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Outline of project and outcomes

Project undertaken for the AR and VR module. Worked with the lecturer each week on a variety of relevant materials to
bring our main project together. From the course seminars and the implications of the VR skills and software | would need,
I changed the remit of the project from a VR submersed environment to an AR experience. | chose to concentrate on an AR
engagement App for those suffering with Anxiety and stress, as | felt it was within my ability to utilise my current a skills and
build new ones from the software we have been introduced to.

> DM7810 AR and VR 52 2021 = M 2
| found it helpful and relevant to keep a weekly blog/folder to all my research
and thoughts week to week throughout the project. (See screen shot). Creating
the blog gave me a chance to reflect and analyse the variety of pathways open
to me, | was also able to make connections from the questions the project was
unearthing and could see a pattern to my research: teaching, learning and user

involvement through other scientific methodologies to the subject.

Learning goals

l identified in my proposal document the key areas | would need to work on these are:

« Develop the elements for the AR in lllustrator,

e Tryout the items in Adobe Aero

« Develop the branding

» Acollection of images that can express the tone of the brand

«  Quickly develop the skills required to use Unity for an AR framework

« Keep the interaction simple and easy to use on a mobile phone

« Enabling a choice for the user within the App

e Ganttchart

« laimto have set up one scene,

» Create an image target ‘Fountain of Knowledge’ for the program, with interactive buttons.

« Design of all the other elements for the AR landscape, trees flowers, birds etc. Also perhaps sourcing other interactive
forms: movie clips, songs, images.

(Appendix 1 pg 14 of my proposal doc)
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| set myself clear learning objectives to ensure the project achieve what | set out to, | was realistic in my expectations and
thoroughly researched the topic. | do not have a background in psychology, so in order to identify the right Application and
process it was necessary to read about the subject widely. Through my research | have come to understand more about
anxiety — 1 do have personal connections to this with family members struggling to cope with their mental health, so this

project has rewarded me with much more that my project goals.

The learning goals covered three main areas: Brand, User experience, new software (my own expectations of what | could
achieve). The brand objectives played to my existing design skills, | thought about the end user and the cultural implications
of building a brand that could involve anyone who wanted to use it. | developed two characters that | thought my brand
would target —their story helped me to fulfil the place, | wanted the App to go. (Appendix 1 Project Marketing plan or access
here: https://bit.ly/3inWOhp)

The development of the user experience though storytelling, interactivity, visual elements to engage and help with
expressing feelings. These have been directly helped by my research into the gamification of the digital landscape, the

history and uses of storytelling, from marketing to hypnosis and the ways of seeing.

The emoji character made me look to our societal use of imagery to give hints or clues at how we are feeling, the rise of the
emoji is the perfect example. Social media platforms and text speak has provided more ways to communicate, and with this
language it has developed into a cultural expression. The Nielson Norman Group published a great article on modifying your

design for global audiences, thinking of not just translation but localisation too. (https://bit.ly/2ScNHWr)

The emoji concept became important to the App development as | required a way to measure the success of the interaction
with the user, and help develop the narrative. | developed the notion that using this simple dialogue tool | could gain quick

feedback and build a brand personality form this in the online world.

Time for YOU emoji's WeChat’s exclusive emojis express
emotions Western apps cannot
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The brand building document (Appendix 5 Brand building doc.) helped me to answer the questions on what the brand
stands for and the people it will speak to. Whilst my brand characters were female, this App could be used by anyone, those

who are interested in reaching out and getting help.

In particular the research into brand archetypes. Through my research for the brand, the archetype theory from the work of
psychoanalyst Carl Gustav Jung (1930’s) produced extensive treatises in understanding the powerful relational effects of the

human ego and the concept of brand archetypes was published.

There are twelve brand archetypes: The Innocent, Everyman, Hero,
Outlaw, Explorer, Creator, Ruler, Magician, Lover, Caregiver, Jester, and 4*‘

Sage.

- < A
& D . =\
My App concept is a caregiver. Caregiver brands are all about warmth ; s | e j [
3 s S

and trust. It wants to protect and their goal is to care for others. % ; o

' et M“ v

“, 7

The visibility of a branding concept makes it vital for an organisation 4_ s “
to use the collective unconscious of a group, that fits the positioning T ~ =
strategy of that organisation in every way. Documenting this in The printsome

International Journal of Social Sciences and Humanities Invention - June

2016 - Stephen Poon examines if the colours in brand development can express an archetypical identity. In summing up his
paper Poon says: “When design meets psychology through the creation of goods that tap our spontaneous imagination, it
improves the value perception of the creative processes, and this forms the fundamental design ethos that enables businesses to

gain return on investments for excellence in branding and marketing design.”

