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Thesis Project Definition

Introducing, identifying and understanding the nature of the problem -
including history, situation and goals.

"Advertising nourishes the consuming power of men. It created wants for
a better standard of living. It sets up before a man the food of a better
home, better clothing, better food for himself and his family. It spurs
individual exertion and greater production.”

Winston Churchill: This is Advertising, James Playsted Wood

“Think what the people would like to see and show them that.
That's about all there is to advertising isn’t it!"
Lewis B. Jones

"Good Design, good typography is a function of information and
inspiration, of the conscious and unconscious, of yesterday and today,
of fact and fantasy, work and play, craft and art."

Paul Rand

The purpose of this thesis project was to determine whether or not digital
imaging had an impact on visual communication, specifically graphic design
and advertising design. One main goal was to attempt to define a difference
between two fields of visual communication; graphic design and advertising
design. For this project visual communication has been defined as
communicating messages or information through the use of visual media such
as print, photography, illustration, multimedia, world wide web and television.
Graphic design and advertising design are two specific fields of study that fall
under this more general term.

With a background in applied photography which concentrated on advertising
and the psychology of imagery, there has always been an interest in the design
of advertisements. Capturing the attention of and having a positive effect on
viewers has always been a personal and professional goal. Deciding to study
graphic design and learn how to inform an audience in a clear and logical
manner could only be a beneficial choice, resulting in producing visually
pleasing work. The layout and design of typography and imagery on the printed
page is of utmost importance in accomplishing this task. Once enrolled in the
Graduate Graphic Design program at Rochester Institute of Technology, trying
to recognize and realize the difference between graphic design and advertising
design proved to be somewhat difficult; they seemed to be very much alike.

Having the ability and knowledge to use a computer as a tool for “editing,
enhancing and altering images” has been quite useful to designers in the
visual communication fields, as well as intriguing in terms of the current
capabilities technology has in today’s society. Of course the computer

can not ‘design’ for you but, as a tool, is quite an invention. Just because

the user has the knowledge and ability to place typography and imagery on
a page does not mean he or she has created a well designed piece. A skilled
designer integrates form with function. A computer has no capability to



Thesis Project Definition continued

accomplish this for you. Before the computer, photographers were
manipulating photographs in traditional darkroom settings. Such an
environment is not conducive to extensive experimentation with techniques
and often consumes valuable time. Making mistakes either meant that a
photographer had to start over, wasting paper, or that a new unexpected
result had been created. The advantage of a computer is that you can, by the
click of a button, undo the mistake you have made or save the mistake and
go back to it later for further exploration. Often special effects, especially
concerning the use of typography, are unobtainable in the darkroom.
Certain desired effects can be achieved much quicker and easier on a
computer through the application of special effects.

Another factor of the thesis project was the decision of which kind of media
to focus on.Two possibilities, where digital imaging appears most prevalent,
were television and print. It is likely that you have seen at least one example
where digital imaging is used in television advertising. Talking, singing, dancing
bears and frogs from Pepsi, Coke, and Budweiser instantly come to mind.

By the end of this project, it is hoped the reader will be more aware of
examples where digital imaging has been employed in the development of
printed design pieces.



Research and Analysis

Describing facts, principles, theories or relationships that have been discovered
to help to solve the problem.

During the first year of the Graduate Graphic Design program at
Rochester Institute of Technology, each student was required to select an
art and design movement to be researched and referred to throughout the
entire year. A previous degree in photography and a developing interest in
utilizing the computer for filter effects, color experimentation, and image
montage to create ‘surreal’ environments, it seemed logical to study the
art movement of Surrealism.

After studying and designing artwork using techniques that reflected the
Surrealism movement, the decision to continue and expand this area of
thinking seemed appropriate for the thesis project. Digital imaging can be
considered a new tool for a Surrealist, especially when montaging and
applying special effects to an image. Three proposals were addressed to
Professor R. Roger Remington at the beginning of the fall quarter.

All proposals were concerned with advertising, digital imaging and/or print
media issues. As per his suggestion, incorporating graphic design content
was a must, considering this is a graphic design thesis. The next step involved
creating a thesis planning report which defined the purpose, intent, goals and
time frame for the thesis project (see Appendix |).

The main purpose of this thesis was to learn more about two visual
communication fields of study as possible future career venues. Another
purpose was to inform students graduating from either high school or college
of the similarities and differences between two visual communication fields
for their personal benefit in choosing fields to study or possible future career
paths for themselves.

Because of the wide range of media used in contemporary design, the decision
to limit the thesis to print media, specifically magazines, was necessary in order
to stay focused within the allotted time for the project. Magazines are seen
and easily obtained by everyone.This seemed to be a reasonable medium to
focus on.

After compiling information in the planning report, research began by
collecting relevant books, magazine articles and professional opinions as

well as finding program descriptions from other colleges of art and design.

A phone call to a publishing company yielded a fax reply, listing general
categories of magazines available to the public, compiled by Curtis Circulation
Company (see Appendix 3).This list includes all categories of publications on
the market today. Because many are hobby related and contain a great deal
of information on specific topics, the decision to not include them was made.
The advertisements in these hobby magazines mainly contained photographs
of particular subjects where digital imaging was not a factor.



Research and Analysis continued

From a large collection of past and present magazines, image gathering took
place. The intent was to find examples in all types of newsstand publications
which addressed a range of audiences and a variety of subject matter.

The next step included placing each found example into five different
categories (see Appendix 4).The first categorization was by subject matter
which included alcohol, computer software and professional equipment.
The second categorization was by intended audiences; male, female or both.
Next, how visual rhetoric was used; addition, exaggeration, substitution, or
subtraction. Another categorization was deciding whether the example
was considered a graphic design or an advertising design product. The last
categorization organized examples based on primary manipulation -
whether digital imaging was mainly applied to the typography or the
imagery in the example.

It was apparent that more examples were found where digital imaging had
been applied to imagery as opposed to typography. This could be a very
logical way of keeping the typography legible for readers not as familiar
with type variations and experimentation.

As stated earlier, a |etter was written to many design professionals and
educators asking what they thought the difference between graphic design
and advertising design was and how they felt digital imaging has impacted
design fields today. Unfortunately, not many replies were received, even

after a second copy had been sent. Of the replies received some answers
were vague, others proved to be helpful (see Appendix 5). Members of the
Board of Directors from the Graphic Design Education Association (GDEA),
American Institute of Graphic Arts (AIGA) chapter presidents and members,
various design professionals online and RIT faculty members were sent copies
of this letter.



Synthesis

Describing interrelationships and patterns - sorting, sequencing, ordering information
or parts of the problem.

When beginning this project the idea of formulating a logo as an identity
mark seemed appropriate. A mark that represented visual communication
and digital imaging together was the goal. This would enable the viewer to
recognize this body of work as separate from other studies.

A whole systems map, to be included in the thesis planning report, was
designed to determine what information would be included and to what
extent it would be discussed.

The four thesis show panels and a computer application displayed for two
weeks in the Bevier Gallery at RIT were a representation of research, analysis
and work in progress. The four panels and the computer application were
important to display as an introduction to the final product; an educational
interactive CD-ROM.They enabled a viewer |) to become familiar with the
logo and title of the project 2) to see the different visual examples used
throughout the application and the categories they were placed in

3) to see the flow and kind of information addressed within the application
4) to view some sample frames from the project without having to rely on
interacting with the actual computer application. The computer station was
included to allow the viewer to interact with the application and experience
the information in a sequence of their choosing.

Logo

Creating a distinct and unified form which communicates what this project

is about was an important factor in the beginning stages of the thesis
development.Visual communication is represented by the eye and the impact
of digital imaging is represented by the pixelated or digital side of the eye.
Originally the eye was cyan and black in color. When choosing colors for
backgrounds in the computer application, cyan was also an option. This meant
that a cyan eye would not be an appropriate color for the eye; especially when
the two were on the same screen. The color of the eye was then changed to
red. As per Professor Deborah Beardslee's suggestion, a red eye could be
associated with bloodshot, tired or irritated eyes. So the color was again
changed to royal blue. Key words, meant to stand out from other text on the
help page, arrows for linear navigation and the quit button were also changed
to royal blue. In other words, royal blue was used to indicate important or
useful tools that needed to stand out from other aspects of the application.
Since the eye logo would be one of these navigational tools, the decision to
make it royal blue seemed logical.



Synthesis continued

Thesis Panels / Visual Examples
Many images were gathered and arranged by the categories of Addition,
Exaggeration, Substitution and Subtraction (see Appendix 7b). Each category
includes a brief definition below the main heading for clearer understanding.
Their definitions are as follows:
I) Addition: introducing a new element with existing elements to
emphasize the meaning,
2) Exaggeration: overemphasizing characteristics of an existing
element to heighten meaning,
3) Substitution: introducing a new element in place of an existing one
to alter the meaning,
4) Subtraction: removing an existing element to interrupt previous
meaning.
The subcategories of Imagery and Typography were then applied. The image
examples were arranged using a grid and placed accordingly. Larger, double
spread images were originally positioned at the bottom of the section.
The logical decision to place them at the top was made because some of the
categories did not fill the entire section and would have left a blank image area
making the design look incomplete.

Navigational Map

Planning and designing an organized map for the use of the thesis application
by a viewer was another important part of this thesis development. Deciding
on what information to incorporate, where it would be encountered in
relationship to similar information and how it would look aesthetically were
key considerations in the overall design. This particular element went through
many aesthetic and informational stages (see Appendix 9). Originally the design
was horizontal; considering the content to be discussed, smaller groups of
information branched off from the main topics resulting in smaller groups of
scattered information. Often the information was the same for all topics. This
needed to be represented within each group but caused stems of information
to become confusing. Another version of the map was developed using a
more vertical orientation. Creating boxes around the information made it
clearer and easier to understand. Because the four topics of graphic design,
advertising design (both parts of visual communication), print media and

digital imaging were in a sense being compared, many topics that would be
discussed would have been repeated unnecessarily within the design. Instead
they were labeled and a larger box of information was implemented as
‘Module A - Introduction’,‘Module B - Details’ and ‘Module C - Digital Imaging’
(see Appendix 7c).

The intention was to have a general introduction to the overall project,
including a mission statement and situation analysis. From there the user had

a choice of 1) going through a new user sequence or, if a previous user,

2) going to a main menu sequence. The new user sequence contains the five
main sections of the application including visual communication, graphic design,



Synthesis continued

advertising design, print media and digital imaging. All of these include a splash
screen of visual examples related to the corresponding topic. From there a
brief introduction of “what is it?” is available. This map had also been
implemented at a reduced size into the application as a navigational tool.

After having viewers evaluate the project, it was clear that the map was

not working as a navigational tool. First of all the text on the map was not
readable at the size implemented, second the whole idea of having the user
click on a topic of interest and go directly to it was confusing because most
main topics discussed similar information found under multiple sections.
Having the viewer click on one area, go back to another and then to another
just didn’t work, causing the viewer to become frustrated. So very late in the
development, a new idea was implemented. A table of contents replaced an
illegible map at the beginning of each section.The table of contents listed
general information, such as help pages, thesis statements, and topics
addressed, such as visual communication, graphic design, advertising design,
print media and digital imaging. This made navigation much clearer to the
user concerning what topics were discussed and how to get there easily

and quickly.

CD-ROM Application Frames

Screen shots or frames were taken from work produced in Macromedia
Director, a multimedia program (see Appendix 7d). Considering the final size
chosen for all horizontal panels for the thesis show, and the necessary size
for each frame to be legible, a total of twelve images were used.The first five
relate to an introduction sequence which includes the title screen, welcome
page, help or user definition, situation analysis of the whole thesis project, and
a small version of the navigational map.The other images were introductory
screens of three main topics of the project;Visual Communications, Graphic
Design and Advertising Design. A sample of the ‘What is it? frame from
Graphic Design seemed logical to introduce for those unfamiliar to graphic
design (parents, friends and others not associated with art and design). The
panel also included a description of graphic design and what it encompasses.
A frame of the History of Advertising Design was also displayed enabling the
viewer to understand where advertising design originated from.The following
frame included larger visual examples, the topic of the image, the magazine it
was found in and a description of the technique of either Addition,
Exaggeration, Substitution and Subtraction used in this particular image.

The final frame was a sample of the glossary sequence where advertising
design has been defined, since the What is it? frame for this topic was not seen
in the panel, this decision seemed appropriate.



