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Futro Fanzine
This poster, created by Futro, appropriates a famous fast-food logo and adapts

it to the context of organized religion by making it appear like a church building or
bishop’s mitre. The appropriation transfers the fast-food brand characteristics and
color scheme to the new context and implies that organized religion is akin to a
massive global brand with great marketing muscle. The design questions how
people view both large corporations and religion.




6 Introduction

‘You cannot hold a design in your hand. It is not a thing. It is a process.
A system. A way of thinking.’
Bob Gill, Graphic Design as a Second Language

Design is an iterative process and design thinking is present in each stage
of the journey from client brief to finished work. Different solutions can be
produced for any given brief and these can differ widely in levels of creativity,
practicality and budget.

This book aims to present an overview of the design thinking involved at each
stage of the design process: the methods used by designers to generate and
refine creative ideas, the key considerations that help shape them and the
feedback and review elements that allow design teams to learn from each job
and contribute to future commissions.

Through detailed studies of contemporary work and analysis of the basic
theories, we examine how a designer can generate and resolve ideas to
produce creative solutions that best meet the stated aims of a brief.

Stagesofthinking

An overview of the different stages of the design
process and the key considerations at each stage
to produce a successful design, with a focus on

the design brief and project definition stage.

Research " e

This section looks at the stage at which information
is collected to help generate design ideas.

This includes consumer profiles and target group
definitions, quantitative and qualitative information

and feedback from past projects.

Idea generation

Refinement

This section looks at how a general design concept
can be refined. We will examine how images, words,
color and substrates can be used to enhance the idea
and increase its effectiveness.

Prototyping

Design ideas need to be presented and articulated to
test target group acceptance and receive client
approval. Here we see how models, dummies and
storyboards can help to convey ideas so that they
can be understood in this context.

Implementation

Here we look at how designers use different methods
and sources of inspiration to generate creative
solutions to the brief. These include sketching,
brainstorming and the different paradigms used
through design history.

This section looks am ideas come to life through
production. Implementation must ensure that design
details are put into effect and that the client is happy
with the final product.



Client: Getty Images
Design: Gavin Ambrose

Design thinking: Choice
of photographs to echo the
message being conveyed

i by the design

Getty Images

These cards were created by Gavin Ambrose to announce the upcoming office
move for the sports department at Getty Images. The images by Julian Herbert
k\‘ (top) and Mike Hewitt (bottom) depict dramatic movement, reflecting the physical
“movement of the company’s office. The cards also use humor; as one group of
. animals is running away, the other group is just arriving.
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