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Introduction 
The purpose of this study is to figure out how horror poster branding has developed and how the 21st century has taken influence from as early as the 1930’s. I will be looking specifically at the branding and marketing of design, specifically horror. I will look at design techniques from the 1930’s onwards and a variety of research to determine what was successful. I will then be establishing what design influences are used today, what was carried forward and conclude with the artists that helped pave the way for the style choices we see in everyday horror branding.
It is seen today as a necessity for a movie to include marketing, but budgets did not stretch as far as advertising in the 30’s onwards and depending on how far the budget could stretch, a poster was a last consideration. It was as if, it was an afterthought. I want to use the research to build on how the 1930’s were successful with their approaches and then the techniques we use today to compare the progression of design.

I have chosen to write my dissertation about the evolution of Horror Poster branding to draw a conclusion as to where influences have dated back from and how we as designers use these influences to create our own styles for work to be successful. 
I will focus my attention around particular designers dating back from the 1930’s through to the present day where information on designs is possible and show a comparison between the styles used. 
I have a massive passion for horror movies and have been fascinated with them since about 10 years old when my father had one on in the background and I caught a glimpse of Bram Stokers ‘Dracula’, it helped that he was also passionate about vintage horror too. I wanted to research this topic because I really wanted to gain more knowledge about the styles used in the 30’s onwards so I decided to take on a topic that would actually help me in the future too, the styles used will benefit me and the styles from the 30’s onwards really fascinate me. 
I will use various pieces of research including books, e-books, websites, quotations, movie posters, films, news articles and videos to establish my points. 

A lot of posters from the 30’s I struggled with finding data about reactions towards the designs chosen for branding horror movies. I believe this would be down to the lack of records archived but I have researched books where possible to establish a general idea and given opinions to achieve what the general consensus may have been at the time. 

My chapters are designed to be followed chronologically where possible and they begin with covering what a Horror Poster is, The Horror genre and how a horror is defined. I then introduce the Psychology of Fear and why we like to be scared, throughout the dissertation I refer back to this section and then after follow it up with a brief development of posters through the time. I then start to introduce date stamps to follow up with artists, movie posters and design styles. I focus on specific posters, artists and then analyse the work, research with various means to establish which of the graphic styles show through and influence our design styles we as designers practise today. 


What is a Poster? 
A poster is a means of communicating a product, an event, a movie or to convey an idea. It is a printed or painted piece of artwork tended to be produced for wall hanging or surface area. These posters can feature typographical elements, photography and illustrations. Posters became a way of conveying information through advertising dating back from the 19th century. Horror posters work in the same way but use slightly different methods of advertising an up-coming horror movie through print and product. Horror movie designs convey a message or advertisement through design and offering the audience an insight into what can be expected in the film typically through typeface, imagery and illustration. Advertising designs usually entails posters printed, advertisements, trailers and other promotional or marketing material. The job falls on the creators at the risk of revealing too little or too much of the movie through their designs. 
A poster is a large picture printed for decoration. (Oxford for Lexico, 2019)

The Horror Genre
There are a variety of ways the horror genre can be portrayed. The main purpose of horror is to insight fear, to frighten, scare, alarm or in some cases disgust. The horror genre stretches through a number of means such as: movies, posters, series, books, stories, music, games, artwork, video and photography. Typically, when thinking of horror, you associate yourself with the believing that horror can be restricted to the above purposes but that is why design is so important as it is the first piece of information you see to judge and make assumptions. People are curious about being scared and this leads into the psychological boundaries that comes with the feeling of being fearful.

Defining Horror 
 Horror can affect everyone in different ways and in some cases not affect people at all. But what does 'scaring' really come down to and what are the symptoms of striking fear into someone? True horror stretches to not only movies but to have what is more commonly known as a phobia. These are just a few examples; aerophobia – the fear of flying, arachnophobia – the fear of spiders, acrophobia – the fear of heights, claustrophobia – the fear of small spaces, xenophobia – the fear of strangers, haematophobia – the fear of blood. These examples can be shown through horror films through the ages but can more commonly use a defining character to portray the main figure of the movie.
Horror can come down to and affect everyone in different ways, from sweaty palms, to shortness of breath, increased heart rate, body language, becoming agitated, screaming, panicking, fidgeting, the feeling of being distracted or the complete opposite of focusing too much. It is initially down to the feeling of being uncomfortable and the horror movie genre either puts you on the edge of your seat or setting the scene to be atmospheric and create suspense in the run up to something. (Ted Talks, Dr. Margee Kerr 2018)




The Psychology of Fear and why we like to be scared
The science behind why humans get scared is fascinating. There is a part of the brain that is responsible for registering fear and this is called amygdala, which is a bunch of neurons that sit within the temporal lobe. When a person sees something that frightens them, for example a massive spider the amygdala is activated which then in turn triggers other parts of the brain. The hypothalamus is then responsible for releasing hormones such as adrenaline which is released after amygdala. (D’mello, 2015)

“When we do scary things with other people like go to a haunted house or skydive, there is real bonding and a feeling of connectedness,” said Kerr. “There are studies that show that we get closer to each other when we’re scared with people we have an existing positive association with, and on the other hand, how we increase negative feelings toward those we don't like when we’re in stressful situations together.” (Cassata, 2016)

Some humans have a desire to feel scared and the above from Cassata is a perfect example of a positive correlation with horror movies, it’s in the blood. 
According to Well and Good a horror movie is considered a ‘confidence booster’ and seeing horror movies gives the watcher a sense of relief when something scary happens in real life. (Wilkinson 2018)
Finally, when looking at the psychology of fear and why we like to be scared within movie poster design we often associate ourselves with the idea that a movie poster will entice the viewer or give them a reason to want to watch it. The designer wants to attract the viewer but also by doing so by not giving too much away or spoiling the story. Movie posters are a promotional tool, times have changed since the 30’s and marketing has expanded and rapidly changed. 

