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ABOUT THE BOOK

Design is certainly about aesthetics, but there is much more to being a successful designer than understanding color and composition. If you are like most design students, you realize this during the last year of college, while busily looking for that magical first job. How do you create an effective résumé? How do you correspond with prospective employers? What is good interview etiquette? Then during the first five years in the profession, you come to the realization that there are many aspects to business practice that you have to learn on the job. How do you develop a strategy? What are the best practices for working with vendors like photographers and printers? How do you communicate with marketers and other business people? What about clients?

The Designer's Guide to Business and Careers is a comprehensive guide to basic business issues for designers in today's competitive marketplace. It is for students who are newly entering the world of design and for young professionals who are trying to figure out all the details of day-to-day living as designers in business today. Additionally, individuals who are interested in venturing out on their own, whether through freelancing or officially starting their own firm, will find this information beneficial.

The book is written in an interactive format to provide you with case studies, tips, examples and exercises that will help make new careers and businesses successful. The book is divided into eight parts from choosing a career path to staying fresh as a “creative” to understanding production basics. Each part is divided into more specific topic areas that include exercises to help you put the information into practice.

It is increasingly important that young professionals understand the larger context in which they work, as more and more, designers are called upon to work in a multidisciplinary business environment. Long gone are the days of working alone in an isolated studio on a simple logo job. As the world and its problems become more complex, experts who are also broad in their contextual understanding are highly sought after for their skills and knowledge, as well as their abilities to communicate and connect with others. Even if you are working in a one-person studio, you are going to be collaborating more and more with individuals whose expertise is outside the specific world of graphic design. To be a leader in tomorrow's economy, it is key to have depth and breadth — to have the specialized knowledge of a professional graphic designer, along with a general understanding of related fields and their vocabularies. This ensures that collaboration and communication are efficient and effective. This book will help you gain a better understanding of the language of business and the communication skills to connect with colleagues in related disciplines.

The following pages spotlight those sometimes intangible skills that set a person apart in today's marketplace. Unfortunately, in many design schools, these skills are not taught and are rarely even discussed. As a university professor, I believe it's my responsibility to teach and share this important information. You shouldn't have to learn it through trial and error — the field of design should not be the school of “hard knocks.” By being immersed in the information and inspirational ideas of the contributing designers on the following pages, I hope to motivate and educate you about how to be a more effective professional in this fast-paced field — from day one.

Enjoy!

Peg



PART ONE

KNOWING YOUR CAREER OPTIONS

Knowing and understanding the breadth and depth of the graphic design discipline will help you make more educated choices about your career and your future. Many people find themselves moving from one specialty to another at least once, if not multiple times, throughout their career. It's important to understand and be aware of the connections and relationships between these various specialties so you might better plan your path. Being intentional about your career is important. Don't just drift from one job to another — rather, carefully and thoughtfully build your portfolio, experience and reputation of excellence.

The following section will give you a snapshot of the many options available in today's design world. There are many resources available online or in print if you want to get more detailed information about any particular specialty or perspective. The real world advice within this section will give you a sense of that personal perspective. If you want more advice, I encourage you to seek out a professional who is working in that particular corner of design — show interest, ask questions and keep your eyes open for new and exciting opportunities.



1

DESIGN SPECIALTIES

NUMBERS AND TITLES

It's interesting to look at the actual size of the graphic design profession. We aren't going to take over the world, but we are a formidable force with a strong impact and professional voice. According to AIGA, the professional association for design, as of May 2008, they had approximately 22,000 members. Additionally, the U.S. Bureau of Labor Statistics notes that “Graphic designers held about 261,000 jobs in 2006,” with the projected number for 2016 being 286,000. This may sound like a large number, but when you consider the tremendous impact that the “product” of graphic designers has on the general public, it puts that number in better context. You probably come in contact with some form of graphic design, whether it is a newspaper, signage, packaging, advertising or web site, during every hour of your waking day.

Those 260,000 plus graphic designers are involved in all kinds of businesses, institutions, organizations and industries. Companies vary greatly in size and scope. Some are quite small, one to five persons, and the designers are required to take on a wide variety of tasks since there aren't very many of them. On the other end of the spectrum, there are international firms with thousands of employees. The larger the firm, the more distinct the job functions and designations tend to be. Multidisciplinary design firms clustering several design disciplines (architectural, industrial, interior and/or graphic design) under one roof are becoming more and more common and are a wonderful opportunity for graphic designers who like to connect with other design professions.

