
 

 

Reflections on Design 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
John Irvine 
Being Digital (BSc Hons Digital Media Global) 
Edinburgh Napier University 
 
December 2014  



Introduction ..................................................................................................................................... 3 

Production of materials .................................................................................................................. 3 

Amendments of Phase 1 ........................................................................................................... 3 

Infographic................................................................................................................................... 3 

Style guide................................................................................................................................... 4 

Social Media/Web Mock up ...................................................................................................... 5 

Future development ....................................................................................................................... 6 

Conclusion ...................................................................................................................................... 6 

References ...................................................................................................................................... 7 

Appendices ..................................................................................................................................... 8 

APPENDIX 1 ............................................................................................................................... 8 

APPENDIX 2 ............................................................................................................................... 9 

APPENDIX 3 ............................................................................................................................. 10 

APPENDIX 4 ............................................................................................................................. 11 

APPENDIX 5 ............................................................................................................................. 12 

APPENDIX 6 ............................................................................................................................. 13 

APPENDIX 7 ............................................................................................................................. 14 

 
  



Introduction 
This report analyses the production of the second phase of the 
campaign for Asperger Syndrome and any amendments made to 
designs.  All materials and graphics designed for this campaign were 
produced on Adobe Illustrator. 

Production of materials 
Amendments of Phase 1 
Feedback on the logo and poster designs was positive.  However the 
poster was said to be too dark in colour to be aesthetically pleasing for 
the target audience.  Therefore the poster was given a brighter 
background, the same shade of blue as the original logo, and a simpler, 
more open composition to give an amendable design for web media.  
The dark background and posters had to be removed to simplify the 
design.  However the concept for the poster remains, showing the 
character’s “turtle-shell” behaviour to emphasise how people with 
Asperger Syndrome may retreat to their personal space.  Yet it also 
emphasises how much the character views the world differently through 
his artistry. 

Appendix 1 shows the new online campaign poster. 

A new logo was designed for social media based on the original logo on 
the poster.  Instead of the blue jigsaw puzzle seen on the poster, it is the 
brain image painted blue on a red background and can be used as a 
profile picture on social media.  This new logo also appears on the 
infographic. 

Appendix 2 shows the new online campaign logo. 

Infographic 
An infographic on Asperger Syndrome was produced to visually display 
the characteristics and statistics of the condition.  Using a background 
the same shade of blue as the logo, information was displayed in black 
text.  Graphics show individuals with reversed colours identify people 
with Asperger Syndrome with black heads and red bodies, and people 
considered neurotypical, not on the autistic spectrum, with red heads 
and black bodies. 



Groups of these individuals were formed to visually convey relevant 
information.  For example, three people with Asperger Syndrome 
showing their specific interests and the jobs they would most likely work 
in, such as the geologist obsessed with rocks or the astrologer highly 
interested in stars.  Another example of groups is when a large group of 
neurotypical figure gather in one side of a space while the character with 
Asperger Syndrome is standing alone on the other side. 

Statistics and figures on the infographic were given full reference from 
three websites relating to Asperger Syndrome.  These websites included 
the National Autistic Society, the National Institute of Neurological 
Disorders and Strokes and iHealthBlogger.  Again, the figures showing 
neurotypical and people with Asperger Syndrome convey the information 
shown, such as the 1 in 100 people affected with Asperger’s Syndrome.  
The pie chart was formed through the Spreadsheet program, showing 
only 14% of people with autistic spectrum disorders having been 
diagnosed with Asperger Syndrome. 

Appendix 3 shows the campaign infographic. 

Style guide 
Use of logo 
This page underlines how the logo should be used for all materials the 
campaign use.  It should either have a white or black background, 
depending on the colours used, and displayed on the bottom-right of all 
publications.  The text colour should match the background and no 
alterations or new elements should be made to the logo. 

Appendix 4 shows the use of logo page on the campaign style guide. 

Colour choice 
Only four colours are used in the logo and should be used on any 
campaign publication or illustration.  The background and text colour of 
the logo should be white on a dark background.  However if the 
background is light, then the logo should have a black background and 
text colour. 

Yet the actual jigsaw and brain image remains blue and dull red, 
respectfully.  This also applies to the online social media and infographic 
logo. 



Appendix 5 shows the colour choice page on the campaign style guide. 

Typography 
All text in the illustrations should be sans serif to be legible for the target 
audience.  For example the primary logo font should be Marker Felt to 
connote abstractness and the primary poster and infographic font should 
be Comic Sans MS.  However alternative sans serif fonts that are 
available for all text medium in the illustrations are either Arial or 
Verdana. 

Appendix 6 shows the typography page on the campaign style guide. 

Social Media/Web Mock up 
A social media mock-up page was necessary to visualise the conditions 
made in the style guide.  This was formed from an online template of a 
typical business page on Twitter.  A new poster and logo were created to 
be displayed as the header and profile picture, respectfully. 

The artwork displayed in the background of the original poster were 
reused as a Twitter post as an example of usage on the page. 

Appendix 7 shows the mock-up Twitter page. 

  



Future development 
If the campaign progressed any further than expected, there would 
naturally be bigger ideas on how to raise awareness of Asperger 
Syndrome.  So far the campaign advertised itself through posters and 
infographics displaying information. 

What could be done in the next stage is advertising the symptoms of 
Asperger Syndrome through other visual medium, such as television.  
This can be done similarly to advertisements on awareness of cancer or 
strokes.  However they should not focus highly on the negative 
connotations, as that could result in the increase of stigma against the 
condition.  Instead there should be a balance between the negative 
social behaviours and the positive characteristics. 

Conclusion 
Campaigning for a mental illness should be approachable and 
encouraging to anyone affected by the disorder.  The campaign is to 
stress how people who suspect themselves of having the condition 
should not be living under stigma.  It also identifies Asperger Syndrome 
as more of part of an identity rather than a disorder.  
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