring intuitive navigation and interactive elements.
The well designed layout functions as a central hub of information
while reinforcing the brand identity. Key features from the Love for
Life website can inform elements of our deliverables.

While researching benchmarks, we observed that organizations
like HYAR are uncommon in Northern Ireland. However, there are
several charity-run community support systems, such as Women's
Aid, MapNI, Crime Stoppers, Refuge, and Cithra, from which we
can draw inspiration. Through our analysis, we identified two
recurring trends across these organizations:

19
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Benchmarking Analysis

While researching benchmarks, we observed that organizations
like HYAR are uncommon in Northern Ireland. However, there are
several charity-run community support systems, such as Women's
Aid, MapNI, Crime Stoppers, Refuge, and Cithra, from which we
can draw inspiration. Through our analysis, we identified two
recurring trends across these organizations:

Use of Colour

A common thread in the brand identities of these organizations is
the use of purple, a globally recognized colour for abuse
awareness. In the UK, purple symbolizes power and nobility.
Incorporating purple into HYAR's visual identity will align it with
similar organizations and strengthen its position within the
community.

Calls to Action

Another noticeable trend is the prominent use of calls to action,
such as contact details or “find out more” buttons. The Love for
Life website exemplifies this approach, guiding users through
content in an engaging and accessible manner. Adopting a
similar strategy will help HYAR create audience-friendly content
with clear, consistent calls to action across platforms. 20
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Project Aims

From our first meeting with the community partner and
additional research we were the able to outline the aims,

audience and platforms for this project. The aims for the HYAR
project creating a welcoming, fresh and accessible brand for HYAR
along with a visual identity, workshops to be used in the HYAR
learning experience, social media outputs and interviews wit the
HYAR researchers.

Being able to identify and understand your audience is crucial for
any brand, especially one in a sector like HYAR. Without having a
clear grasp of the audiences needs, it becomes a challenge to
deliver on the projects objectives effectively.

The HYAR project serves a diverse audience, spanning from
professionals such as youth workers and teachers, to parents,
which then leads to how they deal with youth, with a core
message of promoting and educating healthy relationships
among the youth. While the brand is primarily focused on
education of professionals, it has a roll on effect on how these
professionals will deal with young people and their relationships.

21
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Branding

From our meetings with the community partner, we had
gathered that Susan wanted the brand to feel inviting, safe, but
also educational. As there are not many brand identity’s similar to
this, and there was brand basis to work off for HYAR, we had a lot
of creative freedom to experiment with different designs.

We had all collectively agreed the best way to work with his was to
use the letters HY AR, as that had been what Susan had
previously done to shorten the brand name. It had to be designed
in a way that was accessible to all, while also enticing from a social
media point of view, with a sense of professionalism to it.

22
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The community partners budget was limited, and was
primarily focused on the workshops.

However, we agreed to develop additional design
elements that could be utilized in the future if further
funding becomes available.

These would include business cards, pop-up banners,
bus-stop advertisements, merchandise, certificates and
pins, and social media designs.

23
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Project Roadmap

The project roadmap is very important as it is a way for both the community partner to understand the
turnover timeframe, aswell as us to keep track of our project objectives. As a whole it will help the project run
as smoothly as possible.

A
all

Meet with our community partner to understand their
vision and goals for the project.

Perform in-depth research on the sector and benchmark
competitor/similar projects to identify best practices and
common pitfalls, guiding informed design decisions.

Develop a project brief outlining the aims, plans, and
findings from the research. Submit the brief to the
organization for review and approval.

Once the brief is approved, the design team will create
solutions in response to the brief and present them to
the community partner.

Each team member will design a unique interpreta-
tion of the brand’s visual identjty, workshops and assets
based on brief.



Present all design directions to the community partner
in a formal pitch, allowing them to select their preferred
approach or suggest improvements.

After finalizing the chosen design direction and
incorporating any requested changes, we can work on
the mass production of the workshops.

Create social media assets, merchandise mockups, and
advertisement to support the community partner in
launching their new visual identity to the public.

Thoroughly review work, obtain approval from the
community partner, and deliver all assets along with
detailed guidelines.

1)



Brief Send Off

At this point, we had created a brief and

got guidance from Claire and Adrian, so . Abigail Hanson .
it was time to send off the brief to our "~ To: Lagdon, Susan Thu 24/10/20
community partner and gain feedback if

Cc: Mulrone, Claire; Hickey, Adrian; Kyle O'Neill; +1 other
needed.

: HYARFKinalBnef.pdf
B P

Hi Susan,

Please find attached our interpretation of the brief for the HYAR Project.

We would appreciate if you could review and approve so we could continue
with the creative process.

Kind regards
Abi, Ryan and Kyle

1)
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Brief Feedback

As a team, we were delighted to see that
our community partner had responded
on the same day that we had sent the
brief, which really helped us being able
to advance to the next stage.

By getting feedback from the brief, it
provides confidence for us and our
community partner that we are all on
the same way of length about what we
are producing.

Happily, our community partner, Susan,
did not require any changes and was
happy with the direction we were going
in.

Lagdon, Susan [
To: Abigail Hanson Thu 24/10/2024 18:56

Cc: Mulrone, Claire; Hickey, Adrian; Kyle O'Neill; +1 other

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 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 this.

Thanks again for all your hard work.

Best Wishes
Susan




Logo Generation



This was the part of the project where |
was able to fully become creative. | was
looking forward to start this part as | had
the creative challenge of designing a
brand logo and a brand identity, as-well
as a cohesive workshop format.

| began by creating a simplistic design
incorporating a gradient of a light blue
and purple across the name, and the
HYAR word format. This was a testing
stage in me creating a design and also
turning on my creative switch. | was
drawn to creating a logo out of the
letters HYAR, but then also realised |
needed to move away from a gradient
design as it was not as appealing.

HYAR
HYAR
HYAR

Healthy Young Adult Relationships

29
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These were the first concepts where
| felt | saw some direction in my
design, like my last design, | wanted

to create a logo based off the 4 letters.

