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There is an estimated one in four 
Americans living with a diagnosable 
mental disorder in a given year. 
 —National Institutes of Mental Health and the Archives of General Psychiatry
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Topic Selection  //  INTRODUCTION
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Choosing mental illness as my topic was a natural selection for me. Having studied 
mental illness in some detail while working towards my bachelors degree in psychology, 
I gained an appreciation for those who suffered and fought through mental illness. I also 
had family members that had been effected by the disorders of mental illness, and saw 
first hand the stigma that was associated with the already heavy burden.

Typically, discrimination stems from ignorance and a lack of understanding, and fear. In 
order to decrease the stigma that accompanies mental illness, I felt it was necessary to 
provide a clear and concise resource to educate the public about mental illness, that 
anyone could understand. 

The process of selecting a topic began with an exercise that asked 
us to write down: 10 things I like, 10 things I don’t like, 10 problems 
I would like to see solved, 10 problems I don’t think will be solved, 
10 problems that could be improved with better communication, and 
25 motivators. From that point I narrowed down my ideas to a topic 
selection of five.
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FIVE TOPICS FOR EXPLORATION:

ONE // Arts In Smaller Communities

TWO // Mental Illness

THREE // Disaster Preparedness

FOUR // Teenage Pregnancy

FIVE // Social Responsibility
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To further explore my selected topic of mental illness, I developed 
a physical brainstorming wall. This process started by selecting two 
words that frame two ends of a spectrum. I selected two sets of 
opposing words in total, creating two spectrum’s and four quadrants. 

I positioned the four words, opposing words directly across from 
one another, on my wall surrounding my topic word, mental illness. 
I felt the most appropriate terms were symptom versus sign, and 
perception versus reality. 

Next, I began writing down words that came to mind when I thought 
of mental illness. After writing them on sticky notes, I began to 
roughly arrange them in the quadrant I felt best suited the word. I 
stepped away from the wall several times, and revisited to rearrange 
the words again, either by finding a new home for the word or disc- 
arding it altogether. Finally, I grouped the words into categories 
based on my framing words, so that perception now contained its 
own group of words, as well as reality, symptom and sign.
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SYMPTOM VS. SIGN

PERCEPTION VS. REALITY

Concept Exploration  //  INTRODUCTION
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1 // Starting point; rough brainstorming
2 // Close-up of refinement process
3 // Final brainstorming wall

// 1 // 2

// 3
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After brainstorming and developing my word map, it was essential 
that I determine exactly how my brand would address mental illness. 
With that, I pin-pointed three further directions for investigation 
that could be addressed. Ultimately, I decided to merge two of my 
potential directions into one idea. 
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THREE DIRECTIONS FOR EXPLORATION:

ONE // Relating to Mental Illness

TWO // Mental Illness Awareness

THREE // The Root of Mental Illness

TOPIC DIRECTION

If the public had a better understanding of the origin and manifestation 
of mental illness, could it lead to earlier detection, diagnosis and 
treatment, and encourage others to become more educated?

The topic of mental illness is often hard for some to digest because 
it is unclear. The factual information available (DSM-V) is drowning in 
medical/technical terminology. By creating a form of communication 
that explains elements of mental illness in layman’s terms, such as the 
origin of disorders and the biology/chemistry involved, the public can 
become more educated about those who suffer from a mental illness. 
With more precise information for the layman, one could effectively 
connect how disorders manifest from biological malfunctions to 
physiological behaviors. A greater public education would in turn 
lead to earlier detection of mental illness, and therefore a sooner 
diagnosis and treatment for those affected.

Brand Development  //  INTRODUCTION
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This brand represents an educational tool for someone who 
would like to learn more about the disorders of mental illness. 
The information will delve back to the origin of the illness, at the 
biological level, detailing in layman’s terms what is taking place 
at the synapse. From this, a relationship can be built, connecting 
cellular dysfunction to manifested behavior. With this information 
available to the public, it is hopeful that detection of mental illness 
will be caught sooner, and thus diagnosed and treated earlier.

BRAND BRAINSTORMING

Determining a strong name for the brand was essential. I felt that 
One in Four connects more directly with the foundation of the brand. 

ONE // Root

TWO // Nucleus

THREE // One in Four

INITIAL BRAND PROPOSAL
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The creative brief was developed to create a concrete vision of what 
my brand’s purpose, goals and aesthetic would be. This exercise 
was essential in preparing to design our deliverables. By identifying 
the different components of my brand, I had a clearer idea of what 
my brand needed to convey moving forward. The following details 
elements of the creative brief.
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STRENGTHS
> Unfortunately, there is no cure for mental illness, so there will 

always be a demand for support and awareness.
> There will always be a need and/or desire for education.
> This brand holds a positive message and is a relateable topic.