Of course, salaries also range substantially. The highs and lows vary not only with experience level, as would be expected, but with the location and the type of company as well. Additionally, the size of the company and the level of clientele walking in the front door can affect what the company can pay its employees. Generally speaking, larger firms in major metropolitan areas pay on a higher scale. (But the cost of living must also be taken into account.) Additionally, management and executive positions with greater responsibility and oversight also come with greater pay. (Additional information is available on AIGA's web site: www.aiga.org/content.cfm/salary-survey)

The standard job titles and levels within the design field can be rather confusing since they aren't consistently applied throughout the profession. Most young designers start off at entry level as a junior/assistant designer or a production artist. There are also firms that hire new graduates in intern or freelance positions. (This is a short-term commitment that allows the company and the designer to “try out” the relationship.) The next level, with more responsibility, includes designers and assistant or associate art directors. Above that level are senior designers and art directors. (The term “art director” is commonly used in advertising agencies whereas the term “designer” is used in design firms.) The managerial level involves creative/design directors and managers. Owners/partners/ principles are at the top of the list.

MAJOR DESIGN SPECIALTIES

Early in your career, it's useful to be fluent in as many design specialties as possible to broaden your future career options. Generally speaking, design firms offer the broadest range of activities and client types. More specialized firms, such as those focusing on packaging or publishing, can give you great depth, but can pigeonhole you early in your career. If you find you don't want to continue in packaging after several years, once your portfolio is made up of packaging samples and experience, you might find it difficult, for instance, to move over to magazine design, since you can show no experience in page layout. For this reason, it's important to continually expand your knowledge base so you can show a growing breadth and depth of experience. Ultimately, many designers choose some type of specialty and become an expert in that area. The discipline is so vast that it's essentially impossible to keep up with all aspects. Keep in mind that every job is unique and every company has its own corporate culture. Even within a specific category, such as interactive design, there are a wide variety of options. Begin thinking now about what kind of specialties and work environments you want to pursue. Planning and solid research will help you find the job that's the best fit for you.

Magazine and Newspaper Design

Even in this day of online communication, there are a vast number of printed magazines and newspapers at the local, regional and national levels. Additionally, many print publications have online formats and need designers in both the web and print worlds. Some magazines and newspapers are highly specialized in their content and focus on specific topics, such as the arts, science or sports. This gives you a great opportunity to connect your design work with another personal passion or interest.

Both the creation of the actual newspaper or magazine and its promotion need to be designed. Larger publications may divide these functions into editorial and promotional offices that each employs their own design staff. Additionally, there might be a separate staff for the online companion. Online newspapers and magazines normally repeat print content, as well as offer unique interactive features that work best in a web format, such as interactive charts or maps.

Editorial design of magazines and newspapers can be intense, constant work, due to the fact that there is a strict publication schedule that is unyielding. Missing a deadline is not an option. Newspapers come out on a daily or weekly basis and magazines on a weekly, monthly or quarterly basis. A designer or art director, who manages the overall design, working with the design staff and coordinating photographers and illustrators, leads this work. The designer must tightly partner with the editorial staff to make sure the overall visual solution is consistent with the verbal messages being presented. Words and images must work together.


REAL WORLD ADVICE: MAGAZINE DESIGN

BRIDGID MCCARREN, ART DIRECTOR, HOW MAGAZINE

HOW Magazine's goal is to help designers — whether they work for a design firm, for an in-house design department or for themselves — run successful, creative, profitable studios. HOW Magazine strives to serve the business, technological and creative needs of graphic-design professionals. Our working environment is creative, inquisitive, respectful, supportive and fun, so that each of our individual talents can flourish. If you want to be a part of the magazine industry, get in the know and keep abreast of news, issues, challenges and developments in the design profession by reading books and publications, web sites and listening to radio shows. Get involved by attending industry events and maintaining contact with other creative professionals.



Many young designers are naturally drawn to magazine design, due to years of interaction with exciting and visually stimulating publications. Magazine design can appear to be quite a glamorous profession. Newspaper design, on the other hand, often suffers the opposite impression — all that text! But keep in mind that newspapers are becoming more visually engaging with increased use of photography and illustration. Larger papers have soft news sections, such as lifestyle and home, that have many exciting page design opportunities. Better printing technology also allows for higher quality imagery and use of full-color. Additionally, most larger newspapers have a weekend magazine that offers designers a great deal of creativity. These lifestyle magazines are normally a different size than the normal newspaper and are close to traditional magazines in style and format.