For the App to develop and succeed | ensured: - Data needs to be secure
+  Colour choices are socially sound (see next page) « Mental security needs to be assured
« The narrative is one which my audience will engage with - Archetypal identities catered for
* My brand needs to inspire confidence and medical « Narrative
assurity - Gamification
« My stories in the App need to engage, influence, teach « Contract obligations of the App use, data gathering

and inspire needs to be detailed.
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Brand build colours and characters, see this online at: https://bit.ly/2TfHTeY

THE BRAND EMOTIONS AND EMOJIS
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I realised that the brand had to develop and nurture a Time for YOU SWOT analysis
consciousness, a value, tone of voice and a personality so that it Strength: Honesty, Weakness: Develop into
resonates with the audience. The significance of using the Time Creative, Planning Ideas, | new creative areas, new
for YOU App provides alternatives to the competitor Apps on Value for money business goals, new skills

the market. | did a SWOT analysis to work out how it could be

distinctive and where my strengths and weaknesses were.

Opportunities: Virtual Threats: Time ,Lack of

The significance for the need of better mental health tools reality, Augmented money, Agency offering
(post pandemic) | realised that for future App development reality, 3D walk through | Too big a project
collaboration with experts. A database would allow me to build

a framework that we could tailor content to and welcome users

back to the App. Personalise content through their previous
feedback/interaction and the resources used within the App,
would allow the Time for YOU brand to have a more meaningful dialogue with the user.

A customised journey map was required and this would be a next stage development, Tom Treanor @RtMixMktg tweeted:
“The goal of all your marketing efforts is still to help customers—who come to you through many different media, channels
and paths—to realize that your brand is the best solution for a particular problem. A good, customized customer journey map

will help you understand how your customer searches for a solution”

The question my project was asking was with such pressure on health services in the UK (NHS) how could people access the
care they need? The argument is convincing that if | could extend the quality of the interaction within Time for YOU App

with perhaps via a link to a national network of therapists*, then the App could perhaps be monetise through user/therapist
subscriptions. Allowing users much needed access to a therapist, in their home, and access mental health care would lead to

finding one solution to a mental health crisis.

New software was a challenge for me as | have no experience in 3D or AR/VR tools, each week in the seminar we worked on
building our ideas, and how we could implement those in the Unity platform. | felt challenged by my lack of knowledge of
the Unity platform, | solved this issue by using other digital formats to be able to illustrate my ideas, and provide me with

a back up if  was unable to create the App items in Unity. | found the use of Adobe Aero a good way to communicate the

projects AR intentions and felt that it was successful in showcasing the AR ideas.

* all of whom have regulatory bodies and professional memberships.
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Technical development of the Platforms used:

technologies and platforms - Adobe Aero

« Coding - Sublime Text «  Premier Pro

« Scripting language used by Unity is #C « Adobe XD

«  Cross platform tool kits for headsets Unity XR « Adobe InDesign

- Software Development Kits SDKs « Adobe lllustrator

+  Use of ready-mades to illustrate a point (it was OK for «  Photoshop
Duchamp!) The problem was | wanted to produce and e Unity

experience the design challenge of 3D work my lack of « Blender
knowledge in this area | feel means my end result is not
as successful as it could have been. XK Box Script.cs

- Vuforia developer portal Ponsciutcs
System. Collections;
System. Collections.Generic;
UnityEngine;

x5cript : MonoBe

The Fountain of Knowledge was the key AR action piece that was
developed to illustrate the AR use within the App, user choice and intrigue,

and a method for ‘flowing’ from one emotional area to another. Using

void Update()

the metaphor of water. | was able to use a ready-made fountain from the

unity stock area and place it within my plain landscape | had created. The Al

challenge was to add in the image packs and mesh looks Appropriately,
Static image code script (sublime) between two scenes using a button link

| did find this difficult as working in the Cartesian coordinate system,

previous experience was with a game development area in Unity. So the implications of my lack of 3D skills did have an

affect on the outcome of the project, | have found that the considerations | will need for this type of project development

will assist me in the future and will be seen as transferable as my 2nd year module will be 3D design. Above is an example of

the code language we used in our wk 11 course seminar.

The criteria for the project | feel were still met as my own learning outcomes (See Appendix 1) and the use of a layered
Approach (with information delivery in a variety of formats) within the project enabled me to develop new thinking.
| developed tools for brand, audience interaction and survey, considering every aspect including colour and tone of

information | feel was positive for the overall look of my project, and could prove that the project met its objectives.

lincluded surveys in my project to assist with my process, small groups added to my decision making, deeper level surveys
would need to be carried out with my target audience to find out what they would want from a mental health App. | have
made calculated assumptions that the App was right through my research: add book ref here. And the fact that there are a

multitude of competitor Apps on the market. (Appendix 2 survey monkey examples)



Examples of work

Storytelling lends itself in VR gaming environment to
place yourself as first person, | have undertaken tasks
using Unity to simulate a game environment. | wanted to
experiment and think about whether this format would

be better than AR.

Screen recording of the movement in the environment
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We gave a box physical attributes and we coded an action
(wk11) we made a new scene and a button to connect two

scenes coding in Sublime.

Screen recording of the movement between button screen and cube

I interrogated the visual space of adobe Aero, | created a

3D scene using 2D planes, the landscape was designed in
illustrator - the idea was to make a calming landscape to fly
over through or look at in any space. | added interaction to

element such as the drops and a bird in flight.

