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Task 1: observational writing 

Rossi-landi describes semiotics as the ‘general science of signs’ (​Winfried Nöth,1990, ​p.14). 

Charles Sanders Peirce defined signs as ‘​anything (an object) which is so determined by 

something else and determines an effect on a person (the interpretant) that the latter is 

thereby determined by the former’​ (Atkin, 2013). Peirce ​said the form a sign takes can be 

classified as one of three types: ​a symbol, index or an icon (Bradley, 2016). But before these 

terms can be defined we must look at ​Ferdinand de Saussure’s definition of a sign. 

Ferdinand de Saussure defined two parts of signs: the signifier and the signified. The 

signifier is the form of a sign while the signified is the object that is being represented. ​Peirce 

added a third part, the interpretant or what the audience makes of the sign. Therefore a 

symbol, index and icon can be defined. An icon has a physical resemblance to the signified. 

An index is something deduced from the object through fact.​ ​Lastly, a symbol has no 

resemblance between the signifier and the signified. A symbol is culturally learnt and has a 

shared agreement of meaning ​(​Bradley, 2016).  

The advert by ash.org will now be introduced: 

  



‘Publicity is the life of its culture’ (John Berger, 1972, p.154.) The chosen advertisement is an 

anti-smoking campaign that represents our current culture’s disdain for smoking and our 

desire to eliminate smoking (Danesi, 1999, p.4). Marlboro is a cigarette brand that was 

introduced in 1924 (PN staff, 2015) when smoking was glamorized and the american dream 

was thriving. The packaging indicates luxury and class signified by the gold luxury 

typography and the use of the colours red and white. This advertisement would greatly 

contrast the way cigarettes were perceived and publicised years ago. The packaging now is 

placed in a chilling grey scene with red childlike text ‘just like mommy’. The luxury red colour 

now signifies danger or risk. This can be explained through Barthes mythologies (1972, 

pp.110) ‘​The major function of myth is to naturalize a belief’. ​the myth of cigarettes have 

changed. The signification of cigarettes has changed throughout  history and it is naturalized 

as being bad and harmful. No longer associated with glamour and success which can be 

noticed is how the advertisement has displayed the packet.  

An indexical image is when two objects that are related such as crayon sticks and cigarette 

sticks have a direct connection (Dezeeuw, 2017). We understand that the crayons represent 

cigarettes as cigarettes can be signified as a small stick of addictive material wrapped in 

paper, in this case crayon paper. John Berger states that publicity can alert our moral 

senses and “just like mommy” implies that a child will soon do what their mother does. We 

understand as a society that smoking is wrong and we look down on parents who would 

harm their children. This advertisement shocks and angers people to shame and spreads 

awareness of smoking. This is a process called Shock Advertising which is a type of 

advertising that startles and offends its audience by violating norms of social values.  

 

 

 



Semiotics Bibliography 

Atkin, A.(2013). ​Peirce's Theory of Signs. ​Available at: 
https://plato.stanford.edu/entries/peirce-semiotics/​ (Accessed: 10 November 2020). 

Barthes, R. (1972). ​MYTHOLOGIES. New york: The Noonday Press. 

Berger, J. (2008) ​ways of seeing. ​Penguin Books. 

Bradley, S. (2016) ​Icon, Index, and Symbol — Three Categories of Signs​. (Vanseo Design). Available 
at: https://vanseodesign.com/web-design/icon-index-symbol/ (Accessed: 10 November 2020). 

Danesi, M. (1999) ​Of cigarettes, high heels and other interesting things : an introduction to semiotics. 
New York: St Martin’s press. 

Dezeeuw, K. (2017) ‘​The Use of Semiotic Storytelling in Advertising​’. Zion and Zion (Zion and Zion). 
Available at: https://www.zionandzion.com/use-semiotic-storytelling-advertising/ (Accessed: 10 
November 2020). 

International, S. I. S. (no date) ​‘Shockvertising and Shock Marketing’​. SIS International research. 
Available at: https://www.sisinternational.com/shockvertising-and-shock-marketing/ (Accessed: 10 
November 2020). 

Noth, W. (1990) ​Handbook of semiotics. ​Bloomington: Indiana University Press.  