So, you can see that even within what seems to be the narrow category of editorial design, there are many different opportunities and directions.

Consider these questions:


	Does the intense and consistent pace required by editorial design match my personality and working style?


	Do I enjoy working with photographers and illustrators?


	Do I enjoy working with editors and writers?


	Is page design — working with text and imagery — my strength and passion?




Book Design

The publishing industry is a major employer of graphic design talent. Just like with magazine and newspapers, publishers need designers to design books, but they also need to create promotional and marketing materials to sell the books. Book design is divided into two basic categories: book interior and book cover/jacket. These are traditionally separate, but can intersect or be done by the same designer. The book cover/jacket design is closely tied to the sales and marketing strategies, while the book interior design requires especially strong typographic skills.

Publishers can be grouped into several categories. One of the largest and most creative is the trade or commercial publishers who produce both fiction and nonfiction books with a general audience in mind. When people think of books, they generally think of trade books that can be purchased at the national bookstore chains like Barnes & Noble or Borders. Another large category is mass-market paperback — everything from romance novels to travel series. There are also reference books, which are traditionally books, like encyclopedias and dictionaries. Textbook publishers focus on educational books, where the main market is college students; scholarly or academic book publishers work with university faculty to disseminate their research findings. And lastly, there are professional publishers that cater to a specific professional group to meet their disciplinary needs. Designers can be found working in any of these publishing environments.


REAL WORLD ADVICE: BOOK DESIGN

GRACE RING, MANAGING DESIGNER, HOW BOOKS AND WRITER'S DIGEST BOOKS

The work environment in a publishing company is very different from a design firm. In our company, designers sit in close proximity to editors, who require much more quiet for their work than we designers might prefer. But it also serves to create a highly collaborative work environment. You can frequently find editors and designers sitting shoulder to shoulder at one computer, reviewing the finer points of a page together. The editors are always looking at designs to ensure that the text is legible and the hierarchy is clear — things that we should remember as designers, but which we sometimes forget in the throes of our creativity. And it's not uncommon for us to remind an editor that while yes, that ten-word chapter title sounds nice, it really looks long and ridiculous. In the end, the collaboration makes for a better book.



Each of these work environments is quite unique so it's important to do your homework if you are interested in pursuing this industry. For instance, you may think that working for a textbook publisher or university press would be less creative, due to the academic nature of the content. This may be the case with some publishers, but many put out visually engaging materials. Look through the shelves of your neighborhood, university or chain bookstore and pay attention to the publishers that keep coming up again and again as you browse. Which publishers are putting out books that connect with you?

Consider these questions:


	Do I enjoy page design? Would I prefer cover and interior book design? Do I want to work with a publisher that will allow me to do both?


	Do I mind working on longer, larger projects, as opposed to ones that are short and quick?


	Would I enjoy working with an author to make their vision come to life?


	Would I enjoy working hand-in-hand with an editor to make sure that the author's message is being effectively communicated?


	Do I have a particular strength and passion for typography?




Design for Corporations

Many large and some medium-sized corporations have in-house corporate design departments — sometimes referred to as design centers — that are normally managed by a design director who supervises all the work being done by the senior and junior designers and interns. This design team may create work both for internal functions and external promotions. They may also supervise the work of freelance designers who are brought in during particularly busy times or develop relationships with outside firms or agencies that take on specific promotional or advertising campaign work for the corporation. In-house corporate design can be one of the best-paid specialties, as many designers move from design positions up through management, where they transition into related or new areas of the company or directly manage other designers.

Much of the work carried out by these corporate designers focuses on the brand and corporate identity of the company. Early in the twentieth century, Peter Behrens created the concept of corporate design through his outstanding work for the German electrical company, AEG. Along with the company logo, Behrens created a consistent system of typefaces, colors and applications that became a “design standards manual.” The control of a consistent brand image is key to a company's successful connection with consumers.


