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Tasks in the order I received them:
Task One: Manifesto writing = 484 words
Task Two: Observational writing = 549 words
Task Three: Practice based writing = 470


Task one: Manifesto writing 
1. Pattern is and will always be limitless
2. Spontaneity is necessary 
3. Art should challenge your perception of your current reality
4. Artists should have a connection to the work they’re producing 
5. Art is a culmination of my surroundings and experiences
6. Art doesn’t need to be understood- but felt 
7. Talent is wasted on perfectionism 
8. Art should always be made with the environment in mind
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Figure 1.0 (Morris. W, 1883)
1.Pattern is limitless 
Pattern will always be limitless. Partially due to its physical nature of being repeatable, but also due to its existence beyond boundaries and evolving consistency. As artists “We find that the repetition style has become a creative goal in itself that entire artwork can be based on it.” (Dr.Eman Osama Mohamed Salem, 2024) Artists, in particular surface pattern designers, encourage this priority to adapt to repeatable designs, pertinent to the evolving product trends of the current fast paced world of consumers. Being able to variate between context, colour, and motif, enables pattern to adapt to movement of time and trends. Intersecting between culture, country, surroundings, beliefs, and thoughts – pattern is everywhere. As a surface pattern design student it’s imperative to emphasise the importance of pattern in my practice. “The choice to use repetition is generally based on ease, practicality, and regularity.” (Guntur G, Ponimin P, Purnomo M, 2023) Further emphasised by (Phillips & Bunce, 1999) “Beauty and imagination of expression will not be achieved if there is no regularity”. The effortless branching out and perpetuating complexities of pattern result in an endless disposition of outcomes. This extreme flexibility enhances the progressive force that is pattern. 
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Figure 1.2 (Derain.A, 1982)
2. Art is a culmination of surroundings and experiences

Shaped by the richness of personal experience and constant surroundings, I communicate through art. Through each choice in material, line-work, canvas, colour, texture, and light, a dialogue of the surrounding environment should be communicated. Art is a universal necessity throughout time and place, “It’s a conversation started inside a frame. And it’s a form of articulation that can even transcend language. “ (Hampton.C, undated) Even going back to the earliest human races, speaking to each other through cave paintings. Regardless of the emotion provoked from the artwork, it should proclaim the world’s imprint on the artists creative expression. Confirmed within the fauvist movement, the realisation that “the potential of colour freed from its traditional descriptive role” (Chilvers,I, 2004) captured the essence of the environment through his perspective. Exercising this guide to shape their influences it encourages 
emotional connectivity to the environment.
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              Figure 1.3 (Hoover. H, 2022)
3. Talent is wasted on perfectionism.

A pursuit for perfection is the greatest stifle of creativity. To seek perfection is to drain the essence of expression, enabling a lack of emotion- resulting in a lack of sentiment. Particularly found with the current influx of digital aids in design, artists “become less aware of the intimate inter-relationships between one's body and sensory perception, of man and nature, or ecology and landscape” (Smith, R.T,  2018) As an artist myself, i find some of my most powerful pieces are made when I’m able to thrive in my creative freedom, free from limit and rigid standards. When you allow perfectionism to swallow your expression, you lose the raw energy and emotion that should be produced. A lack of spontaneity results in a lack of process and vulnerability- disregarding emotion. By focusing on perfection, I lose enthusiasm for my work- becoming a barrier in my practice opposed to encouragement. 
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Task Two: Observational writing 

Semiotics

Semiotics is our consolidated understanding of processing and analysing images. Introduced by Louis Hebert: “General semiotics allows us to describe any system of signs: texts, images, performances, multimedia productions, traffic signals, fashion, daily life, etc.” (Hebert. L, 1961). Allowing us to deconstruct media at an increased linguistic level, by exploring the relationship between the signifier and the signified we result with the sign, aiding in analysing the concept of the image within the visual. “The benefit of visual cues is that they can be processed quickly and that vision itself requires minimal mental effort” (Kauppinen-Raisanen.H, and Jauffret.M, 2018) emphasising the importance of visual media, while stressing the importance of understanding the audience’s visual consumption.
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Figure 1.4, (Christian Dior)