Yan, S. (2015) ‘Reinterpreting some key concepts in barthes’ theory’, ​Journal of media and 
communication studies​, 07(3), pp.59-66. Available at: 
https://academicjournals.org/journal/JMCS/article-full-text-pdf/ABC767050719​ (Accessed: 10 
November 2020). 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 

https://plato.stanford.edu/entries/peirce-semiotics/
https://academicjournals.org/journal/JMCS/article-full-text-pdf/ABC767050719


Task 2 manifesto writing 
 

1) Believing Any person can be respected as a communications designer no matter 

gender, age or education.  

 

2) Actively support marginalised practitioners so that equality within the creative 

industry can be achieved.  

 

3) Understanding There is no productivity in unnecessary hate on work.  

 

4) Knowing that Honesty and trust is the most important element to a good designer 

and client relationship.  

 

5)  Support socially-driven enterprises.  

 

6) Acknowledge the importance of design and the impact that it has on individuals and 

businesses.  

 

7) Follow the code of ethics and the rules of professional conduct.  

 

8) Dismiss any opportunities that make the practitioner feel uncomfortable or 

unwelcomed. 

 

 

 

 

 



Actively support marginalised practitioners so that equality within the creative 

industry can be achieved 

 

 

 

Figure 1​:​ A mission to advance workplace equality 

(DiversityQ, 2019) 

When a group of people are marginalized they are often written off as unimportant. They are 

often victims of discrimination and social stigma. These include Racial/Cultural minorities, 

Hearing, visually, and Physically Challenged People and LGBTQ+ people (Garrett, 2020). 

Marginalized creative practitioners have been promised support and acknowledgement but 

have received pressure to showcase their hardship and experience the effect of declining 

funding in creative subjects, despite studies showing that ‘students with disabilities use 

creative subjects as a way to express themselves’ (Spieler, 2017). Marginalized practitioners 

receive hollow support from selfish performative activism (Metta, 2020) and Art history, 

exhibitions and museums lack representation for marginalized people to feel included as 

countless of LGBTQ artists have been left out because of their sexuality. (Deters, 2017 P. 5). 

Donating to charities like black art futures fund, staying up to date with​ LGBTQ+ news, 

demanding accessible equipment and proper support for ​marginalized groups are steps that 

can support marginalised practitioners. All marginalised practitioners ​have stories to tell. 

Which is why their vision and talents will always matter (Ewart, 2020). We have to make sure 

their hard work is not overlooked and do more to gain equality within the creative industry as 

we all should have the same privileges and rights (Campbell, 2014, p.10) 

 

 

 

 



Acknowledge the importance of design and the impact that it has on businesses.#

Figure 2:​ Graphic Designer (Shkraba, A. 2020) 

According to ​Karl T. Ulrich and Scott Pearson (1998, p. 353) ​A product's aesthetic appeal 

can influence revenues. Well put together and well designed products generate large 

revenues because of consumer appeal. There is no denying that Graphics Design is 

important for business as ​businesses can't survive without visual communication (Costello, 

2018). Focusing on packaging, poor designs will be overlooked and since most people shop 

with their eyes the quality of the product can only be considered as good as the packaging 

that encases it. Designers need to acknowledge the importance of their work as businesses 

rely on designers to make their branding and identity, otherwise customers don’t know what 

to expect (Smithson, 2015). A designer should keep clients happy and invest time and effort 

on client education to understand the importance of designing for a business and to get a 

successful outcome for both sides (Shapiro, 2005, p. 87) 

 
 
 
 

 

 

 

 

 

 

 



Follow the code of ethics and the rules of professional conduct.

Figure 3: ​Ethics scale (smith, C. & Pepe, P. 2020) 

Following rules is thought to decrease professional misconduct and to restore public trust (J 

Bus Ethics, 2018, p. 1180). Designers need to understand ethical norms to not cause harm 

to someone and also need to understand the ​standards for behavior that is expected from 

them as professional designers (Resnik, 2015). This will ensure that designers can be 

trusted and respected by mutuals and clients.  It should be important to a creative 

practitioner to not upset clients and behave appropriately. The two main ethical code 

designers must follow is not to lie or deceive clients and mutuals. The second ethical code is 

having consent, this is to have permission to publish or use pieces of information given by an 

organization or person (Cliff Notes, 2020). These are the two that are important ethical 

codes from a career perspective but a designer should not struggle following limited moral 

standards. if they cannot be honest and have decencency then they are unsuitable (Gaut, 

2007, p.41).  