The colours | chose at the time were
blue and purple, which in

reflection | moved away from as this
was a non-gender specific brand.

| also tried to experiment with letter
stacking, to create shapes and a
potential logo out of the letters

HY AR, but | was struggling with that
concept at this stage so | went away
after receiving feedback from Adrian
and Claire to create a better concept.

HYAR

Healthy Young Adult Relationships

o I
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Revised concepts

After our crit session in class, where

| showcased my ideas so far, | gained
positive and helpful feedback about
ways | can improve on my design and
what direction to take. From that
feedback, | went on to create these
designs, firstly focusing on the letters.

| created several different different
designs with different colours and
spacing to get a sense of what felt
right for HYAR, Personally | was drawn
to the multicoloured letter logo as
each colour had a meaning
resembling HYAR's aims. This was also
agreed upon by the team and |
pursued developing this even further.

For my text overlay designs, this was

the best layout to visually see the

letters, which ultimately led it to have

a resemblance of a fox's face. Although

My vision was noticed, | was advised

to drop that design and focus on my

other one as potential was seen. 31



Revised concepts

Following on from my feedback, |
presented these designs in the
following weeks crit class.

There was delight to see the
progress made throughout to get to
this design. Each design was
similar but unique in its own way,
which led the decision making of the
final choice quite difficult for me.
| had decided to go for the most
practical and easy to read design, as
for HYAR, we want to make sure we
are getting the aims of the project
across as clearly as possible.

Healthy Young
Healthy Young Adunnelatlunshlps

\dult Relatlonships Healthy Young
Adultnelatlonshlps

Healthy Young Adult Relationships Healthy Young Adult Relationships
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Revised concepts

Finally, | made a decision and this is
the logo | decided to use for the pitch.
It has a clear identity of what the logo
Is representing, with the projects
name underneath the HYAR letters.
The colours stacked effect of the
letters was used to represent a sense
of community.

Healthy Young Adult Relationships

y S
all
£~
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Pitch To Partner



The Pitch

Claire had arranged the Pitch date
with our community partner, Susan

Lagdon in the Agency on the 19th of HYAR Pitch
November. Abi, Ryan and myself all
had to pitch our own ihterpretation of This event occurred 4 weeks ago (Tue 19/11/2024 15:00 - 16:00)

the HYAR project.

The Agency

This was a new and exciting experince
for me as | have never participated in
something like this before, | had to
remain professional and listen to the
clients feedback to maximise our best
results as a team

1)
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This is the logo | used to represent the
HYAR project. The letters stacked on
top of other was made specifically to
resemble a community, which is what
HYAR was trying to build. Each colour
had a specific meaning representing
the emotions of the HYAR audience
which | will talk about in the colour

slide.

Healthy Young Adult Relationships

y S
all
£~
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In the past, | would normally have only
presented my logos in one format, but
as a team we were advised to create
alternate white and black designs to
showcase how the logo would work
on different colour backgrounds. In
reflection the way | represented the
different colour styles was incorrect

as | altered with the logo design and
created a stroked effect, which is not
what | wanted the logo to entail.

ITAL

N

Healthy Young Adult Relationzships

37
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The colour choices are always an
extremely important part of logo
design. This project really made me
understand the importance of colour
choices and the deeper meanings
they may have, instead of just picking
one because | though it looked nice.

| wanted to create a colour scheme
that also had symbolism to the HYAR
projects core identity.

This resulted in me picking green,
orange, blue and purple. Green
symbolises harmony, unconditional
love, and mutual respect. Orange
symbolises optimism, happiness,

enthusiasm and youthful connections.

Blue symbolises tranquillity, peace,
and calmness and the purple

which was a colour liked from our
community partner from beginning,
symbolises devotion and bonding and
the ability to commit to another.

38

Pure Green

#11a84b

Youthful Orange

#26924

Mature Blue

#009bd0

HYAR Purple
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White
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Black
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Typography

Typography is important part of logo .
design and brand identity. When Header SUb Head|ng
selecting a font, it is essential that

it aligns to the personality and core )

values of the community partner. Impact Haylard Micro

For example, if the brand wanted H YA R
to portray a fun and playful identity, “vnn

using a traditional serif font may not

be appropriate. This is why font choice

is so important as it reflects on what
the brand is trying to portray.

Body
For the header, | chose the font
Impact, as it stands out, showcasing Tisa Sans Pro
power and the strength of speaking HYAR means Healthy Young
out. For the sub heading | used Adult Relationships
Haylard Micro as it is less strong while
still being noticeable and stylish. Then
for the main body text | used Tisa Sans
Pro as it can be used with a modified
thickness whilst beingclear and
readable for main body text

1)
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Workshops

One of the main deliverables we Cover Slide
distinguished from the brief was to
create a set of workshops based off
Susans research, which she would
use to educate professionals such as Relationship
youth workers and teachers on how With Self
deal with young people and their
relationships in best practice. She
wanted a friendly feel to it, so it felt
engaging, and non-corporate like. As a
team we decided to split the research

Sub Heading

into 5 different workshops for Susan to Cover Slide

use.

In the design aspect, | decided to use Sub Heading
each colour from the HYAR logo | Education abeut healthy
created as it would keep everything and unhealthy relationsips

feeling connected, but then in
workshop | combined all 4 colours
across the page as it resembles the
end of the workshops and everything
they have learnt coming together.

| had used Impact as the title of

each workshop, in an oval shape to
symbolise a sense of togetherness. 40

Impacts of IPN  Cohersive Contrel




Then for the information, | felt it was
important to have images of young
people dispersed throughout the
workshops as that is what HYAR is

all about, making sure the younger
generation are educated about
healthy relationships. | placed them
with a colour effect on them
co-ordinating with each slide, on the
left-hand side, with the HYAR logo on
the bottom right. The information for
the project would then be allocated
the space on the left-hand side, with
the subheading at the top in Haylard
Micro and the body text in Tisa Sans
Pro

Cover Slide

Awareness of
support

SDurces/services

Cover Slide

Peer
Communication

Cover Slide

Parent/Carer
and young person

communication

Sub Heading

Sub Heading

Sub Heading

wmi dolor sit amet, consec-
- sed do eius miod
t labore et dola-
enim ad minim
d emercitation
ut aliquip ex ca
carsequat. Duis aube irune
arebenderit in valuptate
m dolore eu fugiat nul-

3




Social Media

Susan had requested that we create
mock ups for what her social media
outputs and accounts would look like.
Susan had a small budget so social
media was a priority for her. We chose
an Instagram template to use as this is
what she would primarily be engaging
with her followers on.

