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Presenter
Presentation Notes
Perhaps you’ve had a big project that involves design, and you finally get to the stage where you get to see initial concepts. You might be sitting in a conference room, waiting for a big reveal, or just opening a file, but have you ever felt a bit of apprehension at that moment? Do you ever wonder, did they get it right? Will it reflect us? Is it what we need?

When you work with people outside of your organization, who need to create something that represents your organization, there is a lot of information that needs to be conveyed, often in a short amount of time. It’s important to plan ahead, take time to examine underlying assumptions about what each party knows, and to be clear on priorities, budgets, and deadlines. And even with the best planning, there can be miscommunications, multiple rounds of design, printing errors, etc., which can lead you to think, “It’s so clear what we need. Why aren’t they getting it? Is it them or me?” Often, it’s because one project is being approached from two different viewpoints: aesthetics and function. A successful project balances both.

I’ve had great successes, with just one round of design and printing, and some projects that have had multiple redesigns and 20 rounds of change orders. Which prompted me to wonder, how are graphic designers trained to approach a project, and what are their key priorities? What can be, even in the best of partnerships, lost in translation?

I wanted to “go backstage” as it were, to see how graphic designers approach working with clients. I starting reading articles about working with graphic designers and how they view the client relationship, and what I found was both informative and entertaining. I’m going to share this with you today, in addition to some thoughts on planning and communicating on projects that involve both graphic design and print shops.



THE TARGET AUDIENCE IS
MALES AND FEMALES
AGED ZERO AND UP



Presenter
Presentation Notes
The very first inspiration for this presentation was a post on buzzfeed.com of a collection of posters called Sharp Suits. It was conceptualized and spearheaded by Mark Shanley and Paddy Treacy, an advertising creative team in Ireland. The posters were created by several Irish design professionals, including graphic designers, other ad creatives, illustrators, animators, and directors, to name a few. http://www.buzzfeed.com/regajha/things-you-should-never-say-to-a-designer

Although I think I have good working relationships with about half a dozen graphic designers, I recognized myself in some of these posters, or my colleagues, past or present. You might find that one of these resonates with you. The idea of course, is that these are unhelpful comments that are so common among the clients (namely us), that these are cliches in the design world.
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Although I think I have good working relationships with about half a dozen graphic designers, I recognized myself in some of these posters, or my colleagues, past or present. You might find that one of these resonates with you. The idea of course, is that these are unhelpful comments that are so common among the clients (namely us), that these are cliches in the design world.
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Client: "What is your rate?”

Client: "Can | come & watch you™

Client: "What if | help you?”

Me: "€50 per hour.”

Me: "Of course, for €100 per hour.”

Me: "That would be €500 per hour.”

MUCH BETTER

DON'T YOU

think
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Additional Articles:

“Graphic designer: 5 tips for working with me”

“How to Talk to a Graphic Designer in Six Easy
Steps: Part One”
(no other parts were written)
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Presentation Notes
So this is a bit of a tongue and cheek way of saying, we need to find a way to work together productively. This may be especially challenging for those of us in donor relations, who work at a very high level of customer service, have a “can do, hands-on, make it work” attitude. Many of us also come from a writing background, and while we can relate to many, sometimes frustrating rounds of edits in writing, sometimes we don’t see the analogy in graphic design. And frankly, knowing how to use the Adobe Creative Suite doesn’t make you a designer, any more than using Word makes you a writer.


http://www.prdaily.com/Main/Articles/Graphic_designer_5_tips_for_working_with_me_12658.aspx#
http://victorianece.com/2009/11/how-to-talk-to-a-graphic-designer-in-six-easy-steps-part-one/




The gap between what you know and what you think The alternative to good design is always bad design.
you know is a dangerous place. There is no such thing as no design.

Good, fast, or cheap - you can still only have two.
A good guess must stand aside for a hard fact. Keep being you, no matter what.

It's easier to be a critic than to be a creator.

