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Tasks in the order I received them:  

Task 1: Manifesto Writing = 549 words 

Task 2: Observational Writing = 527 words 

Task 3: Practice-based Writing = 520 words 

 

 

 

 

 

 

 
 

 
 
 
 
 
 
 
 
 



Task 1: Manifesto Writing 
 
 

1. Art critics are not needed. We are all entitled to our own opinions on how we view 
an art piece. 

 
 

2. All art has a message or meaning, whether the artist gives it meaning or we find our 
own meaning. 

 
 

3. Designing is a superpower, having the ability to change the world. 
 

 
 

4. Products should not be held back for economic advantages. We should choose the 
best product for the environment. 

 
 

5. All products should be an art piece. 

 
 

6. Simplistic design can awake the imagination. 
 

 
7. Do not be cool. Go against the cookie cutter society. Stay Individual. 

 
 

8. Expand your curiosity, condense your negativity. 
 

 
 

 
 

 
 

 
 
 
 
 

 
 

 
 

 
 



 
  



Explanation of 3 chosen points 
 
Designing is a superpower, having the ability to change the world. 
 

 

 

 

 

 

Csikszentmihalyi, M., n.d. (figure 1) 

Designers have the power to change the world by creating products that can restyle the way people 

live. According to the Ted talk by Kevin Bethune designs have 4 superpowers. Firstly, the ability to 

see what society wants from a product and what problems may occur. Secondly, the ability to ‘shape 

shift’, to use the acting method and feel empathy for people and to “turn feelings into products” 

(Bethune,2017). Thirdly, ‘make others superhuman’ by giving them ability to find their ‘flow’  

(figure1). Finally, having the ability to make ‘multiple sense design’, this design keeps in mind 

peoples hopes and fears to improve society (Bethune, 2017). Theses powers need to be used wisely, 

a balance is needed between designing without fear or limits and weighing up the costs of the 

product. Imagine a world where weapons are non-existent and people did not feel the need to rely 

on firearms, “we can manage without butter but not, for example, without guns. If we are attacked, 

we can only defend ourselves with guns not with butter” (Joseph Goebbels) If guns were never 

made, they would never be held more important than food. Instead, we should design “something 

faster, cheaper, lighter, brighter and much cooler [for] tomorrow” (Michael S. Eddy)  and remember 

as designers we all have “an important role working together, making the world a better place” 

(David B. Berman). We should strive to make a positive impact on the world. 

 

 

 



Simplistic design can awake the imagination. 
 
Simplistic designs can be the building blocks for future designs by giving other designers a starting 

place for their imagination. “One might even argue that design is always co-design because it is 

inherently a social process”, designs will always have inspiration that can be related back to nature 

or another person (M Steen, 2013). By creating simplistic designs the user should have more clarity 

on how to use the product, “simple design is considered the best design” (Reinecke et al., 2013). 

Simplistic design can also be considered the best design because they stay in fashion,” Simplicity is 

the ultimate form of sophistication”, these designs remain in high demand because they inspire the 

next generation of designers (Da Vinci). Simplicity allows the design to continue. 

 
 
 

Do not be cool. Go against the cookie cutter society. Stay Individual. 
 

Urban dictionary 2013 (figure 2) 

 

As a child we idealise ‘being cool’ but this can hold us back, we have to stay within the limits we are 

set by our ideas of the status quo. With these restraints we can hold back our creativity and 

imagination, “the one who follows the crowd will usually get no further than the crowd. The one 

who walks alone is likely to find themselves in places no one has ever been before” (Einstein).  By 

staying as an individual we can feel free to express our thoughts and feelings through design, we get 

a “sense of self and one`s place in the  world” by stepping out of previous stereotypes and exploring 

where we want to be. The more individuals we have in design the higher the potential of more 

successful designs. Designers need to find their creative flow and should not be held back by 



restraints enforced by society (figure 2). We can not all be shaped by the same cookie cutter because 

we are not all the same, that is what gives people the potential to become a great designer because 

we all have different ideas. 
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Task 2: Observational Writing  

 

   In present-day society we are surrounded by predictive advertising (Gaia, 2020), idealisation 

and clickbait (Frampton, 2014) which can distort our feelings, decisions and experiences. Yet, does 

this effect our capability to determine what is true and genuine? By applying ideology of others and 

the theory of semiotics this text will deconstruct an image.  

