[ e 212212 11 & Al R 5144

S
P
——
T
a4
=
=
=X




w2ttt LRt EXRIAM

¥ &% M IE
JE4% FEFF KR
w B B E &

\\\)B. Hal

SSSSSSSSSSSSSSSSSSSSSSSSS

) BN K H i

R ZMEWEE

= & B &



BB ERR% B ( CIP) ##E
B EARB W IGE/ B IEHRE. —RI: RIUKE H R ,2008.9

(i i 21 A BH& Al RINBH)
ISBN 978-7-307-06497-3

[.&- .4 . ZA—8H—RE—RHEER—HH
IV. H31

o AR B 434 CIP 4% 57 (2008 ) 45 131211 5

TS - B etk TR & MR Bt T

R &AT: BN KZEHARAE (43002 ®E  23mw)

(B, F R4 . wdp4@ whu. edu. cn F4iE: www. wdp. com. cn)
EPR: #1468 @ L B UE BN S A R A E
FFA<: 720 x1000 1716 EPEK:15.25  FE¥.284 TF
Y2008 49 A% 1 fR 2008 £ 9 A% 1 KEIRY
ISBN 978-7-307-06497-3/H - 591 EHr:25.00 75

RARFTE , AE8E; AMRHMES, NERR, R, BRERBOE, #550EBHNe
BB RE R,



B =

AHHE TR . SR R EMEXE LB BIREM, BERF
N EE R ER F AR EREEVTAEN, HENETRAEFESL
HERIB W RBEME RS, #—HREEENIGEKF

A B IS 12 ANBTT, BRTH I, Part 1 FERMEIRI, Part 2
o R EFRAR , Part 3 NIME R FHRY R .

B EARE TN X R, ARAREATR, BT, £EFRR
o AR B R E T BT, B, BT EBRRKFREL TR
ME, AEEH -SHERMER, SEAMILOAERKAERE, Bk, ERE
(s EAMORT AR R, TR MERERE, RERITERERIITARR
EK T YR . B AT RO E R AW R B RA R K, X2l E
%im%%%ﬁ%@%,maﬁ&ﬁ%*%%%%%ﬁﬁﬁﬁ%%ﬂm&;%
BAFREREE FESEERTE, £TEREHE, RITAN, RAELERE—
AL H EEAMB R EARLEE LIEHM, UiEEARBRRNL S
=,

ABAEG S, EXER, RETHEEMSBERYE, EHREET, £H
ExfEd, RAGEHA SR ERITEARES A KKFERFERo

A BB AE R T 3. BRI R B LI LW EENERE, B
VERBITEMLAR ., AREHNSERB.



Contents

Unit 1

Unit 2

Unit 3

Part1 Text

Procedures of Modern Industrial Design ««-coeeeeeeeceeereenereneeeenees

Part 2 Reading Comprehension
1. COLOR THAT PERSUADES
2. CUBISM

Part 3 Knowledge Expansion

Still Life with Chair -9
Part1 Text
CO].OI‘, Value and Hue ‘-cccrreeemreeeernnieaiieiinistrteinstnccneaaeens 16
Part 2 Reading Comprehension
1. WHAT IS ERGONOMICS? + 22
3. EXPRESSION OF DESIGN - -~ 25
Part 3 Knowledge Expansion
Portfolio Preparation Tips and Suggestions # 2
Part1 Text
Form cerccevereesrrecinnenniianaaneecess .. 33
Part 2 Reading Comprehension
1. WHAT IS BLUETOOTH - 40
2. THE RELATIONSHIP BETWEEN STYLE AND

ENGINEERING - 42



B ERE L KE

Unit 4

Unit 5

Unit 6

Unit 7

Part 3 Knowledge Expansion
Top 10 Tools for Artists and Designers

Part1 Text

Designing and Marketing -« eeeeeeeerememmeeecnnnnn

Part 2 Reading Comprehension
1. BALANCE AND PROPORTION

3. PRINCIPLES OF MODERN DESIGN
Part 3 Knowledge Expansion

Interview with Ivan Chermayeff

Part1 Text

Part 2 Reading Comprehension
1. PLANTING A LEGACY

Part 3 Knowledge Expansion

How Do You Design a Price Conscious Kettle?