Did you do it because it was a good thing to do, or Everyone has their own ideas, including you. If you
because you could? give all these ideas equal weight you will accomplish

nothing,.
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Presentation Notes
Quotes from The Little Black Book of Design, by Adam Judge, available on Amazon.





| Building a designer',f cliet relationshipi
Design
Council
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Presentation Notes
This video is produced by the Design Council in the UK, http://www.davidairey.com/designer-client-relationship/

http://www.davidairey.com/designer-client-relationship/

Hiring Graphic Designers

3/11/2014

Do you need to get multiple bids?
* Comparing apples to apples

Portfolio Review

* How do they work? Have they worked for non-profits before? What kind of audiences?

The Contract
e Do you want to buy the rights to the work?
* Canyou use the logos online? Future projects?

*  Will they be onsite for printing?
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Presentation Notes
For a project last year (creating brands and materials for presidential acknowledgments and scholarship reports), I consulted a few departments, reviewed the websites and online portfolios, and chose three designers to come in for interviews. We discussed NYU culture with them, they showed us a wider range of their work, we asked about their workload (how many clients besides us? How accessible will you be?), and shared with them that the project would undoubtedly go through many revisions because about 10 people had to review and approve the final pieces. We also asked them which printers they had worked with locally, and the audience. We settled with someone who had worked for a major, local non-profit, had experience working on multi-piece branding, and had designed for older populations in New York City. He had worked within non-profit budgets and tight deadlines.

We also interviewed a firm, who provided unlimited change orders and multiple designers, and the cost was steep, twice the estimate from the individual designer. But in the end, we ended up paying just as much as if we’d gone with a firm, because we had four major rounds of design and roughly 20 rounds of changes. Know yourself. If the estimate says three rounds, and it’s a major project with multiple pieces and multiple rounds of approval, you’re going to exceed the estimate.


Creative Brief

The Creative Brief

» Describe your mission. How does your department’s mission support the overall mission of the
organization?

* What is your main message”?

* Who is your primary audience?

* Is there a distinction to how you engage with each?

» Do you want to change the perceptions of, or expand awareness within, your audience?

» How does your audience currently view you? Include positives and negatives.

e How do you want your audience to view you?

* What are some of the challenges you face in getting your audience to view you this way?

* What communications do you plan on using in the upcoming year to meet your goals?

* How would you measure whether or not you've been successful?

» SCOPE: Is this one piece, a suite, printed, online?
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Presentation Notes
The Creative Brief is a key first step in gathering your thoughts and ideas about the project, and getting stakeholders together to agree on what the project should accomplish will save time, money, and frustration down the road.
After you address key questions in the brief, discuss with the designer and stakeholders. This is not a one-way document. A good designer will ask clarifying questions to try to get to know the scope of the project, the organization, etc.


Creative Brief

Early Discussions

» Share samples of previous pieces your organization found successful. Why were they successful?

* What is your main message”?

* Who is your primary audience? (Age, gender, income bracket, knowledge of you, etc.)

* Is there a distinction to how you engage with each?

» Do you want to change the perceptions of, or expand awareness within, your audience?

» How does your audience currently view you? Include positives and negatives.

* How do you want your audience to view you?

* What are some of the challenges you face in getting your audience to view you this way?

* What communications do you plan on using in the upcoming year to meet your goals?

* How would you measure whether or not you've been successful?

» Does your organization have a Style Guide for design? Pantone colors? Logos that have to be
used? Required Fonts? Share those high-resolution files right away!

* Do you have rights to everything? What needs credits?

» Glossy or matte? Electronic or print? Do you work with a print house already?
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Presentation Notes

Notes from my scholarship creative brief:

Our donor population ranges from young alumni (late 30’s to early 40’s) up to donors in their 80’s. They could be in New York or anywhere around the world, including China and Abu Dhabi. It is a diverse population that gives to general university scholarships as well as scholarships that are school-specific (e.g. math, drama, etc). To meet the needs of this diverse population, we are creating print and electronic deliverables. 
 