Brief Development of Posters through time
Advertisement is a huge element in the run up into branding and marketing for a movie, within any genre. It is the selling point initially to draw your audience or to attract attention. Using date stamps in a timeline this should give the reader an idea of intentions and a background on posters from the 1930’s – present day. 

1930’s
In the 1930’s there was a lack of focus on poster design as it was considered more of a last-minute job. Budgets were very limited and advertising was put on the back burner or left as an afterthought. The Great Depression played a massive part in the lack of advertising, the USA stock market crashed in October 1929, which sent Wall Street into panic and wiped out millions of investors. Businesses were forced to cut back spending, reductions carefully planned and layoffs became more common. (History.com 2009)
Directors and producers relied heavily on word of mouth, opinions amongst others or newspapers this was the means of advertisement they could afford or depend on. The government began hiring artists in the 30’s to create advertisements based on American Culture and History, using images of celebrities, soldiers and Santa Claus to promote to audiences. Artists started using “Fireside Chats” (U.S. President Franklin D. Roosevelt, 1933) The sole purpose of “Fireside Chats” would be to connect ads through radio. 


Poster designs had a significant focus on exaggerating art featuring women portrayed as “stay at home house wives” whilst their men were on the battlefield. (Scott, April 15) 

[image: history of advertising 1930s pep cereal (1938)]
Fig.1 So the harder a wife works, the cuter she looks 
With a strong focus on a dominant male as a necessity at the time, this was a sign of how women were being portrayed that the requirement was to have a man to work hard for and depend on. This could be seen as influencing for the design styles appropriated with the women in a lot of movie posters with women seemingly needing to be rescued and men portrayed as the ‘bad guy’.





1930’s Poster Design
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Fig.2  Frankenstein            Fig.3 The Invisible Man
From the 1930’s onwards there was a heavy focus around big noticeable ‘ghoulish’, colourful type and noticeable, painted imagery. There were many examples of big strokes on types and the ones chosen were often centralized or would take up a bigger portion of room.

Fierce competition and aggressive selling surfaced in what Observer described as “the frantic battle of today to animate or force the attraction power of advertising with extra big type, trick photography, professional testimonials, and quotations of imaginary, exaggerated, impossible conversations.” (McGovern, 2009) 

Photography wasn’t an option in the 30’s so tricking the audience into thinking there could be these scary figures in theatres that were actually typically paintings or drawings was exciting but it also comes back to the psychology of fear and why we like to be scared. For the poster this is the first step into what people see or a sneak peek into what they’re in for. Imagery chosen usually consisted of the cast portrayed as a painting and the villain in the background towering over the cast. The villains tended to have a heavy influence on male characters shown as big figures and this could take influence from American Advertising mentioned above with women shown in smaller proportion with women needing saving or help.  Being rescued links in with Frankenstein Fig.2, the title is the main focal point and then the eyes wander towards the drawing / painting which is an illustration of the villain of the movie. B-movies and monster movies were heavily dependent on the monster being the focal point of the poster as this was their selling point, the reason why it was created in the first place and the prime focus was to draw in audiences with a desire to be scared. 
Fig.3 features a lot of similar techniques as Fig.2. There is again a strong focus around the ghoulish style typeface intended to almost look like slime or shiny. This features a yellow border, with a black outline and a white tint to highlight a shine which was all hand draw or painted and not mass produced. Matching colour schemes made the pieces aesthetically pleasing and again a heavy focus around the villain in the top left. The typefaces chosen are all completely legible, easy to read and distinguishable because of the bright colours chosen with the names being prominently visible. There is a collage style going on with each character that is an element carried forward through to the 2000’s.
The same way that Fig.2 could also be described as a collage style with an element of Frankenstein dominating the background and then smaller characters being introduced after your eyes have taken the attention away from the focal point which is the villain. There is also a subtle hint of blank space being introduced with Fig.2 and Fig.3 more of which is introduced through to the 70’s/80’s. These features are all ways that the designer is able to convey the important pieces of the poster to the audience without giving too much away.




 
1940’s Bill Gold
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Fig.4  Clockwork Orange

Bill Gold began his creative career in 1940’s as a professional Graphic Designer. ‘When I graduated the institute, I decided to go over to Warner bros, who had an office in Manhattan. And they had a poster office in that department and I went to see the art director, with my samples and he loved my work. He said, I’d like to see you try some movie posters, he gave me 3 names of the movies and I did the 3 posters. Then when I brought them in, he said ‘you’re hired, immediately’. And the first thing I worked on was Yankee Doodle Dandy, Kubrick of course was sensational, he was very tough to work with. He stood over you for every minute and changed everything immediately, as soon as he could say it. He was tough but he knew what he was doing’  (Warner Bros. 2013). 
Bill Gold has worked with some of the biggest filmmakers including: Clint Eastwood, Alfred Hitchcock, Stanley Kubrick, Ridley Scott and Laurence Olivier. He is most famous for his poster designs for Casablanca, The Exorcist, Invasion of the Body Snatchers and most recently Mystic River. 