Screen recording of the landscape in the Aero desktop space

[ think moving through the landscape was one of my key

ideas, and these ideas could be developed further.

Screen recording of the moonscape
in the Aero desktop space
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| experimented with the water drops and the fountain idea, and while the resolution

needs to be adjusted the interaction and idea worked.

Here is the fountain of knowledge in Here is the fountain of knowledge in an
an AR environment using Adobe Aero AR environment using Adobe Aero
OUTSIDE INSIDE

By using the Fountain on inside and outside spaces illustrates that the App can work

anywhere the user is, they can get the AR experience at a time and place to suit them.
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Designed elements of the Time for YOU App
I worked on movie clips in Premier Pro to give a flavour of the content and the look and feel of a

longer project as | could add these to play from a Unity landscape:

Stock image with my text - field feeling low My film with text - Long movie water Breathe

Soundscapes
Available on the live web page : https://bit.ly/3pC8i2l along with examples of AR.

Storyboard from proposal doc JAN21.

Storyboard ideas

| have added this here to illustrate that
whilst the idea has not changed the
thoughts and UX narrative for the space

has moved on.

Natural landscape weth a pash that 30-45 degrees of perception in a VR Fountain of Knowledge, AR fountain Wou sebected Sad
leads you forward ewironinent. First person perspective.  with buttors for interactien and
assistance.

U _
ok yom like g

Hens da you
= -
['all on someone? Happier
w‘” ‘ﬂ“- 3 (‘a.l.-'.p
ow can | z @
i e Fead something? Semneshing else...
A i stae of the fountai L and  Thed F the app i to allow Cliioed on wakch - cute duck video, met. — beae the app, o thoose another addi-
new directions for you Lo engage with, ot contiol, what would the person like aphwr for keep swimnming and that your — Gonal method of calming - specifically
o o in Lhal incinenL. we can anb<ipate  journey i begining - e for the emotional state you feel.

Ehiks e finehd saeveeral responses.
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The annotated layout describes the interaction the user will have with the built App: https://bit.ly/3uYSKHe

Time for YOU - App flow and annotations The choice o the colours e e e,
ppP e hepe e et i o recearched, and have not qone for the SECTION PAGE START et
b croated in AR £ gve bvious choices <0 people have to the poee

decide and really thirk about how they
feel, <o sell identily starts the joumey.

3e (lch START

that experience from the

LANDING PAGE app ot juct deivery.
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ainen vabernos pth e el
I B goms s i T
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INTRO PAGE
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The brand opens with all the.
colours and the logo, selected via
asurvey. Age appropriate warring
could be a legal requirement. as we
are taking about mental heaith.

Enter the cite and we come to
the introduction of what the
app ic about and what peoplec
expectations can be.

Let get started,
Emotions and feelings lead our
mental health. take time out and
have a space to interact with an
app that can ack you to reflect. an
important part of our fives that we.
don acknowledge.

The key element of the app. the
fountain of knowledge. | worid
hope to have this ac a AR desion
with the sounds of water, where
people can make a selection from
the fountain of how they feel.

The language of the emoji is
universal, we can identify with
emotions and fecling through a
common language and our phones
and text language are part of the
comimon lexicon.

The choice is made and we flow into
the pathwaus for that feeling, Offerir
a variety of information and escapes to
suit all kinds of people. learning comes in
many forme and £ leam about yourcelf
in a way you choice reinforces the
power of the app to assist you.

Once we get into the feelings.
celection. then we have the HELP
box on every page. As we do

ot know the motivation for the
app usage it is sensible to involve
Outside partners £ provide urgent.
assistance.

SECTION PAGE EXPERIENCE SECTION PAGE READ SECTION PAGE LISTEN

LAST PAGE
= @ ( o s
et anatle 5o chck FINSH o Jo—
Ty o
e £ =

The data captured at
thie point can be useful
for tailoring app content.
and for buiding a profile

€00
vee

Buttone | of the user experience
for water [orer—rr— without having to do a ful
drope on curvey, The use of the
choice. e e qick emoji expression can R
back and qickly aive information
forward i S e e that couid be fost if ot
i captured at the time. Partrer organizations can
M— feature within the app. | think thic

\

would chow a level of ongoing

By clicking the experience.
button you get a tailored video,
with participation. you follow
the video instructions. play ag:
and again reflect. and then chose
another pathway

Ermbedded article and ccience
reports to provide insight into
mental health topice: articles
could firk out t0 Medium.
university press. and peychology
experte

Gome people react wel to
mrusical choices, These can be
natural sounds, classical, country
and spoken word.. A variety of
fmussic should be explored and
ot just whale music' !

Thic page can be accessed from
each section page: the water
drop button at the bottom of the
screen. This method can alow for
a change of mood and tone. While
they travel through the app.

The navigation drop down menu at the top
of the app can get you to key sections.
When you need o finish your time on the
app you can feedback on how you feel after

the experience.

responsibiity to alow users to have
at their fingertipe a way of helping
thernselves in that morent.

