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Task Three: Practice-based writing =  words 
Manifesto

1. To reflect on growth and my journey so far, allowing mistakes and failures along the way.

2. To use art as communication and escapism from todays twisted reality.

3. To create and accept art becoming more of ‘an ongoing generative movement’. …… The textility of making Tim Ingold* 

4. To try and move others, from a new perception or a connection to the art I am creating.

5. To bring emphasis on the issues we still have today on equality, poverty or the environment. Showcasing the effects, it has on us as a community.

6. To love and appreciate art as a form of release and expression instead of ‘a profession’.   ….
                                          Walter Gropius, “Bauhaus Manifesto and Program” (1919) 


7. To branch out and be open minded to differentiate myself from every other creative.




500-word overview on my beliefs – focusing on 3 statements 

To love and appreciate art as a form of release and expression instead of ‘a profession’.   ….
                                          Walter Gropius, “Bauhaus Manifesto and Program” (1919) 


I’ve always seen art as a form of release emotionally, could be for anger, sadness or happiness. It not only allows you to release the built-up emotion physically but also it could bring a new perception for your artwork or inspirations. I find it makes your art more personable therefore more meaningful and passionate – as if it has a purpose now, which it did as that was used for a form of therapy. It could also connect more to the viewer even if this emotion was shown just through a colour, lines or composition. The viewer could be experiencing the emotion due to a personally situation/experience or through looking at your piece of art. 
The piece of art doesn’t have to physically show an image of the narrative, I think sometimes that’s too straight forward. Bring something to let the viewers think and create an emotion for themselves, instead of being told what to feel. 
Art is creative, I feel if force is brought upon it then you can lose the purpose or passion for the craft. Therefore, creative job roles will always be difficult as the job needs deadlines and mass production, which I understand. As an artist though you need to remember your love for the craft and see it as a dedicated hobby, learning and growing as a skill therefore it’ll need more time and energy to go into it. 


To branch out and be open minded to differentiate myself from every other creative.
Branch out creatively with ideas but also with mediums, materials and style. We need to remember that art is always expanding, with movements and artists but now also with technology and software’s too.
Jobs in the creative industry have always been extremely competitive and that’s why you need to make sure you stand out from the crowd and really know your own strengths and what you bring to the table creatively - visually but also what you bring verbally with your ideas and explanations of your work. You need to recognise previous artists and movements but more importantly the new and upcoming artists as they’ll be your competition within or getting into the industry.
Being open minded or branching out could be from your methods, your composition, your narrative, your humour within your art – the opportunities and possibilities are endless. Sometimes you don’t need to overthink it, I always think that your art is you. Your art is your creation, your emotion, your livelihood and character and you are unique so there should really be no problem to actually differentiate yourself from everyone else because there is no other you.
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Observational writing – 3 key aspects of semiotics and use to simplify and focus writing, concluding by assessing how my understanding of the image has changed
Visually this advert has a small amount of text, only the brand name and a little phrase of ‘ignite your dreams’. As it is a jewellery brand, the advert could be referencing to women stereotypically always wanting and dreaming of a lot of diamonds and jewels which allows Swarovski to ‘ignite’ a woman’s dreams. 
The image itself is quite powerful with a woman’s face central and all blingy, bright jewels surrounding her. Her makeup quite bright and shiny to compliment the jewellery. She’s giving direct eye contact to the viewer quite hazily though, as if she has just woken up from sleeping again referencing back to ‘dreams’; as if she has been transformed into a new world.
The jewels are vibrant baby blues, pinks and golds – very feminine and girly but bold and eye catching. The woman which is surrounded by the jewels reminds me of a magpie as they are attracted to shiny objects, or a kid in a candy store. The large amount of variety in colours, sizes, designs and cuts – as if theses accessories are collectables. 
The pinks and blues contradict to the warmth of the gold bands and yellow jewels which invite the viewer in. With the warmth and pop of colours instantly attracting the eye, and again being quite fun and playful. Pinks have always been very feminine as if a designated girl’s colour since being a child. Golds symbolise wealth from the metal and how expensive it is, but also happiness and warmth from the sun and light. Whereas blues normally show sadness and coldness, which really contradicts to the pink and yellows. As a pairing though, blue and gold can be quite royal so again linking to wealth, richness. So, the colours altogether show confidence, power and wealth but also, I’d say a reflection of your personality if you feel quite cold or sad, or warm and light. Emphasising that Swaroviski has a piece for any woman, they can ‘ignite’ all your jewellery dreams, as if a fairy godmother.
The advert has a clear target market, young females maybe in their 20s to 30s. I do think they should’ve branched out and made it more relatable though, as boys also like colour and big, blingy jewellery. It’s very predictable, traditional and safe as the advert is just focusing on the stereotype of females – quoting from Marilyn Monroe ‘diamonds are a girl’s best friend.’
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