‘Well, how do you do a poster from the beginning? Very honestly, very simply. Just a series of cascading thoughts, keep coming to your mind about what this movie is about and how do I tell the story in print, without turning off the reader? A lot of movies you do not want to tell too much you just want to tease.’ (Warner Bros. 2013)

Bill Gold uses a variety of techniques generated from the 30’s that we also see today in a lot of our designs including: blank space, which allows your eyes to be drawn to a specific section of poster that the designer wants your focus to be on, bold outlines and strokes with typeface and illustration / artwork with a strong focus on villains being highlighted. 






1950’s, Albert Kallis
[image: Image result for albert kallis attack of the 50t woman][image: Image result for albert kallis design]

Fig.5  Attack of the 50ft Woman      Fig.6  I was a teenage Frankenstein

An artist from the 50’s Albert Kallis paved the way for horror poster design with this above specific format just 20 years later. Talking about the huge, hand drawn type with bright colours, beautiful painted imagery and lots of typography neatly arranged in the bottom or top half of his posters. His poster design has a real focus around shock factor, always including the monster or a part of the monster the movie is focused around which stems from the designs created in the 30’s. The shock factor in these posters play an important part of the design style as this is the reason viewers are drawn in. The audience want to know who this villain is, who the people in the poster are and who they are designed to be implied as a smaller character role. His work features a lot of ghoulish style typefaces and they’re noticed a lot today and work can always be compared to Kallis’ style.


1960’s Psycho 
[image: ][image: ][image: ]
Fig.7 Psycho		 Fig.8 	Psycho II	Fig.9 Psycho 1992
Psycho was an iconic movie and is usually more commonly recognised from the remake in 1992 with Vince Vaughan. Psycho, arguably the first slasher movie ever made. (Hadsell, 2018)
Fig.7 is very busy and chaotic like the movie, featuring Norman Bates actually not looking like he is portrayed as a psycho, as seen with the 1930’s posters villains are portrayed to be evil or towering over the victims in the designs. This was one of the first posters introduced with photographic imagery. The poster looks seemingly calm and as we have seen in the other poster styles, usually the villain is portrayed in a different light, towering over the female character or victim, but in this we do not.  The poster features an uppercase style typeface with a huge crack going through it, maybe suggesting imperfection however this style of type had actually taken inspiration from the book where the movie had originally been inspired from ‘Psycho’ – By Robert Block, (1959)  an American Fictional writer and for designing the cover he hired Tony Palladino. There is a big difference in colour scheme with the blue and yellow which are designed to be a complimentary pair. There is a similar style of collage affect with a different approach instead of the villain being the main focal point that is seen in most of the examples discussed, there is a strong focus on the female actress who is in fact the ‘damsel in distress’. This could be one of the first instances where a female is introduced as a main focal point designed to be aimed at males, as she is featured in just in 60’s lingerie. This could also be an early introduction to sex appeal, discussed further in Fig.22.
In 1958 Palladino designed the book jacket for Psycho, the dark and familiar tale of Norman Bates’ descent into insanity and murder. Palladino made the most out of the single-word title, employing a distressed, stark white, bold, sans-serif typeface turned on its end and butting up against the edges of the black background. 
[image: ]
Fig.10  Psycho Book Cover
Tucked between the “P” and “S” in a light serif italic is the author’s name and the words “an inner sanctum mystery.” The only other element on the front cover is Palladino’s signature. The placement of the fractured type on the dark background perfectly conveys the disturbed personality of the book’s protagonist.’ (Bower 2014)
Palladino captured the mood of the book so expertly that when Hitchcock bought the movie rights, he also hired Palladino to design the film’s poster and other advertising material. According to Palladino, Hitchcock “wanted the lettering to dominate the newspaper and poster advertising, with just a few photographs of the main actors.” Reportedly Palladino earned $5,000 for his efforts, only a little less than author Bloch received for the book’s film rights. At the time this would’ve been seen as quite a big deal as this was one of the first moments where an author was offered a substantial amount of money for a piece of design work. This was also an opportunistic moment where design was properly considered before the movie was released and then taken forward as seen in Fig.7 and Fig.8 successfully.

[image: ]
Fig.11  Psycho Title Screen Saul Bass
Even Saul Bass stayed true to Palladino’s broken type for the opening titles (above), using a sequence of fractured white type on a black background that breaks apart and comes together again. (Bass 1960)
If we look at Psycho II pictured in Fig.8 this is the follow on from Psycho. We have some similar features from the 30’s with the villains face now taking up most of the space and as this is the second movie anybody who would’ve seen the original would recognise the house imagery. The typeface is the same with the crack splitting it apart, featuring all uppercase letters, however it is now in red instead of yellow. The colour red designed to be known for the colour of danger perhaps this is now a reiteration as originally, we wouldn’t have known he was a psycho and now it is definite that he in fact, thee psycho. (Colour Matters 1999) 
Then almost going back to the 30’s routes with this poster as it has a lot of similarities; the typeface is more grunge rather than ghoulish, the collage style encompassing the villain in the background, the blues making the red typeface stand out as opposed to the blues and yellows being a contrasting pair in Fig.7. 
Then comparing Fig.8 we have a similar approach with a lot of successful design techniques used previously. Continuing the typeface with the grunge style and a distress feel with a crack between the word. A red typeface which worked for Fig.8 indicating danger. The only other red in the poster design is the prominent shower scene focused in the centre which eyes are drawn to, which would now also be recognisable as blood and as this is a remake with the famous shower scene familiar for fans of the originals. Lots of blank space which has been successful for other poster designs in Fig.2 and Fig.4. There are a lot of similarities of all these posters and as these are follow-on movies and remakes, the similarities are recognisable even from an unbiased viewer. 