WEAKNESSES
> There are a lot of similar resources available.
> Many people don’t make the time to learn about something that 

doesn’t directly effect them.

OPPORTUNITIES
> Getting the target audience to the information.
> Many of the resources that provide education about mental illness 

are either too vague and incomplete, or too scientific; One in Four 
provides a happy medium.

THREATS
> There are similar organizations with similar goals and resources.

BACKGROUND

Creative Brief  //  INTRODUCTION

09

The creative brief includes the aesthetic goal, presented 
as a mood board. These tiles reflect the visual verve or 
vision for the brand.

VISUAL VERVE



10
C

R
E

A
TI

V
E

 B
R

IE
F LANGUAGE

// KEYWORDS

STIGMA  A term often associated with the perception of the mentally 
ill. Stigma’s becomes less severe as education about the topic grows. 
Because so many people have skewed ideas of what a mental ill 
person is or looks like, it creates a great opportunity to portray who 
they really are. 

EDUCATION  The organization is primarily focused on bringing 
educational tools and resources to the public. More importantly, 
providing education of all aspects of mental illness, that anyone can 
understand. With better education comes increased awareness and 
understanding about the illness itself and the person who is living 
with it.

AWARENESS  Is necessary in first making a statement to gain 
attention, and also in fueling the excitement about a cause. 
Awareness and education tend to work in a cyclical motion, with 
increased awareness, brings greater education and understanding, 
and vice versa.

// TONE

PERSONABLE
SENSITIVE
INFORMATIVE

RELATEABLE
ENLIGHTENING
RELATEABLE

Creative Brief  //  INTRODUCTION
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MAIN  
With education and awareness, mental illness can be better 
understood. 

SUB 1  
Educational resources that provide information about physiological 
and psychological effects of mental illness will provide the public with 
a better understanding of the illness overall. 

SUB 2  
Stigma associated with mental illness can be diminished with 
increased education and awareness. 

SUB 3  
With increased education, a more informed public can respond better 
to those effected by mental illness.

MESSAGES & DRIVERS

SUMMARY
One in Four is an organization that aims to bring awareness and 
understanding about mental illness through educational and 
informative resources. To reach its target audience, the brand 
plans to execute three deliverables, which include a narrative in 
the form of a booklet with brochure inserts, a media channel in the 
form of a website and app, and an event to raise awareness and 
spread education about mental illness. The deliverables will provide 
information in an clear and organized fashion, so that depending 
on the audience member, or the specific disorder the audience 
member is interested in learning about, they can educate themselves 
quickly and effectively. It is the goal for One in Four, that through 
these educational resources, the general public can gain a better 
comprehension of what mental illness truly is, and therefore better 
relate to those suffering from it.



THE RETICENT SAGE

He or she is knowledgeable, but at the same time fearful of what 
they are not informed about when it comes to mental illness and 
those who suffer from it. 

THE PROACTIVE PATRON

Effected by mental illness personally, he or she would like to help 
others who suffer from mental illness, and also bring awareness to 
the public.

THE CRITICAL ACHIEVER

He or she is partially ignorant about mental illness, and therefore 
criticizes those who cannot fight through tough times. 
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personas. I brainstormed about who would be without a doubt 
behind my brand, and also those who are not completely invested 
and might waiver. 

With this in might I developed an audience that primarily consists of 
two groups of individuals. First, One in Four is targeting those who 
could benefit from learning more about mental illness. Secondly, One 
in Four is also interested in reaching those who would like to join the 
cause in being more proactive in bringing awareness to the public. Of 
these two groups, there are three archetypal personas that build up 
the target audience.
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Audience Personas  //  INTRODUCTION
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The audience personas cards for the brand. The front 
provides an image and brief demographics of the 
archetypes, and the back details characteristics about 
the persona and their feelings about mental illness. The 
archetypes include the Proactive Patron who is fully 
invested, and the Critical Achiever and Reticent Sage, 
who might waiver in or out of favor with the brand.
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Competition  //  LOGO DEVELOPMENT
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As with any brand or market, you will encounter competition. I 
explored both brand competition and logo competition for One in 
Four. The following brands have similar objectives in mind, but go 
about achieving them differently. The logos are more comparable 
to my initial logos I was developing, but are still relevant to the final 
logo I developed, as it contains similar elements.
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BRAND COMPETITION

LOGO COMPETITION
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Developing an iconographic logo was a larger challenge than the 
typographic logo. I tried to integrate the numbers one and four 
together visually, which can be seen below. Visually, typographic  
logo variations seemed to be more successful for my brand and  
what it represented.
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Preliminary Logo //  LOGO DEVELOPMENT
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For the typographic logo, I really wanted the one and four to 
intertwine. I explored a couple different variations in which I tried  
to visually show the one inside the four, but some options were  
more viable than others.

