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How ever you see this fountain, picture it very vividly, in as much detail as you can.

You notice the water is crystal clear, but it also seems to glow with golden light.

Touch your hand to the side of the fountain and feel the way it is built, and how sturdy it is.

Now dip your fingertips into the golden water and you feel a profound relaxation it gives you in 
your fingers.

You dip your entire hand in this healing water.

The pleasure that this water brings you is so wonderful that you must have more, so gather 
some in your right hand and splash it onto your left forearm, gather some more and cover your 
upper arm and shoulder with this water.

The moisture on your skin is glistening in the sunlight similar to how diamonds reflect light.

Full script foudn here:
https://mindfulnessexercises.com/visualizing-a-fountain-for-healing/ 
Other research:
https://www.allinahealth.org/healthysetgo/thrive/the-health-benefits-of-guided-imagery

See this fountain...

Hypnotherapy script mentioning the water and the fountain: 

Appendix3 - 
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Appendix 4 - Survey 3  screen shot JUNE 21: change the blue

https://www.surveymonkey.com/results/SM-NKWZDQ3V9
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Brand building for Anxiety App
DM7910 AR and VR S2 2021

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?
• 16-21 young adult: Instagram, Tik Tok, Discord
• 22-34 older adult: Instagram, Linkedin, Facebook, Tik Tok.
• 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

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.

Appendix 5 - Brand Building doc
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Appendix 8 - aero static images of AR landscape

Appendix 6-7 are aero recordings - static here
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Appendix 9 - Landscapes x 4 designed by T Scahill
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Appendix 10 - annotated app storyboard

Time for YOU - App flow and annotations

The brand opens with all the 

colours and the logo, selected via 

a survey. Age appropriate warning 

could be a legal requirement, as we 

are talking about mental health.

LANDING PAGE

Enter the site and we come to 

the introduction of what the 

app is about and what peoples 

expectations can be.

INTRO PAGE

Let's get started, 

Emotions and feelings lead our 

mental health, take time out and 

have a space to interact with an 

app that can ask you to reflect, an 

important part of our lives that we 

don acknowledge.

The key element of the app, the 

fountain of knowledge. I would 

hope to have this as a AR design 

with the sounds of water, where 

people can make a selection from 

the fountain of how they feel.

The hope is that this can 

be created in AR, to give 

that experience from the 

app not just delivery.

The language of the emoji is 

universal, we can identify with 

emotions and feeling through a 

common language and our phones 

and text language are part of the 

common lexicon.

The choice for the colours I have 

researched, and have not gone for the 

obvious choices so people have to 

decide and really think about how they 

feel, so self identify starts the journey.

The choice is made and we flow into 

the pathways for that feeling. Offering 

a variety of information and escapes to 

suit all kinds of people, learning comes in 

many forms and to learn about yourself 

in a way you choice reinforces the 

power of the app to assist you.

Mouse down 

state change 

on the 

button

Feeling 

choice clearly 

at the top of 

the page

Once we get into the feelings 

selection, then we have the HELP 

box on every page. As we do 

not know the motivation for the 

app usage it is sensible to involve 

outside partners to provide urgent 

assistance.

By clicking the experience 

button you get a tailored video, 

with participation, you follow 

the video instructions, play again 

and again reflect, and then chose 

another pathway

Buttons 

for water 

drops 

choice, 

back and 

forward

Embedded article and science 

reports to provide insight into 

mental health topics: articles 

could link out to Medium, 

university press, and psychology 

experts

Some people react well to 

musical choices, These can be 

natural sounds, classical, country 

and spoken word... A variety of 

music should be explored and 

not just 'whale music' !

Also we could use a sign up tab 

for virtual therapy contact for 

example hypnotherapy

Partner organizations can 

feature within the app. I think this 

would show a level of ongoing 

responsibility to allow users to have 

at their fingertips a way of helping 

themselves in that moment.

This page can be accessed from 

each section page; the water 

drop button at the bottom of the 

screen. This method can allow 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 to finish your time on the 

app you can feedback on how you feel after 

the experience.

The data captured at 

this point can be useful 

for tailoring app content, 

and for building a profile 

of the user experience 

without having to do a full 

on survey. The use of the 

quick emoji expression can 

quickly give information 

that could be lost if not 

captured at the time.

LAST  PAGE

SECTION PAGE START

SECTION PAGE EXPERIENCE SECTION PAGE READ SECTION PAGE LISTEN

Appendix 10 - storyboard 

from proposal doc
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Appendix 11 - brand build colurs and characters