Synthesis continued

The CD-ROM Application

The CD-ROM application has proved to be a logical source of information
concerning this thesis project (see Appendix | |). Research has been
incorporated into many frames within the application, in a logical ordering
of information which stems from the original organizational map. An
introductory sequence was created, animating the eye logo from a small

size into a larger one. Navigation through the program had originally been
designed for the user to either pick and choose where they would like to
g0 by using the map, or simply navigate from page to page in a linear fashion
using the arrows at the bottom of the page.With the new decision to use a
table of contents at the beginning of each section, movement through the
application became more linear. The eye is present on all screens, returning
you to the main table of contents where the help page and main topics are
easily accessible. Originally, when the Map was included, the eye was designed
to return the user to the Map at any given time.To inform the viewer at all
times of his or her whereabouts in the application, a light gray, italicized label
is also present within the navigational bar at the bottom of the screen.
Messages are included to remind the user that any images on the screen can
be clicked on to access a more descriptive frame with a larger or complete
version of the image.



Ildeation

Describing the generation of conceptual solutions and preparation of a range
of preliminary design approaches.

Designing a recognizable logo as an identity mark, developing a whole project
plan in a visual form, culminating all research and analysis into an application
and preparing for the Bevier gallery thesis exhibition were all priorities at one
time. Many ideas and concepts were generated.

Logo

When first attempting to design the logo for this thesis project, many
variations of eyes were explored to represent the visual and digital aspect of
this study (see Appendix 8). First, clip art images of eyes were gathered and
examined. Then, deciding to keep it simple without too much detail, computer
sketches were produced using circles and lines. Once the basic form was
designed it was brought into Adobe Photoshop where digital effects could
be applied. Many filters were experimented with, attempting to achieve the
desired effect. Finally, the filter Pixelate; Mosaic was applied to the right side
of the eye. ‘Visual communication’ is represented by a complete un-altered
eye while the ‘impact of digital imaging’ is evident on the right, pixelated side.

Thesis Planning Report - Whole Systems Map

Early on in the thesis project a computer sketch of a whole systems map of
the Impact of Digital Imaging on Advertising was created (see Appendix 2).

As per Professor Roger Remington's suggestion, the study should be clearly
about graphic design. Taking this into greater account, a new design was
implemented to incorporate graphic design with more emphasis. The use

of different sized circles for larger or smaller priorities of information and
shaded areas for overlapping topics and primary focus were also implemented
(see Appendix | page 24).

Application

Before implementing any research or conclusions into an actual application,
computer generated sketches of the storyboards were designed using a grid
(see Appendix 10). The background was white, text was large, navigational
items were simple. Knowing where you were at a particular place in the
program was not evident. Background images were the first to be explored.
Trying to decide on pertinent colors related to each topic has been a
challenge as well as trying to portray the feel of digital imaging in the final
background choices. The gray background images applied to the introduction
sequence were, at one time, utilized in different bright colors throughout the
entire project. This felt ‘digital’ but really was unsuitable and somewhat
unexciting to use for the main topics being addressed. Some experimentation,
such as cropping the image examples and montaging them together was
explored. Keeping the images in their original colors was investigated.

Then the colors were inverted, reduced in contrast, lightened up, and finally
duotoned; applying only the chosen color for each section; three variations of
green were used for visual communication, graphic design and advertising



Ideation continued

design, yellow was used for print media and blue for digital imaging. This way
the viewer could still recognize topical frames within the application without
distraction or confusion (see Appendix |1).

Once background images were created, information relevant to each section
was incorporated. Image examples were generally positioned on the right and
textual information on the left. Each section has a bold heading separated by
a line, then text underneath. So that the user was aware of which topic they
were reading, the name was used in bold in the first sentence. At the bottom
of the screen, in the navigational bar, the name has been repeated, italicized
and created in a lighter shade of gray. The idea to repeat the name was
influenced by an earlier approach which explored the use of initials for
location identification within the program. VC, GD, AD, PM, and DI,

were located in the square created by the two lines in the top left corner.
This seemed inappropriate since other associations could be made such as
VCr or PMs for example.

Another idea that had been considered was the use of four small boxes color
coded to relate to the individual sections of graphic design, advertising design,
print media and digital imaging. If you were on the ‘who is involved’ page for
graphic design, by clicking on the blue box you would go to the ‘who is
involved’ page for digital imaging. This idea has since been omitted for
technical reasons.



Evaluation

Describing testing strategies that were used and the resulting selection of
possible design solutions.

Evaluation for this thesis project was very important to determine the
effectiveness of the application. Determining major problems or confusing
areas was a priority. Although the evaluation date had been postponed a few
times, once it was completed the results were very helpful.

Originally the idea of presenting this project to a group of senior art students
at a local high school was considered but time did not permit this. Instead, at
RIT, a group of seventeen senior graphic design students was approached in
their Design Specifications class and asked to partake in an evaluation. They
gladly agreed. Five stations were set up in their computer lab classroom; after
turning in their final exam for the class they were each handed a copy of the
evaluation form designed for this application (see Appendix |2a). The average
amount of time spent experiencing the application was about fifteen minutes,
most returning with smiles and helpful comments. Some suggestions included
‘make the type readable in the map’, clearing up navigation problems (many
students were confused and lost), correcting spelling errors, implementing
sound and movement to let the viewer know he / she has clicked on a
section. Other comments included, ‘overall design was nicely done’, ‘highly
impressive image examples’, ‘visually interesting splash (introductory) screens’,
‘background images were pleasing to the eye’ and ‘good work’.

Generally the students were positive and satisfied regarding the application.
All questions were rated on a scale from one to ten; one representing a
positive response and ten representing a negative response. Only one nine
was listed and that was concerning navigation. The most positive results
pertained to the fact that the images used in the program were ‘relevant’ and
‘stimulating’. Upon receiving the completed evaluation forms, two charts were
created listing the actual numbers, from | to 10 as answers to the sixteen
questions and another listing which summarized the answers for each question
(see Appendix 12b).

Unfortunately this evaluation session did not take place before the thesis show
in the Bevier Gallery, as planned. Preliminary evaluation would have been
helpful in focusing on problems before presenting to a much wider audience.
Several informal evaluations did take place during meetings with Chief Advisor,
Professor Deborah Beardslee. A designer can become very focused on how
they would LIKE the user to navigate and view the application. Deborah was
the first person to try and interact with the program. It was a great help to
observe her actions and to hear her thoughts, questions and comments.

The last meeting before the show encouraged quick revisions before the
thesis reception where, once again an informal evaluation took place by
observing, listening and answering questions as they were asked. At that time
it was apparent that there were various navigational problems and confusions
to be worked out.



Implementation

Describing how the project was refined, developed and produced to its
final form or application.

Application

There are many computer applications that allow a user to design multimedia
presentations. Macromedia Director 5.0 was the most logical for this project
because of past experience, or lack of experience, in any other application. It
also seemed more flexible than a program such as HyperCard. One important
factor is that Director has the capability of creating a projector file which
allows you to create a play-only version of a movie or project. This also
enables users who do not own a version of Director to play the movie.

Original screen designs were implemented in QuarkXPress because of its
ability to allow the use of guides and grids. Most screen images were saved

as PICT formats and imported into Director.Visual examples from magazines,
also saved as PICT formats, were scanned into the computer using Adobe
Photoshop 4.0.Text was placed in Quark and then copied and pasted into
Director. Because taking screen shots of Quark pages and importing them
into Director resulted in fuzzy images and text, the screen shots were used as
templates, then deleted.

Many versions have been designed. Each one has been added on to, saved as a
new version and then stored on a Jaz disk for future reference.



Dissemination

Describing plans for future audience interaction - how could this product
or information be distributed or used in the future?

This thesis project has been produced as an interactive CD-ROM application.
CD-ROMs, when handled with care, can last for many years, as long as the
technology remains compatible. This will enable an interested user to interact
and view the completed project at anytime in the future. If for some reason
technology does change, making the CD-ROM obsolete, the documentation
of this thesis project will still be available.Within the documentation a section
has been designated containing all the application frames, in a linear order of
importance and as a logical information flow (see Appendix | I). A list of
contents and page numbers could be included for quicker reference. This
version of the book will always be available at Wallace Memorial Library’s
archive and special collections department.

The Educational Technology Center of the Wallace Memorial Library, currently
has a collection of CD-ROMs separate from the reference material in the main
library. For those interested in learning more about visual communication,
graphic design, advertising design, print media and/or digital imaging this

project could be a useful reference in the library’s collection of materials.

Possibly, in the future, if the Wallace Memorial Library implements a
collection of pertinent CD-ROMs in the computer area on the second floor,
this CD-ROM could be included for students to view under the topics of
Visual Communication, Graphic Design, Advertising Design or Digital Imaging.

Another possibility of future dissemination is to transfer the information into
the World Wide Web by use of screen shots. Developing a new web site
requires a lot of time and effort, especially to a new or less experienced web
designer / developer. For this reason the World Wide Web was not an option
for the final application at this time. Advertising the educational CD-ROM and
selling copies for a small fee to those interested could be a future alternative.

Another suggestion, provided by Associate Advisor Dr. Richard Zakia, was
to contact other schools or institutions with programs involving advertising
design and inquire as to whether or not they might like a copy of this thesis
project for their advertising archives. Four possibilities included Duke
University, Northwestern University, the Smithsonian Institution and the
Visual Studies Workshop.

Thesis Show Panels

Preliminary computer sketches were made to explore aesthetic possibilities
for the panels within the viewing context of the gallery. The sketches, lacking in
information and context, were basic and boring. The designs were symmetrical
and the images would have been too similar and small in size (see Appendix 6).
Extravagant measures were explored in regard to the thesis show and the
area for the installations of this project. The creation of a separate
environment with three panels and a computer included an idea to conceal
any area around the computer with a cloth containing a large printed eye
whose ‘pupil’ would serve as a window for the computer screen only.



Retrospective Evaluation

Assessing the final product to determine strengths and weaknesses -
how could future versions be improved?

One of the major problems encountered was during the development of
navigation through the thesis application. This was in part due to lack of
confidence and inexperience using the computer application Macromedia
Director 5.0.Two classes were taken; one which primarily focused on the
program, the other which experimented with Lingo.

Considering the time restrictions, additional experimentation and trouble-
shooting were not options. This was definitely a limitation. Instead, basic
Lingo techniques were implemented.

Possibly working as a team with another more experienced student, to
execute the desired effects and navigation would have been a beneficial
tactic. This would be a definite suggestion to other students embarking on
similar projects.

A great deal of time was spent on developing the organizational map.
Major changes and many re-designs were performed late in the overall
process. This effected the start of devising the actual application, making it
difficult to incorporate more information by the time the thesis show
was to occur.

One idea for evaluation, if performed again, would be to have more than one

class of students participate in the evaluation process. Visiting a local high
school and asking a class or two of senior students interested in visual
communication fields to participate could also be a viable option.

A suggestion for future Masters students is to finalize a topic for their thesis
during or toward the end of spring quarter of their first year. This will permit

them to begin research or at least consider possible ways of execution for
their projects. Understanding potential problems and distractions, such as

other classes, is of utmost importance in order to avoid unnecessary stress
and fatigue. Planning well in advance will allow these students to be able to

perform the necessary evaluation procedures without encountering additional,

and possibly avoidable, problems.



Conclusion

Summarizing overall experience and outcome - what was gained?

This graduate thesis project has proven to be a challenging yet fulfilling,
rewarding and educational experience. Finally being able to answer the
questions of what the difference between graphic design and advertising
design is and how digital imaging has had an impact on them is quite satisfying.

Developing an interactive program and being able to inform and educate
others with similar questions and concerns for future career paths in a way
which they can choose what to learn about and read also has been rewarding.
Most of the students who filled out an evaluation form for this project seemed
to be interested and went away with greater knowledge of these topics.

It has become apparent that designers utilize the techniques of addition and
exaggeration as a means of enhancing a design or advertisement to make

it more attractive, informative and visually interesting. The techniques of
substitution and subtraction do not seem to have been used as much,
according to the examples found in the publications selected.

Graphic design and advertising design are both very much alike. Many will
say there is not any difference except concerning their intent. Both fields

of communication utilize and combine typography and imagery to convey
messages. In formal graphic design instructing the student learns to combine
meaningful form with function. This enables the audience to easily and clearly
understand and recognize the information or message that the professional
designer is intending to send. An advertising designer’s main concern is to
improve the sales of a client’s product or service by attracting or persuading
a viewer to act on the message communicated. Graphic designers are not
always involved in the design of the advertisements we see.This is often
quite apparent.