 

 

 
 
 
 
 
 
 
 
 
 
 
 



Manifesto ​Bibliography  
Campbell, K. (2014)​ The Queer Caribbean Speaks Interviews with Writers, Artists, and Activists. ​New 
York: St. Martin’s Press LLC 
 
CliffNotes (no date)​ ‘Ethics in Sociological Research.’ Available at: 
https://www.cliffsnotes.com/study-guides/sociology/sociological-research-methods/ethics-in-sociologic
al-research​ ​(accessed 5 November 2020) 
 
Costello, G. (2018) ​‘THE CRITICAL IMPORTANCE OF GRAPHIC DESIGN IN BUSINESS’. ​Available 
at: ​https://www.costellocreativegroup.com/importance-of-graphic-design-in-business​ (accessed 5 
November 2020) 
 
Crawford, T. (2005) ​The graphic design business book.​ New York: Allworth Press 
 
Deters, A. (2017). ‘​We Were There, We Are Here: Queer Collections and Their Repositories and 
Legacies’. ​Unpublished PhD thesis. Sotheby’s Institute of Art. Available 
at:​https://digitalcommons.sia.edu/cgi/viewcontent.cgi?article=1002&context=stu_theses​ (accessed 5 
November 2020)  
 
DiversityQ. (2019). ​A mission to advance workplace equality, ​Digital image. Available 
at:https://diversityq.com/accenture-what-does-a-culture-of-equality-really-look-like-1508056/ 
(accessed 7 November 2020) 
 
Ewart, A. ​‘Ways to Better Support LGBTQ+ Artists in Creative Industries’. ​ShutterShockBlog [Blog]. 
31 July. Available at: ​https://www.shutterstock.com/blog/support-lgbtq-artists​  (accessed 5 November 
2020)  
 
Garret, W. (no date)​ ‘Marginalized Populations’, ​MPA [Blog].1 April. Available 
at:​https://www.mnpsych.org/index.php?option=com_dailyplanetblog&view=entry&category=division%
20news&id=71:marginalized-populations​  (accessed 5 November 2020)  
 
Gaut, B. (2007) ​Art, Emotion and Ethics. ​New York: Oxford University Press Inc. 
 
Metta, J. (2020) ‘​The problem of performative activism’, ​ALJAZEERA [Blog]. 20 July. Available at: 
https://www.aljazeera.com/opinions/2020/7/20/the-problem-of-performative-activism​ (accessed 5 
November 2020) 
 
Resnik, D. ​What Is Ethics in Research & Why Is It Important?. Available 
at:​https://www.niehs.nih.gov/research/resources/bioethics/whatis/index.cfm​ ​(accessed 5 November 
2020) 
 
Shkraba, A. (2020) Graphic Designer. Digital image. ​Available at: 
https://www.pexels.com/photo/photo-of-woman-writing-on-tablet-computer-while-using-laptop-434840
1/​  ​(accessed 7 November 2020) 
 
Smith, C. & Pepe, P. 2020.​ Ethics scale, ​Digital image.​ Available at: 
https://sloanreview.mit.edu/article/ethics-or-compliance-in-a-crisis/​ ​(accessed 7 November 2020) 
 
Smithson, E. (2015) ​‘What Is Branding And Why Is It Important For Your Business?’. ​BM [Blog]. 15 
october. Available at: 
https://www.brandingmag.com/2015/10/14/what-is-branding-and-why-is-it-important-for-your-business 
(accessed 5 November 2020) 

https://www.cliffsnotes.com/study-guides/sociology/sociological-research-methods/ethics-in-sociological-research
https://www.cliffsnotes.com/study-guides/sociology/sociological-research-methods/ethics-in-sociological-research
https://www.costellocreativegroup.com/importance-of-graphic-design-in-business
https://digitalcommons.sia.edu/cgi/viewcontent.cgi?article=1002&context=stu_theses
https://www.shutterstock.com/blog/support-lgbtq-artists
https://www.mnpsych.org/index.php?option=com_dailyplanetblog&view=entry&category=division%20news&id=71:marginalized-populations
https://www.mnpsych.org/index.php?option=com_dailyplanetblog&view=entry&category=division%20news&id=71:marginalized-populations
https://www.aljazeera.com/opinions/2020/7/20/the-problem-of-performative-activism
https://www.niehs.nih.gov/research/resources/bioethics/whatis/index.cfm
https://www.pexels.com/photo/photo-of-woman-writing-on-tablet-computer-while-using-laptop-4348401/
https://www.pexels.com/photo/photo-of-woman-writing-on-tablet-computer-while-using-laptop-4348401/
https://sloanreview.mit.edu/article/ethics-or-compliance-in-a-crisis/
https://www.brandingmag.com/2015/10/14/what-is-branding-and-why-is-it-important-for-your-business


