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WEEKS 1 - 4 WEEKS 1 -5 WEEKS 1 - 6

Introductory advertising projects.

WEEKS 5 - 6
Major Project advertising. Due Week 14.

WEEKS 15 - 17
Prepare final presentations. PDF or other for
screen presentation.

WEEK 18
Final presentations

Logo style guide: 2 page style guide showing
logo, sizing, basic rules, colour palette and
primary fonts.

WEEKS 6 - 11
Basic model due Week 12 for photography.

WEEKS 12 - 13
Photography of basic model.

WEEKS 14 - 15
Simon Harris assisting with computer render
of branding into environment.

WEEKS 16 - 17

Finalise work for presentation.

WEEK 18

Final presentations

Architecture, feature design,
typography, style sheets.
Feature and style sheets due week 7.

WEEKS 7 -9
Covers and formats.
3 Covers due in week 9.

WEEKS 10 - 12
Work for final hand in, due week 12.

WEEKS 13 - 17

Students to review their style guides, produce
a final style guide to give to another student
who will design a launch invitation for their
colleagues project using the style guide.

WEEK 18
Final presentations




DUE DATES

March 3 .o, Basic Proposal
APTil 7 oo Feature + style sheets
April 21 o Cover Designs x 3
May 12 .ceiiiieeieeee e, Final Hand in

All work to be handed in at the START of class.
No work, then you’ll be marked absent.



FINAL HAND IN

1 X cover design

1 x back cover design

1 x feature story (4 pages)

1 X “news” spread (2 pages)

1 X short story (2 pages - with web reference)

1 X image Spread (2 pages — photo essay or graphic)

Printed colour and bound as a book clearly marked with your name
and class, please give to me in class on Monday 12 May.



CLASSES
Page architecture
Grids

Typography
Style sheets in Indesign

Cover design



THIS CLASS
1. What is a publication?
2. The current environment

3. New innovations



WHAT IS A PUBLICATION?

The communication of something

to the public; making information
generally known.



WHAT IS A PUBLICATION?

The communication of something

to the public; making information
generally known.



No publication will be a success
unless it COMMUNICATES
successfully to the audience.



WHAT IS THE ROLE OF A PUBLICATION DESIGNER?

It is the role of the publication
designer to give the publication
its image, feeling and format.



IT IS NOT ABOUT WORDS VS PICTURES

To be a successful publication
designer, you need to respect and
understand the value and meaning
of the content you are working with —
whether it is words or pictures.



It's not just about making things
look pretty.



It's about being appropriate.

It's also thinking about the audience
as an important part of the equation.



Is what you are designing going to
appeal to them?

Will it communicate to them?
Will they like it?

Will they read it again?

Will they be engaged?



THINK OF YOURSELVES AS STORYTELLERS

Communicate the story to your
audience in the most appropriate way.

Use appropriate words, pictures
and design to tempt them to read —
and to continue reading.



MAGAZINES ENGAGE AN AUDIENCE

* As a trusted friend
Magazines are kept and read
in personal spaces

* Through one-on-one dialogue

* As a guide to life with inspiring
thoughts and ideas

* As a symbol of belonging and status

* By encouraging them to take action



MAGAZINES REQUIRE ATTENTION

¢ 88% of people read a magazine
when they have time for themselves
and when they are most relaxed

* Magazines engage readers more
than TV, radio and the internet.

e Readers multi-task less when
reading a magazine



MAGAZINES HAVE REACH

* People read something in a magazine
and will tell their friends about it,
proud they discovered it first

e | inked websites further increase the
reach with video, social networking,
mobile and user-generated content



MAGAZINES TARGET READERS BETTER

* Available to all sorts of people,
all with different interests and
at different life stages

* This means magazines are more
relevant to their readers

¢ Readers will not spend time with
magazines that aren’t targeted at
them, so make sure you get it right!