Al we couid use a sign up tab
for virtual therapy contact for
example hyprotherapy

Time for YOU App prototype

Adobe XD to make a prototype of the Time for YOU App. Helping to
illustrate the UX interaction, and how the AR and other content pieces

could work together.

SCaHiLL
DESIGN

Est. 2007
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Key solutions provided by from Time for YOU App:

« An App that gives people with anxiety a choice of content.

« Atailored Approach to allow for learning requirements to access the information.

+ Integrity of the App — by using scientific research in all areas, from colour, psychology to solution focussed therapies

« Solutions with personalised feedback from the App to the user, the use of the emoji icons is easy and translatable into

other languages

The Healium VR Application for an Oculus headset supports my initial
ideas that therapy Apps can help anxiety. StoryUp Inc. - makers
of the Healium platform (https://www.tryhealium.com/#stories)

commissioned a report that illustrated the brain function before and

AFTER HEALIUM

after using a virtual world, the mind seemed calmer in the images

“Our results support the notion that intentionally crafted VR experiences A ,
Brain scan from research by Healium.com

can be therapeutically effective, and may result in immediate, adaptive

psychophysiological outcomes.” (Tarrant Jeff, et Al. 2018)

Healium has also expanded to an AR Application too, it can link with an Apple watch or a brain link headband to monitor
heart rate. “It’s a self-awareness tool that allows you to discover your ability to control your brain patterns and heart rate
during guided meditations” (https://www.tryhealium.com/faq/). Healium’s Approach is meditative and does have feedback

for the user in the form of a data tracker headband. The video VR
Anger Fear Disgust Happiness Sadness Surprise Mautral

experience is just how | would like Time for YOU to look. :
£
-

The science from the brain scanner in Healium is also seen

elsewhere. Lauri Nummenmaa psychologist at Aalto University

led a Study with over 700 peop|e about how their body Anxiety Love  Depression Contempt Pride Shame Envy

responded to emotion, the study called these ‘body emoticons’, e '“
the hope is that they may one day help psychologists diagnose or ' 1
treat mood disorders (https://n.pr/2RFKY7A). ’

13
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| felt that with my research and development of the App idea it would be good to .
stormbreak nature’s pathway ¢ )
have a conversation with a healthcare professional about it. | discussed my ideas SR Tl kil o
with Clare Rusby Prof. Dip Psy C. A practicing Hypnotherapy and Psychotherapist, : e Fd =
teppiog J _L S ."’lﬂ
we discussed the benefits of Hypnosis to help people with stress and anxiety. AVR f o)
3
style interaction we both felt would help some people who are not able to visualise = s $
the hypnosis script, by not being able to do this it could take them longer to get into _ <
the healing process. https://mindandbodysolutions-southport.com - Huge thanks to S P IS : "Qi?
W/t —— iy - -,
Clare for taking the time to speak with me. _ o L
== oW B
e Fe e
Taking advise about mental health and the benefits of movement, | spoke with a S . e
representative of the charity Stormbreak. Kate Bone has worked with the charity R A »
stormbreak Sappopiad by I::": ;;:\T.'W
for over a year, and is an advocate for their Approach to helping children with their
mental health (https://www.stormbreak.org.uk). Steeping stone activity sheet

Whilst children under 16 are not my target audience, the connection between
nature and movement has a direct relation to the imagery | am placing into the App

build.

It’s fun, quick (5-15 mins) and accessible. Can be delivered by anyone and can be adapted to suit different
Below is an email O&A | conducted presenting needs and challenges, different settings and contexts and for a range of children aged 4 — 11yrs.
= It’s relevant and timely, effective and sustainable.

to formally round up some

2.
informal conversations we had We started with 5 pilot schools in Dorset, captured feedback after every session and worked with
Bournemouth University to create an ‘impact report’ for the first years’ work. This evidence of our success
. allowed us to bid for funding from BBC Children in Need.
previously had.
Exercise and those health benefits
Lo i e Aboy who refused to learn to ride his bike (kept giving up), but after working on resilience based
were part of the initial App idea. stormbreaks, he decided to keep trying until he eventually got it
e Achid in one of our foster care settings who refused to drink fluid (required a certain amount
A VR space could have allowed daily due to medical condition) as this was a way to exert control. The foster parent reported that
after the 6 week Stormbreak Together programme, the child was now drinking
. . e Afoster child who suffered from alopecia refused to take down his hood in public. After working
the userto engage phy5|cally n through some self-worth stormbreaks, he now feels confident in removing his hood when he
. . goes out
the environment via a headset. o A child who found it really hard to make friends was using ‘Classroom Rockstars’ in the
playground and encouraging people to join him.
The science is sound by increasing o An extremely withdrawn child who refused to join in with stormbreaks sat at the back of the class
simply watching and listening. After a few weeks he slowly began to join in, until by the end of
endorphins people have uptoa term he was at the front of the class leading the activity
)

30% lower risk of depression*

+« How do you want to feel?