The logo would be in the placeholder,
with each story highlights section
being each colour of the HYAR logo.
There would be 3 pinned posts at the
top which would say “Welcome to
HYAR" as a starting point, with follow
up posts underneath with quotes
from researchers and information
about HYAR, all following HYAR's
colour code.

1)
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Stationary

Although Susan had a tight budget,
we all created mocks ups for a
stationary concept for when she

may have access to more funds,

these include a notebook, In HYAR's
signature purple colour, with the logo
placed inside an oval. | also mocked up
a report sheet for formal documents,
aswell as a signature envelope and
logo cards.

Alongside them was a lanyard. |
created the lanyard with a purple
design on it, sticking to HYAR colours,
with the lanyard having the logo front
and centre so people will know exactly
what it is.
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Merchandise

We as a group collectively decided
what merchandise we will use and
what was most fitting for HYAR, we
selected a tote bag, water bottle

and a zip up hoodie. These pieces of
merchandise would be given to those
participating in the HYAR workshops,
which would also help to spread
awareness about the project. The tote
bag was quite simplistic as the logo
would be placed centre on both sides.

| gave 3 different coloured bottle
variations, one black, one grey and
the other white. This was to showcase
what the logo would look like on
different coloured bottles. Then for
the zip-up hoodie, the cheapest to
produce would be a black hoodie. The
logos would be placed in two places,
on the left hand side around the

area of a heart, and the other one in

a bigger size on the back, helping to
spread awareness about the research

and the project. 4.4
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Advertising

In relation to advertising, we had to
think as team what would be the
most effective and cheap forms of
advertising to mock up for Susan.

R

Date:

We decided on a pop-up banner, a
poster and business cards. The idea of
the pop up banner was for workshops,
they would be placed in and outside
the room they were taking place in. It
was designhed with the HYAR colours

Time:

Locatiom

and for a directional use. e

The posters at that time were

primar”y a second Option for the pop | deSigﬂed the business cardsin a Slmpllstlc but

uo banner. | found that using the noticebale way, with the logo separated from the

poster to direct peop|e to where the purple by a white oval and lines. In hlndSIth this was
workshops were being help would a lapse of judgement as the lines across took away

be beneficial as universities can be from the sense of community the oval brought to

complicated to navigate around. the design. On the back | placed the HYAR logo in VN
Again following the HYAR colors the bottom right corner with space on the left for the .-.

throughout all this. persons deta&%o go into.



Interviews

| oversaw prepping, shooting and
editing any video footage we captured
in the duration of working on the
HYAR project. | had the opportunity
to interview the Lagmore researchers
about their experience with the HYAR
project. Susan had stated in our
meetings how she would love to get
some footage talking to them, so this
was a huge relief to get organised. We
shot it on the Belfast Campus before
the Pitch so | was able to show her a
snapshot of what | aimed to create

1)
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Certificate & Pin

As part of the HYAR training program,
Susan wanted a certificate created for
the participants to have.

We decided to take it a step further
and offer her a choice of a pin as well
so they professionals can wear the
pins when they are educating.

The Certificate uses HYAR's colour
scheme with a purple background,
stating what it is, who completed and
an area for the workshop leader to
sign. | liked the style of having a metal
pin as it has more of a professional
feel, accompanied with a white
background to make the HYAR logo
stand out.
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Certificate Of
Completion

Signed




My Pitch Reflection

As | had never done a pitch before, | was a bit anxious going into it.

| had to maintain a professional manner while also trying to sell my
brand | had created but not undermining my peers work as well. The
pitch was a very positive learning experience as it helped me have
confidence in myself to express my design choices which has helped
moving forward.

| think the community partner was very pleased with the work we
presented to her and she was thrilled we were able to bring her
research to life in a creative way. She was very thankful to all of us and
struggled to pick one. In the end, Susan decided to go for my Abis
pitch as she felt it was what would represent HYAR the most. Susan
had also left us with some feedback on some changes she would like
to see adapted to the designs.

Overall, | believe that | represented myself to the best of my ability
during the pitch, although if  was to do it again, | would have liked
to have more talking points for my designs especially regarding the
mock ups as | feel that is where | started to stumble on my words.
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Pitch Feedbac

Lagdon, Susan
To: Kyle O'Neill

. . Cc: Mulrone, Claire; Abigail Hanson; Ryan McAllister
After the pitch, our community partner

sent our team a very kind email, which Dear Kyle, Abi and Ryan,

ke pt us motivated expressi ng hOW Thank you for sharing your pitch with me. Before | offer some notes on the final
| d h " h h h pitch, | wanted to share some of my reflections from the pitch meeting where
pleased sne was Wit ow we nave each of you presented your ideas.

adapted to her vision. Her reply_ came Firstly, | have been so impressed with your engagement with this work. You
after we had sent our revised pItCh to her, have taken the time to review the underpinning research, speak with me and

WhICh she has ta”,(ed about here, bUt we tspenrd sn{rjnzttimewith th: HYAR young co-researchers. This commitment
. ranscended to your work.
made sure to implement any changes Y
. . . Each of you pitched your ideas and concepts for HYAR which reflected your
mentloned duri ng the pItCh Of What she style and take on HYAR. | loved that you all incorporated soft but colourful
would like to see into the revised pItCh. tones as well as typography that was easy to read but offered a relaxed
composition.
For me, receiving this email from Susan My final decision reflected the pitch that offered the strongest and most

was a h uge moral booster and motivated distinct brand |den1thy fpr HYAR. Ttlethmk shapes ?nd how these could be
stacked as a ‘home’ or “‘safe space’ was very creative and offers a strong

me 1o try and create the best deliverables statement about HYAR without litile to think about.

for Susan that | pOSSIbly could A5 | saw On that, | have now reviewed the updated pitch and think this has really come

how much this pI’OJeCt means to her and together. | love the incorporation of the pictures from our event also. My only

how much time she has dedicated to it. 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
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Interview Recording



Arranging the interviews

| got in contact with our community
partner to arrange a time when it would
suit best to conduct the interview sessions
with the Lagmore researchers about their
experience with HYAR.

