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Task 1: Semiotic analysis
Semiotics is the study of signs in society. This was discovered by Ferdinand de Saussure and his theory was improved upon by several other people. “A sign is everything which can be taken as significantly substituting for something else” (Alina Sendera Mohd, Yakina, Andreas Totu, 2014, p. 5). A sign is made up of 2 components; a signifier and a signified. A signifier is a word, mark or sound and a signified is the concept or idea behind the sign; the signifier is a physical thing and the signified is literally and abstract. I will be deconstructing an OkCupid advert and how they used their visual elements to convey their message.
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Figure 1, DTF. OkCupid advertising campaign, 2018
In 2018, OkCupid created a campaign to target a younger female audience. This is present by the fact that there is a well-known acronym used; DTF (Down to fuck). As the company want to attract a younger audience, they thought of using slang terms. This word is commonly known to have a negative connotation but when combined with “all head over heels” to create “down to fall head over heels”, this produces a new meaning to the acronym and we get a more romantic connotation from the text. The ‘sign’ is produced by the signification of the ‘signifier’ and the ‘signified’. The signifier “DTF” signified frivolity and through signification, it produces the sign ‘down to fuck’. The two women are a signifier, they signified romance and represent a couple as a sign. OkCupid seems to want to create a semantic change to result in a melioration, in other words, a positive meaning. “One of the basic principles in semiotics is that meaning is made by difference, and difference is made by contrast between signifiers or signified.” (Sui Yan and Fan Ming, 2015, p. 1); the anchorage text “DTF” contrast the romantic picture of the two women. 
The target audience seems to be females because of the fact that there are many feminine visual elements such as the pink background, rose and even the two women on the ad. This might be due to the fact that there are less women who use dating apps compared to men. Creating an inviting environment will increase the number of women joining the app. The two women serve as a paradigm for other women; the four hands represent care, the rose shows romance and the colour of the jeans represents a ‘match’ as they’re the same colour. Overall, the sign conveys the fact that OkCupid’s app is not just a place for one-time flings but romantic outcomes. 
When first seeing the advert, one would think there is a double meaning to the acronym DTF; thus, resulting in people believing that OkCupid are ok with people wanting quick flings and that their app promotes it. However, after looking at the contrast between the acronym with the ending “all head over heels”, combined with the 2 women we understand that OkCupid are trying to change the meaning of the acronym and create a more polished and perfect meaning for it.
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Task 2: Manifesto
1. Use the laziest possible way to complete a task
2. Think things through before creating anything
3. Go out and experience life
4. Quality over Quantity
Quality over quantity
When the quantity of your work increases, your life is monopolised and your work becomes less unique and more monotonous. People may say that creating more work increases your skills however once a person restricts themselves to just work, there is a less likely chance that they will create work that is original.
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Task 2: Reflective Writing
I will be discussing a poster I produced for a fake company, as practice. It was on a ‘competition’ to win free sushi. There was no mention of Asian elements being in the poster and no specific colour.
When I created my original idea, I got feedback from my peer and found that they thought my poster didn’t convey that the restaurant was an Asian restaurant thus people may not be as interested in it. I will examine which design elements would be better; the ‘Asian elements’ or the ‘unique’ elements.
I think that the name of the company was an important point; a good brand name goes a long way and helps base the theme of the poster as well as the logo. The restaurant I was designing for was called ‘Cat Heaven’ in Japanese. This perfectly describes the restaurant. I felt that using components based on ‘sky/cloud’, as it would fit the name, by using a bright baby blue colour, would convey the message of ‘heaven’. Posters are meant to communicate an idea and I think I did that. My peer suggested a red would be a better, for the poster and the logo, colour as a lot of Japanese restaurants use that colour, this is because red is a lucky colour in Japanese culture. However, this a cliché and I thought that the restaurant would stand out more if it were in different colours but again as the colours wouldn’t be familiar, people might ignore the poster as being a random western restaurant. 
Another element we had a disagreement on was the logo. They thought that a koi would be better suited for the Japanese restaurant. However, this element is the most cliché thing, even more cliché than the colour red. I thought of using light blues, greens and yellows for the logo because it simulated watercolours when blended with the blend tool. I used simplification to create the logo; I used the most recognisable part of a fish (it’s tail) as the logo and simplified it by creating a ‘>’ shape. This makes is more recognisable, however, the design may seem a little too sleek for that of a restaurant. One part I didn’t use simplification well on was one of the poster’s elements; the sushi was not simplified, which may have thrown off the balance of the overall image—as everything else was simple, it may have looked odd for a detailed object to be in the picture.
I learned that I should create a balance in my work; with culture and originality. If there is too much difference between the culture and the design of the logo/poster then it will not be as well recognised as others. Moving forward, I will choose to simplify my work better and try find a balance between clichés and original work because clichés are well recognised and therefore the target audience would know what the poster/logo/company was about better.
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