(NHS : https://bit.ly/3gpBCFs) n . _ : Emotions and feelings
&7 6 ¥ &) @ iven characterisation
- - g
0 m T . to start the

conversation with
children via Stormbreak

brave onargised loved vabued excited

14
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Personalisation of a user experience and integrating brand engagement relies on personal data. The use of personal data
could come at costs to privacy: for example what happens to the activity level data from your fitness tracker? What happens
to your privacy when you say you have a mental health issue? Contract obligations of the App use and reaching data

gathering needs to be detailed (Week 12 blog https://www.scahilldesign.co.uk/post/s2-ar-vr-week-12)

My App development must provide a safe space, a trusted brand in order to allow full usage. The contract which people
accept when downloading an App (but no one ever reads!) will ensure that the personal data is not going to impact peoples
future life choices: insurance, medical cover etc... What we are in our 20’s is not who we are in our 40’s. General Data
Protection Regulation was passed in 2018 to try and start to cover such issues. In the UK GDPR sets out seven key principles:
« Lawfulness, fairness and transparency.

«  Purpose limitation.

- Data minimisation.

» Accuracy.

- Storage limitation.

+ Integrity and confidentiality (security)

« Accountability.

My personal time line for the project was in the form of a gantt chart, | planned weekly interventions with a tutor after the
seminars had finished. | keep working on my research throughout the semester, my Pinterest page was a particularly useful
quick reference and ideas gathering (https://pin.it/1JKOHMp). | kept a filing system of my attendance at webinars and
conferences, articles and thoughts website and audio recordings. The blog kept me thinking about the project and the ways
in which | could develop it. | did reach a sticking point where | felt overwhelmed with the Unity program and couldn’t find

enough time to put into developing my skills required, | sought the advice of tutors and tried to keep myself on track.

| decided to review what | was trying to achieve with my tutor, | realised that | needed to actualise the imagery, and evoke
the feelings into the project. The product developed of the App | set out a budget of at least 150k, keeping this in mind how
could | expect myself to deliver and achieve all the outcomes on my own? This project would be a collaborative effort in an
agency/workplace. | have seen my role on this project as creative director — bringing the ideas together in order that | can

explain the concept and the benefits to others and professionals.

15
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Conclusion

| wanted to make my App to address some of the issues that Lucas Chae, discovered in her article (Aug 2018) Designing

for suicidal users: preventing suicide the modern way (https://bit.ly/2TVvLA9). She makes some valid points about the
importance of contact, as the referral systems for mental health is not a one stop shop. The person reaching out has to go
over their most painful story or event at least 4-6 times, with a variety of health professionals, from doctors to mental health
teams, to therapists. All in a way that make you feel like you are bothering others, that you should be able to get through
(this)... | would hope the extended version of my App could address this and get an active solution to assist, so | feel my idea

is a success.

Partnership building and involving others. Through my research | found a lot of Apps that help anxiety and stress, but equally
the scientific community who are finding ways to assist peoples mental health, the crossover between art and science is of
great interest to me and a theme to my art. The need to build partnerships with other organisations such as the Samaritans,
or young minds and CAHMs would be beneficial to the future roll out of an App to help others. | feel the success of speaking

with others and those in healthcare/action groups proved my hypothesis that this model would be beneficial.

I have built and described AR forms that | could use in my product, the Premier Pro films could be made into AR files and
dropped into the physical space of the user utilising a Ground Plane in Vueforia. A Ground Plane is only compatible with
devices supported by Platform Enablers, ARCore XR Plugin on Android & ARKit XR Plugin on iOS, so developers would need
to consider this for universal access (Appendix 8). | could use a Positional Device Tracker to place a film experience in a real
world space. | have had to show my examples in Premier Pro as a prototype for a visual, but the development would need to

use these methods.

Virtual reality options are staggering (Blog week 2 - https://bit.ly/3pyGfRD) my AR App could certainly have VR attributes,
which | feel | have successfully outlined and given examples in this document. Navigation in the App should feel like and
emergent story, this was something | did have to overcome. The App can take several paths for each user, much like a
dungeons and dragons game where throwing the dice leads you to the unknown. The use of the water drops provide a
symbol for your emergent story. The individual nature of each path could allow for user confidence in the product, the

control and feelings of personalisation.

16
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Appendices

Appendix 1 - PG 14 from my proposal doc DM7910

Review detailing the time line/workload :

« laimto develop the elements for the AR in
Illustrator, | might quickly try out the items in
Adobe Aero to see how they look/will work.

« Ishall develop the branding further — after
reviewing the logo feedback, this will assist
in the direction for the development of the
assets. The look and feel of the app will be
styled out of a branding exercise, | cannot
see the final app in my mind without the
essential elements being organised.

« lwillalso get a collection of images that
can express the tone | would like the app to
aspire to.

« I need to quickly develop the skills required
to use Unity and place items into an
Augmented Reality framework.

« laim to keep the interaction simple and easy
to use on a mobile phone, image targets and
links via AR buttons within the app should
make it easy for the end user.

+  Choice is a difficult task when you have
anxiety, a loss of control. Enabling a choice
at the outset | think will start the process
within the app well.

