
   

 

   

 

Student Name: James Evans 

P Number: 2306269 

Programme of study: Graphic Design 

Module: Ways of Thinking (ADDA4022/C) 

 

Tasks in order I received them:  

Task One: Semiotic Analysis = 487 words 

Task Two: Manifesto = 452 words 

Task three: Practice-based writing =  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   

 

   

 

Task One: Semiotic Analysis 

Semiotics involves the study of signs, symbols, and their meanings to understand how visual 

elements communicate messages to the audience. This approach, rooted in semiotics, a theory 

of signs and symbols, allows designers to deconstruct visual elements in a design and analyze 

the cultural, social, and psychological connotations they carry. 

 

According to Saussure's structuralist semiotics, signs consist of a signifier (the visual 

representation) and a signified (the conceptual meaning). Applying this theory to graphic 

design, Chandler (2002) explains that colors, shapes, and images act as signifiers, while the 

cultural associations and meanings attached to them constitute the signified. 

Furthermore, Barthes' semiotic theory emphasizes the role of cultural codes in interpretation. 

In graphic design, designers utilize cultural codes to convey specific meanings and evoke 

desired responses from the audience (Barthes, 1977). 

 

By employing semiotic analysis, graphic designers gain insights into how their visual choices 

impact the viewer's perception and interpretation of a design. This understanding allows for 

more effective communication, as designers can strategically select and combine visual 

elements to convey intended messages and resonate with target audiences. 

The Taylor Swift Diet Coke advertisement in 2014 serves as an intriguing subject for semiotic 

analysis, unraveling the layers of meaning embedded in its visual and symbolic elements. 

Drawing from Saussurean semiotics, the ad can be deconstructed into signifiers and signifieds, 



   

 

   

 

providing insight into the cultural and social connotations associated with Taylor Swift and the 

product. 

In the advertisement, Taylor Swift herself becomes a potent signifier. As a globally recognized 

pop icon, her image represents not only her individual identity but also a broader set of values, 

emotions, and associations. According to Saussure's theory, the signified here encompasses 

Swift's celebrity status, authenticity, and relatability, elements that resonate with her fan base 

(Chandler, 2002). 

The choice of colors, typography, and composition within the advertisement also contributes to 

the semiotic narrative. The vibrant red background serves as a signifier, evoking emotions of 

passion, energy, and excitement. This aligns with Barthes' concept of connotation, where 

certain colors carry culturally ingrained meanings that can influence interpretation (Barthes, 

1977). 

Furthermore, the presence of a Diet Coke can within the ad adds another layer of meaning. The 

product becomes a signifier of a lifestyle choice, associating itself with Swift's glamorous yet 

accessible image. The consumption of Diet Coke, in this context, is not merely a physical act but 

a symbolic one, representing a desirable and aspirational way of life (Williamson, 1978). 

The Taylor Swift Diet Coke advertisement is clearly a skillfully constructed visual text that uses 

signs and symbols to convey beyond the literal portrayal, as shown by semiotic analysis. This 

approach provides an advanced understanding of the deliberate use of symbolic components 

and cultural codes to create meaning and influence audience opinion. perceptions (Chandler, 

2002). 



   

 

   

 

 

Fig. 1, Entertain in style with Taylor Swift, Diet Coke Advertisement Campaign, 2014  

This basic investigation of semiotics in visual representation can be applied to a wide range of 

signs. A solid understanding of semiotics enables people to analyse the metonymic, 

interrelated, or symbolic production that is often concealed in the misleading stories that 

pervade our everyday lives. 
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Task Two: Manifesto  



   

 

   

 

 

1. Keep it simple: Make designs easy to understand. Less confusion, more clarity. Simple 

designs are better for everyone. 

2. Think about people: Always consider who will use what you design. If it is not user-

friendly, it is not a clever design. People come first. 

3. Try new things: Do not be afraid to make changes. Keep making things better based on 

what people say. Every change is a chance to make things awesome. 

4. Help people see: Use visuals to guide people through information. Show what is most 

important first. Make it easy for the eyes. 

5. Connect with feelings: Make designs that touch hearts. Colors and shapes can make 

people feel something. Designs with feelings stick in people's minds. 

6. Work Together: Team up with different experts. Everyone has something to offer. Great 

designs happen when everyone works as one. 

7. Think about the impact of your designs. Be fair, include everyone, and be kind to the 

planet. Good design is responsible design. 

8. Enjoy the design journey. Keep going, even when it is tough. Your passion makes designs 

shine. 
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1. Keep it simple 

 

The principle of "keep it simple" extends beyond mere aesthetics, emphasizing the profound 

impact simplicity can have on communication and understanding. As asserted by Tondreau 

(2009), simplicity in design reduces cognitive load, allowing users to navigate information 

effortlessly. This aligns with the psychological concept of cognitive fluency, where simplicity 

enhances the ease with which individuals process information, leading to more positive and 

favorable user experiences (Alter & Oppenheimer, 2009). The principle underscores the idea 

that simplicity is not about compromising depth but rather about distilling complexity into 

accessible, digestible forms. In adopting this principle, designers aim to create designs that not 

only visually please but also effectively convey information, ensuring that the intended message 

is received with clarity and resonance. 