Part1 Text

Speaking Digitalian

Part 2 Reading Comprehension
1. PHOTOGRAPHY AND ART

2. NEW DESIGN CONCEPTS

Part 3 Knowledge Expansion
FAQ on the Playboy Logo

Part1 Text
Shape
Part 2 Reading Comprehension

. 46

« 52

- 58
2. THE HOISTING ROPE COILING SYSTEM - -ceveeveeeerneannnn.
- 61

59

- 63

71

- 76

81

83

- 85

- 89

- 94
- 96

99

- 101

- 106



Contents

Unit 8

Unit 9

Unit 10

1. SANDRO BOTTICELLI
2. LUST FOR LIFE

Part 3 Knowledge Expansion

- 109
s 111
3. RETHINKING. POASTCARDS: sessns simseasssips s yapisisssssses ior

High Chaparral from Home «+««++ s+ teereeseecancreeeeaneansnnnnennan

Part1 Text
The Visual Design of Web 2.0
Part 2 Reading Comprehension

113

116

- 120

1. RAYMOND LOEWY AND HIS DESIGNS «:eccceveeeerccneinnnnn

2. TRADITIONAL DESIGN
3. LINE

Part 3 Knowledge Expansion

Design Evolution from Commercial Design «+-««-=se-eeeee

Part1 Text

Design and Culture: Developing a Nation’s Brand with

Design Management

Part 2 Reading Comprehension
1. ELEMENTS OF DESIGN

2. 3D ANIMATION

Part 3 Knowledge Expansion
Robert “Buck” Brown: 1936-2007

e Part1 Text
Interview with a 3D Artist

e Part 2 Reading Comprehension
1. MULTIMEDIA

3. FEATURES OF MODERN INDUSTRIAL DESIGN

e Part3 Knowledge Expansion

Advertisement

126

- 128
« 4129

- 131

- 139

- 143
- 147
3. EXPRESSIONISM. :soaes sosisns ssiivin s soiagi sgions s ong »qainiggr s wevisns

150

» 152

- 155

- 160
2. ART NOUVEAG cw-t- LG B8 TR BLIL & ..

161
163

- 166



Rt ERE L RE

Unit 11 « Part1 Text
William Morris and Art & Crafts Style
 Part 2 Reading Comprehension
1. BAUHAUS

2. CALIFORNIA—THE DESIGN BRAIN COLLECTION

3. DECOTECH™ DESIGNER SOFTWARE

« Part3 Knowledge Expansion
Art and Design Courses

Unit 12 « Part1 Text

Basic Principles of Landscape Design ««-s««+esseesnessseeneesiennn.

e Part2 Reading'Comprehension

2. PAINTING “HOUSE % Wow, sl Soiaiel Saieadie voevnnns
3. THE STORY OF PHOTOSHOP -ccecvcesereesesencnsiasiiennen

e Part 3 Knowledge Expansion
The Upside Downs

%1 SFFX

%1 BT
2 BT
53 BT
4 BT
5B
%6 BT
87 8T
% 8 BT
89 BT

%10 BT
%11 $T
%12 BT

BT 2 AR B AETAID «ooeevrrerermrreer s e

4

R -

M ZH LR KR
B - BB A T2 R AR A
S B A R

Web 2.0 B@m%«&ﬁ—
Wit 534k ﬁﬁ&ﬁ’é‘ﬂliﬁ%ﬁ%nnﬁﬂ

% s seeeseees sse 218
-+ 220
- 222

- 167

< 172

174

- 176

< 177

183

187
188
191

- 192

PAR T B a R LA ETAN L

% R LU
- 211
- 213

195
196
199
202
206
209

215

225
234



Unit 1

e Part1 Text

Procedures of Modern Industrial Design

RIEMEE: A xx
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Industrial Design is a whole process from the market investigation and analysis,
through the concept design and detail design, to manufacturing, packaging,
advertisement and sells.

The followings describe each phase:

1. Market Investigation and Analysis

First, designers should acquire the products of enterprise and the situation of
company’s industry and customers, and decide the problem to be solved.

(DMarket investigating and information collection and analysis.