« I will be meeting with my tutor each week, to
keep the accountability to the progress open.
I have also pinpointed several danger points
in the Gantt chart when the majority of the
AR needs to be in place. (Gantt chart - with
threats see appendix 4)

« laimto have set up one scene, as per the

story board: appendix 5

SCaHiLL
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Create an image target ‘Fountain of
Knowledge’ for the program, with interactive
buttons. The design of the ‘Fountain of
Knowledge’is key to the interactivity, it
defines the route the person will take in the
app, based on how they feel, the user is to be
in control.

Design of all the other elements for the

AR landscape, trees flowers, birds etc. Also
perhaps sourcing other interactive forms:
movie clips, songs, images.

In my investigation | have found it useful to
create a marketing plan. This has helped me
to define the target market and estimate
costs, also to understand where the app
would be best place within the market.
(Marketing plan: appendix 6)

After my research of the benefits for AR/VR ‘_
in helping anxiety, the aim of the app design
is validated. Finding a competitor product
called Healium AR, has also proven the app’s
worth within the well-being game field.
These items will probably take me all of my ‘—
12 weeks project time, but will be able to
fully extend the project if | am able to.
Future requirements would be database ‘—
development. The main driver of the
application a Structured Query Language
(SQL) system to offer chat bot assistance,
offering choices for the person. The need for
computer intelligence... or an imitation game

(Turing 1950).
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Appendix 2
Anxiety App name survey 1 Jan21 Mental health App name survey 2 screen shot MAY21
https://www.surveymonkey.com/r/6SDD6ZZ https://www.surveymonkey.com/r/8XVXM52
ANALYZE
1. Please choose a title that you think pAGk:7 o8 N N
would motivate you to look at an app
aimed at helping with anxiety: 5. Please indicate which is your preferred choice

of design from the previous page

Answerad: 7 Skipped: 0 Skipped: 0 Answered: 8

I Walk with you T.43% 5 A, Time for you - light 38% 3
Walk for you 0% 0 B. Time for you - regular 38% 3
C. Time for you - bald 25% 2
Your idea 28.57% 2
Other (please specify) 02
Other (please 3
specify)

VIEW RESPONDENTS

fr &

o (O]
Would you agree with the colours and the words for each
water drop - please tick the ones that you feel represent
the feeling andColour in your opinion

Answered: 4 Skippad: 0

Tenga - yellaw

Het - orarge

Confused -
charcoal

% 0% % W% 40%  S0% B0 TON B SO WO

ANSWER CHOICES RESPOMSES

Calm - grean T5.00% 3

Low - blug TE.00% 3

Frozen - light green T5.00% a

Tense - yellow 25.00% 1

Hot - crange 1W00.00% 4 .

E——— FS— X Colour choice Survey 3
Total Respondents: 4

https://www.surveymonkey.com/r/7CXXKFT
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Appendix 3 - PG 14 from my proposal doc DM7910 on open here for online version: https://bit.ly/3inWOhp

Table of Contents

1. Business Summary Business Summary

o Company Name
Marketing Leadership T Our Company
o Merieting reacerp Team Scahill Design is a company headguartered in North Hampshire. The company’s mission is to
o Headquarters, Office Locations Involve themrsehves
© Mission Statement
o SWOT Analysis Our Marketing Leaders

Tina Scahill s the business owner and marketing collaborator.
2. Business Initiatives N
o Overarching initiatives SWOT Analysis

o ' team, we want to help lean nto what it does well,
arketing initiatives, goals, metrics N et comtaine on ¥
it. With that in mind, here is our SWOT analysis for 2021
3. Target Market Strengths. Weaknesses Threats
o Industry Name What we're good at. | What we want to fix. | What the industry | What we think could
o Buyer Personals) Whatsworking. | Whatwewantto | might soonwant. | hinder our growth.
What our customers | strengthen. What we | What we think we'll | What/who we think
o Competitive Analysis Jike about us. want to become be good at. What will | could take our
more efficientat. | be ourdifference- | customers.
4. Market Strategy maker.
o Product Honesty Develop ntonew | Virtual e Time
. . o price Creative creative areas Augmented reality | Lack of money
Scahill Design < promton o |
Ideas New skills Too big a project
o Process Value for money
o Physical Evidence
. 5. Budget Business Initiatives
Marketing Plan for AR /VR game . . Scahill Design has the ambitious goal of future proofing the business and itsskils. To help the
6. Marketing Channels business do that, our marketing team will pursue the following initiatives in 2021:

Initiative 1

Description: development of an App/game in AR or VR space

Our Objective Goal : with Anxiety, not simply a
breath but ¥ out to oth

A safe place to escape.

experiencefor the ue of people with Aniety.

wefora and Unity of
looks and feels interactive to a play using their mobile phone or ipad.