Digital imaging has had a profound effect on visual communication fields,
specifically graphic design and advertising design. With the introduction of

the Macintosh computer in 1984, designers were given a new option for a
tool that has become quite common in designing printed matter. Of course,
the computer can not design for you but it can extend the possibilities. A
concern all designers should be aware of is the unnecessary use and waste of
paper. The computer allows designers to preview their artwork or designs on
the screen before printing. Mistakes, effects or unwanted placements of text
or images can be undone. Unusual or non-traditional designs can be achieved
through experimentation. Montaging and placing type and images can be
executed easier and faster. Transmission of documents via the internet or
email allows for client approvals anywhere in the world. These are all benefits
of computer technology. In addition, eccentric or extraordinary effects can be
created which could encourage the unfamiliar public to take a second look
and remember the information presented.



Glossary Terms

Defining particular terms that were used within the written documentation
to aid in reader understanding.

Advertising

Aesthetics

CD-ROM

Digital Imaging

Filter

Form

Graphic Design

Jaz Disk

Logo

Screen Shots

Splash Screen

Typography

Rhetoric

Visual
Communication

printed or spoken matter that calls attention to a product
or service

a coherent system of criteria, which can be purely visual,
moral or social, or any combination of these, used for
evaluating works of art

a system of storing large amounts of information on a
compact disk for retrieval on the computer

the act of producing edited, enhanced or altered images
through the use of a computer and other digital devices

the name given to a single command that applies special
effects or certain editing processes to images

the shape, outline, or configuration of anything; structure as
apart from color, material, etc.

activity of combining typography, illustration, photography and
printing for purposes of persuasion, information or instruction

a removable media format from lomega Corporation that
has a storage capacity of |Gigabyte or 1,024 megabytes

letters or images designed into a distinctive and unified form.
Can often provide the basis for a company trademark, brand
or corporate identity

images taken, as seen on a computer screen, from an active
application or computer program

the first frame (screen) of a section of information, usually
containing a title and pertinent images or examples of what
will be seen later on in that section

the art and design of type

study and application of the artful, effective, and persuasive
uses of language (signs)

communicating messages through visual media; such as print,
photography, illustration, multimedia, world wide web and
television
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Appendix |
Thesis Planning Report
Thesis Proposal

Project Title

The Impact of Digital Imaging on Visual Communication

Client

Rochester Institute of Technology
One Lomb Memorial Drive
Rochester, New York 14623

Designer

Holly Catherine Coulter

608 Park Avenue 8B

Rochester, New York 14607-2973
716-242-9562

The topic | have chosen for my thesis is :
The Impact of Digital Imaging on Visual Communication

| will first define digital imaging and discuss its history, including brief
descriptions of computer platforms and terminology. | will then introduce
visual communications, with a focus on advertising and graphic design.What
are they! Where are they seen? Why we do them! | will also focus on the
important role these areas of visual communication play in print media.

Traditional techniques used to produce an advertisement, as well as techniques
that have evolved from expanded technology and user-friendly computers will
be discussed. | will argue whether or not the computer is an asset in the
advertising environment. Does it seem that more products being sold from the
result of “applying” digital imaging? Are we aiming to shock or amaze through
digital imaging? Has the audience played a role in digital imaging?

These questions and more will be critically analyzed and answered within the
context of my thesis project, which will consist of much research in the areas
of digital imaging, advertising, graphic design and print media; including
magazine advertisements and possibly billboards and posters. One possible
way of presenting my studies is to produce an educational interactive,
multimedia presentation on a CD-ROM.
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Appendix |

Thesis Planning Report continued
Problem Statement

This thesis will explore the role of digital imaging  Digital Imaging

in visual communications. Does digital imaging the act of producing edited,
increase and enhance attention to the print enhanced or altered images
advertisements representing certain products? through the use of a
Although | am focusing my research on print computer and other

Ll . : digital devices
advertising, the same questions can be raised &

for television, and internet advertisements.
Visual Communication
Research will be conducted in the areas of digital =~ communicating messages
imaging and visual communications specifically through visual media
graphic design, advertising design and print media.
In order to share and communicate my research Visual Communication Fields
findings to students | will produce an educational, . advertising
interactive, multimedia presentation on a « graphic design
CD-ROM.This could also be produced as an « illustration
informative book for those who do not have * photography
access to a computer. * world wide web/internet
* television
* multimedia
* printing
* magazines
* posters
* billboards
* newspapers
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Appendix |

Thesis Planning Report continued
Situation Analysis

As we approach the 2Ist century, the use of digital imaging continues to
increase. Frank Romano, a distinguished professor at Rochester Institute
of Technology states that in 1984 there was an average of 125 students per
computer; today this number is less than nine.

Digital imaging emerged in 1984 with the introduction of the Macintosh
workstation. Most advertising agencies and design studios, specializing in

print media, are now using computers as tools for image development and
production. The dominance of the use of computers and digital imaging
however, raises many questions in the minds of students of visual
communication fields, such as photography and design. Has digital imaging
improved the quality of communication and persuasion in advertisements?
Are the ads which represent the products more effective using digital imaging!
How has digital imaging affected the creative process in the design of
advertisements?

Digital imaging is used and manifests itself in many forms of visual
communication. From a wide spectrum of applications, | would like to

focus my thesis on print advertising because it relates to my background

and professional direction. A critical survey of digital imaging in advertising
design will be of importance to students studying in the visual communication
fields. Its impact on advertising design is relevant to all image creation and
will continue to be so.What we have witnessed so far is most likely just the
tip of the iceberg in terms of the potential of digital imaging on the advertising
design field. The future looks bright and exciting for digital imaging especially
in graphic design and advertising design.
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Appendix |

Thesis Planning Report continued
Mission Statement

This thesis pertains to the impact of digital imaging on visual communication.
It will acquaint students and designers to the importance of digital imaging in
relationship to graphic design and advertising design, when successful this
audience will become more knowledgeable in this realm of communication.
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Appendix |
Thesis Planning Report continued
Research Methodology Diagram

The following diagram illustrates some of the views and areas | will be looking
at concerning digital imaging, and visual communication. The shaded area is
where | will focus much of my energy. Also shown is the way in which my
findings and research will be presented.

The Impact of Digital Imaging on Visual Communications

analysis

Digital Imaging

the act of produang edited. enhanced or altered images
through the use of a computer and other digital devices

synthesis
Print:
announcement
postcard

Print
user guide
Digital:
educational interactive
CD-ROM application

for students and desgners
in visual communicaons fields

past, present, and
future technology

Advertsing
printed or spoken matter that calls
attention to 0 product or servce
Graphic Design
actity of combining typography, flustation photography and
printing for purboses of persudson nformaton or instucton

Grdphic Design , ’

7 television

world wide web

prnt

ilustration
nformaton design photography muttmedia

Visual Communications

communicaung messages through visual media
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Appendix |

Thesis Planning Report continued
Implementation Plan

Calender

28- Thanksgiving

5- Hanukkah

25- Christmas

I- New years
15- Marun Luther King

12- Lincoln's birthday
14- Valentines day

22- Washington's Birthday
20- Dad birthday

26- Holly birthday

17- St Patrick’s day

20- Spring starts

30- Mom & Dad anniversary
30- Easter

6- Daylight savings

I 1- Mothers day

RIT

13- last day of dasses
20-Dec - Fall break

2-Winter Quarter storts/Daytime dasses begin
9- Last day to odd/drop

21- last doy of classes before break

22-6 Chnstmas break

6- Chnstmas break ends- Classes resume

21- last day of dasses
21-28 Exams

[-9- Spnng break

10- Spnng Quarter starts/Dayume dasses begin
|7- Last day to add/drop

21- First thesis show

| 1- Second thesis show

28-27 set up for thesis show

2- Thesis reception

| 5- takedown thesis show
1 6- lost doy of dasses
19-22 Exams

24- Commencement

Thesis

15-thesis planning report/ final criuques
begin identity development

start thesis diary

begin image search

research phase begins

generation of concepts, thumbnails,

do library research

image gathering

First full committee meeting, discuss
research, project and direcuon

ideation phase begins

synthesis phase begins

conduct interviews

selecuon of images

Second meeting: show work to date
rough sketches

conduct interviews

Third meeting: show work to date
and new research

work on CD-ROM application

writing questionnaires for evaluation
begin written portion of thesis

Begin evaluation of application
Fourth meeting: show work to date
Thesis Show, questionnaires and manual

First draft of thesis
Last committee meeting, Final thesis
Final signatures
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Appendix |
Thesis Planning Report continued
Pragmatic Considerations and Dissemination

Pragmatic considerations

The principle source for research will be from the RIT and Rundell Libraries
in Rochester and the Adriance Memorial Library in Poughkeepsie, New York.
The main expense for this project will be in production of the manual and
postcard. Numerous color copies are anticipated but the dollar amount

can not be determined at this time. A jaz disk, at 120 dollars per disk will
be required for storage. The final application | create will be stored on a
CD-ROM disk at 10 dollars a disk; possible transfer charges my apply.

This project’s application will be produced on a Power Macintosh 8500/120.

Dissemination

The thesis and its application will be disseminated first through the thesis
show at RIT, which will allow an audience to view and evaluate it. Then it will
be available at the Wallace Memorial Library Archives for anyone to view.
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Appendix |

Thesis Planning Report continued
Evaluation

Evaluation will conducted throughout the process and at the thesis show by
means of a questionnaire that will be available. The evaluation process will
allow improvement throughout the experience, and the ability to learn from
it once the final application is completed.

A group of 22 senior will be asked to view the application in progress and
offer suggestions and comments concerning specific aspects of the application.
An evaluation form will be available for them to fill out next to two or three
computers in the lab that they have their class meetings. An explanation of the

thesis is unnecessary since the application should be able to stand alone.
(see Appendix 12)
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research and analysis

Appendix |

Thesis Planning Report continued
Goals, Objectives, Processes and Strategies

Goals

Ol)igctives

*+ To do research and analyze
digital imaging in relation to
advertising and graphic design

+ To do research and analyze the

area of visual communications,
focusing on print media in
advertising and graphic design

to identify digital imaging,
advertising and graphic design

to understand advantages and
disadvantages of digital imaging,
advertising and graphic design

to determine how digital imaging
has been applied to advertising

to identify the role a

digital imager, art director,
designer, and artist plays in the
advertising environment to
inform the viewer of what might
be expected of him/her

to include examples of effects

created on the computer through

the use of filters and other
popular tools

» apply Semiotics to advertisements

that utilize digital imaging

to identify and provide an
overview of visual examples in
graphic design and advertising to
understand the relation
between these two fields

~ Processes & Strategies

gather articles and images from
design publications and the
internet related to

digital imaging and advertising
and graphic design

explore popular design options
on the computer

identify important factors
involved in this area

show benefits of each using
found examples by making a
visual diagram incorporating
effects commonly used

interview artists in these fields

compile information and create
a document containing
interview results

to collect critical writings on
these subjects

explore options in Photoshop
and possibly lllustrator

create visual presentation of
applications

create illustrated examples and
discuss effectiveness concerning
syntactics, semantics and
pragmatics

gather articles and images from
design publications and the
internet related to print media

* interview artists in this field

28



research and analysis continued

Appendix |

Thesis Planning Report continued
Goals, Objectives, Processes and Strategies continued

* To establish a clear
understanding of the impact
of digital imaging on visual
communications; specifically
print media and advertising

+ To identify and analyze the
relationship of graphic design
and advertising

to understand advantages and
disadvantages of print media

to recognize traditional,
present day and possible future
techniques utilized in producing
print advertisements

to understand advantages and
disadvantages of graphic design

to compile information on
digital imaging and advertising
to give the user a better
understanding of the impact of
each, upon the other

to discuss the history and
direction of digital imaging in
order to provide a context
for the viewer

to discuss the history and
direction of advertising in
order to provide a context
for the viewer

to show the relationship
between digital imaging
and advertising

define function of CD-ROM in
order to provide a context
for the viewer

to determine the similarities and
differences between graphic
design and advertising

to identify the role a graphic
designer plays in the advertising
environment to inform the
viewer of what might be
expected of him/her

compile information and create
a document containing
interview results

explore techniques and provide
examples of implementation

identify important factors
involved in this area

collect articles and books
pertaining to this topic

include visual examples of
digital imaging and advertising
separately and together, from
design publications

research the history of digital
imaging in books and magazines
and the internet

research the history of
advertising in books and
magazines and the internet

create a diagram/timeline that
will show significant importance
of each of these topics

interview artists In this field anc
compile information into
interviewing document

create instructions for using the
CD-ROM application

collect visual examples from
design publications and the
internet related to graphic
design and advertising

gather information from books
and magazines and the internet
related to graphic designers anc
advertising agencies

logically sort information
interview artists in these fields

and compile information into
interviewing document
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synthesis

evaluation

Appendix |

Thesis Planning Report continued
Goals, Objectives, Processes and Strategies continued