1975 Jaws
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Fig.12  Jaws
An example of a spoiler with a promise is with Jaws, an American thriller directed by Steven Spielberg based off of the novel from 1974. With the poster designed by Roger Kastel, Jaws is a classic in American cinema and the poster can be described as a piece of visual story-telling. The movie featured no big actors or actresses and depended purely on the promise of a thrilling story, that hooked its’ viewers. 

“So when the shark in Jaws attacks an unwary swimmer, we are not identifying with the character, but with some position of knowledge which the story itself or the implied narrator is said to have.” (Carroll 1990)


Regardless of the actors or actresses on the front, the main focus of the poster is the shark and the swimmer. The vulnerability is what is captivating for the viewer and attracts interest and the quote above sums up what design can be about. A little hint of what the story is going to feature and a reason for the viewer to want to watch. 

In a breakdown by Buddy Scalera, he describes what viewers witness and experience whilst viewing Kastel’s poster. This goes with how typically a viewer would view this and posters of similar styles.
[image: Jaws_8]
Fig.13  Buddy Scalera Jaws


[image: Jaws_9]
Fig.14  Buddy Scalera Jaws 


Kastel, the artist was a visual-storytelling master who controlled the viewer’s eye to give this poster true impact from a marketing perspective. He clearly illustrated what viewers could expect from the movie experience and this was clearly successful for him.









1980’s The Shining 
A movie poster for the cult horror film The Shining "A masterpiece of modern horror" based on a novel by Stephen King, directed by Stanley Kubrick and starring Jack Nicholson, Shelley Duvall, Scatman Crothers and Danny Lloyd. Fantastic design against a yellow background by the notable American graphic designer and filmmaker Saul Bass (1920-1996) featuring a ghostly image of a face inside the title letters.
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Fig.15 The Shining

The Shining poster features a mixed cap centre justified block style typeface surrounded by a perfect amount of blank space. It is simplistic and has a minimalistic feel to it that for its time could be understood by any curious horror fan or just general audience. The type itself features an alien style dot work figure or face and is not related to the film.
The credits (at the bottom) and review featured at the top is all capitalized and a slim style font, perfectly legible. In the 30’s (as with Fig.2) what drew an audience in would be the shock factor with ghoulish figures to introduce a character or villain. To draw the audience in Kubrick has selected this design of Bass’ with a figure that the audience isn’t aware of who or what it is or if it even relates to the movie in the slightest. The audience seemingly unaware as to what this figure is unless seeing a trailer but the not knowing and the idea that this horror film could be fairly intriguing for any horror fan. This takes us back Chapter ‘The Psychology of fear and why we like to be scared’.
Saul bass had a lot of complaints regarding the 300 designs submitted, Kubrick had a lot to say about the designs but this is a perfect example of a director getting involved with the decision making. (Gosling, 2015)

[image: Saul-bass-the-shining-its-nice-that-3]
Fig.16 The Shining Maze

[image: Saul-bass-the-shining-its-nice-that1]

Fig.17  The Shining Eye Maze 
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Fig.18  The Shining Hand Bicycle
[image: Saul-bass-the-shining-its-nice-that8]
Fig.19  The Shining Aliens
[image: Saul-bass-the-shining-its-nice-that-]
Fig.20 – The Shining Letter of comments 

It’s not hard to see that Kubrick was difficult to work from Fig.20 with but it worked in Bass’ favour from the success of his work and Bass is now one of the world’s most recognised Graphic Designers and is considered a major design influence.


1920’s - 1996 Saul Bass
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Fig.21 Anatomy of a Murder
Bass was a popular American Graphic Design and Poster Artist, specialising in film posters and logo design. He studied in New York at the Art Students’ League as a teenager and developed a unique style that is both recognizable and memorable
He is famous for his use of simple, geometric shapes and symbolism. Often, a single dominant image stands alone to deliver a powerful message. These shapes, as well as type, were often hand-drawn by Bass to create a casual appearance, always packed with a sophisticated message. Bass could create ideas in his head with simple shapes and images which you can see perfectly with his work. This transpires to the work we see today which has depends on a heavy influence from Bass’ work. 