Susan was hosting a talk in the Ulster
University Belfast campus, where we had
arranged to conduct these interviews

prior to that event.

Hi Kyle,

Thank you for getting in touch about this and great that you guys will be at the HYAR
Launch.

The event will start at 5.30pm but | have asked the young people to come down
between 4pm - 4.30 to show them the room and do some Video work with you all.
They all said they would be happy to contribute to this. Perhaps we can setup a
room somewhere for this and maybe you can work with 2 at a time?

The actual event is in LT2 lower ground. Attached is the programme for the evening
also if helpful?

I will be on campus from 3pm that day so happy to help get things set up.

Looking forward to seeing you all soon.
Susan

Hi Susan,

Thank you for getting back to me so quick. | am thrilled they are up for contributing
to the video!

That sounds good we can aim to be there for 3pm, get a room sorted and get rolling.
2 at a time will work well as they can hopefully bounce off each other while talking
and will give a less formal feel for them!

Thanks again Susan, see you Thursday!

Kind Regards
Kyle O'Neill




Booking Equipment

The next stage was organising what
equipment | needed for the video shoot.
| was liasing with the tech store manage
Steve Sommerville and course technician
Jude Mullan, regarding the best options
available for this specific style of shoot.

In the end, | booked out 2 Sony A7iv as

| wanted a two angle shot. Two lapelle
microphones, portable lighting kit, two
tripods, headphones and a rode shotgun
mic.

| filled out my risk assesment form in

order to book out the equipment which is
best practice.
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The Shoot

For the shoot, we gained access to a small
box room located near beside where the
HYAR event was taking place, which was
perfect for getting the interviewees.

| set them up in the corner, with a white
background as white bounces well
against the speakers. | had a 3-point light
set up, one to light up the wall, one key
light for the speaker and the other as an
overall environment. | made sure each
light was set to the same settings to avoid
any colour damage.

Unfortunately, as | was setting up the
audio, | was getting a loud squealing
output which | was unhappy with.
Thankfully | had brought a Rode boom
mic which | used instead. | then corrected
the audio in post-production.

In reflection, | would have preferred to
have longer to set up the environment,
but due circumstances we were running
on a tight time schedule, but | am pleased
with the outputs that came from it.



For postproduction, | used Premiere Pro
to create my videos. | began by taking
each separate interview and cutting
them down to remove any unnecessary
pauses and stutters. This aided to make
the video seem more seamless. | repeated
this process 5 time. In this video | was also
iImplementing the motion graphics both
Abi and Ryan had created.

| brought the videos | had created where
| received feedback that my shots were
too jumpy, myself Adrian and Claire
brainstormed ways to resolve this.

The idea of b-roll was mentioned, but
unfortunately, | had failed to capture
good enough content. We then pivoted
to adding in Quotations of speech in
between cuts as it highlighted both the
importance of what was being said and
removed the jumpyness in the shots. |
was also advised to level each person in
frame, so nobody was higher or lower
than each other.

In hindsight, | should have been more
definite on the shots and creative vision |
wanted to take with the video, as | had not
planned properly to be able to obtain worthy
b-roll.

Hyar Interview 2_1 - Edited

C0150.MP4 [V] " CoroLMP4 V] "7 ColoaMP4 V] " Co193.MP4 [V]
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Revised Pitch



Overview

Following on from the initial pitch with our community partner, we
took the feedback Susan had provided us with and created a revised
pitch, with her ideas implemented, into one document.

As it was Abis design that was chosen, | had no changes to make to
implement to logos as Abi had sent the logo files into basecamp for us
to use.

This updated document included the specific alterations Susan had
suggested to ensure that their input was fully reflected throughout
our work. By creating a revised pitch for our client, it showcases to the
community partner that we are actively taking onboard her inputs
and alterations to the designs. By showcasing their feedback in the
revised pitch, it also allows her to have a clearer understanding of what
the brand design will look like, before we move into final production
stages.

By having this collaborative approach, it showcases our commitment
to to creating the brand to the community partners needs and it built
a sense of trust between our team and the community partner.
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Revised Merchandise

For the merchandise, there little
altercation needed on some
aspects. It was primarily just a logo
change. During the pitch it was )}\
also stated that a polo top mock

up would be beneficial to have, as
it could then be worn during more
formal events. Although | only had
mainly logo to make at this point, it
still required time to get everything
perfect.

H AR
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Revised Social Media

The revised advertising was
again based around Abis style

of design. In my original idea

| had kept it quite niche and
simplistic but the use of images
and QR codes throughout create
more an immersive experience
for somebody who may want to
research the HYAR project or get
involved.

For the poster | wanted to join
the block letter logo and images
together, which led to images
being inside each letter, in their
corresponding colour. | also
created a similar style for the
pop-up banner.

From the pitch, | took on designing
a Linkedln mock up. | created a
colour overlay style effect on the
images to almost create a seamless
transition between them all as the
header image.

Lorem ipsum dolor sit amet,
‘sed diam nonummy.

Lorem ipsum dolor sit elit,
sed diam nonummy.