Tina Scahill
& sconiL 96 @unimaltwinchester.oc k- 1

ative 2
Description: To become Adobe Accredited in InDesign, lllustrator and Photoshop.
ient in the leading

week at UoW, building

my hours and knowledige. Competitive Analysis
Within our
Target Market Calm App 4. Healium 1
Industries i .
pete with: award tore app 2017. They to
1n 2021, we're targeting. ing industri /Il sell our reach out to h leTV. Soa Itis based on affirming Ihis software s the losest g | have found to my nital dea, 1 hae v1 e
customers: ¢ e Headset AR appi or
customers: techniques. And talks from recognized Drs and psychologists. from : e moings | o th b of Vi on
o A " . . ie Thi !
i ¢ Py  pro be for a different and phone for people to Y
the VR world foct P : interact with. My App will be self-driven, people decide where ey want t g0 - what path
choose and how they wish to interact.
Buyer Personas
Within our target market(s), we've identified the following buyer personas to represent our Other ways we compete: the same market, same tech savvy people, but there are also Market Strategy
deal customers: motivated to try other similar things so this could work in my favo Product
i ider social spt Twauld oost my promotan of he 4pp by ining ohers t write about he benefsof How il i poduct described in o he
Natsh s 1545 6 . Shvors nadminsston) anine/ ol marken or g handing emotions wel. wseor W fum A fNatasha
and spends family, business, home, : . § and Jesse, would be motivated to dawn/oad onApptoprovid quick top evel elp it
Her e is making her i i has Mindshift CBT - Anxiety relief
other apps for self-help, healing and breathing, self-actualization and is happy to use these
items to enhance her lfe in some way, but she needs a deeper connection. Her lfestyle is one. have a psychological h using Cognative Behavourial ‘What makes this product different from the mmpmm,
“2pps in her phone, her watch Therapy, way to help ansety. A proven disclpline and backed by Arwety Canada Assocition, nteraction n o
sy she needs 3 sle methad o nsnctul terscton. that reframe thoughts and participting
never finds it She desires and § . .
& fomily. Ultimately, Natle wants o overcome her way app and mine too. | think
her happier self, people wh to use thi ype of person i i -
the App il elp her organize feel my own App. Price
satisfed with the small amount o ree time she can take. S Dsign il am 10 st month (AR Healium), to £59.99 per year
technology 3. Dare: Anxiety and Panic relief farca/m pp. I would p .99 per y
et by her day-o-day festyl. .
Products pe pp award 20-20, app 2019. pmvvde feedback in the app would ensure that the users m/ us what feels right, what works. A
” Uses audio encouragement and ways to help ease a panic attack, reducing stress and worry, to be marked,
Jesse is have part ti gative this ly iption $59.99. and the user can play a part in their own journey.
ds his/h tryingto , but feels
addicted to the need FOMO, they could ild or part of a Other cruspswen compete thersSOS button g help wihin theagp-— my s s where “The @ with proj 18 bilion Us.
larger family, 2 young. il i i lead you itans, CAMH, NHS direct. Creating a doll
being able o : y net. v Jesse profile. young people*
e what tis 20wl g them. Ukmatel, esse want o be able to develop better
ith their peers in personal or pr ] “Stat: el rter (25.5%) of 11 to 16-year-olds with a mental disorder had
" assist Jesse in finding her way, ‘s self-harmed or attempted , compared to 3.0% of
bemuted fora v using the app. Hesc e ERlRE) 1710 19-year-olds witha eyl rex A
(46.8%)
new-survey-finds)
Promotion
How will | promote this product?
Social el g ese) nd vtog
the dience. | would d and uploaded to the app.
New paxns, new questions to be asked and interacted.
Process
How will the product be delivered to the customer?
/gh the Appl .
L fow will you supp aur product? en Marketing Channels
e playeris in the App
and a way of checking progress of helping the anxiety. Over the course of 202 of for educating

our customers, genemms leads, and developing b waroness:

Physical Evidence Website
Wher s theprocuct dspaye? Purpose of channel: Brand Awareness .
on social media, i the app views. Metrics to measure success: 50,000 unique page views per month
App store
Purpose of channel: sales tool
Metrics to measure success: 50,000 downloads
Budget
Over the course of [current year], given the cash allotted to the Marketing team, we expect to Instagram
¢ Purpose of 16-20
— — — Metrics to measure success: 50,000 click mmugns m app
Marketing Expense Estimated Price
Marketing Software £196,000 (Cost approx. via web search) Facebook
Purpose of channel: engagement with target audience
Event 1 [Hosting] £232 (Cost approx. via web search) Metrics to measure success: 50,000 click throughs to app

Content Sponsorship (time period of campaign]

Pay-per-click - Facebook 96p per 1000 cusotmers

Advertising on Instagram For CPM, or cost-per-impressions,
advertisers pay £4.88 per 1000
impressions

SCaHiLL
DESIGN

Est. 2007
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Appendix 4 - Gantt chart 10.02.21

Month: February | Week:
Tasks: I Date: 1 2 314]5 6 |7 8 |9 (1011|1213 |14 15|16 |17 |18 |19|20 |21 |22 (23|24 |25|26|27|28|29]30
formative oral presentaton
AR/VR proposal essay
corereading
Storyboard the workings of the App
project development: research

Develop colateral ideasin lllustrator

Upload ideas into Adobe Aero for look and feel

weekly tutorials -

Explore Unity for image target creation
Design a brand for theapp
Design a project target