TYPOGRAPHIC VARIATIONS

in
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ONEin
FOUR

ICONOGRAPHIC VARIATIONS

After narrowing down my strongest iconographic logo, I continued to 
explore different variations of the one and four design. Unfortunately, 
many of my variations became too convoluted. I was worried that 
the lines might be lost by some audience members, so I decided to 
eliminate most of the iconographic logos altogether.

Logo Refinement  //  LOGO DEVELOPMENT
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in

one in four

TYPOGRAPHIC VARIATIONS

I felt like I had a strong idea with the number one incorporated into 
the beginning of the word four, so I continued to pursue the logo. 
Because I integrated the characters in this way, I felt it became a 
combination typographic and iconographic logo, which made it 
necessary to add the brand’s name below. Moving forward, I thought 
this logo would be strong as one large piece that included the brand 
name, but also as a logo standing alone.
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After much consideration, I decided to move forward with my 
strongest typographical logo. I started with the typeface Futura, 
but after some consideration, I chose a stronger typeface, so that 
they “R” on the end would hold up the end of the logo better. As 
another geometric typeface, I felt that Avenir was the most suitable 
replacement. I also felt it was best to move towards a cooler color 
palette, and changed the color to a strong blue. 

After starting my posters, I took my logo to its final stage, as I 
changed the brand color to a mint green to follow the brand 
aesthetic that I was forming. Lastly, I changed the “R” by  
adjusting the shape of the joint of the tail.

LOGO REFINEMENT
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Final Logo //  LOGO DEVELOPMENT

FINAL LOGO DESIGN

LOGO // color

LOGO // black+white

LOGO + BRAND NAME
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Poster Sketches  //  DELIVERABLES
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The posters were the beginning to my aesthetic journey for my 
brand. I decided to use a persuasive direction over a informational, 
because I thought it would grab the attention of my audience more 
effectively. Initially, I proposed an aesthetic of graphic elements that 
would structure my design. However, the process of creating the 
graphics was more extensive and time consuming than I expected, 
and the result was not at the level that I had envisioned. 
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Initial Poster Designs // Persuasive
I used bold colors and text with simple 
graphics to achieve the design in my 
initial posters. Although I had proposed 
an visual verve that I thought would be 
appropriate, I had trouble representing 
that aesthetic in my posters. 
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I decided to leap forward in a new direction, and introduce 
photography to my visual aesthetic. The visual switch to photography 
was accompanied by an idea for the campaign that would frame 
the rest of the deliverables and strengthen the message behind the 
brand. I wanted the audience to gain a deeper understanding of 
those who suffer from mental illness, so I tried to create a relateable 
design, both with imagery and the idea that there is more to an 
individual than their illness.

I felt strongly that the public could gain a better understanding of 
those living with mental illness, if they could grasp that their illness 
does not define who they are as a person. For many living with a 
mental illness, their disorder is merely an aspect of their life and  
does not control the person they become. 

Poster Refinements  //  DELIVERABLES
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Final Poster Design. To the right, one poster in a series 
of three for One in Four.

After changing to photography, I was very 
happy with the results. The posters were 
personal and relatable, like I intended, and 
above all they shared a strong message. I 
also thought that I had selected some good 
characters for the campaign. However, in 
order for the photos to look more cohesive, as 
if they were all taken together —by the same 
photographer—I decided it would be best to 
look for a more appropriate match for my last 
poster. The result; same aesthetic, layout and 
verbage, but one different character.

27

Final Posters  //  DELIVERABLES
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Final Posters  //  DELIVERABLES

With some minor adjustments, I created a more 
cohesive group of characters. I achieved this by 
modifying aspects of light, contrast, and levels in 
the photography.
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Final Poster Design

31 

Final Posters  //  DELIVERABLES
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The narrative acts as the  main source of information for such 
environmental contexts as a doctor’s office, classroom, and also  
as a supplemental source to the media channel deliverable. 

The narrative is a booklet with brochure inserts. Together, the  
booklet and brochure detail the bulk of the information. In provi- 
ding descriptions of the disorders of mental illness, the narrative 
will delve into the causes, signs, symptoms, treatments, and general 
statistics for each. The booklet itself will provide an introduction into 
the brand, and give a brief overview of each disorder category. The 
supplemental brochure inserts will then allow one to examine the 
disorders, one by one, in more detail. 

BOOKLET & BROCHURE

Booklet with brochure insert pictured above. Entire One in 
Four booklet/brochure set pictured opposite page.

33

Narrative  //  DELIVERABLES
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The booklet (to the right) categorizes the different disorders of 
mental illness, grouping them by anxiety disorders, mood disorders, 
personality disorders & schizophrenia, and attention disorders. Within 
each section of the booklet sits a brochure (seen above; the anxiety 
disorders brochure) insert that further details the general category, 
and each disorder that falls under that category.