(@Finding the problem that the enterprises need to solve.

(3Starting to research the competitive products.

(@®Locating the products in the market.

Result: Deciding the project plan.

2. Design Conceiving—Conceptual Design

The work core during this period is to dream up. The design company analyzes
and summarizes the information and materials obtained from the last period, and then
provide the innovative solution.

(D Creating a concept, innovation and imagination, making primarily several

conceptive designs, considering the workers and environment at the same time, and
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presenting design drafts.
@ Comparing and analyzing the schemes above, and selecting 2-3 optional
design schemes.
(®Evaluating and validating the schemes from ), including:
the target function,
costs and economics,
styles and colors of product,
manufacturability ,
acceptability of market consumers.
Result: determining the conceptual design scheme.
3. Detailed Design
Designing each component and assemble in details, including style, color and
environment of products.
Providing a complete set of drawings, from design drawing to engineering
drawings, or digital design schemes.
Result: Finally determining the design scheme.
4. Design Submission and Prototype Making
Based on the determined design scheme of products, laying out the detailed
manufacturing plan.
(DSubmitting the final design scheme.
(@Determining the specification and techniques required during the production.
(®Measuring and computing the costs of materials and manufacturing.
(@®Working out the machining process.
(®Manufacturing the models or prototype making.
®Judging the prototype machine.
Result: Determining the productivity and putting into production.
5. Batch Manufacturing
During this period, the design company helps the manufacturers organize
production, as well as optimize the manufacturing techniques.
(DCorresponding workers and facility management.
(@Die manufacturing and facility installing.
@ Establishing assemble description and production plan, and making the
quality standardization.
@Batch production.

Result: Products are put into the market.
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6. Products Get into the Market

(DProduct packaging.

(@Making the propagandistic strategy of products in the market and
advertisement producing.

@) Distribution strategy and ways of products.

Result: New products make the huge economic benefits and drive the market

improving.

Vocabulary

1. conceive vt. vi. %, Wi, e

2. scheme n. iR, %H; HFE; A

3. validate wt. Wik, WE, ik

4. prototype n. JRA, FRA

5. correspond  i. wa, hid, M, Y, MR

6. die n. ENA; A

7. distribution n. k3%, &17; (FWK) #HE, H#H
Notes

1. design conceiving 14 B
2. The work core during this period is to dream up. ~ dream up Z 8 i ; wiE, 4
=, A, Wit (RHY%)
LA B B TR OREIE.
3. detailed design 4053t
4. batch manufacturing it 8 4= 7=
5. die manufacturing and facility installing
die R, —FATFUE. BRI EMOER
WIERE. BAREMRELRE

« Part 2 Reading Comprehension

1. COLOR THAT PERSUADES

In our visually boisterous world, color is the key element that can be used to
catch the viewers attention. Whether bright or dull, singular or complex,

physiological or psychological, theoretical or experiential, the persuasive power of

3
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color attracts and motivates a sale.

Although some colors produce an intrinsic physiological response—such as the
way red increases your heart rate—most color response is due to experience and
association. Persuasive color distinguishes one product from another, identifies the
product, or associates the product with a similar brand name or category. Often,
positive color associations increase the comfort level of the buyer. In the case of Cici’
Pizza, designed by Design Forum, red and green are intentionally used to create an
association with Italy and convey the idea of good Italian food.

There are palette associations for industries, product or service. You might be
persuaded to trust a bank that uses blue in its logos and collateral materials because
sound financial institutions often rely on blue to communicate stability and trust. The
same approach is used for the Ellipsis catering menu designed by Dinnick and
Howells. A natural color palette is supportive and consistent in that it suggests
“homey and pleasant healthy food. ”

In addition to association, color can be used to identify a product. In the case of
the Soho Spice Restaurant in London, designed by Lewis Allen of Fitch, regional
colors of India are used to identify the restaurant with its country of origin. The colors
of Indian spices are also incorporated into the design. The spice colors create a taste-
smell-visual association. The color allows people to see the taste and smell of Indian
food.