REAL WORLD ADVICE: CORPORATE DESIGN

JENNIFER MERCHANT, PRINCIPLE DESIGN MANAGER, P&G

I decided to get into corporate design for a number of reasons. I have always had a personal passion for design, but also find myself most content when thinking about and contributing to the bigger picture. Beginning my career as a graphic designer, I quickly wanted to influence the business and marketing decisions that were being made in my organization. I went back to graduate school to complete my master's of business administration so I could better understand business models and objectives of the organizations I would be working in (or for) as a designer. Once I was equipped with the right tools, corporate design seemed to be the perfect fit. As a Design Manager at P&G, I still have both feet firmly planted in creative development, however. I also work very closely with my Consumer Research and Business partners to truly understand what the consumer wants and how to build a strong business by connecting with them. In the end, my goal is to lead the External Design Agencies we work with to develop consumer-inspired design that will deliver upon consumer needs.

In a consumer goods corporation such as P&G, design plays the unique role of bringing the consumer experience to the product development process and then visually bringing to life the product and story that have been created by a broader multifunctional team for the consumer.



As a corporate designer, you could be involved in the creation of a company's design standards manual (often referred to as a brand identity manual) or its implementation and application, or both. These guidelines identify the dos and don'ts in applying the different graphic elements of the brand, including such elements as typefaces, color palette, patterns and photographical style. These elements are applied in items such as stationery, paper goods, web site, uniforms, vehicles, etc. Corporate designers often function as the “brand police” for the company, ensuring that these brand guidelines are followed by all internal departments and external vendors.

When looking at this specialty, it's important to think about the size of the company and what that offers you. A large corporation will normally have a variety of products or services with which you will have the opportunity to engage and interact. Smaller companies are generally more focused and less diverse. This will impact your day-to-day environment and the type of jobs on which you work.

Consider these questions:


	Will I enjoy focusing on one company and the consistent application of that company's brand?


	Is the company's business as a whole something that interests me?


	Am I interested in moving into corporate management someday?


	Does the company own many brands in which I might be involved? Is there a lot of variety? Are there particular brands that interest me?


	How large or small is the in-house design group?


	How large of a company am I interested in working with? Do I want international opportunities?




Design for the Music Industry

According to Becoming a Graphic Designer by Steven Heller and Teresa Fernandes, “Graphically designed album covers were not used by the recording industry until the late 1930s, but from that moment on, original cover art changed the courses of design and music history. The first record album designed by pioneer Alex Steinweiss for Columbia Records increased record sales by an incredible 800 percent over nondesigned covers.” Like book jackets, a creative and visually stimulating design can help gain consumer attention on the shelf and in the store, resulting in greater sales overall. Additionally, great CD covers can add substantial attention, identity and brand equity to the recording artist, band or musical group. Think of how many cover images you remember, perhaps even better than the actual music on the CD. Many have even become iconic images over the generations. Think of the Beatles White Album or Sgt. Pepper's Lonely Hearts Club Band. Because of the nature of this industry, design for music can be highly creative and result in very innovative work, especially for certain genres.

Now that most music can be downloaded, it might seem that cover images have lost their power. But not with software like Apple iTunes, where you can view the imagery on your computer or mobile device. The covers become a quick visual cue for identifying different artists and their music without even having to read names or titles.


REAL WORLD ADVICE: MUSIC INDUSTRY DESIGN

SARA SYMS, FORMER DESIGNER FOR SONY BMG, INTERACTIVE DESIGNER, RAZORFISH

There are a lot of projects you can be on at any given time. The turnaround for CD packaging is very quick. A day in the life of a music project starts with the artist. First we have to determine if they have their own design team or if we are designing from scratch and working with the artist to discuss look and feel and what they would like to portray. Initial design comps are created and approved by the artist. Stylists and photographers are all hired and, depending on budget, the photo shoot for the album can either be very limited or super substantial. There is a lot of opportunity for creative packaging beyond your basic jewel case.

It's easy to stay energized. Working for a large company such as Sony, the music artists are constantly in and out of the building, from Springsteen to the Osbourne family, rap artists, the Dixie Chicks, etc. I think it's enough in itself to see your product on billboards, in record stores, out on the streets and advertised on TV to know you are making a difference in music culture.



A creative director will oversee a design department within a record label, and in larger companies, there are sometimes divisions for the different genres of music managed by art directors. The record industry, somewhat like the publishing industry, has many independent labels. Within these smaller companies, there is less hierarchy and they may work with freelancers only. Freelance jobs can offer an up-and-coming designer a good opportunity to develop portfolio pieces, in hopes of getting a full-time job with a larger company. Within this industry, designers are responsible for cover designs, as well as the different promotional materials such as lyric booklets, packaging for special collector's pieces, displays and posters.

