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Task One: Semiotic Analysis 

Semiotics can be defined in a variety of ways, though a way to simply summarise it would be “Semiotics is the study of the use of symbolic communication.” (TechTarget, 2017). Applying this logic, I will be analysing this Coca Cola advertisement:

[image: ]
Coca Cola’s “Choose happiness” campaign (Coca Cola, 2015).

Coca Cola, being a well-known soft drink brand worldwide is widely known for their numerous campaigns throughout the years. This specific advertisement specifically is for the “Choose Happiness” campaign which was released in early 2015. This campaign was originally an evolution of the previous strapline for the company “Open Happiness”. The purpose of the “Choose Happiness” campaign was to spread a positive message, telling people to choose their happiness rather than wait for it or chase it. Alongside the multiple graphic advertisements, a video was released for the campaign. The message of the video was that no matter who you are, what background you come from, that you should choose your happiness. To promote the drink itself, they imply throughout the campaign that the happiness can be achieved by choosing to consume the product, similar to the “Open Happiness” which implies opening a Coca Cola would provide a sense of happiness. 

The advertisement I have selected to analyse specifically is very true to the Coca Cola brand with the use of the iconic and striking use of red. The use of red on the advertisement may be obvious as it’s the brands trademark colour though the use of red holds historical significance also. The brand has shared the significance behind the colour is linked with the fact that in the mid-1900s, in order to assist tax agents, distinguish which barrels contained alcohol within them, the brand would paint their  barrels the signature red colour for when they were ready for transport. Historical significance aside, the colour red from a phycological perspective signifies power and passion. “Color is a power which directly influences the soul.” (Wassily Kandinsky). Red is a significantly dominant and eye-catching colour; this draws people’s eyes to it almost immediately which is why it’s a smart colour to select for advertising and branding. 

On the advertisement, the words “Good things come in fours” is clever wordplay and a play on a commonly used phrase, in order to promote the 4 different variations of the soft drink. An intelligent marketing strategy, this advertisement takes the phrase “Good things come in three”. Originating from a direct Latin translation, “ ‘Omne trium perfectum’ translates directly from the Latin as “All three perfect”. (Amy Russell Taylor, 2022). The adjustment of the phrase from ‘three’ to ‘four’ is wordplay in order to sell the 4 alternatives of the original soft drink.

The bottles themselves, the advertisement displays all 4 variants of the drink. The drink labels all vary in colour in order to differentiate between the 4. The presence of all 4 different variants is not only a marketing strategy but can also signify the message of the “Choose Happiness” campaign. As previously mentioned the “Choose Happiness” campaign is very much focused on achieving your happiness, regardless of who you are and where you come from. The various flavours of the drink signify us as our diverse society, all the different people and stories within it. Therefore, the message being in order to choose happiness, being the sense of contentment and joy, choosing to drink Coca Cola will make you feel that sense of happiness. 



Bibliography:
TechTarget, (2017) Semiotics. Available at: https://www.techtarget.com/whatis/definition/semiotics#:~:text=Semiotics%20is%20the%20study%20of,the%20action%20of%20interpreting%20signs.
Coca Cola’s “Choose happiness” campaign (Coca Cola, 2015). Available at: https://marketingweek.imgix.net/content/uploads/2015/03/Coke_fours.png?auto=compress,format&q=60&w=980&h=








Task Two: Manifesto:
1. Complexity doesn’t always mean the design is better.
2. Don’t fear failure, you’ll get it right eventually.
3. Treat people how you want to be treated.
4. Experimentation can lead to success.
5. Don’t fear change, everything happens for a reason.
6. Don’t change yourself to appeal to others, be you.
7. Improvement takes time, don’t expect to be good immediately.
8. Exploration can help you find your purpose.