On the denotive level this advert depicts Charlize Theron posing next to 2 different sized bottles of j’adore Dior perfume, encompassed in gold lighting – associating with the colour of the perfume. With the minimal written information being in french, “Touché de Parfum” translating to ‘a touch of perfume.’ By using anchorage text the advert establishes only a ‘touch of perfume’ is necessary to achieve the outcome of the visual information in the advert. The consistent signifier of gold polysemic inclusion anchors the connotation of luxury and expense, along with love and warmth encouraging an inviting atmosphere. “warm colours such as yellow and red attract attention and can thus physically entice consumers to enter a particular store or even influence their buying behaviour (Bellizzi and Hite, 1992)” (Kauppinen- Raisanan,H. and Jauffret,M,N., 2018). With yellow being prevalent in this advertisement influencing the customer to buy it, particularly with the phrase “touché de perfum” regarding a smaller size of perfume being available, the connotation of consumers feeling better regarding their purchases due to its size and therefore cheaper price. “consumers adapt these binary codes to their tastes or to the occasion in order to make sense of a situation, granite their social lives”  (Oswald. R. L, 2020) Reverting to the arbitrary signifier gold, the actual bottle of perfume also features a gold top and decorative wrapped piece to further signify the luxury of the product. “serve to convey ideas of the things they represent by imitating them” (Peirce, 1998) enhancing the expensive atmosphere with the gold. Regarding the visual aspects to the advertisement, the iconic sign being Charlize Theron, shown as a beautiful, alluring blonde woman, connoting to the subtextual, arbitrary male gaze. Further text “J’adore Dior” in french again, a notoriously romantic language, collaborating with the enticing pose of the model stressing the connotation of love further- alluring to the male gaze, encouraging women to perform to such, deriving the perfume will provide similar allure.

Denoting the use of symbols and shape in the tools of semiotics, the shape of the perfume bottles:smooth and round, symbolises the index- femininity, and who the advertisement is intended for. “semiotics has implications for the analysis of the emergence of social structures” (Peirce. S. C, 1931-1958)  With the tools of semiotics i’ve derived that the overall sign of this advert is to entice the viewer to purchase the perfume by using the iconic sign that is Charlize Theron and the polysemic use of gold to encourage the luxurious and expensive atmosphere, combined with the french language indulging romance helping to convince the arrival of romance with the purchase of this perfume. 
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Task Three: Practise based writing 
[image: ]Word: Luxury
Image: Timorous Beasties printed fabric

Our homes are our lives. We wake up there, relax there, work there, we grow bonds there. Regardless of how you use your home, there is an undeniable desire to make it appealing. The opportunity to incorporate luxury helps elevate the space. Defined as “a state of great comfort or elegance, especially when involving great expense.” (Oxford Languages, 2024) Opulence is not something available to everyone, making it increasingly desirable. The inclination to create a space that enhances your mental space is crucial. As described by John Potvin, “Interiors, not unlike bodies, are never neutral, but sites and sources of morality, scrutiny and voyeuristic pleasures; they function.” (Potvin. P, 2015) Confirming that interiors are more than just a filled space, but an emotion provoking force. 

Inclusivity in alternative luxury design isn’t something that has always been popular, aiding timorous beasties as a brand to stand out. The paradigm being that their detailed floral designs; conventionally associated with serenity, and heavy colour usage indicating wealth, paired with unconventional wildlife such as cockroaches, beetles, flies, and spiders, occasionally associated with poverty, catering to a wealthier clientele. The inclusivity of abnormal motifs in luxury design has supported a new age of luxury design, reviewing the boundaries and relationship between delicate design and peculiar motifs that demographics will accept. These “time honoured motifs” (Timorous Beasties 2024) example the aesthetic evolution, illustratively the distortion to the 1000 year old damask pattern. 

The aim of interior design is for a phenomenological reaction. For the audience to have a gratified space, and host in concurrently where experiences can form. With colour influencing differing physiological reactions “In particular red and yellow encourage smooth movement, whereas blue and green encourage a jerky movement” (Merleau-Ponty. M, 1908-1961) However recent studies found that cognitive associations to green are of the calmest colours to the eye, “green space and inland-blue space visits and positive well-being” (White M, Elliot L, Grellier J et al. 2011) with yellow and red being energising. Not only does this apply to colour but also texture, relating perfectly to my practice. “soft shapes are associated with cooler colours and harder shapes with warmer colours. soft-rounded shapes are associated with pleasant feelings, while harder, spiky shapes tend to evoke unpleasantness” (Steer C, Sauvé K, Jain A et al, 2024) Indicating that designs from Timorous Beasties can encourage salubrious feelings with the utilisation of texture and colour used, regardless of the motif. 

A similar practise is employed in biophilic design. Places aiming to induce relaxation; like hospitals, waiting rooms, and schools. “access and exposure to the natural environment can contribute to good physical and mental health” (Fukumoto H, Shimoda M, Hoshino S. 2024) Demonstrating that colour, texture, and design have physiological and psychological effects, by manipulating this as a tool we can  inherently decide the phenomenological reaction to the space. 
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