Username

Lorem Ipsum Dolor

Xyz. Xyz Contact Info.
HEALTHY YOUNG ADULT RELATIONSHIPS

L aTm) n sum dolor sit amet, consectetuer
li

Add section More

X Lorem ipsum dolor st amet, consectetuer

dplscing el sed dam aiquip ex o8 commodo. sdpisoing i, sed diam siqu ex ea commode.
el Lempumdl

o

s 1]

@f

MY
AR

@fln
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Revised Workshops

The revised workshops were based

of Abis workshop template, our Wrkshop 2
community partner had suggested Education about
that she would like the “Safe healthy and
Place” logo to be multicoloured unhealthy
throughout all the workshops. It relationships
was also advised to saturate the e
coloured images more by Adrian M AR

which | implemented into my
designs

| was in charge of creating.

workshops 2 and 4. The process in etefogs

this was very automated as it was

a repeating process throughout

them all, while | was implementing

information from Susans research e,

into them, to provide context on e —
. H AR

how she could use each slide for

her presentations.

Peer
Communication

61

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships




Last Changes



Advertisements

Before sign off and in our last crit
session with Adrian and Claire, |
was guided and shown how to
apply the correct colour overlay
onto images, which ultimaltely

resulted in a finer touched product.

| felt the the pop up banner
required some white boxes at the
top and bottom of the image to
be able to read the logo and the
information easier.

For more details

Scan below

inf©
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Social Media

Again, | implemented the same
colour overlay effect onto these
images, but this time | used the
brush tool to create a seamless
transistion from image to image
in @ more professional and classy
manner, which really makes the
images stand out alot more to the
viewer.

Lorem ipsum dolor sit amet,
sed diam nonummy.

Username
Lorem Ipsum Dolor
Xyz. Xyz Contact Info.

Add section More

Lorem ipsum dolor sit elit,
sed diam nonummy.

Lorem ipsum dolor sit amet, consectetuer X Lorem ipsum dolor sit amet, consectetuer X
adipiscing elit, sed diam aliquip ex ea commodo. adipiscing elit, sed diam aliquip ex ea commodo.
Lorem ipsum dolor sit amet. Lorem ipsum dolor sit amet.
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Final Outputs



Final Logo

M
AR

M AR

HEALTHY YOUNG ADULT RELATIONSHIPS
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Workshop 1

Relationship
with self

Self-love, Self-care, Self-worth
and building awareness

Workshops

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Individual Outcomes

Increased healthy
relationship knowledge
and behavior

Decreased experience
of IPV

Increased IPV help
seeking

Decreased negative
physical and mental
health outcomes
relating to IPV

Building Beliefs

Self-worth and
Building Boundaries

Negative Impacts

If Effici
of IPV Sel iciency

Any
Questions?




Final Workshops

Workshop 2

Education about
healthy and
unhealthy
relationships

Knowledge to reduce social
norms

M'AR

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Individual Outcomes

The understanding of
all models of healthy
relationships

Have a positive mindset
towards conflict
resolution tactics

Skills to identify
sources of support
when facing unhealthy
relationships

Decreased negative
physical and mental
health outcomes
relating to IPV

Building Beliefs

Reduce Social
Norms

Reduce Gendered Promote Healthy
Norms models of all

relationships

Any
Questions?




Final Workshops

Workshop 3

Awareness of support
sources/services

Increase knowledge and recognition of
healthy and unhealthy relationship
practices

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Individual Outcomes

M Increase knowledge and

all  recognition of healthy

P  and unhealthy
relationships,

Increase positive
attitudes towards
conflicts resolution
tactics

B
all
[ o ]

Understand the
laws around
healthy and
unhealthy
relationships

Aid in the
identification of
sources of support
when unhealthy
relationships

Strengthening Families

Communication

Any
Questions?




Final Workshops

Workshop 4

Peer
Communication

Increase Knowledge and
recognition of healthy and
unhealthy relationship practices

A
all

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Individual Outcomes

Obtain positive
attitudes towards
conflict resolution
tactics

Decrease mental health
issues due to IPV

Skills to identify
sources of support

Decreased negative
physical and mental
health outcomes
relating to IPV

Building Beliefs

Self-worth and
Building Boundaries

Negative Impacts

If Effici
of IPV Sel iciency

Any
Questions?




Final Workshops

Workshop 5

Parent/Carer and
young person
communication

Drawing the line, speaking up and
asking for help

Ao

Challenges

Limited intimate relationship education for
young people and awareness of IPV
(including coercive control)

Risk of IPV (including coercive control)
within young adolescent relationships

Individual Outcomes

Increase

all How to draw the line
Communication

V'S
Speaking up when it's al AskforHelp
neede

Peer Communication

How to ask for Help

Any
Questions?

Can we do more to
offer communication
support?




Final Stationary
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Final Advertising

m ]
AR
or more details
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Final Social Media

I hope for the o
to be used by i
young people, |
think jt’s ar':
Important topic
and it js important

iohaveaccessfo SUSCIn Lagdon

that informati
ion
Meet the Healthy Young Adult

Relationships team

Launch i -
Eve n t I - . : HALTHY YOUNG ADULT REATIONSHIPS
_ Starts with you.

What is
coercive
control?

Thursday 20th November
Ulster University
Belfast Campus

Speaker: Susan Lagdon




Final Feedback



This feedack from the community
partner after the final sign off
meant alot to myself and the team
as it was a good morale booster
and it showcased all the work

we were putting in was was not
underappreciated.

Lagdon, Susan [
To: Kyle O'Neill Wed 11/12/2024 12:49
Cc: Abigaill Hanson; Ryan McAllister; Mulrone, Claire

Hi Kyle,

These look fab! Thank you all again for you hard work and commitment to this,
delighted with the outputs.

If | do not get speaking with you, | hope you all have a wonderful Christmas break.

Best Wishes
Susan

1)
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Reflection

| believe that the final deliverables we created for the
community partner were designed and completed with the
highest level of care and attention to detail. Being able to
obtain consistency is crucial for a brand identity, and | am
confident that as team we all succeeded with this in our final
designs.