Creation of APP/world
BLOG

Month: march | Week: |

Tasks: | Date: 1 2 3 4 |5 6|7 (8 ]9 ([10]11(12)13(14)15([16|17 (18 19[20|21|22|23|24|25]|26/(27]28 30 | 31
weekly tutorials

Unity for app creation
Develop colateral in lllustrator

read and teach myself the program language

Creation of APP/world
BLOG
Month: April | Week:
Tasks: I Date: 1 2 3 4 |5 6|7 (89 |10]11(12)13(14)15[16]|17[18] 19|20 22 (23|24 [25]|26(27)28|29]30
weekly tutorials H
Unity - ensure app is working

refining of APP/world
BLOG [

Month: May | Week:

Tasks: I Date: 1 2 314 - 6 7|8 -10 11112 (13 )14 (15)16 (1718 |19 |20 21|22 |23 [24)|25(26]|27[28]2930]31

project portfolio outcome paper
reflective report paper

Refining design

I - danger points
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Appendix 5 - Brand Building doc

Brand building for Anxiety App

DM7910 AR and VR S2 2021

Time ror YOU*

Business Name: Time for YOU
Service: Mental health wellbeing app

Understanding your audience:

Who is your ideal client?

Some one male or female, who wants to understand themselves
better. Who is a seeker of knowledge and needs some space to
themselves.

What do you know about them?

They are from a variety of age brackets: 16-21 young adult, and
22-34 older adult and then 35-55 midlife.

They are busy and facing challenges in their lives, where
perhaps they don’t have people to talk to in the first instance, or
they are overwhelmed by a young family themselves or in the
older midlife bracket they are dealing multi-generations.
People need a safe space and assistance in a trusted space that
can assist learning and understanding.

Where are they hanging out online?

o 16-21 young adult: Instagram, Tik Tok, Discord

o 22-34 older adult: Instagram, Linkedin, Facebook, Tik Tok.
o 35-55 midlife: Facebook, Instagram, Pinterest, Linkedin

What other business are they buying from?
Online post pandemic the trend for mobile usage influence and
purchase is strong.

What is important to your clients?

Trying to find a way through their emotional needs to be
reassured that they can help themselves and how they can
access good knowledge banks.

What are their fears and frustrations?

Young peoples mental health services are at breaking point,
Doctors are difficult to get to see and while mental health is
being discussed it seems that the onus is on the individual

to help themselves and this is where the app is best placed to
provide support and knowledge sharing with partner websites
and access

2021 .Semester 2. DM7910 AR/VR reflective report - Tina Scahill
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Your brand mission and vision:

What is your mission statement?

Time for YOU can help the individual make choices about their
emotions and be useful to understand themselves better.

What is your vision for the business?

To provide a space, to interact, escape and think.

Describe your brand

Plain speaking, simple and clean, clear paths to access help/
knowledge and interactions. Choice.

Crafting your offer
What do you do?
Help people with the challenges of mental health

What problems does your offer solve for your client?
Allow them a space that they can take themselves to as if you
would book a counsellor time. Booking time for themselves.

Describe the situation before they use the product?
Exhausted, anxious, confused.

What is their outcome after they use your product?

Finding some useful information or escaping using their phone
to produce and interaction that delivers a sense of peace and
space.

What do you love about what you offer?
Helping people

What could you do more of?
Bring partner organisations into the app to reach the same
people some of who could be vunerable.

Your brand personality

How do you want people to feel the first time they encounter
your business?

A space to call their own, a go to place for answers and help.
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Appendices static images

Appendix 6- Static examples of landscape AR

a8 ek 11 smperpls - Wemh 11 Mt & Livas 81 3514

Static image of the fountain in the unity built world.

Confused

Static image moon scape Static image desert scape Static image of fountain inside
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Appendix 7- Landscapes x 4 designed in lllustrator by T Scahill
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Appendix 8- Feature support per platform

https://docs.unity3d.com/Packages/com.unity.xr.arfoundation@4.1/manual/

Feature Support Per Platform

You can refer to this table to understand which parts of AR Foundation are relevant on specific platforms:

ARCore ARKit Magic Leap HoloLens

Device tracking | Y v v v
| Plane tracking v | v
| Point clouds v 4

Anchors v v v v
| Light estimation Y v |
| Environment probes v v
| Face tracking v v

2D Image tracking v v v
| 3D Object tracking v
| Meshing v v v
2D & 3D body tracking v
| Collaborative participants v
| Human segmentation v

Raycast v v v
| Pass-through video v v
| Session management v v v v
| Occlusion v v
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https://libraryvuforia.com/articles/Training/getting-started-with-vuforia-in-unity.html
http://www.creativebloq.com/ux/the-user-experience-of-virtual-reality-31619635
http://wwwuvrinflux.com/the-basics-of-virtual-reality-ux/
https://uxdesign.cc/design-practices-in-virtual-reality-f900f5935826#.egc7Izhuy
https://getuplift.co/color-psychology-guide/

Alto University study on body affects of emotion: http://becs.aalto.fi/~Inummen/participate.htm
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