* To develop an interactive
multimedia application

* To communicate the importance

of digital imaging in relation to
advertising

to design and compose
application containing an
overview of history and imagery

to apply user friendliness and
interactivity which will appeal
to the target audience

design announcement postcard

to critically analyze the positives
and negatives of digital imaging

understand who and why we
are using these techniques

create mind map

produce story board

gather historical references
gather imagery for mm project
gather information relevant

to final project for

announcement card

distribute announcement card

write evaluation form

utilize committee to test
concepts

show committee members
work in progress

* To make my research and
findings accessible to the
target audience

to enable the viewer to learn
and explore at their own pace,
the findings of my research

to provide verbal information
that will accentuate
information delivered in the
announcement card

deliver postcard announcement
to sophomore, junior and senior
graphic design and photography
classes

deliver copy to Department
Head, Dean of College and
President of RIT

distribute an evaluative survey
one week after the audience has
used the application

» To determine methods
to indicate the project’s
success and functionality

to establish evaluation methods
that will enable me to
determine whether | have met
my initial goals

to create evaluation form to
provide with the application

distribute to select
professors in CIAS

distribute to graduate and
undergraduate peers

exhibit CD-ROM application
and user manual during
thesis show

record reactions and responses
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Appendix |
Thesis Planning Report continued

Glossary

Account
executive

Advertising

Advertising
agency

Art Director

Aesthetics

Analysis

Animation

Ambiguity

Application
program

Bitmapped

an advertising agency employee primarily responsible for
maintaining liaison with designated agency clients, and for
development and control of advertising plans for clients.

printed or spoken matter that calls attention to a product or
service.As defined by the Dictionary of Advertising: 1) a
marketing process which uses advertisements directed to
prospects as a means of meeting marketing objectives; as a
marketing tool, advertising is uniquely able to reliably and
quickly deliver consistent messages, efficiently. 2) a commercial
profession or craft which seeks to develop and place
advertisements in the most productive, efficient manner
possible.

an independent commercial service organization that contracts
with advertisers to develop and manage their advertising, for a
fee or for a commission derived from a standard media discount
on the advertiser's spending.

an employee of an advertising agency or similar organization
who is responsible for developing the general design, and
supervising the final artwork and typography of advertisements.

a coherent system of criteria, which can be purely visual, moral
or social, or any combination of these, used for evaluating works
of art.

a separating or breaking up of any whole into its parts, esp. with
the examination of these parts to find out their nature, function
or interrelationship.

to give life to, to stimulate action or motion.

the quality or state of having two possible meanings; unclear.

brand name commercial software that perform specific tasks,
such as imaging, word processing, spreadsheets.

images made up of individual dots, each of which have a defined

value that precisely identifies its specific color, size and place
within the image.
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Appendix

Thesis Planning Report continued
Glossary continued

Campaigns

CD-ROM

projects that have more than one component or are
communicated through more than one medium.

Compact Disc Read Only Memory- a compact disk that can hold
prodigious amounts of digital information

Communication a giving or exchanging of information, signals or messages by talk,

Creative
Department

Creative
Director

Designer

Digital

Digital Imaging

Filter

Form

Graphic

Design

Illustrator

gestures, writing, etc.

consist of writers, artists, television producers, print mechanics,
and coordinators.

an advertising agency employee responsible for managing the
operations and personnel of a creative group or department.

Produces the detailed visual concept. Converts the problem into
a form to be proposed to the client. Actually draws or lays out a
prototype.Works with the specifics of type style, paper, colors,
and so on. Often overlaps the activities of the art director, and
vise versa. Plans, conceptualizes and administrates projects form
start to finish

refers to the two numbers, zero and one, that a computer can
recognize

the act of producing edited, enhanced or altered images through
the use of a computer and other digital devices

the name given to a single command that applies special effects
or certain editing processes to images

the shape, outline, or configuration of anything; structure as
apart from color, material, etc.

activity of combining typography, illustration, photography and
printing for purposes of persuasion, information or instruction

creates the images that need to be delineated or painted.Also,
may produce the preliminary "comps” or sketches needed by
the art director or designer. May be specialized by product
machines, charts, clothing, story boards, or technique; air brush,
pen and ink, collage.
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Appendix |

Thesis Planning Report continued
Glossary continued

Interpretation the act of explaining the meaning of

Logo

Macintosh

Metaphor

Multimedia

Pragmatics

Production
Artist

Psychology

Representamen

Rhetoric

Semantic

Semiotics

Syntax

letters or word formed into distinctive and unified form. Can
often provide the basis for a company trademark, brand or
corporate identity.

a type of computer manufactured by Apple used by many digital
imagers.

a figure of speech that provides an understanding of one thing
in terms of another.

a simultaneous presentation of a series of effects in more than
two media; sound, images, movies etc.

the relationship between signs, their context, and interpreters.
produces the mechanical material necessary to reproduce the
product. Follows the creative activity with the technical material
needed by the printer or manufacturer. Someone has to
produce the project. Print production people need to know
about typefaces, taste, costs, readability, personality of product,

printing, engraving, imaging and desktop publishing.

the science dealing with the mind and with mental and emotional
processes.

that which represents an object.

study and application of the artful, effective, and persuasive, use
of language (signs).

the relationship between the representamen and the object; the
meaning that the signs conveys.

the knowledge and science of signs.

the relationship within and between representamen; how signs
are actually constituted.
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Appendix |

Thesis Planning Report continued
Glossary continued

User friendly an industry buzzword to describe hardware and software that is

particularly easy to set up and operate by computer novices and
others without a technical background.

Visual communicating messages through visual media; such as print,
Communications information design, photography, illustration, multimedia, world
wide web and television.
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Thesis Planning Report continued
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Whole System Map Sketches

photography

Digital television

[1 world wide web

information
design

s —
| 7 pl’ll’lt
Y magazines i

i/ past. present,
] future technslogy |
{3
y and techniques

kY

>, -
CNPPPFRIRrE SIS o)

benefits

each other —
semantics
pragmatics

mp . 3 semiotics

photography {
television

world wide webQ AdvertiSing
radio U

information
design

36



ke\tches
\

uoned

le §yste Map S

paeoisod
jusWdUNOUUe

~ Suisnuaapy uo 3uiSew [eudiq jo 1dedw| ay



vco_uuu_:zEEoU

38

goM SPIM PlIOM £f " UBisep uoneULIOUI
UOISIAB[3} e
cw_mmD
/
-
A
- ) Clirng0r; o37e:
s
% IR
£ 0apuag
[v]
s
kR
/@ o
i > musgcﬁﬂ. pue?
\.\ £ ssaudisap pup suspras Jof ) ’ S xmowoaﬁuv#gé .........
- m A i ple uesaud sed
P .n.v., uopesydde Woy-@D |
© e 9AI1DEI3IUL 7
= ()} -
22\ wBa [
s 4
EBosn ) /

EwESc:Occm
Uy

S32IA3P (DUBIP S0 PUD JAINGWIOD D Jo 3sn 3 ydnai
safpLy pasalp Jo padcubyua paypa Bunnpoid Jo 10 alp

$1S3YIUAs

3uidew je3131q

sisAjeue

SUO|1B2|UNWWO N [BNS| A JO 193dsV BUISILIBADYW au1 uo SuiBewr 1IBURiA 10 1ediin 2



ik

C =T

SR

SNl

Curtis Circulation Company Publication Information

Appendix 3

|‘|l

Lzt

Pt

RLUEY (ISR {WCED (o | TSR T LR 765 265 WENIT BB ] 735 108" §5
|
e (X0 1 S0 Y I TIZ'HMGES  SH3TOMR’E HUTETTIS SIS {6 E1L 368

W 3 (T %l

o

|
¢
i
JIF URD (IETR) S 2 ST (F6EYTIOES RLITGL HE g W@TLUTT HE TS
1
{

s Uy “o EAARHI 5% L0v 604 ‘901 '35 SAETETE (977 %61 Yy xS

b
W9y WE (R M ST 37062758 776 658 T TR 2 e S
RS (IR (X9 (IR _“ma.mm k02 0 1 FIA 2 ETORT 1277698 LEBTLIAS
i) e O W N_?&J& 2OCSLYISES ok SELT BIETIT9 ZERIEIN'R TBLUHITULES
SR RS OIS B S C S Mn&m:} SEEVISLMR GI6GISTE ZL0TEL WL (90600 8es
T AR il Mmm,w.: HE'SES 206 Meme'l SIsecH't  IRCOKS

85T SRS 4 26 T o ' C9I%I0T ORLORRUIES TSTLIN'T SRETSIS® DIELLSITE GRE‘ORCISEs

iy wme 39 e (AN TF AR LORTHERIS RPERURTOCE WG O (LI Ar | WG IRL RS

50 4 ™ Iy i AE0CIRLT

655 5°ES %7882 L3106 12573087 ReTP I EA
0 0 SR A T RY + I SR < A4 d L0 EEE LA o LN (Al v T L (63 B P2
ALY TS G- VR T8 3! M 61 es WEHSIS ww FCR' 5 L €05 £527169° 13
50 FEISNS S S S | 503" (085 $RUZIRTIZS 66STOMETT WBLI900'Y  9ISTTET'S TR 288 YEs

e = (I 3679 L9662 (67400778 STZ'B80"1  (A'SIB'T  TERIIEA'T 186760 (7S
[}
et PARE BENNED ¢ B B I (1s" % ¥O3LLF WS 6k Y17 7 25 FOR S507776
|
e 28 o IR i Lol 'R 530168758 EEAT ol 156 RS e
WL THNTG TAWS il TG SAYTI0N SRTHE SHOTL TS SNV
{919 00 d13ISES TIVEY 32010 - LEBIS Ty
N TIORIG 55 TEN]S R

EAOE190 TR
Sl 54 ¥AL AN 215 A STEAAY
ZEVE) @M 1
6T 54 “hal 1VH BARS ¥03 STISLTVRY XY4 ~dd
ATBRTY ROTLVIRTD 511800

e s

A A SITMASTIT UUEE BURER MRS 1B %R 175

®BURIYT wEoA

Ly I 18LTEI T WiESId
ERUSES 0¥8S TILLSA2 T/MGTRSYS
B0 MR I

€2 5553 (TR FTI40
9INTFIT T Ea'v12 (s TI0
[T oS (BA0E07( 34d¥4D

—_—
W28 = OB AN

i3 TN 19299879 CTYXENRSY A3

RG1705572 12215t ERIL I
© BT AT
S RN - T T SSEATHI3
WO KB 97 RS
1RSI 72h 589 K1lwm
L5107 TR HITIAE
iR e S MLLY1RY

CTYATNEYY 34 | LOWOLTY

VAVRSD 0 qER T RS 10T KR RCTERTS “ N
SRR £107RSL CERY
(TGS, EE F) SN L0 /SLXY
RCE{AS 119! ST LASRLYD
430 IR St
FUNIS
G/ 10 SN TS
SIS {15 B3 STONBAY 15
% EIIRG
RIS R

il NN



N B I I O

AL

ST

il

Appendix 3

Curtis Circulation Company Publication Information

L Wi

186 ) I RS 1 23 B (R
wi AN ST ¥t I § BT
(EAY SILEr (I§7¥r {45720
%1 e AR 52
g R I TEIT T
i Wi wi {E5TO)
{2 Uy s
[Bals 96 3N X9
135 TR0 (330 GRS
237 wer ¥y e
0 T 22 00
iy gl FALID a5
B RN AS SRS 4 Y] e
1978 0T I0h 75
3 A Y 19 S0 VI {4 J]
prge———
TS L0 JEEWS
ey TENIS
A1 Zh 6T
AWVID LM30¥Ed 1