MAGAZINES ARE TRUSTED

¢ 56% of females, and 335% of males,

say magazines are their best source
of information and ideas

* Younger readers (18-24 year olds)
rate their magazines more highly
than older readers



KEY ASSOCIATIONS OF DIFFERENT MEDIA

MEDIUM

Magazines

Free commercial TV

Newspapers

Radio
Pay TV

Internet

KEY ASSOCIATIONS

Personal, trends, ideas, inspiration, window shopping,
indulgence

. Broad, entertainment, things to talk about, for time out
Information/news, things to talk about

. Broad, entertainment, new music, time out

Special interest, sport, entertainment, time out

Instant, information tool, ideas, social networking,
_window shopping

Source: Media Matchmaker Magazine Publishers of Australia 2007



TOP 10 EXPERIENCES

THAT DRIVE MAGAZINE USE

FEMALES

| get value for my time and money
It makes me smarter

It's my personal time-out

| feel good when | read it

The stories absorb me

It's part of my routine

| often reflect on it

| learn things first here

| find the magazine high quality and
sophisticated

| build relationships by talking about and
sharing it

- MALES

| get value for my time and money
It makes me smarter

The stories absorb me

| learn things first here

| often reflect on it

It's my personal time-out

It's relevant and useful to me

| trust it

| build relationships by talking about and
_sharing it

It's part of my routine

Source: Engagement: Understanding Consumers’ Relationships with Media © Copyright 2006 Magazine Publishers of America



YOUNG PEOPLE LOVE MAGAZINES

% of people who agree with the statement
"| cannot resist buying magazines"

- - - - I I
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Source: Target Group Index © BMRB International, 2004




NEW INNOVATIONS

Magazines face ever-increasing
pressure from other forms of media.

To stay relevant, they have to adapt.

Here are a few examples of how
some magazines are doing this.



ROVE MAGAZINE

A magazine targeted at
high-end car collectors

« High production values +
small audience = expensive price

» They therefore need to look for
other ways to make money



ALTERNATIVE NARRATIVES

1. Rove commissions a car design
from a big-name artist or designer

2. They sell limited edition prints —
as well as scale models and
full-size prototypes



THE FIRST ISSUE

The No. o prototype issue
commissioned the “starchitect”
Zaha Hadid, who produced an
environmentally friendly “trike”
for the magazine.
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READER GENERATED CONTENT

« The internet has opened up new
possibilities for magazines

« We can now target consumers
more specifically

 Web-generated content can be
used to create actual magazines



JPG MAGAZINE
1. Users upload photos to website
2. Community votes on photos

3. Winning photos are published in
a bi-monthly print magazine

4. Winners get $100 plus a free
one-year subscription



THE COMMUNITY

« Readers decide what photos
are in each issue

» They feel more involved in the
creation of the magazine

» They are therefore very engaged

« This means they come back to the
website again and again = traffic



THE MOOK

» A new word in the magazine world

» A magazine that looks and feels like
a book, but reads as a magazine.



MONOCLE MAGAZINE

» Launched by Tyler Brulé, the
founder of Wallpaper* magazine.

« It's about global affairs,
business, culture and design

« It opposes armchair journalism
and shuns celebrities



MAKING THE MOST OF THE MEDIA

« Monocle is on four paper stocks
and it’s as fat as a book.
They celebrate print.

» The broadcast-based website offers
interviews, daily news service and
narrated slide shows that are unique
to the online side of the magazine.



KEEP IT SIMPLE

The magazine, the web, every
broadcast element is all governed
by a simple navigation system
Affairs

Business

Culture

Design

Edits
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YOUR AUDIENCE

e To understand your audience and
keep them engaged you need to
see them as complex individuals

e Think about where and when the
reader will be reading, and what else
they do in their lives that will affect
how they view the content



WHO IS YOUR AUDIENCE?

INDIVIDUAL \

FAMILY <

CITIZEN

/

== WORKER

N\

CONSUMER <~ FRIEND