Sex Appeal 
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Fig.22  Jennifer’s Body
Human beings have become immune to the idea that horror movies have to be limited to ghoulish figures or villains illustrated. Advertisements and marketing can be very clever and use tactics such as sex appeal to draw in viewers, this is an attention-grabbing tactic and can almost draw in not just your typical horror audience but the general public as well. It gives the audience a slight preview into what could be included in the movie. Designers are clever and use the power of imagination and over sexualising is key with Fig.22. 
  Fast forward a few years to the 21st century we really focus on introducing ‘sex appeal’, shock factor and iconography into our poster designs. The use of shock factor with sexualising is a newer way to draw in our audiences, alarming them or teasing them with a snippet of what is to come.
“The most effective movie posters are iconic, presenting the themes in the film without resorting to flat out saying what it’s about. The design uses imagery, whether a close-up of a character or item that’s a major plot point, or a simple graphic, to establish the film’s plot. Combined with an eye-grabbing design, this can be an incredibly effective way to gain attention and create interest at once.” (Web Designer Depot 2011)  

Dracula 
[image: Image result for dracula 1931]
Fig.23  Dracula 1931
Rewind from Fig.22 this 1931 version poster of Dracula features what had been discussed with Figs.2-6. Featuring a big uppercase typeface in the centre justified with a bright red colour and yellow stroke. It makes this piece stand out and as with most of the horror discussed the villain is peering over a victim in this poster. The cast is featured in a smaller type in blue with a piece of description – “The story of the strangest passion the world has ever known!” which in itself is a piece of marketing. For something to be strange, makes the viewer of the poster intrigued. 
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Fig.24  Dracula 1992
Compare this to Bram Stoker’s Dracula 1992, there is a massive difference in colour schemes, typeface, the villain’s stance, imagery and the villains positioning within the poster. Dracula is featured in the middle with his hand on Winona Ryder’s (the female pictured) chest and sex appeal once again is introduced here. We all know that Dracula is not a ‘good guy’ and in this poster we are shown body language from both Winona Ryder and Gary Oldman (Dracula) as if Dracula is not letting Ryder go. She also doesn’t look like she wants to go anywhere, as if she has been seduced by him and this is why this piece is so important to add towards the change in design from the original 1931 piece to a design more suitable to an audience in this day and age. The ghoulish typeface featured in the poster has been used in similar styles for years and even dates back to 20’s onwards with ‘Nosferatu’ poster designs. ‘Love Never Dies’ featured in sub text below the imagery in a serif style font similar to the styles discussed in Chapter: Modern Day Horror Poster Designs - Reflection and comparison with Hereditary and Midsommar.
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Fig.25  Dracula TV Series 2014 

In 2013 we see the introduction of Dracula TV series targeted at a wider audience. This particular poster features a charming, good looking gentleman portraying Dracula in a completely different version compared to 30’s and 92’. Similarly, Dracula is portrayed to be charming with his victim in his grasps. The colour scheme is appropriate to present day with cleaner looking imagery and a serif style typeface in a bright red relevant to the colour of danger or blood. The photography and clean typefaces almost give this piece a sense of simplicity, minimalism but also laziness. The sub heading almost makes the villain of this design target women with “a slick, super sexy drama” almost sexualising vampires or ‘taking women’s lives’ deemed as sexy. Over sexualisation has been carried over through to the 21st century and used in a ‘cheap’ way to rack up viewership. There is a staggering difference from 1931 Dracula to today’s performance in the series representation of Dracula. Once represented as a ‘scary, villainous male’ with a towering presence over his victims in the 30’s poster and to now rapidly changing to the complete opposite with Dracula as close as possible to his victim with the 2013 TV series. There are a lot of different styles of vampires portrayed through movies and design, the figures below are just a few examples of vampire style movies. They are all completely different but work for the target audience and were successful in their own ways all featuring an almost compatibility of lovers and two characters with a ‘love interest’ to grasp audiences attention. 

[image: Related image] [image: Image result for let me in movie poster] [image: Image result for blade movie poster]
Fig.26 Twilight		 Fig.27 Let Me In 		Fig.28 Blade








2018 Hereditary 
[image: ]
Fig.29  Hereditary

Hereditary pictured fig. is an American psychological horror movie written and directed by Ari Aster. Released in 2018 and premiered early January 21st at the Sundance Film Festival, reportedly before a trailer for Peter Rabbit played whilst the cinema was filled with children, causing a small panic. (Allan-Petale 2018)
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Fig.30  The Wicker Man

We as an audience started to see a similar style design for this poster when The Wicker Man remake premiered in 2006 with Nicholas Cage. With similar style typeface choices and imagery choices to focus our attention on specific parts of the poster makes both fig and fig great pieces of marketing. As with The Shining and Jaws the designer has been clever about where the viewers eyes are drawn. Designed by successful brand design agency Gravillis Inc with a huge clientele list including: Alien, 3 from Hell, The Void and A Cure for Wellness. Hereditary features a beautiful, captivating photography that draws its’ audience in too from James Minchin. (James Minchin III - Photographer)

Every last detail has been considered perfectly to attract an audience, the key elements include; the colour scheme, typefaces, image style, colour matching with the eyes, the distressed faces and un-saturated colours of the skin tones. It features 30’s elements with a villainous style of the mother (in the background) towering over the daughter. Production values seem to have changed ways, where budgets are not so limited now, we as viewers see an increase in modified imagery created through software that was not available in the 30’s-80’s. 
The typeface styles have changed rapidly from the styles discussed throughout, through from the 30’s to present day. Designers have taken a completely different turn from the ghoulish, bold type styles and opted for a cleaner, minimalist style and focuses heavily on the imagery that causes ‘shock factor’ to attract their audiences and make viewers feel slight discomfort. 