1. Complexity doesn’t always mean the design is better.

As a graphic designer, I believe that sometimes simplicity can hold more significance when designing that anything more on the complex side. People immediately has the assumption that the more complex a design is, the better it is. Although, proven time and time again by large company advertisements, logos, brand designs etc. design that succeed in catching the most attention and influence tends to be designs more on the simple side. Simplicity can be the key to success as it’s not visually overwhelming, and it tends to be more memorable by both designers and non designers. Simplistic designs as opposed to complex ones don’t necessarily means you aren’t as skilled as a designer, it means that you can design within boundaries which is a key trait to have when pursuing a career in graphic design when faced with strict briefs. “Simplicity will stand out, while complexity will get lost in the crowd.” (Kevin Barnett)

3. Treat people how you want to be treated.

I strongly believe treating people the way we want to be treated is they key to making us better, and less judgemental people. We’re often taught not to judge a book by it’s cover. Treating others with respect and kindness will ultimately result in us receiving the same kindness and respect. Both giving and receiving kindness in return can impact and benefit a persons mental health, evidence has shown that the act of kindness can benefit our mental health as it can improve our overall mood, self-esteem and reduce stress. The act if kindness doesn’t necessarily be through big gestures like most expect, but through small acts which may not seem like much but to someone else can make their day just even slightly better. “Small changes can make a big difference. ” (Mental Health Foundation, 2018).

2. Don’t fear failure, you’ll get it right eventually.

Failure to many can be a scary thing, nobody wants to fail and its human instinct to want to get everything right the first try. To most failure is the ultimate ‘dead-end’ and failure means you will continue to fail. The biggest reason most fail is because they fear failure. Failure has actually been the result of some of the most successful and influential people in society now. Failure doesn’t ultimately mean the end, it can be he beginning of your path to success. As designers, failure is a common obstacle that must be face, failure can be a lesson and a stepping stone to improvement. No matter how many times you can fail, you learn and you will get the result you desire eventually.  "Success is not final, failure is not fatal: It is the courage to continue that counts." (Winston Churchill).
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Task Three: Practice-based writing

[image: A wanted poster with a letter and a letter

Description automatically generated with medium confidence]



This is a piece from a two-page spread typography magazine article I created for an assignment. The assignment was to create both a magazine cover and a two-page magazine article spread based on a font we had to randomly select. I ended up with the font Clarendon, after receiving my font I had to set out and do some research into the font as I decided that approaching the project with a significant idea that relates to the font was the best idea. 

Before the design process I had thoroughly searched for the historical significance of the font, with careful research I found that the font was commonly used in old western wanted posters. With this knowledge in mind I approached the design for this with a few ideas in mind which ultimately helped my design process. My original idea for this article was for it to have an old western theme, or to almost replicate the old western wanted posters. I decided on trying to replicate a simplified wanted poster on the left hand page of the article so immediately you could identify the font as the exact one seen on these posters as we commonly see them ourselves in movies and pieces if fictional media.

“Simplicity will stand out, while complexity will get lost in the crowd.”(Kevin Barnett). I previously referred to this quote but I also wanted to apply it to my own design. Initially I was worried that my design was too simplistic for something that was meant to be replicating an iconic piece of design. I felt like the design didn’t really replicate the poster with how simplistic it was but after consideration and some trial and error, I decide that the simplified approach I took was ideal for the modern day magazine articles. I felt that I couldn’t successfully make the design look appealing when trying to directly replicate the old western style with the worn out yellow/brown paper. Rather than replicating it exactly I took some of the noticeable structure used in the original posters and rather replicated that with a more modern take. Whereas in the original posters there would be an image within the box, I decided to use that space as a focal point to display the different style of typography that the font offers. To keep the old-western theme consistent throughout the article, I highlighted key parts of information and made them bolder and the Clarendon font. 

For the final outcome of the design, though I was content with how it came out, I do wish that I did experiment more with the old western style by perhaps adding more colour to it. “Colour creates, enhances, changes, reveals and establishes the mood of the painting.” (Kiff Holland). I liked this quote, although my design isn’t necessarily a painting, it is a piece of design which I think would’ve benefited from having more colour. After taking some time to reflect on my design I think adding colour could’ve really benefited the design, giving it a personality and truly enhancing the original idea I had. In the future when tasked with similar projects I’ve considered doing more thorough research into colours schemes not only suitable for the style I wish to achieve, but colour schemes that compliment one another to not ruin the design.
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Clarendon is the name of a slab serif typeface that was

released in 1845 by Thorowgood and Co.