A persuasive color palette can distinguish a product from its peers. Mires, in the
piece Packaging System for Qualcomm, distinguishes its telephones by the use of
fashion models and intense color. The high contrast “techno slick” colors against the
monochromatic models and black background increase overall image clarity. The
boxes, when stacked together, make a strong visual statement causing the buyer to
stop, look and purchase.

Whether it’s used in a product or an environment, persuasive color creates an
association or identification, and it is the color that raises the comfort level for the
purchaser of a product or service. As a result, it’s the way color is used that

distinguishes a product from comparable products and makes it sell better and fast.

1. The author states that positive color can
A. distinguish one product from another
B. increase the comfort level of the buyer

C. increase your heart rate
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D. cause a bad mood
2. Which of the following is NOT true?
A. Red increases heart rate.
B. The color allows people to see the taste and smell if we use the right color to
the restaurant logo.
C. All financial institutions rely on blue to communicate stability and trust.
D. Colors can produce an intrinsic physiological response.
3. The passage is
A. narration B. description
- C. criticism D. argumentation
4. According to the author, a persuasive color cannot
A. create an association or identification
B. allow people to see the taste and smell
C. distinguish a product from its peers
D. raise the comfort level for the purchaser of a product or service
5. What is the author’s attitude toward persuasive color?
A. Apprehensive. B. Negative.
C. Critical. D. Appreciative.

2. CUBISM

Cubism was one of the most influential movements in modern art. Cubist artists
introduced radically new approaches to space, form, and dimension. The movement
revolutionized painting in the 1900’s, and paved the way for abstract art and other
forms of modern art.

Pablo Picasso of Spain and Georges Braque of France founded the cubism
movement in 1907. Cubism flourished in Europe and other parts of the world until
1914. Other significant cubist artists included Juan Gris, Robert Delaunay, Fernand
Leger, Francis Picabia, Jean Metzinger, and Marcel Duchamp.

Cubist artists rejected traditional form and shape. A cubist artist broke down a
subject matter into geometric designs and shapes, and then reorganized and
overlapped the elements. Commonplace objects such as tables and bottles were
painted from various points of view, making them look distorted and fragmented.
Others painted the human body from different points of view. Some cubists included

numbers or words in their pictures. Other artists created collages, integrating things
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like newspaper clippings or oil cloth into their paintings.

There are two kinds of cubist paintings—analytic cubism and synthetic cubism.
Analytic cubism attempted to break down objects and reassemble them into various
forms. Synthetic cubism strived to synthesize imaginative elements into new figurative
forms.

Cubism is drawn from Post-Impressionist Paul Cezanne’s work. African tribal art
and African sculpture were also a great influence to cubism. Cubism was also
influenced by the new ideas about the nature of reality, as explored in Einstein’s
Theory of Relativity.

Picasso’s Les Demoiselles d’Avignon (1907 ) was the first important painting
during the cubism period. Around the same time, Braque painted a series of
landscapes that had strong geometric properties. When art critic Louis Vauzcelles saw
these paintings in a gallery in 1908, he used the word “cubes” to describe them,

which became the name of the great movement.

1. What is “Cubism” ?
A. A kind of art style.
B. One of the movements in modern arts.
C. A new approach to space, form, and dimension.
D. Geometric designs and shapes.
2. Cubism flourished in :
A. Europe B. North America C. Canada D. India

3. How many cubist paintings exist according to the author?
A. One. B. Two. C. Four. D. Three.

4. Which picture of the following does not belong to Cubism?
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5. Why does the author refer to “Braque” in the last paragraph?
A. Because he wants to show how excellent he is.
B. Because he wants to show us his paintings.
C. Because he wants to explain where the name “cubes” came from.
D

Because he wants to compare with Picasso.

3. BALANCE

Balance can create a mood. In art, balance can create a powerful mood. Can
you think of a classical painting that relies on symmetry to achieve a feeling? For
instance, how about American Gothic by Grant Wood? This famous image of a farmer
holding a pitchfork, standing with his wife by his side, communicates a calm—some
would even say stagnant—feeling that is reinforced by the equal balance of the two
figures centered in the format. By contrast, Starry Night by Vincent Van Gogh has a
very unstructured, freeform feel that is in part the result of the lack of strict balance.
Balance or lack of balance can likewise affect your design, depending on the mood
you want to create.