PTFEL TGRS TR FIL%50'T PV HATL BR0 P83 20gis 2378771 (LCIRBIEL NG
[{4vs5°6  ¥LORRIS GETSI6 966588 SReEE SSYRELElS oHREG ECRUE it Ak
ELA T G St T EI A CROEEEL 69 RRYTT EESRLCES WLIRT 996 95§ LA S
= U el TR S & R PAY e 3 RSETEER T G257 R s 257 SRL 1757068 o3
w8 oIs L 790770663 339 L2 S5RRGTL OFEIRS: OFESHATS FLIORL FREYEE 9 BT LM /0N | B TR0
667675 BLGLS®ES el ghzoTe’s  SLITDO T LGTRIG'GET LU ICH (19°079°8 STEEBAIUIN
wEae L IIPYEZS FISTESY SEIRT SMEIL  IIUTHIWND %0LIHa’S I v CTIOTEYE) S
EOTLOLT IS9'RDIZES  ESEUWOT LASTOLCYL AGTETE LI (9702l TWTTNE LI9TIRERL CYTFINT Ak
gnfera’s o GEEUOISUELI - LEV LSOl PR’ HETRER (RI6Y'ws  RTPREU! v et 1
Kty ] 506 IRT R 0o B 515289 797 ‘6e8 375 '655€S AN (227539
ity 'z BRUTIC'ZS #A5TSE IR GEL %37 F Tt A S T P 155428
BOZISY  GCLBRIUS SSUET SSROLUE  WALUERETY  BTEUREISIS eGLUETT J0eR LIISIEN 35
wELS GRIENES C00aLS (95610 GEBUSCRS WRISss el It eiR iRA
WETROFL 9DAMLUSES  L9STTT LESTRIRGL  ZREUEOS'H Smim‘__# T FANE T8 TR
9L LFTIIE0°0S HLTSL 9073 2 516 795 T¢Ik O3 K5 L1 0L 1L s Y|
75 '%3°1 0°NSEIEIS WU i8ren. LN A SIUDRSTI3 LETTRRITL EBIOSY EPRE
HPREETT U598 aR4 98 152 €Tk 0517555 75 997 " R e SR A A EEASSHE i
GURITE RURTIES SLONGUT ShEYTA’S 9T TITL SPEREAT IR INSTHE'S a
WIS FISUSIZGES (09T SUSIR'Y OE'I666  ZlERSUMS GEILT R LT ST
e e i e wam e ams | men o ey
TNEN FR¢4] -4 BESANS Nvixy EF oa] -4 14615
5 FEAT 36 RIS
SA/DE/C MEBE % /05190 (WINT
SELMH YIS &1d STHAY SRUMOR YIS A2 TIMAIAY —_—

G660 SA Mbi JTrE (W05 &d SISETONY X¥4 5Yd

<3k I\ e




EH=TERN

B N N

(NN

[k

Curtis Circulation Company Publication Information

Appendix 3

c huJJnut\uﬁv SUrouUu e

>

ey W gED ¥ POSETIRZTI6T DASIOENIGH 1B LIGTHRIL SINCSRLSIE SEUIASST SrZUrLCIe’ 5 BLIWINL TRIT(ST 667 T V) 50D
t
RO WY (W G0R ! MRST0ISUE | SBUCTESIT . sE 6001 - SETTIAEI0T - SEESYRI9E - NSRS9I 0G07IESIOT  S0I9L0CST TIITALESE S AR

H
i
{2628 352 e Broe | SETRR0GT BLTUTISTAES RSLHLTY SOURE Gl SISERRTR SETITITA8T GEGTEEY  0INGIZO( RN
1
|
i

IR B™ILOWs @sl sug1 5e00 T3 PR )4 @R’ T G161 ! PF LTSS w®est SuBT18% 1 R TI0RGN

ARSI 4 5 B A B € - S SR (= 7. 00 < WS KS S BiZ L1 ETANE 1¢ SIS MY RS < %L 116 TS #2781 D105 S TeAYEL

185 =9 Wi oy 1 BEYBE"Z SHRTOLTESS O SZEEMTL GSITBE {897 UR'BIS HITOT UL CXEI T Skt
i

T D I XD 1 GERUITRL RS7TRIZUAIIS RALLUY OSUU998F Ak 2l8's FERISQIGITS RRTEFS (T IRE ) 5LIR.
i

5% WE 3 w1 sl o ey 35587 655 °1¢ S0 oL s 87 HE 190°25 Wii €331
i

o ww i) P 99LEI879 CLYBER 4TS 00’9927 SPWILMY 06 0Dt HONLSLES OSTYT rTRa LXEP
|

€t F¢ Yvn Wk PETRITES L GBI £0 e (AN S 0 S SR T 0% HE SIS T IR 65750 D[S0V SE0dS
t

iU I R IS P siE L QLTSS USTULT O YMs YsTOon) HEEALES YT Tehm o UTYENTSY 519045
]

it W R UG ) WIS WmIFUHS 0B TW97 FRATMST GELTEWET HSHATIES RIR'BESr 2Mp MeeT THUVALL AT LS

Te2L  SIYTYT STVS sl TREL TEFTI0 SEIES ks 119 TLOL TG STiVS WL STHIOL LACRIVD

VLR 430 JIARES T¥iH 4400 -4 T35S 4139 ¥0 -3133549nS
55 BEAIS 358 TEATS 535 PN
G506 /90 HIGE /06790 WIQNZ

E7 N W SHLRW 115 &4 STACAAY SHAME XT3 304 STOMIEAY P3N

4ONVED LRI ¥ ST

5661 34 9661 JTYE GMOGAS H SISETYNY Y¥s S74 dag § IR PRANVI 2



ion

Informat

ol
ion

t

JUEH

ica

L

=1

Company Publ

irculation

Appendix 3
Curtis C

VL DL

e m————

THE 477817 T

LR S (6005 B A | GRETTSETIAE  TRETOZETYRCIY LRVURGTE GIeTHLANE 4%

[ s 17 44
....... et e s s S 355 | S SRS A e S S e e Eoo e B
| o~
: TAFEIYD UM Y UNED) U HITEY
i ETRE T

CLG 9108968 1RG0 TT

K [ \wqu

SN immsmmas setacocs cdiammcn amcmrmim | memescesaans

ug
'
W2
b
el
1
i
=)
=
Yt
i
R
7
o
s
o
&
o
Y

=
=
=
i3]
=
Uy
y ~
@
e
&t
=
o
-
ik
=
e
e

- S B - A CooegeRE LIFUYSSTIT D TNI ORI (N7 BMYgiE

EET1IRE STEURGL RS SIATS(TT lipTowd

1
IS e ¥ L] R0 FEARE= G UM PR 1355 TR IRt I

R AR I B | 1964707 AT RIS BAS  BIGTONLUNE

POt < S <N I35 1 v S TR Tt - =T ) A

AL TG 33T HOT THI0L SEFTEG TTT wOI1L
THLE AT JI33SENS 114134 A0 REER B =11
sy TEKIS S KIS

ETR NS 1)

el 52 wal STLAH Y15 aGd 534

THVED TN
SE6T 4 AT G MOT $0 SESITAN VI S .
YOO ROLLPNCD §1 0 il IMY

H_ Q__‘
,C.F V15 0 SRR )

_
,
i




Appendix 4

Categories pertaining to visual examples found

Types of Magazines to use
bridal

business
children
computer
fashion/ lifestyle
fitness/health
home/ garden
news

pictorial

tabloid

weekly
photographic/camera
science (technology)
sports
teen
woman's

general

service

Categories

Subject Matter
alcohol

cigarettes

computer applications
computer services
covers

editorial

general products
perfume

professional equipment
travel

video/computer games
web site ads

Audiences

both
female
male

Magazines used to date
Architectural Digest
Color Publishing
Cosmopolitan
Digital Imaging
Discover

Health

Marie Claire

The New Yorker
Nickelodeon

People
Photo/Design

Pre

Publish

Science Fiction Age
Smart Money
Sports lllustrated
Wired

Visual Rhetoric
Addition
Exaggeration
Substitution
Subtraction

Addition - introducing a new
element with existing elements
to emphasize meaning

Exaggeration - overemphasizing
characteristics of an existing
element to heighten meaning

Substitution - introducing a new
element in place of an existing
one to alter the meaning

Subtraction - removing an

existing element to interrupt
previous meaning
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Appendix 5
Sample letter written to professionals for opinions

Tom Ockerse February 11,1997
Vice President GDEA

Rhode Island School of Design

Graphic Design Department

Providence, Rl 02906-3509

Dear Mr. Ockerse,

I'am a graduate student in the Graphic Design Program at Rochester Institute of Technology and am currently
conducting research for my thesis project. Professor Deborah Beardslee provided me with a list of members
on the Board of Directors of GDEA and suggested | contact you for advice.

My topic, The Impact of Digital Imaging on Visual Communications, focuses on the impact that digital imaging may
be having on the design profession. My intention 1s to focus specifically on print media (rather than television

or other time-based media).

| was hoping you might have a few minutes to spare, in order to answer the following questions from your
professional design perspective:

I.Is there a difference between graphic design and advertising design? If so, how would you define
the difference?

Based on the definition of digital imaging as the act of producing edited, enhanced or ahered images through the use
of a computer and other digital devices,

2. Do you feel that digital imaging has had a positive or negauve effect on the design profession?
Please explain.

My project will ultimately lead to an interactive cd-rom for students who plan to study design. Including the
views of current design professionals would add to the integrity of this application.

Perhaps you might know of other resources, online or off, concerning my project? Any suggestions will be
greatly appreciated. Thank you very much for your help. | hope to hear from you soon.

Sincerely,

Holly Coulter

graduate94@aol.com
heccl560@rit.edu

608 Park Avenue 8B
Rochester, NY 4607
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Appendix 5
Compilation of Answers Received

Paul Nini- GDEA
- the difference between graphic design and advertising design is intent
- advertising design is “meant to persuade
(usually to cause a purchase of some sort)”
- graphic design is “meant to inform”
- graphic designers “present information to allow audiences to make
informed choices, or so we hope".

- digital imaging “has allowed designers greater control over how they
combine text and imagery"

- not only do designers have access to these tool, so do others “without the
same training. While I'm not so concerned about these individuals taking
work away from designers, | am concerned that designers have not done
more to differentiate themselves from desktop publishers and the like".

Chris Pulleyn- CEO Buck & Pulleyn

- difference between graphic design and advertising design is that
“at a good ad agency a great deal of effort is put into training everyone,
art directors included, in the principles of marketing and understanding the
client’s business rather than simply focusing on the design aspects of a
project. In other words, graphic design is just one aspect of effective
art direction”

John Skrabec - AIGA Colorado

- advertising design is “more sales and marketing driven. Advertising design
has to work harder to get attention”

- graphic design “usually is encountered in print collateral, or other similar
intimate interaction, so | don't think it has to work as hard".

- Digital imaging is a “tremendous tool designers can add to their arsenal”

Dan Woychick - AIGA MN

- “a graphic designer thinks of things that an advertising designer wouldn't -
flow, rhythm, sequence (brochure-mailing requirements, environmental
concerns)

- advertising design is “a single surface, single page”

“ Someone who is a very good graphic designer should be able to create
and design a good ad. Someone who has only worked on ads may have
more difficulty translating those skills to other design applications which
call on skills that aren’t used in the creation of ads”.

- (the digital imaging question is) “not a yes or no answer - positive and
negative effects are: positives are "better control, new possibilities”,
negatives are “professions obliterated, expensive, copyright issues, changed
time frames- customers expect faster turn around”

Bruce Meader - RIT

- graphic designers “communicate ideas and information”

- advertising designers “sell a product or service”

Similarities include - “communication, conveyance of a message to an intended audience,
both use words and pictures, visual means as the vehicle to carry message, any visual
communication has some kind of persuasive component”



Appendix 5

Letter Information

letters written to:

AIGA

January 27, 1997

Brenda Foster

President AIGA Baltimore
AIGABalt@aol.com

January 27, 1997

Kurt Roscoe

President AIGA Cleveland
AIGAClev@aol.com

January 23,1997

Kathleen Schenck Row
President AIGA New York
AIGANY@aol.com

January 27, 1997

Matthew Bartholomew
President AIGA Philadelphia
AIGAphilly@aol.com

January 27, 1997

Frank Gilliam

President AIGA Richmond
mail@franklinstreet.com

January 27, 1997

Sam Shelton

President AIGA Washington, DC
AIGAWashDC@aol.com

January 27,1997

Steve Marun

President AIGA Atlanta
AIGAAU@aol.com

January 27,1997

Barry Graham

President AIGA Birmingham
AIGABG629@aol.com

January 27, 1997

Jefferson Rall

President AIGA Jacksonville
AlGAJax@aol.com

January 27, 1997
Robin Rosenbaum
President AIGA Miami
Robin@onboard.com

January 27,1997

Jessie Couch

President AIGA Raleigh
AJCouch@intrexnet

January 27, 1997

Dean Gerrie

President AIGA Orange County
Dulagerrie@aol.com

January 27,1997

Shel Perkins

President AIGA San Francisco
AIGASF@aol.com

January 27,1997

Cindy Shake

President AIGA Anchorage
AlGAanch@aol.com

January 27, 1997

Nancy Essex

President AIGA Chicago
AIGAChgo@aol.com

January 27, 1997

John Skrabec

President AIGA Colorado
AIGACO@aol.com

January 27, 1997

Dave Buffington
President AIGA Detroit
AIGADet@aol.com

January 27, 1997

Lynn Kinoshita

President AIGA Honolulu
AIGAHonolulu@aol.com

January 27, 1997
Lance Brown
President AIGA Texas
AIGATex@aol.com

January 27, 1997

David Rengifo

President AIGA Phoenix
AIGAZ@getnet.com

January 27, 1997

Jesse Doquilo
President AIGA Seattle
AIGASea@aol.com

January 27,1997

Scott Johnson

President AIGA Indianapolis
AIGAIndpls@aol.com

January 27, 1997

Dan Auman

President AIGA Kansas City
AIGAKC@aol.com

January 27, 1997

Scott Gericke

President AIGA St. Louis
AIGASt@aol.com

January 27, 1997
Steve Pattee
President AIGA lowa
AIGAIA@aol.com

January 27, 1997

Alicia Johnson

President AIGA Portland
AlIGAport@aol.com

January 27,1997

Dan Woychick

President AIGA Minnesota
AIGAMinn@aol.com

January 27, 1997

Karen Long

President AIGA Wichita
AlIGAwichta@aol.com

January 27,1997

Traci O'Very Covey

President AIGA Salt Lake City
AIGAUTAH@aol.com

January 27, 1997

Chris Pulleyn

CEO Buck & Pulleyn
cpulleyn@pulleyn.comAAAA's
homepage and thought, with your
position as the CEO of

Buck & Pulleyn

January 27, 1997

Bennett Peji

President AIGA San Diego
AIGASandi@aol.com

January 27, 1997

John Emery

President AIGA Cincinnati Chapter
AIGACinci@aol.com

January 23, 1997

Steve Martin

President AIGA Atlanta
AIGAAt@aol.com

anuary 23, 1997

Paul Montie

President AIGA Boston
AlIGABoston@aol.com

January 23, 1997
Kathleen Schenck Row
President AIGA New York
AIGANY@aol.com
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Appendix 5

Letter Information continued

letters written to:

RIT

January 29, 1997

Professor Patti Lachance

Assistant Professor Graphic Design
PJLFAA@rit.edu

January 29, 1997

Professor Mary Ann Begland
Chairperson, Graphic Design
MABFAA@rit edu

January 29, 1997

Professor Marianne O'Loughin
Assistant Professor Graphic Design
MEOFAA@ritedu

January 29, 1997
Professor Jim VerHague
Professor Graphic Design
JCVFAA@ritedu

January 29, 1997

Professor Heinz Klinkon

Associate Professor Graphic Design
HAKFAA@rit.edu

January 29, 1997

Professor Bruce lan Meader
Assistant Professor Graphic Design
BIMFAA@rit.edu

January 29,1997

Professor Alan Singer

Assistant Professor Graphic Design
ADSFAA@rit.edu

Board of Directors of GDEA

January 31, 1997
Garland Kirkpatrick
helvjones@aol.com
January 31, 1997
Andrea Wollensak
awol@conncoll.edu

January 31, 1997
Michael Rock
gd_faculty@QuickMail. Yale.edu

January 31, 1997
Paul Nini

pnini@magnus.acs.ohio-state.edu

January 31, 1997

Diane Gromala

Secretary GDEA
gromala@u washington.edu

January 31,1997

Anne Bush

President GDEA
anneb@uhunix.uhcc.hawaii edu

January 31,1997
Mr. John Bowers
bowersj@umich.edu

January 31, 1997
Mr. Leif Allmendinger
Treasurer GDEA
Leif@art.niv.edu

MISC

January 27,1997

Bryan Forman
Advertising Art Direction
b4man@4man com
through Advertising
Professionals Online
experience in adverusing
art direction

January 27, 1997

Jim Nuttle

President ADCMW
jnuttle@his.com
Dear Mr. Nuttle,
President of ADCMW

January 30, 1997

Mr. Ralph Vieau

President Al Collins Graphic
Design School
alcollins@goodnet.com

January 27, 1997

Jim Nutde

President ADCMW
jnuttle@his.com
President of ADCMW

January 27, 1997

Bryan Forman
Advertising Art Direction
b4man@4man.com
Advertising Professionals
Online experience in
advertising art direction

January 27, 1997

David O'Brien

President / Creatve
Director O'Brien Advertising
and Design
obadv@primenet.com
Advertising Professionals
Online, President and
Creative Director of
company
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Appendix 5

Letter Information continued

letters written to:

not deliverable

January 31,1997
Michael Rock
gd_faculty @QuickMail.Yale.edu

January 27,1997

Dean Gerrie

President AIGA Orange County
Dulagerrie@aol.com

January 27,1997

Barry Graham

President AIGA Birmingham
AIGABG629@aol.com

January 31,1997
Mr. John Bowers
bowersj@umich.edu

January 27,1997

Lynn Kinoshita

President AIGA Honolulu
AlIGAHonolulu@aol.com

Richard Grefe
January 22, 1997
AIGA

Executive Director
Grefe@aol.com
frrom Bruce Meader

replies

Mon, 27 Jan 1997 15:09.42 -0500
From: cpulleyn@pulleyn.com (Chris
Pulleyn)

"hee | S60@ritvax.isc.ritedu™

Mon, 27 Jan 1997 18:25:20 -0500
From: AIGAWashDC@aol.com
hee1560@ritvax.isc.rit.edu

Tue, 28 Jan 1997 07:30:37 -0500
From:AIGAtex@aol.com
hee | 560@ritvax.isc.ritedu

Tue, 28 Jan 1997 14:00:11 -0500
From: AIGACO@aol.com
hec | S60@ritvax.isc.ritedu

Thu, 30 Jan 1997 13:17:10 -0500
From: AIGAMINN@aol.com
hee1560@ritvax.isc.ritedu

Paul Nini

Department of Industrial, Interior,
and Visual Communication Design
The Ohio State University
nini. | @osu.edu

GDEA

Professor Mary Ann Begland
Chairperson, Graphic Design
MABFAA@rit.edu

Professor Bruce lan Meader
Assistant Professor Graphic Design
BIMFAA@ritedu

Professor Alan Singer
Assistant Professor Graphic Design
ADSFAA@ritedu
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Appendix 6

Thesis Show Panel Sketches

D = screen shots for cd rom

Graphic Design Magaz

Visual Communications

Print Media

paster

drochur

bilbon Advertising Design

B

The Impact of Digital Imaging on Visual C Icati The Impact of Digital ging on Visual Communications
Visual Communications Digital Imaging
blah biah | blah bah2 blah bah) blah bah2
me blh blahs blah bah4 D D blah bah$
biah baht blah bh? btah bahd DMW blah bahs D
Graphic Design Graphic Design
D I:l blh blahs D bish blahs
bhah biah| bhah blah2
s N |
blah blah) blah blah4 bish bah$§
MDM D BER i E blahbhhe;
Advertising Design Advertising Design
D blah blhé D D blah blahe
blah blah!
blah bah) biah blahd blah blah$ [: ]
blah blahé
blah blahé blah blah? bk BEhe [:l [:' blah blahé
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Appendix 7
Thesis Show Panels
Descriptions for Panels

Posters displayed in the Bevier Gallery for the Thesis show reception,
May 2, 1997.

Original sizes for posters |,2 and 4 were 36" x 22"

Poster 3 was 22" x 22"

All' were mounted on foam core and protected by glass.

The posters were accompanied by small 5” x 5” panels also mounted
on foam core and protected by glass in order to assist the viewer

in understanding the content of the panels.

{The Impact of Digital Imaging
on Visual Communication

Holly Catherine Coulter

_—

mounted on the pedestal where the computer stands

Introduction Visual Examples I
This thesis focuses on how graphic design | This table is a collection of magazine
land advertising design have been affected | advertisements which include images
by the use of digital imaging in print media. or typography manipulated primarily

by digital imaging.
\An interactive educational application !

Iwas created to introduce high school [The categories of addition, exaggeration,
and college undergraduate students | 'substitution and subtraction were used
to these two specific fields of to classify the scope of techniques utilized
communication, enabling them i jin communicating messages within

to make informed decisions regarding | Ithe advertisements.

future educational or career choices.

Map = B [Application Frames

|
‘The function of this map was to plan ‘ The following images are screen captures
[the overall structure of the interactive ; from the interactive application. !
application including all possible
navigational choices. ' They are examples of what a user

iwould encounter when navigating
Within the application, the map functions 'within the application.
[as a navigational tool, allowing interactive

access to the different areas.

(




ory Panel

The Impact of Digital Imaging
on Yisual Communication




Appendix 7b
Final Visual Examples Panel

The Impact of Digital Imaging on Visual Communication / Visual Examples

Addition Exaggeration Substitution Subtraction

introducing a new element with existing el to hasize the

et = i isti i ious meanin,
izing characteristics of an existing element to heighten meaning introducing a new element in place of an existing one to alter the meaning removing an existing element to interrupt previo g
P g g

‘Images graphy IImages ITypogr'aphy IImages Typography Images Typography

Pour On The Profits! H




Appendix 7c

Final Whole System / Navigational Map

[ho--m tmamm.;uugwm ﬁ.pmﬂ

The Impact of Digital Imaging on Visual Communication|

New user sequerce

Main menu soquencs

Visual Misul Print Media Digital Imaging
Communications Communications
= . H i
| Madule A ' Graphic Advertising
: Design Design _.iumu. _—ModuleA
Graphic Desi
i [ ModucA | [ Moduie 8 | Module B
Module B - Module B | Magazines | | Modulec |
Splash Screen = 2 3 g
Advertising Design
[ vk Seron |
Module A
Print Media
Splash Screen
Digital Imaging
Spladh Screen
Module A introductions Module B Module C ogital imaging
el biior} ! z ; ; ; (e oaf
Faion ] ] e swnl] { : H ! ! b H i
e Ll S e [who involvedt| pep - i ] [ bunl research| fethical i ves| [organizations| b -
| B o el | ] L1
= T — i i LS [SET —
| Bt} P e ] H
H i 1 Ellooﬁ A [t e
==

EJEETE |

[ perii s




Appendix 7d
Final Application Frames Panel

The Impact of Digital Imaging on Visual Communication / CD-ROM App

ct of Digital imaging
Communication

w c =P Quit

q.
3
0Q
O
®
L8
0Q
=

Welcome

is this your first time
interacting with this program?

Yes

£0 €O NEw Liser seqLerce

No

g0 tc main menu sequence

Visual Communications

f4or e LT
15 4 P2S

itled so2 1L

History

Advertising & 2 cldas hstory exeting evar
sinze man had 3 surplus of anything When e
wasn'e needed by one, he then raded the
wnvasced wih the wanted

Atfiscacvertking w3 voal, pople siouted
throwghout wns ‘sdvertlsing helr gcods o
tel 0 reghbo= or anyone in earshar. Now the
sdvertising wice >crcarates 2 few thowanc
miles fa-cher. Soon vitual advertising came into
plaz anc for zhoze who wo o uratle o read.
symbsl: were scd. A red and whice swiped
barbec's pole is a grea examole of dhis
Arotie examale I Uis historizl sign (rgh).
5ot in swone. uzed by Roman merchants, Ic was
advertisng for hams sold in 3 burcher's 530p.

During :he 150 ceneury Johnn Gueenberg
developed movabic cype which embled
advertising €3 reach a wide variety of people ac
1 geater discance avd faster. Ever since,
adverusing as been used o 2ndce people 1o
buy lems. go Haces and do chings that could
only make chei- Ives beze- or hasp er.

Advertising Design

BROE

Adverchirg Lot grown with che courrcy and
hebed esabish ie markecng system. Major
devclopments wore occuring such as
ravspo-tation, populaticn, insencions

nd maruhicering

The americas ndustril revolLbn a growirg
middh daes. mies prodiction, reprded
trasspo-tzzion ard high spead prirting orestes
combined to pave the wiy ‘or modem
ma-ketivg ard sdvertiting

4mmmd  Quit

Help

The-e are cwo ‘sequences’ in ths zpglicaden
One Is a Now Uscr Scquance and the otaer 13
the Main Monu Sequerce [fyou are 2 xew Ber
please chooic Yo when asked # you have
visit=d before This w#l gve you 2 general
neroducton co al the maintooics disassed
The mun m2nu s2quence con@Ns the same
information with 1dditomal information you
rray find neercsthg

Each page conairs a navigational barac te
boctom of e sceen encbling th user

(0 easiy mvgxe through the apglicaoon

At anyime, didk anthe eye logo ard vou will
arrive x the whale systems map which raveal:
asmallversion of the overal app ioncn There
youan cick on an zr@ mdsee in snbrgec
e €o dacide what ycu wauld ke co lezm
ore sbout

The green jelbw and bl boxes represert
paralle informtion in other topics. For
examp e yo e rexding aboue the history of
pin: meda and would likz t compare It © the

Revon Advarisme
People wee dy magzine
Feboery 12, 1996
[

Ofezn th e of sex 1ppea Is appa-ent. Thin,
beaudful wemsn ercoursge others co think
thas they o wil have the same appesl if chey
e ths product.

hiscery of digied imaging. you would dide on che
blue box.