Consider these questions:


	Am I particularly strong with imagery, since CD covers commonly use imagery to communicate their message?


	Do I have a good balance of image and type skills since the lyric booklets and promotional materials can be text heavy?


	What size of company and genre would interest me most?


	Do I have a particular passion for music? Would I enjoy working with musicians to help them visually communicate their messages?




Design Within Advertising Agencies

Advertising agencies are one of the most common places that young designers end up working. Most people think of the mega-agencies with offices all around the world, like JWT or Leo Burnett, when they hear the words advertising agency, but there are many medium-sized and even smaller agencies that focus more on local and regional work. Midsized to smaller agencies might also focus on a specific category, such as the medical industry. Two or more partners, specialized in either the creative or the business side, normally head agencies. Pairs of art directors and copywriters usually form teams within the firm and these creatives are the heart of any agency. Account executives interface with the clients, manage the accounts and run the business side. Below the creative teams are production assistants that produce work and execute ideas with the team.

Given the importance of the copywriter/art director team, it's good for students who are interested in advertising to take copywriting courses to better understand how to work with their copywriting counterpart. Additionally, courses in narrative and storytelling are helpful, because advertising, especially television advertising, is about telling a very condensed tale. Today, television and radio are still important, but advertising and promotion through interactive media are steadily growing in use and influence. Additionally, consumer-generated advertising and media are quickly changing the face of the industry. It's important for young designers to say abreast of new developments in digital media, so they are ready to apply these ideas to new client needs. (See Chapter 24: Trends in Digital Marketing.)


REAL WORLD ADVICE: ADVERTISING DESIGN

BOB KONOLD, GROUP CREATIVE DIRECTOR, SPM: MARKETING & COMMUNICATIONS

Some agencies are account driven; some are creative driven. SPM is strategy and results driven. It's not creative unless it works. SPM is a marketing communications company. We do any form of communications related to marketing hospitals. For the most part, we are an advertising agency. Our work environment is fun, upbeat, creative, energetic, fast-paced. We're serious about what we do, but we always try to have fun. You can't be creative if you're too serious.

We specialize in healthcare, with hospitals all over the country as our sole focus. In fact, we're arguably the largest hospital ad agency in the country, with fifty employees and thirty-plus clients. So, working here is challenging, because the industry is complex, challenging to learn and ever-changing. Hospitals are highly complicated with different service lines that appeal to different target markets with different problems. However, the challenge is worth it. In the end, you feel good about working on a product that can improve someone's well-being or even save someone's life. It's a “feel good” industry. Literally.

To fit into our corporate culture, it's important to be a great designer: to have a cool-under-pressure, can-do personality; to be a strategic thinker, and not just a person who designs pretty stuff; to be hip on the latest, coolest trends in design, advertising and new media; and to be a pure creative person. Someone who might shoot videos, edit, paint, illustrate, play music and constantly ask “why not?”



Today, print work is still an important part of any advertising agency's portfolio. Graphic design is integral to developing an appropriate and compelling look and feel. The big idea is still important as a central driving force to any advertising campaign, but the overall mood and attitude that are driven and communicated by visuals are of growing influence, given the increased visual literacy and design sensitivity of the general public. Typical assignments for young designers within an advertising agency include projects such as promotional pieces, packaging designs and sales displays.

Full-service agencies or firms who work on all aspects of the brand are more and more common. These firms offer a cohesive vision for a client that includes logo and identity, advertising, packaging, point of purchase displays, in-store design and signage, internet advertising, etc. The line between advertising agencies of this sort and branding firms is becoming fuzzy. (See branding design below.)

Agency jobs can be energizing, yet high-pressure positions. The movement of client accounts in and out of a firm can change the dynamic and day-to-day workflow very quickly. There are many opportunities in larger agencies, even international work and connections. Midsize to smaller firms can be good places for young designers to get experience in order to break into the competitive larger agencies.

Consider these questions:


	Do I like a fast-paced environment?


	Do I like working closely with writers and marketers in an interdisciplinary environment?


	Am I interested in the type of clients the agency works with?


	What is the scope of the work being done? What are the various opportunities to build my portfolio?


	Am I especially good at generating unique approaches and creative ideas? Is there any wit or humor to my work?