Symmetry

We will place a single horizontal line. If our goal is to achieve pure symmetry—
that is, a design that’s centered on all sides—we are somewhat limited in where we
can place the line. True symmetry requires to place the line centered left to right and
top to bottom; with a vertical line, we would still center it left to right and top to
bottom to achieve absolute symmetry. Now let us put the same line on a 45-degree

angle. When it is placed in the format centered left to right and top to bottom, it
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doesn’t have the same feeling of compete symmetry, but the design is still balanced.

Asymmetry

Now using the same line, place it in the format at any random position. Unless
the line is placed perfectly horizontally or vertically, you will automatically create an
asymmetrical design—no matter where you place it. Is the design balanced? Strictly
speaking, the fact that the line is not centered pulls the design out of balance; at the
same time, it creates a feel that the balance design doesn’t achieve. As mentioned
earlier, the goal is not always to achieve an absolute balance. Sometimes the interest
achieved by a lack of balance strengthens the impact of your design. You can choose
-to use a dot of roughly the same mass as the line in the illustrations. Now try to place
both the shape and the line in the format to create a perfectly symmetrical design. If
you place the dot above the line, is the design perfectly symmetrical? How about to
place either side of the line? You can not create a perfectly symmetrical design with
these two shapes; even if you balance the design side to side, you won’t be able to
center it from top to bottom. The only way to create a design that’s perfectly
symmetrical is to introduce another line or dot, which will allow you to center the
design completely. When you introduce a second dot into the format, you can achieve
perfect symmetry.

Tension

To create an entirely different feeling, let us try using the same elements while
intentionally ignoring balance. At certain times, tension is useful to communicate the
feeling of the design; sometimes tension is added to create interest by throwing a
design out of balance. There are no rules to follow except the visual needs of your
concept. For example, if you are designing an editorial spread for magazine with a
war-torn region as subject matter, tension might be entirely appropriate. The concept
of the design, or the text used in it, will give you an idea if an unbalanced feeling is
appropriate for your piece.

Balance using “real” design elements. In the previous exercises I used lines
and dots—elements in greatly simplified form—to get my basic ideas across. The
possibilities for communication expand greatly as you use photographs, illustrations,
blocks of actual text and other substantial elements in your design. But don’t rely on
the content of a photograph or the words in the text alone to communicate your
message. Instead of focusing on the basic design of the format and the position of
each piece of art, each block of text and every bit of texture can enhance the

concept. Always keep in mind that you can create feelings and moods with even the



Unit 1

simplest elements. As the elements you use become more substantial, your
possibilities will become infinite.
As you learn to use balance to create mood, you enhance your design skills and

enable more effective communication of your concept.

Consideration and Discussion

1. Which type of balance will be appropriate for your concept? Does the idea call for
symmetrical balance or asymmetrical balance?

2. Does your design need a purposely unbalanced look? If so, have you pushed your
design to feel obviously unbalanced?

3. What elements will you use to achieve balance?

4. Will you balance elements that are similar to one another or elements that are
different?

5. What are the different moods you can create with the balance of your design?

- Part 3 Knowledge Expansion

Still Life with Chair

Installations and Manipulations of the Undemanding Object

Traditionally, sculptors have rarely taken things as their subjects, usually
concentrating on the human figure. To do so they created an interesting " confusion
between a design object and a sculptural object, where the basic distinction between
them was that a design object had to be functional, while a sculptural object did not.
The transformed object is an apparition of everyday reality and the relatively frivolous
inventions have overtones of grim absurdity.

“Bicycle Wheel” by Marcel Duchamp: It was a personal experiment, which he
never initially intended to show to the public. In fact, “ Bicycle Wheel” wasn’t
formally shown in a gallery space until 1951 (and by then the original had been
lost). Duchamp’s sister Suzanne allegedly threw out the original along with several
other early ready-mades when cleaning out the artist’s studio on the Rue Saint-
Hippolyte in Paris after his move to the United States in 1915.

Ready-made

Marcel Duchamp, identified his creations as a category of art itself, giving the

name “ready-made” —any object purchased “as a sculpture already made”. When

9