The cft and rigac arrow s wil dliow yos o sirph
g0 to cthe Aext page.

The Quit burron will quit de application
(for the thesis show it will rocurs fou 10 “he
Thie page of the appicticn). t

Througroat the application there ara many
didable items on the pages e areinerzsed
2 specific opic. chck on & t read more abow
Ielicizes words in e text are clckable and vl
then show definiton:

Fach se-tinn is “olor coded

Gray for moroducion topic
Dark Green for visia comTIunEaLEn tpics
Medum G reen for graphic desin opic
Light Green for advertising topts

for arit nedi W=
Blue for dgralimagng opics

= =p

PLAY WiTH FIRE
SKATE ON THIN 2%

ication Frames

Situation Analysis

As we approach chs 215t cxnary. the e of
digiral imeging concnuzs to inaraase. Frank
Romano. 2 distngu shad prafessor at
Rochescer nsorxe o Tecnology sGees that
in 1984 the - was in werage of 125 studens
per computer todzy this numbe- E less

than ninc

Digea wwaging emerged in 1984 with the
nooductios of the Macixtesh warkstation.
Mos¢ 1dvertls ng agendes and design studics.
specializing In print medls. zre now using
computers 25 tools for mage deveorment and
producnion The daminance of the 1se of
omputers and cgial imagng however ralses
many Juestions i the mincs of sudencs of
sisual communicacion ficds such s design and
pheeography s dgialimaghg improved the
quiity of communizoon and persias on
adverisemens? Are the ads wheh represent
e products more efeaiv: sing digkal
mang? How has digial imagngafieaec dhe
areanve drocess inche cesgn of
dvartisements!

Whatis it!

A graphic designer chirffic:. arect and
shipes informanicn beinging meaninglul “orm te
communiction They oanilae the
communiction gouls of others throwgh printed
and dearoniz presencions of informacicn anc
daas. Graphiz des gnars uie words
(oypogrzphy) and imazes (photcgrapls,
flstradore. diazram:. 2bsract shipes

textures lines. and color) o expras: mesages
far the arpose of nform ng paraiatig and
nspiring indiidualt and audiences o e
receiing the messages 10 acL

The main goal of a graphic designer s to
nerescche reade’s so the exxenc e they
wil fi-3¢ ke notce, then be madawd o
dgest more of the Informacion and remember
dhe contercs, and finally either purchase. aiirk
favorbly about. or apply L3 Mformarien gven

Digeal emagmg is ssed and rmarifese isel =
rwany (orms of visud ommunecaion. From 2
wide spearam of applcxions. A o ol urvey
o dgal mging n wherisngwil ke of
imperne t studenss sudying in -he visud
communiations fekfs. [ts Empact on advertsig
s relevanc to Jl inage crmation and wil condince.
to be so. Whae we have wimessed 5o r is
most likely jus: the =ip of the izsberg in cerms
of the potencrd of Ggial imagig on the desgn
and advertising fields. The fusure ook bigx
and ex:iting for dgial imging especially in the
el communicxions fidlds.

D BEOR- ==> u

Glossary

Accaunt exearove
anadvertising apency employes primariy
| responsible for mainzaining lasson weh

desigratec agercy chents. 1nd for develapment
and rerol of advertisng plans for diexes

Advertising

as definzd by the Dictiamay of Advertising

1) 3 markeeing process which uses
admrtisemeres diracted to Frospacts 35 &
mears of meating marketing okjecthes as 2
markecing tosl adverdiring is uniguely ble co
reiablyand quickly defiver consstant mesisges
efficiendy 2) 2 commerdial p-ofession or =rift
which secks 1o develop and place
adrcrisements in the mo: ¢ preduane, cficen
menrer possble

Advertising agency

an indeperdant comme-cnl service or pnEation
thie concnce with advertisers o deveop and
manxge cheir acve-dsing, for 2 fee or for 2
commissicn derived “rom a sandard mada
discaun: on the acvertiser’s spending

Ast dircctor

an empby=e of an acverozing agency o smikar
orpnizition who s responsible for developing
the generd cosgn and supervising che finad
arawark and cypograshy of advercsemens

Billboards

ar= the fargest graphic form and is very smibs
tna postar. Subject to merame virnbles of
Egting a5 well 25 emvironmawal dscaiens
Simpliciy & the key. The copy must be brief
brge and bgble

Bools

ars averse formazs: anong the most periomlly
rewa ding opper winizies for graphe desg e
becuse chek format &5 ot fixed which mey
encourige crexiviy Books e the mest vakued
bequsc of ther permatence They ke been
the major veride “or the shapirg of ~decxion.
recoding of histary. the ixcercange o
informaion. The cover introduces the sudjest
rmuctar hrowgh design. (lustrac on 2nd exue
Al cemeres ar: orpanzed graphially diroush
spacing and wpograpyy and ther a-e reated oy

oal dsiging concept
$mmdPp Qui
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Logo sketches contnued




Appendix 9
Whole System / Navigational Map

Ilmpac'r, of Digital Imaging on Visual Communicationﬂ

Table of Contents |

Introduction

Help pages

set user rules

Proposal
Situation Analysls

[ Thesis documents

Introduction

quotes/ opinions
d=sign organizations

design 2ducators

design practutioners

screen with imoges

Introduction

1
what 15 1t in general? | =
il
[what T am focusing on

where done!

Print Media

e

— » |Introduction

iplash sercen wieh immges

who involved? approaches

historizl

21 car ad

shaded area refers to all topics (paralle! topics)

——— [Introduction | —~ [brief history ] —— — [Role digital Imaging plays

—_— |meact on ]

what 15t/

where seert |

Info In box below now How applied
csmputer placforms T applies here
tormin sloay
how evolved!
e e ] e
why done!
ragrams and filtars
Adobe Photoshop
brief history Magazines Adoba lllustrator
descripuon fimze of mogazine disply, e |
where done! T [examplas
T Posters [how dan=]

description / immge of paster on dispby J

desenptian / imrnge of bill In envirsnment

[

affordances

limitations

Ethical Issues

Visual Matrix

Visual Examples |

rea iy ferutht

[ragainz ties ]

audiences aimad at

subjact matter in examples

raphic design { advertising

cxazzernon of faces!

subtraction

substitution

exaggarstion

leraphic design

adveruising design

Blbllography



Appendix 10

Application Frame Sketches

Introduction

e

Secting up “rules”

remember if you see a small image and want to see it close up and
would like to see more information, click on the image

Visual Communications w

communiating messages through visual media

sdertsag
den

midumeda

Theo s rom of 8 s racdd 0 el commnson
1 focaed o (e Senge sdraraang dengn snd ot madi, Ok on omt o hoxs it © b

Table of Contents 4 @

communicating messages through visual meda

Visial Communications
Digral Imaging

Pant Meda

Graphic Design
Adverusing Design

(2]

Visual Communications

communicating messages through visual media

Digieal Imaging
eniomt
desn
elematan
dsn
= ] e
sord prat meda
ke b

Thets s s of he reas envdied 1 el commmicanoms
e tacard o (rapee deme sdvarvan g s o e, Chch on ome of im0 bege

Digital Imaging / @

the act of producing edited, enhanced or altered images through the
use of 3 computer or other digital devices

Print Media ’ @

Hers s s crampies of s il g el g wpked @
O = et e o ' 1 4 dover lock

any form of two dimensional information that has been printed
using ink

. pentens binars n

——— ———— ———— ——

Hers s ame ccumples o prmt mac
Ok on e ot arers o o g+ e ook

@

Visual Communications

Print Media
any form of two dimensional information that has been prined using Ink

et poriars biboars

——— ——— Popp— o —

Mars ws toms camgies o o ma e
Coek o ot rars 7o 0 g  clover Lok

@ -~ —> 1 Quit
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pendix 10

Application Frame Sketches continued

Graphic Design 7]

acuvity of combining typography, illustration, photography, and
printng for purpeses of persuasion, information or Instruction

Advertising Design ﬁ

Hert s 1oma coampies o how A smageg S g s soind e g e
Ok o ome it merers o 5 o one o

printed or spoken matter that calls attention to a product or service

)

Visual Communications

Graphic Design
acuvey of combining typography. llustration. photography and printing for
purposes of persiasion. Information or instruction

[

Visual Communications

ot 13 o casmpies o o A g S g s e 0 g e
Ok o ome St s 1o 0 g e ok

Advertlsing Design
printed or spoken matter that calls atzention to 3 product or ervice

Mers v e cramis of how A2 raing ) g = s s s g
ok o s v o 0 1 o

Examples

Absolut Yodka

a0

become quite popular over
tha years because of their
creativity and use of vaual
puns

Digital Imaging ’ @

Filter Effects
the computer s an amazing ol Often effects are created through the e of fiters

Adobe Photoshop

Hers s e coarples o e e sed o s
Gk = e bt rmrers v 4 o Lo ik s bt

Visual Communications

communicaung messages through visual media

[
Digital Imaging

Filters

Adoba Photoshop
Adoba Photoshop Is fust one of many image applications on the market today
Although many artsts prefer these programs There are many plugins you can add.

Rt o b ey psons b mch G 15 pne s (b . gy S e S
g o it o Ak o . Al St arers 13 2 (1 + Gomer ook wad et e

59



Appendix 10

Application Frame Sketches continued

Filters

Adobe Photoshop
Twirl

Advertising Design %

Brief history

This isn't really the text that will be going here Advertising has been
practiced for hundreds of years The frst methods were sending 4 man out
in the streets (o thout about goods he had for rale Then the inventon of
printing enabled people o poat 2dvertsements around Now with
magazines and newspapers advertaing s teen all over the phace

Tha lollowing are famous ads from the past.

[
Digital Imaging
Filters

Adobe lilustrator
Adobe Bustrator s anocher of many image wpplications on the market today.
Axthough many artats preler these programs There are many phugina you can add.

e o b ey g e . b 12 e e ok b gy S e = 84
st Cpnyupatianpusintsdhagepipystigio i/ pdpin et

)
Graphic Design

Bnel hustory

There are many famous designers from the past that al designens should
know about. Thers are many famous designen rom the past that ai
Gesigren should know about. Thers are many famous designens from the
past that a8 designen should know about There are many famou designen
from the past that al designens should know about There are many famous
designen {rom the past that all desrgnens should know about

The loliowing are famous designs from the past

¢ -— —

Advertising Design /@
Approaches

historical

in the @arber yeart of advertising there wers 1o computert. Every thing was
done by hand i the earlier years of advertaing thers were no computers.
Every thing was done by hand. in the @rber years of advertiing there were
£ computens. Every thing was done by hand. in the arlier yeans of
acvertising thers were no computers. Every thing was done by hand.

contemporary
Today we are lortunate o have the computer = 3 tool Most fayoun nd
storyboards are compled on the computer where al the 6
transiormed into digtal meda Todzy we are unlortumate to have the
computer = 3 tool Most layuts and storyboards are compled on the
computer whers all the information s translormed into dgtal meda.