We successfully met the deliverables that were outlined from
our brief, which can be taken as a great achievement for
ourselves and as a team. It was very pleasing to know that the
community partner was pleased with our efforts throughout
the project and the assets we provided her at the end.

| personally feel proud in the work | completed, and the role
| played in the team, as it was such a sensitive topic we were
creating a brand identity for, and | believe we succeeded in
doing so.
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Brand Guidelines

To help the community partner to maintain consistency in
building a brand identity, we developed a concise brand
guideline document.

Ryan primarily created this, with some help from myself

and our aim was to provide a clear reference that can be
used by the community partner internally or share with
external designers to make sure future designs align with the
established brand guidelines.

By doing this, we not only support the community partner,

but also create one of the key deliverables stated at the start
of this project.
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Brand Logo

The primary loge of HYAR is a co-
loured H:“i like shaped typogra-

hy is in a sans- #nrlflﬂﬂ:lcﬁlnl- This
r © has the meaning of having
hl.ul:lmg blecks, which HYAR is aim-
ing to be for you pcupl-uil'l‘l'hl
is the building you need to
build your knowledge en Healthy
Young Adulty Relationships.

This loge will be the one which

is mainly used to make sure the
brand image is sirong fer HYAR
and to ensure the brand becomes
easily recognoisable.

M AR

HEALTHY YOUNG ADULT RELATIONSHIPS
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Brand Guidelines

LOogo
Variations HYAR

¥ YOUMNG ADULT RELATIOMNSHIPS

04

These logos can be used instead of having
our primary lege for circumstances you may
feel are required to ba adjusted. We have
These loegos will assist you in altering the
loak

and feel of the brand against other
backgrounds te make sure it will always be

visible.

The white/black contrast back-

round will be used on items where

it is not suitable for calour te ba in HEALTHY YOUMO ADULT BRELATIOMNSHIPS
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For our bleck style secondary loges we made these to
complement our primary loge by keeping the same colours
and fents on the letters of HYAR. The main difference we
wanted to make was to create a design where it would be
perhaps more suited to a design sheet wherea d x 41
would be easier to be placed in the design instead of our
horizental primary loge.

We repeated our methed of alse induding a black and
wrhite lego te complement any scenarie where colour is not
suitable to be used such as black and white printing.
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For our submark we created a “safe space” loge
which combines of different building bleck shapes
to form a house. This house is seen as the safe space
in where the more pud_PI- learn about HYAR, they
reach their safe space in relatienships.

We kept the exact same hex codes on the submark
lege as from eur primary loge te reinforce the
branding of HYAR and make sure the safe is
recognised as a piece of material from H'fﬁ.

The sizing can be adjusted as long as the shapes
keap their brigr-'nﬂ form and curves to make sure
the o stays the same. The recommended use of
this Iqlgn is to be a submarked loge incase a more
wisual method of expressing HYAR is r-quiru:l.
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lcon
Placements

For icons such as QR Codes they
will need to be placed in the bot-
tom right, and as for social media
icons they will need to be placed in
the bottom left. This is to kee

Eﬂl‘ll"‘l"l"‘!’l‘ll:,I QACross “'I'B hrﬂl‘l ing.
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Brand Guidelines

Logo
Usages

Using our main lege requires using
a white bﬂ:lﬂ,ﬂunﬂ block te make
:urclillulﬂumﬂuri':.f Tn:h Iullllnr
stand out an o shi
look strong and net overshadowed
by other colours.

e e HEALTHY YOUNG ADULT RELATIONSHIPS

recegnisable any fime someene
5885

the loge, weith the four colours
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Brand Guidelines

Colour

Palette ...

These colours are to be used
for the main logo, hex codes
have been listed beside each

named colour to get the precise Sunbeam
shade.
Having these colours as back- #FDES16

rounds
'Far workshops is recommended to
reinforce the cerrect colours of the
HYAR branding.

Copper

#DB4814
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Deep Teal

#2A99A3

Cobalt

#3D6DB4

White

#FFFFFF



Brand Guidelines io

Typography
Futura Bold

Logo Typeface

Primary
Typeface

To create the logo of HYAR, Futura Bald was used to make sure the block-feel cra-
ates meaning and a feeling that the building blecks are part of the lege.

We made sure that all of the letters in Futura Bold have been spaced ouft identi-
cally spaced out to make sure the block like letters are able to be made out as
huil):ling blocks.
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Brand Guidelines

Secondary

Typeface

11

Montserrat

Body Text Typeface

The font used for the words “Healthy Yeung Adult Relatienships” in the HYAR
lego is Montserrat
Regular. This font keeps the visasibilty of what HYAR actually means very cear.

For any Body Text that is required, it is recommended that the Monterrat Family
of fonts is used to

keep attributes of the loge across any of HYAR s work te make any of their
work recognisable. The main recommended font is Montserrat Regular. Howev-
er, for a more bold typeface Montserrat

Semibold can also be used to assit the font used in the body text.
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Team Communication

Communication is a key part of a successful group project, especially in a project like ours
where collaboration and consistency is vital. Good communication makes sure that every
team member is on the same page, being able to understand what our role is, as well as
what the brand is trying to achieve with its identity and vision. It creates a collaborative
space for ideas to be shared openly, enhancing creativity and making sure that everyone
has an equal part to play in the brand design.

In brand design, communication is crucial for creating a consistent approach to visual
elements, brand choices and overall feedback. Without good communication, there
comes the risk of inconsistencies within the brand design. Constant updates, discussions
among the team and offering critical feedback can help to identify issues that may need
to be adjusted or fixed.

As a positive, communication can build a strong sense of trust among team members,
encouraging taking accountability for mistakes or giving appreciation to each other
about work. It is away to keep everyone accountable for each other to make sure
timelines are met and that the group remains focused on the brands vision.

Overall communication is the key element in good, ethical brand design practice as a
team.

