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Synopsis from official website <http://www.artcenter.edu/accd/about/about.jsp>

About Art Center

Art Center College of Design has been a leader in art and design education for
nearly 75 years. The College offers undergraduate and graduate degrees in a
wide range of disciplines, as well as Public Programs offering design education
to all ages and levels of experience. Fundamental to Art Center's core curricula
is a commitment to social and cultural engagement and giving students the
tools and skills with which to effect change and address real-world issues. Art
Center is located in Pasadena, California, with classes held at its Hillside
Campus and new South Campus in downtown Pasadena.
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Writer Sarah Lindgus posted a compelling article about Designmatters to the
Design21 Social Design Network website. In her words, “Designmatters sets out to
produce projects that are simultaneously integrated into Art Center’s curricula, are
driven by research and collaboration, and yield tangible results. And when the
world is your classroom, some very big things happen.”

Please read Sarah’s entire article at: <http://www.design21sdn.com/feature/839>
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<http://www.artcenter.edu/designmatters/projects/unfpa/index.php>

United Nations Population Fund (UNFPA) Safe Motherhood Initiative

In continuing partnership with the United Nations Population Fund (UNFPA),
Designmatters facilitated a Summer 2007 studio to develop an integrated multi-
media awareness campaign in support of the 2007 Safe Motherhood Initiative.
This campaign was developed in a trans-disciplinary studio consisting of stu-
dents from Art Center’s Advertising, Graphic Design, and Graduate Media Design
departments, led by faculty members Elena Salij, Advertising; Louis Danzinger,
Graphic Design; and Helen Sanematsu, Graphic Design.

Inspired by UNFPA messages such as “No woman should die giving life,” and
“Every minute of every day, another woman dies in childbirth,” students
designed provocative yet sensitive awareness campaigns consisting of public
service announcements (PSAs), print ads, and give-away items. Closely guided
by UNFPA lead project staff, the goal of this campaign was to raise awareness,
educate, and call to action a wide cross-section of audiences, many of whom
are unaware of the global problem of maternal mortality, as well as appeal to
political leaders and decision-makers to provide aid and make policy changes.

Designing for the UNFPA challenged students to think beyond just a client’s
vision or brand, but to consider how to effectively communicate to the global
public about a real-world problem. Through research and discussion, it became
evident that minimizing words and making the large number of deaths emotion-
ally comprehensible would be key factors in achieving this goal.

To begin, students divided into three teams, each of which conceived of three
distinct multi-media campaigns promoting safe motherhood. By the end of the
term, what resulted was one unified campaign to include all three team’s PSAs,
and other compelling elements from all three proposals such as banners, bags,
pins, and bookmarks. Combined these pieces serve as a series of poignant mes-
sages advocating for maternal health while keeping in mind a varied audience.

In a joint statement about the outcome, the faculty said, “The students committed
themselves to solving the problem in unconventional ways, to attempt to produce
art and poetry rather than ‘commercials.’ No pleading for funds, no direct calls for
action. No predictable images of third-world villages, native peoples struggling for
existence—all the usual clichés.” Following this direction, the students communi-
cated the enormity of this tragedy in a clear and heartfelt campaign.

This campaign will be disseminated world-wide via broadcast airtime on
EuroNews and BBC World in Fall 2007 and display throughout the Women
Deliver international conference to be held in London, October 18-20, 2007.
The PSAs are also showcased on the Women Deliver conference website.

As part of the Designmatters initiatives for global healthcare and human sustain-
able development, this project functions as the first steps in communicating an
imperative for immediate action to reduce the number of deaths associated with
childbirth and improve the lives of women and their families around the world.
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“The problem (mater-

nal mortality) handed

to us was so extensive

and overwhelming that

coming to our final

solution was truly a

labor of love."

Janete Chun

(Advertising/5th term)

<http://www.artcenter.edu/designmatters/flv/storytelling_512.html>

“WHEN MOTHER DIED, THE FAMILY FELL APART” for the United
Nations Population Fund in support of the Safe Motherhood initiative, by
Ji Eun Kang (Graphic Design/5th term), Kris Wong (Graphic Design/5th
term), Emerson Velazquez (Graphic Design/7th term). Premiered at the
Women Deliver Conference, London, October 2007. Distributed on
Euronews channels internationally. Summer 2007

<http://www.artcenter.edu/designmatters/flv/clocks_512.html>

“EVERY MINUTE, A MOTHER IS DYING.” for the United Nations
Population Fund in support of the Safe Motherhood initiative, by Hosan
Lee (Advertising/5th term) and Paul Roberts (Advertising/6th term).
Premiered at the Women Deliver Conference, London, October 2007.
Distributed on Euronews channels internationally. Summer 2007
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<http://www.artcenter.edu/designmatters/flv/2everyminute_512.html>

“LOOK AT HER BEFORE IT'S TOO LATE” for the United Nations
Population Fund in support of the Safe Motherhood initiative, by Janete
Chun (Advertising/5th term), Yvonne Kang (Graphic Design/5th term),
Maria Moon (Graduate Media Design/6th term), Miya Osaki (Graduate
Media Design/5th term), Ronald Lu (7th term/Graphic Design).
Premiered at the Women Deliver Conference, London, October 2007.
Distributed on Euronews channels internationally. Summer 2007



<http://www.artcenter.edu/designmatters/projects/mdg.php>

At the center of the partnership between Art Center and the UN is a commitment
to the global agenda for development represented by the implementation of the
Millennium Development Goals, also known as the MDGs, or a blueprint for
building a better world by 2015. These eight markers for development — cutting
extreme poverty in half, putting all children into primary school, and stemming
the spread of infectious diseases such as HIV/AIDS, among others have become
widely accepted benchmarks for progress that can be met if all involved "break
with business as usual," and dramatically accelerate high-impact initiatives. In
order to achieve measurable outcomes, effective advocacy and potent visual
campaigns are important to increase the global awareness of the MDGs.

Designmatters' ongoing partnership with the US headquarters for the UN Millennium
Campaign Project, has taken the MDGs' framework as a launching point for engaging
Film and Advertising students at Art Center to design and produce campaigns that
can bring young designers' voices into the midst of the public dialogue and reach
out to young people around the world.
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Project: Millennium Development Goals

<http://www.artcenter.edu/designmatters/flv/what_if_512.html>

“WHAT IF?” for the UN Millennium Campaign Project, by Ron Tapia
(Advertising/ACA) Summer 2004



<http://www.artcenter.edu/designmatters/projects/acsac/acsac.php>

In an effort to raise awareness of cancer in non-college attending 18–24 year
olds, the American Cancer society worked alongside Art Center in the Summer
2006 term to create a hip and effective campaign. Teaming with the AGENCY—
a small group of advertising students who take on real world clients—three
campaigns were designed to speak to young people with little exposure to the
dangers of cancer.

Often unreached in the areas of cancer awareness programs, the target audi-
ence demanded visually compelling and striking campaigns to bring the issues
of cancer in young people to the table of dialogue. The three campaigns created
addressed the issue in a creative and compelling manner, each finding a unique
way to speak to their audience.

It’s Everywhere
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You Have an Appointment
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Sorry to Burst Your Bubble

<http://www.artcenter.edu/designmatters/flv/burst_512.html>