Design Within Branding Firms

Branding firms focus on the brand development of a client in print, packaging and web environments. They can and will engage in advertising creation but are less focused on that aspect of the brand — that territory really belongs to advertising agencies. Traditionally, branding firms have done a great deal of identity and packaging development, especially related to placement in retail and consumer environments.

Jez Frampton, Global CEO from Interbrand, describes the importance of branding, “Brands have the power to change the world. It's a lofty statement, indeed, but brands are an important influence on our lives. They are central to commercial markets and democratic societies. They represent free choice. Global brands act as ambassadors for nations and capture the spirit of an age. Most importantly, strong brands bestow value far beyond the tangible performance of the products and services themselves. Brands that do this represent an idea worthy of consumer loyalty. And the more the consumer believes in the brand, the more value the brand returns to its owner.”


REAL WORLD ADVICE: BRAND DESIGN

HOWARD MCILVAIN, EXECUTIVE VICE PRESIDENT/ CHIEF CREATIVE OFFICER AND BRUCE SHAFFER, VICE PRESIDENT/DIRECTOR OF CREATIVE SERVICES, LPK

Our vision is to be the best! LPK seeks long-term strategic partnerships with clients that stretch our capabilities.

We recommend that young designers build great relationships and that they get exposed to opportunities to be influential, learn something new, teach somebody what you know, make a positive difference and add value. In addition, it's important to act like it's your first day on the job. Be enthusiastic, eager to learn, ask lots of questions, listen really hard and take risks (and fail faster).



The creative portion of a branding firm is traditionally headed by creative or design director who oversees the work of the senior and junior designers. Many of these firms are quite large, with offices around the country and world. There is some opportunity for individuals to move from office to office and even internationally, but most offices abroad are staffed with local individuals. This gives the firm a truly global reach with expertise in various cultures and languages.

To pursue branding, it's critical to have great skills in logo and identity development. Additionally, it's important to demonstrate the flexibility of your branding solution by showing how this logo can be applied to a wide variety of applications, such as packaging, stationery, paper goods, uniforms and vehicles. Being able to show thoughtful process development is also key. This can be demonstrated through a process/sketch book that shows the development of ideas throughout the project.

Consider these questions:


	Do I like to create logo designs?


	Do I like packaging and other identity applications?


	Do I like to take a project through many steps and through different types of applications?


	Would I enjoy working on a comprehensive team of individuals?




Environmental Design

Environmental design started as sign painting way back in the 1800s. Today, this category includes a breadth of activities from wayfinding (signage systems), to billboards, to interactive kiosks, to exhibition design, to experience design within a retail setting. Environmental designers can be involved with almost any aspect that deals with the physical environment in which we live and interact, both interior and exterior. For this reason, graphic designers who specialize in environments normally work intensively with interior designers or architects, especially if new environments are being constructed. For those interested in all three of these fields, this is a wonderful point of intersection between them.

If you are interested in pursuing environmental design, it's important to have strong three-dimensional design skills and to get as much experience as possible with working in environmental contexts and in handling the wide variety of materials that are used in this specialty. More than other areas within graphic design, environmental design has complex requirements in terms of structural and fabrication knowledge. Sign creation and construction, for instance, require very specific fabrication instructions that are similar to architectural blueprints. There must be clear understanding of materiality and function — the sign must stand up and cannot fall on someone's head. Additionally, there are building and zoning codes that need to be understood and followed in order to have your design approved for installation.


REAL WORLD ADVICE: ENVIRONMENTAL DESIGN

AMANDA KOHNEN, CREATIVE DIRECTOR, INTERBRAND DESIGN FORUM

The work environment at Interbrand Design Forum is incredibly fast-paced, collaborative and inspiring. It's an environment where every day is different, and we're continuously learning by working hand-in-hand with strategists, designers, planners, architects and engineers to bring a brand to life in a 3-D retail environment.

If you're interested in pursuing a career in environmental design, you have to have an interest in three-dimensional forms, in materials, and in the way pieces work together to create a space or object. You have to be interested in learning skills that are different than a traditional print design background. And most importantly, you have to think big: big graphics, big spaces, big ideas. If you come to the table with a passion to learn, you'll succeed.