We used different platforms of communication such as Basecamp and email.
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Basecamp

Our main platform for communication
was Basecamp as it was a platform
that was easy to navigate and simple
to use. It was mandatory to use as
part of our project. There were many
attributes we used from basecamp
such as progress tracking in the To-
dos section, uploading our documents,
chat to communicate and the message
board for important information.

This platform allowed us to keep
everything together and allowed
Adrian and Claire to help us if needed
while keeping an eye to make sure
everyone was on schedule with their
work.

Ay Home = Lineup &3 Hey!

W, Pings

Healthy Young Adult Relationships
‘ N updates yet

Setup people ge@@@ + 1 just following
Message Board To-dos
- AllTTe,:
Uploading to Website o All to-dos are completed: ALL nower
Hi Ryan , Kyle Just wanted to touch base with you Final Uplaad TS o
Video Final Asset list for review fumseer
Viden azzets are now all complete and uploaded, all esvised Design A - pitch - =
Packaging editable files
Hi guvs. iust a auick reminder sbout peckaaing the
Brand Guidelines Updated o
[Brand Guidlines.indd]
o
Motion Graphics o -
Hi Abigail It would be a qreat benefit to me if you ey
-— e . . P
Chat Schedule
- H YRyl ) Agail | have created the brand gu...
. [T ER1, DEC 200
Kyla OMuill 341pm N R
| hawve uploaded the videos if you could review w... F“!mm“" Log hand in
11:30am - 12:00pm
° Adrian Highey 12310m

Are these the pre-audio, pre-motion graphics vid.

Kyla OMuill 4:15pm

Hi (@) Abigail, would you be able to either add a ..

Kyla OMuill 4:47pm

‘Workshop 2 and 4 arz in the Docs and Files now
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Basecamp

The message board section of
Basecamp was very beneficial as it
allowed us to create an important
message with a title. T would have
used this when I needed some work
reviewed by my peers and Adrian

and Claire. It was a functional way

to get people attention while clearly
showcasing what was needed without
it getting lost in the main chat.

+ Mew message

@

@

@
@

@
@

Message Board Mimessmgs  2) (o

Uploading to Website
Abigail Hanson « Dec 18 — Hi Ryan, Kyle Just wanted to touch base with you both about our final upload to o
the website. | am happy to upload brand guidelines unless anyone else wants. Are we sll happy to upload our

Video

Kyle O'Meill » Dec 13 — Video assets are now all complete and uploaded, all files related to me are laso zipped
and uploaded

Packaging editable files

Abigail Hanson « Dec 13 — Hi guys, just a quick reminder about packaging the editable files. They need to be
packaged as a folder zo that it will include links. images etc and will then will need to be zipped aswell for final

Brand Guidelines Updated
Ryan McAllister « Dec 12 — [Brand Guidlines.indd]

Motion Graphics
Kyle O'Meill » Dec 12 — Hi Abigail It would be a great benefit to me if you would be able to definitely get your o
motion graphics that | need for the videos uplozded tonight (3= it will take me a while to export them, and |

Socials
Ryan McAllister « Dec 12 — [Socials Horizontal {1).png]

Updated Brand Guidelines Cover InDesign File o
Ryan McAllister « Dec 11 — [Brand Guidlines.indd]

Final assets
Abigail Hanson « Dec 11 — Hi guys, would we be able to start uploading all of our files in the docs and files o
section for Adrian, Claire and Darren to review as final versions. We should all run our eyes over everything

Brand Guidelines
Ryan McAllister « Dec 10 — Hi everyone |'ve put together 3 Brand Guidelines book, if anything needs altersd
we can edit on Thursday after or during class. 2j[Brand Guidlines.pdf]

Video Review
Kyle O'Meill » Diec 3 — Hi Adrian Claire Darren, Here are the videos, pre audio enhance and apening motion
graphic. Could you please have 3 look at these videos and any feedback would be appreciated. [Cara®-1G.mpd]

1)
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Basecamp

The To-do section on basecamp acted
as a progress checker and a morale
booster for me. This was used to outline
every task we had to complete, assign
it to the desighated team member and
to be then ticked off upon completion.
It made us be aware of deadlines and
stay on schedule with our work. It also
provided a good morale boost as when
I saw loads of green ticks it made

me feel like good progress was being
made. I believe I used this effectively to
stay on track with my deadlines.

<+ Maw list

3131 completed - Archive list

@ Final Upload

Add a to-do

Instagram posts (%) Abigail H.
All logo variations &) Abigail H.
safe place animation () Abigail H.

And 28 more completed to-dos...

2323 completed - Archive list

. Final Asset list for review

Add & to-do

Poster @ iyl O
Fold down leaflet | @) @ Ry
Bus shelter )

And 20 more completed to-dos....

Gl
3

22722 completed - Archive list

. Revised Design Assets - pitch

Add a to-do

Brochures + Leaflets @ Ryan M.
Video @ Kylz O
Facebook Template @) fyan M

And 19 more completed to-dos....

To-dos @ =
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Basecamp

The Docs & Files was a lifesaver when
it came to sharing work. It gave us the
space to be able to upload our work, in
an organised and easy to find fashion

for my peers and lecturers to view and
give feedback on.

Although we did make good use out of
this section, I wish I had started using
it sooner as it made the whole process
a lot easier for navigating through our
work, especially when there were a lot
of uploads towards the end.

HYAR Handowver

| mea |
information-
corporate-adver-
tising-music-...

-and 1 mone

Yellow Overlay
images
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Production log Revised Pitch
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=
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Brand
Guidlines.indd Final Fopup
Mockup.jpg

Blue overlay Images

Haskshy Fosag. bty o
QR _code_for_mob
ile_English_Wikipe
dia.svg png —
and B8 more
Purple Overlay Revisions based on
Images feedback - week 10

et b

Brand
Guidlines. pdf

Motes:
i Acian @@ Claire

l L}
| PPN |
HYAR_Powerpoint
Template_Worksh
opl1!pptx

Motes:
Hi 3l

Teal overlay Images
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—and 17 more
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Basecamp

The chat section was a great way
to transfer some information to each
other, that may not have required as

much attention as the message board.

