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Design Goals

As with the first project, this endeavor
encourages you to use primary
research as a means of proving
whether or not your designs are
appropriate for their intended audience.
By thinking about what you want an
audience to know about a given
subject, your work can directly
influence how the subject is perceived,
the information used. This power
forms the basis of the persuasive
medium known as editorial design.

As a result, you are again encouraged
to apply basic typographic principles
to the development of a visual system.
You will also be encouraged to use
those principles in the forming of
meaningful, appropriate word/image
relationships (synergy).

This project examines persuasion

in its commercial and social applica-
tions. You are encouraged to study
persuasive strategies, critical techniques,
ethical issues, propaganda, and the
roles of media in shaping contemporary
values. This project also examines the
challenges facing persuasive communi-
cators, that must use a variety of
strategies to inform and persuade
consumers in the marketing of ideas,
products and services.

This project also is set up to use and
test your knowledge of the following
2-D design and typographic principles:
= contrast / hierarchy

= gestalt principles

= grid structures

= typographic expression

= sequencing

= story-boarding

= word/image semantics

* persuasive communication

Readings

Please read/examine the following

resources as a basis for the project:

= Graphic Design Solutions, Robin
Landa, Posters, chapter 8

 other resources from the library.

Schedule

e Thurs., March 22
project specifications are
introduced and discussed.

e Mon., March 26
group discussion and workshop
in class; research/readings are due
by beginning of class.

e Wed., March 28
lecture, workday.

e Thurs., March 29
lecture, poster concepts/sketches
due, group critique, workday.

e Mon., April 2
group discussion, campaign
(for presentation) critiqued.

e Wed., April 4
final workday, group critique.

e Thurs., April 5
final critique, presentations.
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Everyone has an opinion about everything. Even if the opinion is a bored
yawn, that opinion is based upon prior experiences. Each of us brings the
baggage of a lifetime to each encounter with new information. Those experi-

ences form the basis for judgement and stance.

This project encourages you to think about how the designer can use both
skills and opinions to influence the ways that a new audience perceives a
new body of information.

This project will also encourage you to examine what you like and don’t like
as a designer, and the reasons you have arrived at those opinions.
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Design Brief

You are to develop and design a poster
and an advertising campaign for the
Fur-Free Alliance’s program called
Design Against Fur.

Design Criteria

e The Fur Free Alliance is an interna-
tional coalition of some 35 leading
humane and conservation organiza-
tions representing tens of millions of
supporters worldwide. Your message
must support and convey the message

that Fur does not belong in the
21 century and the use of fur
and fur trim should be obsolete.
The killing of animals for their fur
is cruel, unnecessary and wrong
in the modern age.

Your proposal must include a
poster design, along with the use
of $100,000 for an advertising
campaign. The campaign could
consist of marketing materials,
t-shirts, media purchase, or any
other creative uses of the budget.

A broadside should introduce the
subject, include all prototypes,
and relay your advertising
campaign proposal. The dimen-
sion should be 18" x 33".

The dimension for the

poster is open.

Technologies are open, but must
be reproduced in no more than
four colors.

All content should have a direct
relationship to your chosen subject.
All materials should have a direct
relationship to you chosen subject.
The semantic research analysis
must be used as a form of research
and organization of material. Use
it to build connections/narrative.
Hand in this study with your project.
Document all research, writing,
thumbnails, roughs, etc. for each
component in your sketchbook.
Clearly define the demographic
audience, keeping in mind
consumer behavior (motivation,
cognition and learning—psycho-
logical concepts).
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Design Goals

As with the first project, this endeavor
encourages you to use primary
research as a means of proving
whether or not your designs are
appropriate for their intended audience.
By thinking about what you want an
audience to know about a given
subject, your work can directly
influence how the subject is perceived,
the information used. This power
forms the basis of the persuasive
medium known as editorial design.

As a result, you are again encouraged
to apply basic typographic principles

to the development of a visual system.

You will also be encouraged to use
those principles in the forming of
meaningful, appropriate word/image
relationships.

This project examines persuasion

in its commercial and social applica-
tions. You are encouraged to study
persuasive strategies, critical techniques,
ethical issues and the roles of media
in shaping contemporary values. This
project also examines the challenges
facing persuasive communicators,
that must use a variety of strategies
to inform and persuade consumers
in the marketing of ideas, products
and services.

This project also is set up to use and
test your knowledge of the following
2-D design and typographic principles:
» contrast

* proximity of units

* isomorphic conversion

« similarity of units

= grid structures

= visual hierarchy

= typographic specification

e sequencing

= story-boarding

You will also develop your knowledge
of the following 2-D design and
typographic principles:

= typographic expression

* ABA form

» word/image semantics

e persuasive communication

Readings

Please read/examine the following

resources as a basis for the project:

e Kleppner's Advertising Procedure,
Media, The Complete Campaign.

e Graphic Design Solutions, Robin
Landa, Advertisements, chapter 11

e other resources from the library.

Schedule
e Thurs., April 28
project specifications are
introduced and discussed.
e Mon., May 2
group discussion and workshop
in class; research/readings are due
by beginning of class.
e Wed., May 4
workday.
e Thurs., May 5
workday.
e Mon., May 9
poster concepts/sketches due.
e Wed., May 11
group discussion, ad campaign
(for broadside) critiqued.
e Thurs., May 12
final workday, group critique
e Mon., May 16 (10:30a.m.)
final critique, project due.
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Design Brief

There are many formal definitions of sustainability. Perhaps
the most widely recognized definition of sustainability was
provided by Dr. Gro Harlem Brundtland in her 1987 report,
Our Common Future:

Sustainable development is development that meets the
needs of the present without compromising the ability
of future generations to meet their own needs.