[image: ]
Fig.31  The Exorcist
The Hereditary posters all feature a young girl and surrounded by her family, with a very dark style theme going on and the theme stays fluent throughout. We as viewers have become more thick skinned when it comes to what can affect us. Fig (the middle one) features a tagline “This generation’s The Exorcist” is a strong supporting statement and in a poll of 2,000 people asked in 2018 it was described as ‘The most terrifying horror movie of all time’. (Bailey 2018)
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Fig.32  Hereditary Family	 Fig.33  Hereditary mother/daughter
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Fig.34  Hereditary House

Looking at present day, the likes of Horror thrillers such as ‘Hereditary’ are successful for their lack of even ‘trying’, designers know what their audiences want and how their designs will affect the viewers.



2019 Midsommar
[image: ]
Fig.35 Midsommar
Midsommar is a 2019 horror movie written and directed by Ari Aster. The movie follows a group of friends who take a trip to Sweden for a festival but it takes a turn for the worse when they slowly start discovering the festival goers are part of a pagan cult.
 The horror movie genre from the 21st century is all about embracing the upcoming, emerging aesthetic of horror with the minimalist, clean style typeface, distressing images that again, draw the viewer in and in Midsommar’s case the colour palette choices which are very different again to the colour schemes usually associated with horror movies. The irony of this poster is that there are beautiful flowers and bright spring time colour. This isn’t to trick the viewer this is to show a difference and a massive contrast in visual language we as viewers aren’t necessarily used to. We as designers are shifting towards the societal and interpersonal, poster design has followed by depicting a more subtle ease. 

“There’s also quite a bit of gore in Midsommar—the film is replete with smashed-in skulls, blood, guts, skinned faces, and corpses—but you wouldn’t know it from that poster design. The simple, elegant design frames half of star Florence Pugh’s face in warm, saturated tones, drawing out the yellow flowers in her hair against the bright, marine-blue background. The design checks none of the boxes for horror movie posters’ time-tested visual language: there’s no black and white or monochromatic color scheme, no blood-red accents, spooky buildings draped in fog, or silhouettes of barren trees. At first glance, you might not even notice the single tear rolling down Pugh’s cheek.” (Hawley, 2019)

The horror movie genre is always changing and this is just the beginning of the new style the 21st century is creating. Almost like a trend that’s being set and the rest will follow. 





CONCLUSION
When compared to the 21st century designers have the ability to control every aspect of visual communication for advertisements. A huge variety of promotion can be included to advertise films with; poster design, magazine adverts, trailers, phones are flooded with marketing across YouTube, social media ads, websites, hand held devices (iPads, tablets, Alexa) newspapers, TV and radio ads, these ultimately were not available in the 30’s through to the 90’s. 

We can’t make our own opinions up we as humans have become almost immune to what we truly believe can affect us and how we envision a movie. We make judgements and pre assumptions based off of the look of a poster design and use the internet to judge said movies from ratings not of our own. We trust websites like IMDb, Rotten Tomatoes and Yahoo! Movies.
Horror poster design has taken a massive influence from designs dating back from the 30’s. When it comes to a series of movies we as designers like to keep a trend rolling, with Psycho Fig.7 the logo came from a book, which then in turn became the title logo for the movie and transpired to the remakes and so fourth. 

There is a stigma behind ghoulish typefaces being seen as ‘old school’ but when it comes to movies with fictional villains it seems like it is more lenient. 

Bill Gold paved the way with his iconic and terrifying movie posters, featuring elements with his shock factor, colour schemes, iconic imagery / illustrations and blank space that drew the readers eyes in.
Albert Kallis began the stepping stones for what was a bright and colourful age of horror branding design. With his use of bright colours, hand drawn typography, heavy strokes and imagery featuring women displayed as ‘damsels in distress’ which in turn took influence potentially from American Culture stated in Fig.1.

I wanted to use Jaws as an example for the poster design as it inspired a generation of film lovers and movie marketers. The idea was that when you looked at this poster you knew exactly what to expect when you came to the cinema. Every element was carefully thought out and the budget did not even have to be enormous for the design. The poster leaves a lasting feeling on designers as it can ultimately give away the whole movie with just the two images of a shark and a vulnerable woman. Some people may never be able to swim again, I know for a fact that when I myself go swimming I still have that fear of a shark being there and it all stems to this one design that can ultimately affect the way we as designers use our skills to design and target our audiences. The entire film is sitting behind that one poster and it is what draws the viewers in. 

The Shining was an absolutely huge milestone in the age of design, with Saul Bass being considered the greatest design influencer of the time. Saul Bass basically took elements from the 30’s and then made his own style. Today, he even has a typeface called ‘The Saul bass Type’. Saul Bass can be described as the most copied Graphic Designer in movie poster art. He developed a style known as the ‘Saul Bass style’ with his collage affects, hand drawn typography, edgy/grunge style, flat colours that pop, blank space. Saul Bass set a new standard in design and his posters. His influence will live on in not only Horror movies but poster design always.

In the 21st century we introduce a new era of commercialised typography (Midsommar, Hereditary) photography is a huge hit and we as viewers have a huge fascination with celebrities being featured. When images of celebrities are included in the poster design it almost becomes more of an advertisement rather than a piece of design as celebrities are the main selling point, especially with Midsommar although there are so many successful elements on this poster that it completely goes against all the style choices that we’ve seen throughout this dissertation. The posters plays on the elements of psychology and fear with the main actresses facial expressions created with photography, which was never available in the 30’s but it draws in the viewers who are fascinated with this new way of selling a movie.