Wayfinding is a common form of environmental design. It can be a focused project in itself or part of a larger design solution that encompasses many other parts. Wayfinding is certainly not a single sign that you would find over a retail store entrance. It's an integrated system of signs and graphics (letters, symbols and imagery) that guide, for instance, patrons in a museum or customers in a mall, throughout their visiting or buying experience and to their intended destinations. A wayfinding system needs to be highly functional and easy to understand, but at the same time, it should work to increase the brand identity of the company or organization and be aesthetically pleasing and visual engaging. Designers must study and understand traffic patterns and ADA (Americans with Disabilities Act) requirements in order to create a cohesive and efficient plan for all audiences.

Environmental designers also work to educate in many different settings. Wonderful examples are zoos, museums and historic districts. I'm sure you've visited many of these organizations and can even recall ones that had particularly effective systems of maps, charts and informational signs. Today, more and more institutions are incorporating interactive elements as well, such as screens and kiosks, to make the exhibitions even more engaging.

You can get involved with environmental design on various levels and in different work settings. There are large environmental and multidisciplinary design firms that employee different design disciplines. Additionally, some architecture firms have divisions for the design of environments that employ in-house designers. There are also general graphic design firms that engage in this type of work, along with their other projects. This may be a good place to get experience and build your portfolio for future work at a more focused firm.

Consider these questions:


	Do I have a strength and passion for three-dimensional design?


	Do I like the idea of building holistic, physical experiences for clients and their audiences?


	Do I like working on teams and am I interested in collaborating with other design disciplines since these projects are normally too large for one person or one discipline?


	Do I enjoy working on larger, more complex projects that require a longer commitment of time and energy?




Interactive Design

Interactive design is a growing field and it offers many diverse opportunities for graphic designers, especially younger designers who have been recently trained in new media applications. There are dedicated web design firms that focus on interactive development, in-house positions within larger corporations and web-focused positions within more generalized graphic design firms. Additionally, some positions offer the opportunity to combine both print and web, but this does require a breadth of both software and design skills. Due to its highly technical nature, interactive design requires designers to know, or at least understand, the applications and programming involved. Knowing one web-publishing package is not enough; knowing several, in addition to some programming basics, is essential. Designers will often be paired with a programmer, but it's still critical to be able to understand the parameters and potential of this environment in order to design for it.


REAL WORLD ADVICE: INTERACTIVE DESIGN

PAUL GHIZ, FOUNDING PARTNER, GLOBAL CLOUD

Through our innovative web software and services, Global Cloud improves people's lives by enhancing and continually evolving the way they communicate. We increase our customer's capacity to foster and develop relationships that drive success and deliver on their missions. Interactive and web software engineering is the focus of the firm. We provide full interactive design and marketing services as well as proprietary web software that empowers our clients to manage their own content. We have three core departments, which include creative, technology and marketing. Our work environment is extremely creative, collaborative and dynamic. You have the ability to bring ideas to the table at all times and learn new businesses. It is high energy, fast-paced and fun.



The various media are becoming more and more connected and interdependent. As previously mentioned, many magazines and newspapers have online counterparts. There are e-books. Television and radio commercials are now found on the web. The online environment enables traditional media to become more interactive, taking a simple idea and expanding on it. Additionally, user-generated content is becoming more and more influential.

Due to its complexity, the professional work environment for interactive media is highly collaborative. Designers work with programmers, writers, marketers, videographers, etc. The structure within these firms is similar to the other specialties — a design director leading senior and junior designers. Because there is only so much technical knowledge that can be fit into a four-year college education, internships and co-ops are an excellent way to get hands-on experience and more technical skills.

Consider these questions:


	Do I have the technical skills needed (or could I acquire them)?


	Do I like working with others in a highly technical environment?


	Do the limitations and opportunities of the online environment excite me?


	Would I enjoy a firm that does both print and web work, or does specializing interest me?




Motion Design for Television, Film and Video

Graphic designers are increasingly involved with motion graphics used in television, film or video environments, creating film titling, station identifiers and program branding. Designers work in live action or animation, while integrating motion typography. Due to the complexity of this type of work, like interactive design, this specialty normally requires a great deal of collaboration with other skill sets. Most larger film studios have their own creative and production departments where designers work in-house. There are also some independent design firms that specialize in this type of work, along with freelancers.


REAL WORLD ADVICE: TELEVISION DESIGN

JENNIFER SPECKER, DESIGNER, CNN

The work environment at CNN is completely different from one day to the next. For weeks, I might be working on the redesign of a show. Or I might have to crank out animated graphics for a last-minute special that's related to some breaking news. Most of my day is spent designing under an extremely short deadline. I'm lucky if I have several weeks to work on a project.