 
Spieler, G. (2017).​ ‘Why the Arts Are Still Relevant: Creative Self Expression Matters Even More 
Now’. ​HUFFPOST [Blog]. Available at: 
https://www.huffpost.com/entry/why-the-arts-are-still-relevant-creative-self-expression_b_597ab0b5e4
b06b305561cf6d?guccounte​ (accessed 5 November 2020)  
 
Ulrich, K and Pearson, S. (1998) ​Assessing the Importance of Design Through Product Archaeology. 
INFORMS. Available at: ​https://pubsonline.informs.org/doi/abs/10.1287/mnsc.44.3.352​ (accessed 5 
November 2020) 
 
Vriens, D., Vosselman, E. & Groß, C.(2018)​ Public Professional Accountability: A Conditional 
Approach.​ What are Ethics, 153, pp. 1179–1196. 
 
Zimmerman-black, S. (2020).’​10 Organizations Supporting Black Artists, Creators, Movers & Shakers 
You Can Donate To Today’. ​ART-ZEALOUS [Blog]. 8 June. Available at: 
https://artzealous.com/10-organizations-supporting-black-artists-creators-movers-shakers-you-can-do
nate-to-today (accessed 5 November 2020) 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://www.huffpost.com/entry/why-the-arts-are-still-relevant-creative-self-expression_b_597ab0b5e4b06b305561cf6d?guccounte
https://www.huffpost.com/entry/why-the-arts-are-still-relevant-creative-self-expression_b_597ab0b5e4b06b305561cf6d?guccounte
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.44.3.352


Task 3 Practice-based Writing 

 

According to Jan Fook and Fiona Gardner (2007, pp.133) being able to reflect on your work 

is useful to designers as they have to be honest and understand themselves especially when 

working with clients. I will be making reference to Kolb's theory to learn from my design 

experience. The piece that I decided to reflect on was a project from my first year visual 

studies class which challenged me to make a packaging design for a jewelry brand. This 

was my concrete experience according to Kolb's theory.  

Observing my packaging I can conclude that the requirements that were important 

were met such as having a logo that appears twice, having a slogan and having a 

description on the back of the packaging. However, according to Gee + Chung Design, “a 

designer should look for new ways to do things and learn how to improve a piece” (Fishel, 

2003. pp.40). Despite it going as planned and the finished piece having the required 

elements, looking at the piece now, most of these elements could be improved.  

According to Kathleen Mcmillan keeping ideas and information stored in a 

sketchbook and mood board is vital to stay organised and keep valuable thoughts from 

getting lost (2013, pp.49).  When reflecting on the experience my design process and ideas 

were limited. I didn't explore as many ideas as I should have and because this was the 

starting point for my packaging, I may have missed other opportunities to create something 

better and more effective. A quote from Linus Pauling also reminded me of my mistake as he 

states “The best way to have a good idea is to have lots of ideas” (Interaction Design 



Foundation, 2020). Kolb's theory talks about Abstract Conceptualization reflection which is 

what I have learnt (Mcleod, 2017). When I create something I will make a habit of exploring 

more ideas through research, thumbnails and experimentation. 

When reflecting on the look and feel of the packaging. The painted flowers and the 

typography help give a feeling of luxury successfully. According to Socreative (no date) the 

luxury font should accurately reflect the brand. I believe that the typography I picked for the 

front, back and sides were suited to this package. My ​Abstract Conceptualization reflection 

of these elements would also make me learn about ​ the layout and positioning of my 

packaging, which could be improved as ‘jewelry’ is slightly shifted to the left and this is clear 

once noticed, making the face of the package (which gives the first impressions) look less 

professional. When focusing on the contents I think the slogan is one of the strongest 

elements of the packaging. The font used is suited to the packaging, the size is 

proportionate and it's decorative but readable which is important on a package.  

The last step in Kolb's theory is ​Active Experimentation which means try and do what 

I have learnt. ​This is to not only improve this project but learn from this experience and 

remember the mistakes I made when I design packaging again. I need to remember what I 

disliked about the style, layout and typography to keep improving my skills.  
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