@
Graphic Design

Approaches

historical

In the earker years of advertising thera were no computers. Every thing was
Gona by band. i the earlier rears of advertiing thers wers no computer
Every thing was done by kand. in the erber @ of advertiing there wers
1 computars. Every thing was done by hand. in the arber ymr of
advertising thers wers no computers. Every thing was done by hand

contemporary
Today we are lortnate (o have the computer 1 3 ool Most layouts and
ttorrboards are compied on the computer whers al the information &
translormed into dighal meda Todzy we are (ortunata (o have the computer
23 2 tool Most layouts and storyboards are compied on the computer
where all the information fs transiormed into dgial meda.
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Appendix |1

Application Frames

read from left to right

Click here to begin

The Impact of Digital Imaging
on Visual Communication

i)"lission Statement

This chesks ertans > ths mpact of digks
Inagnz on viwal zommuniccon It will acgaix
stadent 33 deskers te the importnce of
dpel imaging n refutionship 1 advortising avd
Fraphic dosign. When sucesslul ths audiencs
il become more knowledgeable in this raabn
of communication

First you will s m bolit te basics of sl
comm mictions, g-aphic design, advertsing
des g print meda anc dzial imaging Then
more spedfic Wpics (seamap) rela=d o
these are dbcussad.

dick 00 text 1o returs

fo the intraduction pags == == Quic

The Impact of Digital Imaging
on Visual Communication

_,/. q

The Impact of Digital Imaging
on Visual Communication

|Sib.|ation Analysis

As ae spproach the 2 stcerury the we
of elgital imaging zontinues to Increase
Frank Romenc. o clstingush2d professor at
Rochestor Insowes of Techaology states
that n (984 cherc was an oveege of 135
stdeno por computer: tadiy this 3 umber I:
less thay mine

D gl ivag re emerged in 1934 with the
wirod scton of che Macincosh workstagion.
M3t adve-tising agendes and desipn studios
spechiizing n print media are now us
computzs 12 2noli for mage deve cpmerc
and production. The domiranze of the we

of compute 3 and dig o1l Ivagng howewer,
ralses many quessions In the mincs of
sdencs of vstal communicadon flelds,

such as dasign and photograny. Hzs digal
imagng im>-oved the qually of communia:ba
and persuasion n advertsements’ 4rs che ads
whizh represzat he precuc:: morz effective
wsing digeal maging! How s digielimaging
affecwec the creanive orocess in zhe detign

af aduprrisements!

Introduction

Click on eye to conclnuc

D gaal ivag ng Is used and manifosts lusolf in
many forme of vizual communicat on. From &
wids 3pazrum o applications. a crt @l survey
of cigizal Imaging In acvertisiag will 2¢ of
mporianc: © stadent szudying in ths visual
cammunications GeHs. Ies mpac: an sdva-ticing
s relvant ta all maga creation and il contnue
o be s0. Whar we hawe weapsad so & is
most kely jus= the =13 of tha lceberg in terms
of the patantil of cighal 'maging on the desizn
and advertsing fields. The “utare ‘caks Eright
and exctig for dylml maging aspecally in te
szl omur unicacions fecs,

AT, dmme— Quic

6l

The Impact of Digital Imaging
on Visual Communication

[ 2

Welconme

H this is your first tiine interacting
with this program, please be sure
to review the Help page

Click anywhere to continue

Table of Contents

Intreduction Frame
What is it?

Where is it seen?
Where Is It done?
History

. Organizations
Glossary

N

sual Communie = =P Quit

The Impact of Digital Imagi
on Visual Communication

Table of Contents

General Informetion

1. Help Page /mportant

2 Mesion Saatament

3. Situation Analysis
Toples Addressed

4. Visual Communication

. Graphic Design

. Print Media

s
6. Advertising Design
7
(]

. Digital Imaging

Visual Communication

el o reterm o the Sbic

e sotim

==

Quic

Quit

The Impact of Digital Imaging
on Visual Communication

Help important to Read

Exch maln s2ction 1 this inceraaibe progr ™
beg e with 3 Table of Contenes from which
ol Y choac waat topk you would Ike o
Jetrn more sbout. I sxamyure you woule bike
& rawm o the muis Table of Concercs
(where tre hap pags b acces ble) click an the
eye logo at tae bowar left corer 3 the
screen

Exch saction 3 color coded:

Gray for ntrodugion topics
Dark Green ‘or diml commuikator wgc
S e lor graphic design wps
for advertising topes
far arint media (ofics
Blue for digial imaging opic:

Each page “ontirs © navigational bar at the

boeam af th sezen snablisg the aser
m e3s ly navigars rarough the applieation

IWhat is it?

deszribe the acr of comveying Informatian ©
scleced orget audiences I order shaca

des red resporac i praducec throagh vauel
medin. A few exav plet of wiwl medie incuce
tlevision, mulimeda. ilks 22121 phomgraphy
nforarion cesign. advertiing desiga, graphc
des g print.and txe weeld mide web

.vmm communications i 2 wem used to

Common quose ons ar~ists ard desigrers ©
the wista com Tunicazio s fisds miga ek are
whatis the messge, whe b tie anlierce, what
will izt bk aceation, what medium
should | we, under what sircomr@ices wil
Uie 2 Jence be vewing this!

Lasic components
mesnge These Incluce
seleamz 31 e 1© d¢ eovveyed encacing
Tansm g i tirotgh a spaaf c madum
decadng @ [ty the receve’) anc fnally
rocieving o “gecang” e
4 she menced audiencs cons not “gee” the
me=age, wo oo tha rofe

The oft anc right arrows will llow you to slmpy
£0 te the nesce pags In the sequenc. Clicking on
text wil rewm reu to the 1sble 3° zoncenz:
relaead co tae 32xion surrendy in.

The Quit bueton wil quit Hie apgleation
{for *he thess showe ewill resum you to <he
Tlice hern' paga of the appliasan)

Iaficizs: words in the toa ava cidable anc wl
then being you o the dossary.

Al images ars didable and €ad to an el ged
siew witl nformation a5 zo wherz it was founc

LA, G amd Quit

$mep  Qui



Appendix 11

Application Frames continued
read from left to right

Where is it seen?

Visaral Communication is 1een wacre ever
mero b 2 message thu incends 0 reac1a
speciic 2udimnco by tho e o7 sigaas
ooz ed to sond.

In the follcwds; modules you learn mo-e a50ut
i helds of s0:dy thar fall undar the sacegory
cf vzl commun cacioy; grashic ¢es grand
achve rc sang deaign Both redlims of

lWhere is it donel

[Visual Communication iz done or creatsd
by 2 wick variczy o >eopls Pairer:,

i s 2racors, prozographers grapy c dos ga-t,
23rtk ng des gna =, mulzimeda anc we>
dovoberz, and many cth s are creators of
vzul cemmun catlon.

These peosc maywork n lrge corparationa.
szucior, ces gy frra ageadiss, eelevision

History

[The Nitery of Visual Communicaton, ke
g aphic 3x:1zn and adverts nghas been eviden:
cver sinca mas first inhableed the carth. Eary
i hstory, v 523 commuication ws €3 only
way 10 express 01xol. Cavanen were
Fresumed te not arly grure sad paint. 30t
ommunicated through the uss of pictograpys
a~ed hio e walls

Organizations

Adverdsing Club of New York
155 Cast 55¢ch Sereee Suize 202
New York NY 10022
212-935-308C

American Councll for the Arts
570 Sevench Avzwe

Nzw York NY (0218
212-35<-6555

Ameris It The American lnstitute of Graphic Arts
1225 Connecticut Avenue W 1C59 Thid Averse
Washiagten, 2C 20036 Naw York NY 10922

Organizations

Assaciadon of Natio nal Advertisers

155 East 42nd S:reer
New York RY 10017
212-657-595C

Center for Arts Information

Q5 Broadwar
New York NY 100/ 2

The Industrial Design Sadety of Amerca

1142 Exs¢ Waker Road
Grox Falls, VA 22056
7€3-759-0100

Intemational Council of
Graphic Dasign Assocladions

12 Bendon Ter-ace. Mumsc2id Commoy

ammumic ton go into greater deal o” whe-e

PUN—.
dota

s ens o pozsibly frecknce oue of Fourkt T AL R AT Han BOEE T AT 202-65€-2085 1E0D-5<€-161< 212.677-754€ London SEIB RS, Engand

cach are seen. Asiyou will asee ain, with the thei- hame. from Lasaux © 15,000-12000 6.C mast licely
oxcopeion =f reent, both 3-e quice smiar, e o ot (e 2 s ot | American Asociatian American Marketing Asochation Collega Art Assaciacion of America Natioral Assadacion of Broadeasters
Jor more octau Fom £ 10 cach t el yo g mtmborsicl of Advertising Agencies 332 Souch Riversice Phm 149 Madion Avenue 1771 N Se-cet NV
sociy on the process of hurcing €6 ird Avenue Avenie Chizxgo. IL 63606 New York NY 10016 Was unzion, DC 20036
New York, NY 10017 26480536 2128852/ 3 02.429-5300
212-6€2-2500
The Arc Directors Club of New York The D eslgn Management Instituce The One Club
The American Center for Design 350 Parc Avenun Sourh 107 Souen Streer 5 West 1801 Streer
233 East Orcario, Sulze 500 Naw York NY 10303 Bcston, Ma 02111 Naw York NY 10311
Chiczgo, IL 50611 1126740550 €17.138-526¢ 112-85P7
3127872018
Adists in Print The G raphic Artists Guild The Paclaging Desigrers Council
Bulldng D. Forz 21 Cenca- 11 Wese 20th Sreex 8ch foor P.O. Box 132
€an Franciico, CA 54123 New York ,NY 1ECH Pleasant Valley, NY 12569
215673694 22777353 14-635-915)
L L M £ { a2 '
: dlck on et o et A D ch 28 162 1o pevuin =
@ Visual Communication the e et contets @ Visuol S dcorten G Quit . TS ST o i @ imun gme=p  Qui @ Viswal Communication @=m=p Qui

Organizations Table of Contents

[Theo Saciery of INlustrators
128 East 63r¢ Sunes

MNew York WY 10021
212-638-256C

What is it?

A graphic desiner clxrlfies. drects inc
chapes Informagion drivging meaningful forms

® comrisniceten. They Tunshce the
comm.nication goil of ceaers thro sgh drintec
and clecoroniz prascnaitions 5 inform icion
and Idees. Srashic cesigrers wae word:

Where is it seen?

Graphic designs. gecd anc bic.awe > xred
wherevt 32ople @1 zes them 3ome
exarples Includs b o-¢ no: limited to music
cowrs, ncrspapers. bedk jackats ard hizriors,
m.x cum cobiicns. s ckage:, film

inrod sctions, news cters jou-ntk, magezines

Introduction Frarme
‘What bs it?

‘Whers is It seen?
‘Whare is it donae?

o

Graphic Design

s on ik o r he table of coments

s

Secioty of Typographic Arts

233 Bzt Oreards, Sukze 301 5. Whe Is involved? ;t,vpognphy):r:kmgu (phocoraor. snimarions, signage in putlic saices doste-s
e, 11 206 4 usc-acors, dagams, asswae thasar, and fiyers sutiness sntionsry siga:, mail
3, ;‘S—n G 6. History A ! mxures, lres anc cob-) 1o sxpress messages order tdlogs. a3sk mass, graphs, blboaias,

7. Visunlresearch § AlAN 4¢ for tac purpese of hiorming, porsuiding, 3% adverdsments, direct rail. sslendary, manu,

N 5 insgiring indidudls and awdicnces who are grectng ards, samps and ame!l repo s
The Sacinty of Publicatian Designers 8. Organizations SV i 1
. ccoking O1= mesages (o e

& Ex: 42nd St Sulte 141€ 9. Glossary Often vre are maware of the vane designs

Mew York Y 10165

The van poal of a graplic dzsigner b ©
2129832685

interes e rcader: 1o die excon chat they
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Sample Evaluation Form

The Impact of Digital Imaging on Visual Communication

Holly C Coulter

Thesis Project Evaluation

Please circle the mark you feel is most accurate In answering each question below.

I. Overall this Thesis Project was

interesting —

| B PR | T T

2. | thought the Thesis Project was

useful —

boring

waste of time

something F—4——+—4——+—+—+—+—+— nothing
4. Navigation through this Thesis Project was

easy —t—t———t+—+—+—+—1 difficult

clear —+—+—+—+—+—+—+—+—1 confusing
5. The amount of information was

sufficient  ———t——+—+————+—+— insufficient
6. The organization of information was

logical ——+—+—+—+—+—+—+— Jllogical
7. Visually this Thesis Project was

pleasing  ————+—+—+—+—+—1 not so pleasi
8. In general, the screen sequences were

3 q

clear ——+—+—+—+—+—+—+—1  confusing
9. The inclusion of the overall organizational Map was

helpful  ——+—+—+—+—+— +— not helpful
10.The image examples used were

relevant  p—— } } 4 ¥ 4 +— irrelevant

stimulating ——+—+—1 4——+—+—+— boring
11.The color coding of the different sections was

helpful  ——+—+—+— }—+—+— not helpful
12.The overall screen designs were

Interesting F———+—+—+— +—+—1 boring
13.The explanations in the different sections were

useful ———+—+—+—+—+—+—1 not useful
14.The Help page was

helpful ~ ——+—+—+—+—+— —+— not helpful

name:

| am a student in
O Graphic Design
O Other

Additional Comments / Suggestions:

70
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Evaluation Results

Graph to show each students response
to questions in relation to one another
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