One aspect that is both good and bad is that you're always working with the same size rectangle. Of course now with some of our programming in HD, that allows us to work with a much larger canvas, which is fabulous. But at the same time, that's challenging, since for one animation we have to design for two different television sizes. Due to the nature of our business, for our daily graphics workload, we work with a lot of stock photography CDs. For those graphics, there just isn't time to schedule a photo shoot.

Just like any other field, you really have to be willing to start at the bottom and work your way up. When I was an entry-level designer, I think I begged my art directors for a side project every single day.



Designers interested in pursuing motion design should be versed in the basic techniques of filmmaking — understanding sequencing, movement and narrative. Experience with film editing software is also important. Many people gain experience through apprenticeships and internships, since this field is highly specialized and many universities do not cover this information in depth.

Designers focusing on motion graphics might also create the print promotional materials for the movie or program they are working on. These items might include posters, billboards, online graphics and press kits.

Consider these questions:


	Do I like working with others in a highly technical environment?


	Do I understand narrative and sequencing?


	What motion typography experience do I possess?


	Do I enjoy working with a diverse team of professionals?




Design Within a Generalist Design Firm

As mentioned previously, many young designers get their start in design firms that do a variety of work and do not necessarily specialize in one area of design practice. In these firms you might be designing a brochure, a web site and signage for three different clients all during the same day's work. In this way, you build a broader portfolio and can move into more specialized work as your career develops.


REAL WORLD ADVICE: GENERALIST DESIGN

KEN CARBONE, PRINCIPAL, CARBONE SMOLAN AGENCY (TAKEN FROM DESIGN ALLIANCE: UNITING PRINT AND WEB DESIGN TO CREATE A TOTAL BRAND PRESENCE)

We like the full palette of possibilities and challenges that can be presented to a designer in two dimensions, three dimensions and now in the digital realm. That has given us an opportunity to both build professional and personal careers enriched by a multitude of different kinds of experiences. [Philosophically, CSA is truly a creative think tank.] We pride ourselves on being thinking designers. Yes, we are interested in what it's going to look like in the end, but we're equally interested in the strategy that gets us there. So it's been a long time since someone gave us the typed brief that says, “We want a twenty-four-page brochure and here's a stack of photographs; put it together.”



These firms often integrate other disciplines to increase the skill sets they can offer clients. This might include a business component to assist with strategy development, programmers to increase technical depth or project managers to oversee more complex solutions.

Consider these questions:


	Do I like to do a wide variety of work?


	Do I like to keep a lot of different balls in the air and have the ability to switch back and forth throughout the day?


	Do I enjoy working with other designers in a close-knit environment?


	Do I like working with a range of clients?





APPLICATION: DEFINING YOUR DIRECTION

Go to www.myersbriggs.org and take the Myers-Briggs Type Indicator (MBTI) personality inventory to establish your personality preferences. This can help establish possible directions within your professional career choices. The first step to figuring out what you want to do is to think about who you are.

Next, complete the following exercise. The goal is to consider your personality and different types of design specialties to end up with a more focused list of design specialties that you want to further investigate.

On the next page is a summary list of specialties we've discussed. In the second column, list your level of interest from 1–11 (most interested=1). For each specialty, consider how each aspect of your personality would affect your aptitude for that type of work and your job satistaction.

In the third column, list any past experience in this area. Include in-depth experience, like internships, and smaller experiences, like a project you enjoyed for a class in college.

In the fourth column, mark if you want to gain future experience in or perform further research this area, and list where you'll go to get the information you need (job shadowing, online research, interviews, etc.).



[image: illustration]

From this chart, what are your top interests?
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OEBPS/images/p28-001.jpg
1






OEBPS/images/p-v.jpg





OEBPS/images/p27-001.jpg
CURRENT LEVEL PAST
OF INTEREST | EXPERIENCE

SPECIALTY

FUTURE
RESEARCH

Advertising d Internship

Interactive . Class/workshops

Freslance work

Music 3 forarea bands

Magazines

Newspapers

Books

Corporate

job shadowing

online research

Music
Advertising

Branding

Environmontl

Motion

General






OEBPS/images/Cover.jpg
THE DESIGNER’S GUIDE TO

BUSINESS

AND CAREERS

eed on the j






OEBPS/images/HOW_books.gif