BOOKLET & BROCHURE

Narrative  //  DELIVERABLES

35
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Homepage full view
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Media Channel  //  DELIVERABLES
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The media channel made the perfect companion to the booklet and 
brochure narrative. The website and app are appealing to those 
who prefer to get their information on-line and on the go. Both the 
webiste and the app have the same base of information, but are each 
unique and provide certain benefits based on their format. 

The webiste provides the most detailed overview of mental illness, 
and contains even more information than the narrative. Because it is 
an online source, it also contains links to various other resources for 
an efficient and effective search. The app on the other hand, provides 
shorter amounts of information and more interactive processes, that 
allows for a more educational rather than informational experience. 

WEBSITE
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The webiste offers interactive 
exercises, like quizes, to make 
for a more effective learning 
experience.

39

Media Channel  //  DELIVERABLES

WEBSITE
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Featured as both an  
iPad and iPhone app.
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Media Channel  //  DELIVERABLES
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The second media channel available is the mobile app. Unlike the 
website, you can take the app with you on the go, and can be used 
whereever your phone has service. 

MOBILE APP

The app provides quick access to the different resources One 
in Four offers. It also allows to connect and use interactive 
exercises for a more fulfilling experience. 
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The final deliverable is an event focused on raising awareness around 
mental illness. The event is a walk around San Francisco’s Golden 
Gate Park, called Walk FOUR. The public is encouraged to join in 
on the walk whether they have or know someone who suffers from a 
mental illness. More than an event about mental illness, this is really 
an opportunity to show the support for those that have mental illness, 
as one of the primary goals of One in Four is to increase awareness 
and education to reduce the stigma that is associated with mental 
illness. For the event, all participants elect who they are walking for 
(or FOUR) in this case.  

WALK FOUR

42

There are various pieces of design that build this deliverable. I 
wanted to create not only the necessary materials for the day of the 
event, but also marketing and mailers leading up to the event, to 
make the public aware and informed when and where the walk is 
taking place. 

43

Event  //  DELIVERABLES
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Event  //  DELIVERABLES

In addition to the public advertising, personal mailers will be 
sent out to encourage people to visit One in Four’s website, 
register for the walk and learn more about this and other 
upcoming events.
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Event  //  DELIVERABLES

For the day of the event, posters and banners were designed to make the public feel as 
involved as possible in the walk. They can hold their support for their friends, families or 
themselves high in the air as they walk.
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The day of the event was filled with materials to help everyone feel 
as involved as possible. Banners, personal signs and flags were all 
available to those who wanted to participate more intently. 

WALK FOUR 

Event  //  DELIVERABLES
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Every element of design was 
considered, including mile markers, 
start and finish line banners, and 
personal signs and banners.
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As an organization that aims to bring awareness and understanding 
to mental illness, One in Four has various outlets to reach its intended 
audience. 

NARRATIVE

The first deliverable, a narrative, is in the form of a booklet  and 
borchure combo. Combined, these two pieces provide a wealth of 
knowledge about mental illness and the various disorders categorized 
under mental illness. 

MEDIA CHANNEL

The media channel website and app provide similar information, just 
in a different format. This on-line tool also allows for more interaction 
between the brand and the intended audience. The website and app 
features quizes to allow one to test their knowledge of mental illness 
and to encourage understanding. 

EVENT

The final deliverable is the event, Walk FOUR. This event, which starts 
off National Mental Illness Awareness Week, encourages the public 
to participate in a walk, in an effort to support those suffering with 
mental illness. 

One in Four

51

One in Four  //  PROJECT COLLECTION

Pictured above are the first two deliverables, the narrative and media 
channel, each of which contain similar information, but different benefits.
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POSTERS & DELIVERABLES

http://www.deseretnews.com/article/865564001/New-fairer-ways-to-identify-and-develop-

great-teachers.html?pg=all

http://www.ehow.com/how_8665055_use-surveyors-transit.html

http://www.debate.org/opinions/should-teachers-be-armed

http://www.paulpolitis.com/photoblog/wpcontent/uploads/2011/08/portrait_8626.jpg

http://www.dzineblog360.com/2010/12/50-inspiring-examples-of-emotional-portrait-

photography/

http://www.flashcoo.com/photography/Markus-J-Grimm_portrait_photography_02/

wallpapers/1280x800/Black_and_white_portrait_photo_12141080.html

http://www.fredascott.com/index.php#mi=2&pt=1&pi=10000&s=13&p=0&a=5&at=0

http://boydwyliephoto.files.wordpress.com/2011/07/brown_97.jpg

http://www.allfun.md/index.php?page=projects&id=1220551281&pid=19410

http://500px.com/mkummer82PH
O
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//  PHOTO CREDIT




