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Tasks in the order I received them:

Task 1 - Manifesto – [XXX] words

Task 2 – Semiotic Analysis – [XXX] words



Task 1Manifesto – [XXX] words

1. Themarriage of capitalismand corporate interest in art hascreated a void of creativity in

society

2. Design cannot be successful without an approach inclusive of culture and the users

3. By perceiving somethingwith one'sowneyesrather than through a screen, deepermeaning
can beascertained

4. footprintsmust be left for the future generations to followthat allowfor the environment to
recover and flourish

5. There isa hierarchy that must be consideredwhen designing in regard to the overall need
for the design in society

6. Tocreate is to bring forth life. Apieceof your soul iswithin everything youmake.

7. Collaboration and community are pillarsof success.

8. Worksgenerated by amachine cannot substitute for real creativity andArt



“Themarriage of capitalismand corporate interest in art has created a void of creativity in society”

By perceiving somethingwith one'sowneyesrather than through a screen, deepermeaning can be

ascertainedOn the topic of the relationship between capitalismand art, Capitalismplays the role of

a soullessand bland entity that destroys individuality in the creative sector and hascreated aworld

whereart is losingmeaning and individuality and isbeing homogenised into a global monoculture

whereart and design isstripped of itsunique qualitiesand identity in favour of appealing toas

many people aspossible. Design isbecoming passive and hollowwith howit lacksanymeaning

other than to attract customers in order todrive up private profits. Weasdesignersneed to takea

stand against the increasing grasp that corporationsare taking over thedesignworld and poisoning

everything that makes it such a diverseand creative space. AsKalman, (1994) stated that “Culture

used to be the opposite of commerce” and this issomething that hasbecomeextremely relevant in

contemporary culturewith howbusinessesmerge and evolve and areall redesigning themselvesas

if they are pioneersof designwhen in reality they are its inhibitors.

Fig. 1, Mastercard logochange, 2020.

“By perceiving somethingwith one’sowneyesrather than through a screen, deepermeaning can be ascertained”

“Seeing is framed by expectation, and expectation often gets in theway of perceiving theworld

accurately” (Sheridan et al,.2014) The beauty of any piece of art issignificantly lesserwhen it

viewed indirectly, throughprint or screen. Toappreciate design to the highest degree it is imperative

to look at it in personwith your own eyesbecauseweasa society have a tendency to assume things

about art like scale and texturewhenweseephotosand videosof art piecesand thehumanmind



seemstosubconsciously limit itself in regards to the imagination and its limits. By being in

proximity with art pieces, wecan intimately understand themona closer level.

Fig. 2, Gerrit Rietveld, Red and blue chair, (photographed 2023, Adelusola)

“To create is to bring forth life. Apiece of your soul iswithin everything youmake.”
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Task 2 Semiotic Analysis – [XXX] words

Figure 1: advert for IKEA’sHemnes (TBWA/Istanbul) 2011



Assaid by (Artz andVenkatesh, 1991) "Gender' needs to beunderstood asa culturally constructed

categorywhich goesbeyond but encompasses the biological category of sex,” Thisdistinction is

important aswithin these advertsgender rolesand the “Iconic sign” are key todissecting the

influencesbehindwhy thismay be effectivemarketing. The first Iconic signwithin the advert is the

pink high heel shoewhich can link toConnell’s (1987) idea that “All formsof femininity in thissociety

are constructed in the context of theoverall subordination of women tomen”. Theuse of a pink heel

in conjunctionwith a pink gradient background showsthat the advert is targeted at female

consumersbecause of howubiquitouspink heeled shoesarewith femininity andwomanhood in

contemporary western society. It is important tonote that the link between the colour pink, heeled

shoesand femininity isentirely arbitrary and not based in any concrete or scientific factsbut is

rather just accepted bymany individualsand isa cornerstone part of cultural capital for any

individual. Pink asa colour hasnot been intertwinedwith femininity for the entirety of history and is

a rather recent change in cultural attitudes.

A lot can be interpreted through theAdvert’s colour and thehierarchy of importance that Isheavily

implied through the size of all the assetswithin the image. AsBrine(2020) Said, “Whenwe look at

something our tendency is to look directly at it by keeping it in the center of our vision. This isour

most comfortable and natural viewing angle” and although this is referring to cinematicmedia,

advertising rulesare verymuch intertwinedwith howbothmediumsrely on visuals to convey ideas

to viewers. The focuswithin thisadvertisement isnot on the product but rather on displaying the

“problem” with storagespace. The only other aspectsvisiblewithin thisadvertisement are the Ikea

logoand theHEMNESshoecabinet, both of these are significantly smaller than themain imageof

the shoesand are placed in the bottomcornersof the advert which reinforces the idea that those

aremeant to be seen after the shoes.
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