The founder of semiotics, F. de Saussure compares language to a piece of paper, “one cannot cut the 

front without cutting the back at the same time”, he goes on to demonstrate this by saying “one can 

neither divide sound from thought nor thought from sound”, the sound (the signified) and the 

thought (the signifier) has a different relationship based on the individual. For instance, experience, 

culture and context will all have different impacts on how the signifier is interpretated to be. The 

signified does not need to be sound; it can be from any faculty of senses, words or images. However, 

the signifier is meaningless without interpretation. In addition to this, one signified can have more 

than one signifier, the word ‘me’ will mean something different every time someone new says it. 

Peirce`s theory on sub-sections in semiotics (icon, index and symbol) breaks down semiotic into 

three main categories. The signified could be a dog the signifier would be a picture of a dog (icon), 

barking (index) or the letters d, o and g (symbol).  

 

 

 

 

 



 

 

 

 

 

 

 

 

 

Dior Addict, 2015 (figure 1) 

This advert is from a Dior campaign for lipstick released in September 2015 (figure 1). It focuses on 

femineity and empowerment, with the main focal point being a woman dressed in a pink dress, 

wearing pink lipstick., The” use of colour is simply a technique, used primarily in pictorial advertising, 

to make correlations between a product and other things”, Society has chosen the colour pink to 

represent the female gender (J Williamson, 1978). The heavy, dark business chair the model is 

placed on signifies that she is a businesswoman with high authority. When put together it can be 

interpreted as female empowerment. This advert is using the ideology of beauty, people society 

want to buy into this image of beauty because they think it will make them more attractive.  The 

consumers of this product will buy this product because they see themselves in the image (figure 1). 

“in buying products with certain ‘image’ we create ourselves, our personality, even our past and 

future”, in this image people may see their younger selves, or a future version of themselves, a 



person they inspire to become (J Williamson, 1978). This is because they relate to an object that is 

conveying a message in this image so they believe they are not far away from retaining this ‘picture 

perfect’ image. The signifier of the pink lips and smooth skin signifies beauty, the consumer wants to 

buy this product to achieve beauty even though this product on its own will not create this image of 

beauty. 

Any sign can be deconstructed in this way so the audience is aware of semiosis and can interpret the 

sign to gain meaning. In this case it helped to deconstruct an advert to find what the advertiser was 

implying and was using as a selling technique. 
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Task: Practise-based writing 
 

Oxford dictionary, useability (Figure 1) 
 

 

Usability is the measure of how good something is at doing a task or job. For example, when 

a product is made it goes through a series of test to check how safe, efficient and effective it is. If it 

passes theses tests with good marks it is considered highly usable. In 2000, the phrase ‘universal 

usability’ was first coined by Shneiderman. This phrase described how the usability of a product was 

overall considering diversity between people, including disabilities, race and culture. This not only 

makes sure the product is usable, but how usable it is to everyone. Usability looks at how designers 

can bridge “the gap between what users know and what they need to know” to make using the 

product easier, whether that be an app, a physical product or instructions for a technique or process 

(J lazar, 2007). 

Figure 1 displays the starch kettle, designed by Philippe 

Starck in 1989, which is recognised for having poor 

usability. It is a “postmodern sculpture for the kitchen 

counter top” and has a “bullet-shaped body [which] was 

struck through by a tapering tube that acted as a combined 

spout, steam outlet and handle” (C Bailey, 2016).  The Hot Bertaa Kettle by Philippe Starck (figure 1) 



The kettle can be filled, heated and poured. However, the kettle is dangerous to use; the handle 

force the user’s hand near the hot steel and the steam rises towards the user when pouring hot 

water. 

This kettle may appear as an impractical, dangerous and possibly ugly object to some people. 

However, others may find it intriguing and a lovely piece of artwork. This provokes the question, 

does every object need to be usable? At first, the answer is yes, every product needs a use otherwise 

there would be no point for its creation, it would be a waste of resources. Yet, this product is a great 

example of creativity and having fun with designs. Should fun be a use, can a product have the one 

purpose of being looked at and making someone smile? This is what art is, traditionally a canvas with 

an image on it. In its own way this kettle is a canvas displaying an image causing an emotional 

response. Starck has made “sources of inspiration” and “influenced other designers” through his 

product (. The Hot Bertaa kettle is far from user friendly and has a low ‘universal usability’ because 

the things it can do cannot be done by all. For example, this would be unsuitable for a child as it can 

get dangerously hot, and a person who is incapable of lifting this weight would not be able to use it.  

My initial thoughts on this kettle were it looks unsafe, I would not buy it because it is not user 

friendly and its not aesthetically pleasing to me. After reviewing the history and viewpoints of others 

I believe this is a piece of art rather that a product and I think this is what Philippe Starck was trying 

to prove, that there is a cross over between an art piece and product, and a product does not have 

to have a proper use, it can just look nice. 
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