 

Keyword: Help People See 

 

The principle of "help people see" underscores the significance of visual hierarchy in design, 

aiming to guide viewers through information with clarity and precision. It aligns with the core 

tenets of user-centric design, emphasizing the importance of prioritizing and organizing 

information to enhance user understanding (Lidwell, Holden, & Butler, 2010). By strategically 

using visual elements such as size, color, and placement, designers can direct attention to key 

elements, facilitating a more intuitive and engaging user experience (Tondreau, 2009). This 



   

 

   

 

principle resonates with the works of Gestalt psychologists who explored how people perceive 

and organize visual information, emphasizing the natural tendencies of the human mind to 

structure elements into meaningful patterns (Wertheimer, 1923). 

 

Keyword: Love What You Do 

The principle of embracing a genuine love for one's work is vital in the field of design, as it 

encompasses more than just technical proficiency. This concept involves forming an emotional 

bond with the creative process itself, going beyond mere skillfulness. In line with 

Csikszentmihalyi's flow theory (1990), individuals experience optimal creativity and satisfaction 

when they are fully engaged and passionate about their work. 

According to Pink (2009), intrinsic motivation derived from enjoying the work itself fosters 

higher levels of innovation and creativity. Designers who genuinely love what they do 

demonstrate resilience in tackling challenges, explore innovative ideas, and produce 

outstanding work that excels both in quality and originality. 

Additionally, this principle aligns with discussions surrounding the psychology of design and 

creativity by emphasizing how passion contributes to meaningful outcomes (Csikszentmihalyi 

1996). When designers are deeply passionate about their craft, their enthusiasm permeates 

through their final product. As a result, designs not only fulfill functional requirements but also 

possess a distinctive authenticity. 



   

 

   

 

To summarize, prioritizing intrinsic motivation and passion through adopting the "love what 

you do" principle underscores its significance within the realm of design. By fostering a 

profound connection with the creative process, itself, designers can channel their enthusiasm 

towards producing exceptional work that transcends conventional boundaries - thus cultivating 

an atmosphere characterized by innovation-driven excellence within design practice. 
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Task 3 – Practice-based Writing 

 

Design is a language, and every project is a unique conversation. Recently, I had the 

opportunity to create a graphic design piece that aimed to blend visual appeal with effective 

communication. Inspired by the principles of simplicity and user-centric design, my goal was to 

craft an engaging visual narrative that not only looked good but also conveyed its message with 

clarity. 

The design centered around a promotional poster for a university project. Applying the "keep it 

simple" principle, I sought to streamline the visual elements to create a design that was both 

aesthetically pleasing and easily digestible. Drawing on Tondreau's (2009) insights into layout 

essentials, I strategically used grids to organize information, ensuring a clean and balanced 

composition. 

In choosing colors, I embraced a palette that resonated with the event's theme, opting for 

warm tones to evoke a sense of community and inclusivity. This decision aligns with the 

psychological impact of color, as colors can evoke emotions and set the tone for the viewer 

(Kaya & Epps, 2004). The result was a visually cohesive and inviting design that immediately 

conveyed the event's atmosphere. 

To further enhance user engagement, I applied the principle of "help people see." 

Understanding the importance of visual hierarchy, I carefully selected fonts and emphasized 

key information through size and placement. By guiding the viewer's eyes, I aimed to ensure 



   

 

   

 

that critical details were readily apparent, fostering a seamless understanding of the event's 

purpose and coordination (Lidwell, Holden, & Butler, 2010). 

The design also encapsulated an element of "love what you do." Infusing the project with 

passion, I delved into the creative process with enthusiasm. This emotional investment 

translated into thoughtful details, such as custom illustrations and personalized touches that 

elevated the design beyond a mere promotional tool. Inspired by Csikszentmihalyi's (1990) flow 

theory, I immersed myself in the project, seeking to create not just a visual piece but an 

experience for the audience. 

The success of the design was not solely measured by its aesthetic appeal but also by its impact. 

Drawing on the principles of user-centricity, I incorporated feedback loops, welcoming input 

from potential attendees and stakeholders. This iterative approach, rooted in the concept of 

continuous improvement (Norman, 2013), ensured that the design evolved to better meet the 

needs and expectations of the community it aimed to serve. 

In reflecting on this project, it becomes evident that effective graphic design is a delicate dance 

between artistry and functionality. It involves not just creating visually captivating images but 

also orchestrating a symphony of elements that resonate with the audience. This experience 

reinforced my belief in the power of design as a means of communication — a language that 

speaks volumes when crafted with intention, simplicity, and a genuine love for the craft. 
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