For example uploading meeting notes
or requesting some help was done
here. It felt like a normal messaging
app where as the message board felt
more formal.

I do think I used the chat well but in
hindsight I believe I could have been
more vocal in it sometimes.

@

Chat & Maotifying was

Ryam MeAllENS 53 70m
Hi, | have downloaded the updated version and added my own updates to the file and uploaded it inte the doc saction.

Saturday, October 19

Abigail Hansen 345pm
amazing thank you! I'll have a look at it now

250 M
5o the one | am about to download will be the final version after my edits? @

Abigall Hansen 10:00pen

Hi @ Ryan, @ K=, Iooking at the current content for the briaf | think we nead 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 mizsing out on a
few key points. We nead this finalised by COB Monday and sent off as you both know. | appreciate we have dass 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 encugh time to approve bafore send off which would mean having our revizsed version sent ideally
before 10 AM to allow encugh time for final changes.

| have the updated formatting documant on my laptop and | @am happy to input the new content in one go if easier. The
one linked abowve in the chat is the updated format. Pleass let me know if this works for you both, | think It is our best
option for a guicker turn around. If neither of you can make it we can work around it as it needs completed. Kyle would
you fike 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.

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

Thursday, October 31

Z12pm Me
Hi guys, Just to clanify with ye, the headings for the Design pitch are Logo, Colour palette, Typography. mock ups of @
t=hirts, cap. certificate, pen, bock, wristband and completion pins? let me know if thats all good or if | have forgotten
anything! Thanks guys

A®0
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For communication from our team
and the community, this was primarily
conducted through email. These were
mainly used to organise meetings,
sending off the brief and the pitchs,
aswell as organising the video shoot.

Our community partner Susan was
very quick at responding which was
very beneficial to us as it meant we
could move onto the next stages.

I was primarily in charge of emailing
Susan on behalf of the team, while
always making sure to Cc my team
mates, Claire and Adrian these emails
so everyone will see when she replied.

Lagdon, Susan
Revised Final Pitch

B RevisedFinalPitc...

Lagdon, Susan
Revised Pitch feedback

Lagdon, Susan
Workshop Overview

! HYAR-executive...

Lagdon, Susan
HYAR Project Launch —

B HYAR Launch -P...

Wed 11712
Inbox

Thu 0512
Inbox

Thu 21/11

cor Inbox
M

e 1201172024

regist Inbox

¥l Picture UU Be

Lagdon, Susan
Video Shoot HYAR Thur... 1171172024
Hi Kyle, Thank you for gett Inbox

B HyaR Launch -P...

Lagdon, Susan
HYAR Pitch - Coleraine ...  08/11/2024
Hi Claire, Apologies, | nee Inbox

Lagdon, Susan
HYAR Final Brief final ap... 24/10/2024
Dear Abi, Ryan and Kyle To Inbox



Time Management



Clockify

I used the software system called
clockify to track how much time I was
spending on the HYAR project. This
was used as a learning experience

as in some business, the employees
track how long there work takes them,
which is how it would be calculated to
charge the client the production fees.

Pitch
Final Deliverables
Production Log

Brief
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Clockify

The most time-consuming part of
this project was the pitch, as there
were so many factors involved in it
from agreeing what mock-ups to use,
creating the template, designing our
brand going through the crit stages.
Leading then to the actual pitch,
which fell to the revised pitch. Some
of the main factors that built up the
time from production were my video
assets. From preplanning, to recording
and then editing, it took up most of
my time for the final deliverables as I
had to enhance the audio due to my
decisions when filming.

Overall, I feel I spent a lot of time on
this project, and I believe it represents
itself in the work I produced for our
community Partner
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Reflection & Evaluation



My Team

I was very pleased we were able

to choose our own groups at the
beginning as it meant we were able
to delegate who had what technical
strengths, which resulted in Abi, Ryan
and myself coming together as a
team.

I had the camera and editing skills as
that is my passion hobby outside of
university, along with graphic design.
Ryan and Abi both also had skills in
motion graphics which was a huge

addition to the team.

Overall I feel we worked and
communicated well as team, we
always got assets to each other when
we needed them and would take on
board and implement any feedback
we gave to each other.




Community Partner

Our community partner, Prof. Susan
Lagdon, was amazing at aiding us any
feedback or additional information

we needed from her. She was very
excited to collaborating with us and
was overwhelmed by the care and
dedication we were putting into her
project.

She allowed us to experiment with
our creativity as we had a blank
canvas to fill with ideas without
many big boundaries. Any time we
usere communicating with Susan,
she always got back to us as soon as
possible, aluways providing us with
exactly what we needed which was
extremely beneficial.

I believe we could not have asked for
a better community partner to work
alongside.
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Overall Reflection

From a design perspective, I believe majority of our initial designs matched the brief. The
journey from seeing where I began with my designs, to our final outputs was a moving
moment, as I did not realise the amount of work we had created until I started to create
this production log. Adrian and Claire were a tremendous help, as when I was struggling to
come up with ideas, or how create a new concept, they would help me to take a different
approach to the design and try something out of the box. It may not have always worked
my designs, but it made me think more creatively than I have previous.

I am very proud of my final outcomes and our teams’ final outcomes for the community
partner. I am proud of the work we completed in such a short amount of time and to such a
high standard. This could not have been completed without the skills and dedication of my
fellow peers, and the guidance from Adrian and Claire.

Overall, we provided outputs that matched the brief and satisfying the community partners
needs which is the most important part. I feel very grateful to have had such a unique
opportunity during this module to be able not just test my creativity and technical skills, but
also to work on a project that will hopefully make such a difference to young peoples lives
and relationships. It has been a huge learning experience in every aspect and one I will
cherish going foruward after university.
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