Sex appeal will always be a huge selling point for a poster as sex always sells. Dracula has gone from one extreme to another and with Count Dracula being portrayed in one light in the 1930’s and then to be portrayed in a completely different light in the 21st century it makes sense that we as designers know what the audience wants to see. Sex. 

Depending on the style of the movie, the elements of the movie can change. I believe from looking through the research that we have to differentiate from what is considered art and what is described as a piece of advertisement. I struggled to find a lot about the designers from the older style posters but when it comes to the newer style designers from the 21st century it seems that it is all based around branding agencies as opposed to one known person like, Saul Bass was known for many alone. I think that the artists I have chosen to write about have had a massive impact in our design styles today but I believe a lot of this comes down to the technology we now have readily available at our finger tips. At the same time, I believe it is subjective, what I believe can be influential will not be the same opinion as somebody else. 

What was once designed as a last thought for poster designs in the 20th century is now considered one of the first things to be discussed and decided to promote a movie before the movie has even be finalised and filmed but as a means to advertise and promote.

I think a perfect way to conclude is with a quote summing up that design is subjective and anybody is able to take influence from anybody. 
“There is nothing glamorous in what I do. I’m a working man. Perhaps I’m luckier than most in that I receive considerable satisfaction from doing useful work which I, and sometimes others, think is good.” – Saul Bass, 1977.


CAN I END ON A QUOTE???????????? ^^^^^


Bibliography
IMDB 
James Minchin III - Photographer. Available: imdb.com/name/nm2354877/.

Literature 
ADRIAN SHAUGHNESSY, 2005. How to be a Graphic Designer, Without Losing Your Soul. Laurence King Publishing.
CAROLL, N., 2003. The Philosophy of Horror: Or, Paradoxes of the Heart.
FOSTER, J., 2008. New masters of poster design : poster design for the next century. Beverly, Mass. : Hove: Beverly, Mass. : Rockport; Hove : RotoVision distributor.

IAN HAYDN SMITH, 2018. Selling the Movie: The Art of the Film Poster. Quarto Publishing Group UK.
JAN-CHRISTOPHER HORAK, 2014. Saul Bass: Anatomy of Film Design. University Press of Kentucky.
MCGOVERN, C., 2009. Sold American: Consumption and Citizenship. Univ of North Carolina Press,.
MOVIES & MANIA, 2014. Albert Kallis.


Web Links
ALLAN-PETALE, D., April 26th, 2018-last update, Cover your eyes kids: Perth families shown horror flick trailer. Available: https://www.smh.com.au/national/western-australia/cover-your-eyes-kids-perth-families-shown-horror-flick-trailer-20180426-p4zbtn.html.
BAILEY, G., Oct 28th, 2018-last update, The Exorcist named as most terrifying horror film of all time. Available: https://www.mirror.co.uk/film/exorcist-named-most-terrifying-horror-13494817.
BOWER, S., Dec 18th, 2014-last update, What you don't know about Psycho. Available: https://eyeondesign.aiga.org/design-history-101-what-you-still-dont-know-about-psycho/.
BRENDAN CONNELLY, September 15, 2014-last update, 16 different ways movies make money. Available: https://www.denofgeek.com/movies/box-office/32079/16-different-ways-that-films-make-money.
COLOUR MATTERS, 1999-last update, The Colour Red. Available: https://www.colormatters.com/the-meanings-of-colors/red.
D'MELLO, B., Aug 25th, 2015-last update, Why do we get scared?. Available: https://www.scienceabc.com/humans/why-do-we-get-scared.html.
GOSLING, E., June 3rd, 2015-last update, The Shining Failed Concept Art&nbsp;
. Available: https://www.itsnicethat.com/articles/saul-bass-the-shining.
HADSELL, B., 2018-last update, From Psychos to Peeping Toms: Where Was the Slasher Genre For Its First Two Decades?. Available: https://www.tvovermind.com/psychos-peeping-toms-slasher-genre-first-two-decades/.
HAWLEY, R., Oct 31st, 2019-last update, &nbsp;The New Horror Movie Poster Aesthetics Reflect Our All-too-real Modern Day Dystopias

OP-ED
The New Horror Movie Poster Aesthetics Reflect Our All-too-real Modern Day Dystopias. Available: https://eyeondesign.aiga.org/the-new-horror-movie-poster-aesthetics-reflect-our-all-too-real-modern-day-dystopias/.
HISTORY.COM, OCT 29, 2009-last update, The Great Depression. Available: https://www.history.com/topics/great-depression/great-depression-history.

SCALERA, B., Aug 5, 2015-last update, Movie Poster Creates JAWS-Dropping Visual Storytelling Lessons. Available: https://contentmarketinginstitute.com/2015/08/jaws-visual-storytelling-lessons/.
SCOTT, K., April 15, April 15-last update, History of Advertising&nbsp;. Available: https://mascola.com/insights/history-of-advertising-1930s/.

WEB DESIGNER DEPOT, February 18th, 2011-last update, 7 Elements of a great movie poster. Available: https://www.webdesignerdepot.com/2011/02/7-elements-of-a-great-movie-poster-design/.
WILKINSON, A., Oct 26, 2018-last update, Mental Health and Horror Movies&nbsp;. Available: https://www.wellandgood.com/good-advice/why-do-people-like-horror-movies-mental-health/.