Other noteworthy perspectives include:

Sustainability is an economic state where the demands placed
upon the environment by people and commerce can be met
without reducing the capacity of the environment to provide
for future generations. It can also be expressed in the simple
terms of an economic golden rule for the restorative economy:
leave the world better than you found it, take no more than
you need, try not to harm life of the environment, make
amends if you do.

Paul Hawken, The Ecology of Commerce. 1994

Sustainability means living on nature’s income
rather than its capital.
Murray Gell-Mann, Nobel Prize Winner

And, nearly 200 years ago, Thomas Jefferson described
a similar ethic, providing evidence that although the term
“sustainable development” is new, the concept has been
around for a long time:

Then | say the earth belongs to each... generation during

its course, fully and in its own right. The second generation
receives it clear of the debts and encumbrances, the third

of the second, and so on. For if the first could charge it with

a debt, then the earth would belong to the dead and not to the
living generation. Then, no generation can contract debts greater
than may be paid during the course of its own existence.
Thomas Jefferson, 1789

Design Ignites Change is an initiative
developed by AIGA and Worldstudio
Foundation. This yearly program
engages professional practicing
designers and design students
across the nation in thoughtful,
community-based responses to
sustainability and community.

Individually or in teams, work to
create some kind of visual artifact
that will have broad visibility in our
communities; that will be seen as a
way to emphasize the value of
design by doing something valuable
to the community; and that will
stimulate thought, dialog and action.

Design Parameters

= Again, the focus of your program
is sustainability and community.

« You must finish developing certain
project parameters and criteria,
whatever final form your program
may take (e.g. nationwide,
annual, audience, etc.).

= You must explore your role as
community-centered designers,
drawing from a variety of media:
poster campaigns, online communi-
ties, events/performances, etc.

= Your design should accurately
evoke the theme.

= Your design should demonstrate
a careful consideration of format,
use of color, choice of paper,
design principles, imagery,
typesetting, etc.

» Technologies are open.

* Any art and written material must
be original and copyright free.




Design Process

» Evaluate the problem.

* Read the assigned essays.

After you read each essaay, reflect
on the author’s point of view and
note the general thesis of each
topic or argument for discussion/
presentation in class.

* Research: your design should
demonstrate that you have engaged
the subject matter in depth.

* Write a design brief.

» Refer to historical and
contemporary solutions.

e Conduct two different visual
brianstorming exercises.

* Record at least 14 ideas
on brown butcher paper.

* Present the revised roughs
which solve compositional,
communiation, technical problems.

* Present your final proposal
and design(s).

The Point

Merriam-Webster’s Collegiate Dictionary
defines the noun advocacy as “the act
or process of advocating or supporting
a cause or proposal.”

You are citizens participating in a
democratic society, and as such,

you should be cognizant that your
communication skills can be put to use
as a powerful tool for social change

for any number of issues you personally
consider important to the well-being

of the society in which you live.

This project assignment, that addresses
sustainability and community, raises
general awareness and requires you
to reflect on your core values and ethical
responsibility as a graphic designer.

As student designers, this project
becomes a means of making you aware
of your choices and your works’ impact
beyond visual communication. For
American designers, the environmental
impact of our professional activity

is easily ignored. We don’t come into
direct contact with manufacturing and
disposal processes related to paper
and ink. This project will show you

that you can make a difference

as aware, thinking designers.

You also will continue to explore the
semantic issues that are inherent to
combinations of words and images.
Typography, design, illustration, photo-
graphy and writing each contain the
potential to communicate. Overall, this
project challenges you to use one or
more of these media to examine and
control the relationships between media,
expression, meaning and context.

This project examines persuasion

in its commercial, political and social
applications. You are encouraged to
study persuasive strategies, critical
techniques, ethical issues and the roles
of media in shaping contemporary
values. This project also examines the
challenges facing persuasive communica-
tors, that must use a variety of strategies
to inform and persuade consumers in the
marketing of ideas, products & services.

You are also to learn how to articulate
a message in the form of persuasion
or information in a simple, straightfor-
ward manner to a general audience.

Required Readings

» Ethics and Sustainability:
Graphic Designer’s Role
Susan Szenasy

e There Is Such a Thing as Society
Andrew Howard

* Toward a New Ecology
Tucker Viemeister

* Case Study: Whole Foods 2005
Holiday Print Collateral
Eric Benson

e Case Study: The Green Building
Institute’s Branding Program
Ida Cheinman

Other Readings
Graphic Agitation, Liz McQuiston
Obey the Giant, Rich Poyner

Schedule
e Thurs., April 26
project introduced, lecture.
e Mon., April 30
readings due, case study presenta-
tions due, lecture, workday.
* Wed., May 2
lecture, workday.
e Thurs., May 3
design brief due, lecture, workday.
* Mon., May 7
sketches due, lecture, workday.
- Wed., May 9
lecture, workday.
e Thurs., May 10
roughs due, workday.
e Tues., May 15, 10:30a.m.
project due.






