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one in three 
americans 
feel lonely

About the
Loneliness Crisis
With the rise of social media, 
remote work, and lack of third 
spaces, this generation is lonelier 
than ever. Coined the “loneliness 
crisis” this lack of connection is 
detrimental on both a person-
al and societal level. Loneliness 
has physical consequences as 
well, “including a 29% increased 
risk of heart disease; a 32% 
increased risk of stroke; and a 
50% increased risk of developing 
dementia for older adults”. 1

In recent years, governments 
and health organizations have 
identified loneliness as a wide-
spread issue with measurable 
health consequences. In 2023, 
the World Health Organization 
launched a Commission on 
Social Connection to address 
loneliness as a global public 
health priority. U.S. Surgeon 
General, Vivek Murthy has also 

taken a strong stance on the lone-
liness crisis, highlighting it as an 
epidemic-level threat comparable 
to smoking and obesity.

“Loneliness is the state of distress 
or discomfort that results when 
one perceives a gap between 
one’s desires for social connection 
and actual experiences of it”. 2 It is 
a feeling of disconnection - which 
can occur even when surrounded 
by others.

The loneliness crisis goes beyond 
feeling lonely — it is about how 
modern life is reshaping human 
connection at scale. Recognizing 
it as a public health and societal 
issue is the first step toward build-
ing more connected communities. 
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While loneliness can affect 
anyone, rates are highest 
among 18-44 year-olds 4, with 
no discernable difference based 
on gender.

In addition, some groups expe-
rience higher rates of social 
disconnection than others; 
disabled, LGBTQ+, ethnic minori-
ties, and immigrant populations 
are among them. Correlation 
has also been found between 
lower income and increased 
loneliness.

Geographically, people who live 
in overcrowded urban areas 
are more likely to feel lonely. 5 

Demographics

This statistic can be attributed 
to many factors regarding both 
the design and cultural/social 
nature of cities such as the 
imbedded sense of anonymi-
ty, reluctancy to connect with 
strangers 6, lack of contact with 
nature 7, social fragmentation, 
and fast-paced lifestyles.

Not all individuals or groups 
experience the factors that 
facilitate or become barriers 
to social connection equally

Adult loneliness in the United States 
by age and income

“Loneliness in America: Just the Tip of the Iceberg?” Making Caring Common Project, Oct 2024, 
mcc.gse.harvard.edu/reports/loneliness-in-america-2024. 8
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one at a time 
we are
less alone

Loneliness is often considered 
shameful or embarrassing. 
Keeping this in mind, The Lonely 
Club campaign is aimed at 
both destigmatizing loneliness 
and bringing people together in 
simple ways. Instead of viewing 
loneliness as a solo problem, 
The Lonely Club shifts the focus 
in a positive direction to empha-
size that loneliness is something 
we all share and connection can 
be small.

The Awareness Series will famil-
iarize people with The Lonely 
Club brand and loneliness crisis 
as a whole. It aims to normalize 
loneliness as a concept and 
prompt internal reflection.

Positioning

The Connection Series aims 
to initiate conversation and 
communication - however 
small. Whether that be 
prompting a conversation with a 
local barista or reaching out to a 
friend, The Lonely Club strives to 
intervene and remind viewers of 
the community surrounding us. 

The Community Series prompts 
individuals to search for further 
ways to feel connected to their 
environment. This series aims 
to prompt a feeling of unity in 
physical spaces through the 
creation of forums and commu-
nity connections. 

Loneliness is an invisible and 
shameful emotion we find hard 
to admit - even to ourselves
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Brand Guide
The Lonely Club design draws inspiration from cool and 
trendy social clubs with its playful iconography, bright 
color palette, and retro typography. In addition, it refer-
ences an optimistic take on loneliness in a graphical way 
with its vibrant blue and boundary-breaking gradients. 

True Blue Chalk Tangerine Sun Lilac

Typography - Poppins
Lorem ipsum dolor sit amet, consectetuer  
adipiscing elit, sed diam nonummy nibh  
euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad 
minim veniam, quis.  



Awareness

The awareness section of the campaign 
revolves around societal education and 
aims to prompt conversation and reflection. 
It is not often you’re asked to stop and think 
about how loneliness effects your life and 
the lives of others - in other words, it’s not a 
conscious problem we are driven to “fix”.

Openly discussing loneliness and destig-
matizing the emotion through awareness 
and conversation will have huge effects. 

The Awareness Campaign will include 
social media and merchandise. It will famil-
iarize people with The Lonely Club brand 
and loneliness crisis as a whole. It aims to 
destigmatize loneliness as a concept and 
prompt internal reflection.
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The Lonely Club social media aims to prompt awareness 
and reflection on the loneliness crisis as a whole. Instead of 
interrupting doomscrolling and prompting action, it aims 
to educate and remind individuals that they are not alone.

Social Media

Taking inspiration from the popularity of the 
“Anti Social Social Club” branding, The Lonely 
Club offers a variety of merchandise and 
stickers. This series aims to strengthen  brand 
awareness and prompt conversation. Indi-
rectly, it also destigmatizes loneliness as a 
concept as individuals will be associating 
themselves with the brand. 

Merchandise
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Connection

Loneliness is something we all share and 
connection can be small. This section of the 
campaign aims to prompt actions to break 
down loneliness one step at a time.

The Connection Campaign will include a 
poster series and postcards. This phase 
of the campaign aims to prompt connec-
tion and communication - however small. 
Whether that be prompting a conversation 
with a fellow commuter or reaching out to 
a friend, the Lonely Club strives to inter-
vene and remind viewers of the community 
surrounding us. 

13
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In our increasingly digital world, this postcard series aims 
to connect one another in a physical and personal way. 
Recieving a postcard serves as a simple memento that 
you are thought of and appreciated. 

In addition, handwritten letters are a medium for personal 
value and emotional expression. “Writing by hand 
strengthens memory and learning through the “encoding 
effect”, where the effort of forming letters improves reten-
tion and comprehension”.11

Postcards



The poster series aims to prompt simple conversation 
and connection with those we may overlook in our  busy 
day to day lives.  By intervening and interrupting our 
daily routines, the poster series reminds viewers of the 
community surrounding us and prompts simple actions to 
decrease loneliness and feel connected.

Poster Series



Community
“In unassuming neighborhood locales, such 
as coffee shops, hair salons, and malls, people 
meet to socialize, express themselves, and 
support one another. These ‘third places’ 
enrich social interaction, sense of commu-
nity, and belonging outside of the home and 
workplace”. 12 However, these “third places” are 
disappearing at rapid rates. High rent, corpo-
rate takeover of local spots, and pandem-
ic-era closures have reduced affordable, 
accessible locations for community socializing. 

The Lonely Club aims to reinstall and reinvogo-
rate local communities by providing forums for 
connection.

The Community Campaign will include 
a physical community board and digital 
connection space. This phase of the rollout 
aims to prompt a feeling of unity in physical 
spaces and provide actionable steps towards 
community connection.
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Website
The Collection
Stories have power and show us that we aren’t ever 
truly alone. The collection is a digital space to cultivate 
compassion and understanding for others, but espe-
cially for ourselves. It features stories from real people - 
and welcomes users to submit their own stories as well.

Getting Involved
The Lonely Club Involvement page breaks down barriers 
of entry to community organizations by creating a 
comprehensive forum.

Local organizations and clubs can submit their informa-
tion to the Lonely Club database to reach new potential 
members. Users can then sort through the database by 
location and organization type to find what resonates 
most with their interests and lifestyle.
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