Video 
BASS, S., 1960a. Saul Bass Title Sequence for Hitchcock's 'Psycho'.

TED TALKS and DR. MARGEE KERR, 2018. Why do we like to be scared?&nbsp; .

VERDESOTO, J., Movie Poster Remakes vs. Originals, Explained | Vanity Fair.

WARNER BROS., 2013. Bill Gold, Legendary Graphic Designer.






[bookmark: _GoBack]LINKS TO REFERENCE (didn’t use but do I need to reference even if I’ve looked at these??) ???????

https://www.youtube.com/results?search_query=saul+bass+talks+about+poster
https://creativeoverflow.net/the-90-year-evolution-of-movie-posters/
http://guity-novin.blogspot.com/2011/09/chapter-46-history-of-american-movie.html
https://bloody-disgusting.com/editorials/3479797/editorial-horror-doesnt-scare-horror/
https://www.youtube.com/watch?v=s4L9J-CUAl8&feature=emb_title
https://www.youtube.com/watch?v=aPBWvfMKV10 SAUL BASS – THE NAME BEHIND THE TITLES
http://monsterbrains.blogspot.com/2011/08/amazing-poster-art-of-albert-kallis.html
TIME https://time.com/3907090/original-review-1960-psycho/?#
https://www.youtube.com/watch?v=jwWBQMbMpT4 (this video is GOLD, movie poster remakes VS originals) 


Saul Bass Documentary
https://www.youtube.com/watch?v=HpA2fHKTdTI PART 1
https://www.youtube.com/watch?v=Oc2wLrhVoPk&t=207s PART 2
https://www.youtube.com/watch?v=17KX7FCnunA PART 3
The look of Saul Bass https://www.youtube.com/watch?v=WUOBkv5z6Ys How he influenced design today
https://www.youtube.com/watch?v=nksSIU8mNnE The Man, The Mark, The Legacy. 


1

image3.jpeg




image4.jpeg




image5.jpeg
HLMVHHHF Unrren gy MRRH HAONR

LT LA ES it




image6.jpeg
5
H
1
o
£

o o tort.





image7.tiff




image8.tiff




image9.tiff




image10.tiff
nev
ﬂ_ﬁ 0

WHADQI

Robert Blck

Ax




image11.png
> M ) 024/244

Saul Bass Title Sequence for Hitchcock's 'Psycho’




image12.jpeg
e




image13.jpeg
Note how the double >
framing traps the image. 3

That guides the
eye to the central
hero image.

ROBERT
ROY _'SHAW RICHARD
SCHEIDER DREFUSS

s LFRANE G- WARY O
R B 2l R GTLE
Dt by S EEFG - Pt

A DO LN
sty SOV
5L O





image14.jpeg
Note the use of color.
The blue is more muted
and has less contrast...

..which again guides the
eye to the red and white
contrast of the title.

The use of ALL CAPS
slows the eye down,
forcing the reader to
interpret each letter to v, R
determine the word. SCHEIDER DREYFUSS

RN AN
ey FEER DY - sty
D r

s LFAAE G- WY

Sonegy y PTREENHE ad DR G- B
sy SN PEBE ey KD





image15.jpeg




image16.jpeg
THE SHINING?

fille Tre#3





image17.jpeg




image18.jpeg




image19.jpeg




image20.jpeg
Mo Seaatey Kabrick
€ Kite Fiims 12d.
70 ox 123

Borehan Voot
Harts, Pagland

Dear seaaley:

Moo ara the five dasigns vhich surfaced out of the work done
ince T retommed, T m exeited sbout all of them, asd 1 could
Five you many reasons why T thiok they vosld be sixong snd
Effective dentifioes for the fila. Dut the ose 1 chink fs
Stcongest i No. 1. It's provocative nd enotional. T¢

s sise, d promises & picture I havea'c seea before. Aad

it ‘vedcts beautifully. The reaceion arowd here, by %y aiso-
clatas, in cisflar. As 1s that of S1d Canis, whocam Ly 8 few
ays ago to see vhat uns developlog.  Evecybody responded strongly
5 a1l of thes for different reasons. But interestingly, a1l
zaxoed fo (vithout prompting) on this one, for the sase reascas.

Inclosures

P51 Approach No. 5 was concetved in tandem vih some copy shich
would Tup above the black sky, along the lines of:

"ol anted: Caretaker for xesort botel doeing off-season.
Snoved-1n for four moaths. Nearest neighbor 70 alles wuay. ete.”





image21.jpeg




image22.jpeg
MEGAN FOX. AMANDA SEYFRIED

JENNIFER'S BODY




image23.jpeg




image24.jpeg




image25.jpeg




image26.jpeg
L
t\yi[ ight




image27.jpeg




image28.jpeg
The power of an immortal.
The soul of a human.
The heart of a hero.

WESLEY SNIRSS

STEPHEN DORFF




image29.tiff
Evil runs in the family.





image30.jpeg




image31.tiff




image32.jpeg




image33.jpeg
s eneracion's





image34.jpeg
KAIAK KRR KKK

e # -
HEREDITARY

SrctaL RIS e G e





image35.tiff




image1.jpeg




image2.jpeg
THE ORIGINAL HORROR SHOW!

(AT
(RABERRIEA