We want to convey to donors that we are grateful for their support, the students are grateful, and without their assistance, their student recipients would not be attending NYU.
 
Students: The student population includes undergraduate and graduate student recipients, though most of the students we report to are undergraduates. Students may be working in any field and have diverse backgrounds, including international students. All student communications will be sent via email to their NYU email addresses. 
 
We want to convey to the students a congratulatory message for receiving the scholarship, suggesting that this is a vital part of their financial aid package. We also want to increase awareness that an individual (or corporation/foundation) made this gift, and that they have an opportunity to thank them and perhaps meet them later in the year.
 
Copy and design elements: Balance a clean, elegant look with contemporary, fun, student-oriented, exciting. We want donors to feel good about their gift, knowing it is making a difference and that they are appreciated. We want students to appreciate their scholarship, increase their awareness of philanthropy, and fill out their web form. All elements must adhere to the NYU Style guide.



Creative Brief

Avoid Jargon

Designers aren’t the only ones whose talk can get technical:

LYBUNTS, SYBUNTS, and prospects (oh my!)

Planned Giving

Payout, endowments, spend rates, quasi, expendable
Beneficiaries and recipients

Fiscal years, academic year, and calendar year

Acronyms

» Tossing names around (do they know who the players are?)
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Presentation Notes
The Creative Brief is a key first step in gathering your thoughts and ideas about the project, and getting stakeholders together to agree on what the project should accomplish will save time, money, and frustration down the road.
After you address key questions in the brief, discuss with the designer and stakeholders. This is not a one-way document. A good designer will ask clarifying questions to try to get to know the scope of the project, the organization, etc.


Creative Brief

Design Jargon

 PMS: Pantone Color Matching System

 RGB: Red/Green/Blue: electronic format (websites)

« CMYK: Cyan/Magenta/Yellow/Black: a.k.a. the four-color process, used in printing
» Bleeding is not a bad thing (full bleed goes to the edge of page with no margin)
» Color palette

» High-res photos are a must (banish the right-click, save-as approach)

 Mac vs PC

« Kerning: adjusting the space between letters in a font

» Tracking: adjusting space over a large block of text

» Line breaks: changing one word can change the layout of an entire page

* Orphans/Widows: a line at the end of a paragraph with just one word.
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Presentation Notes
A common thread I noticed in the articles was that people who say they don’t know what they want, but they really do, drive designers crazy, and understandably so. A creative brief will help ask the questions they need answered. Also, knowing the basics helps. Blue and green colors are said to be cool and calming, while red and orange might be more energetic. There are also trends in the industry. In the late 1990s, teal was big. Mid-2000s, orange and lime green were everywhere.
You cannot open Mac files on a PC and have the fonts translate properly. Designers work on Macs, we largely work on PCs.


Project Brief

The Project Brief

» Describe the goal of the project and proposed deliverable?

* What is the lifespan of the project? How long will it be around for?
* Who is your primary audience?

* What is the one thing you want your audience to take away?

* What are the supporting points?

* What is the call to action?

* What is the tone and voice of the project?

» Creative considerations?

« Mandatories. What are the elements that the project requires?

» How does this project fit within your overall communications plan?
e Timeline
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Presentation Notes
If the creative brief is the heart and soul of what you need to accomplish, the project brief is your practical marching orders. You have to have both for a successful project, and you should share both with your designer. This may be where you begin, getting internal approvals and working with writers, before you get to the creative brief. In addition to these key points, I include the names of everyone working on the project and share it with everyone (from project manager, writer, proofer, designer, approvers, to who will archive it in our database). I also add a timeline so everyone can see how their colleagues are interdependent and why hitting deadlines is so crucial.

Note for NYU folks: Sarah Shanahan put together the briefs and timeline available on our intranet.


Project Timeline

NYU | Alumni

Project Management Timeline
Task Start Finish Duration Notes
Submit Creative Brief

Design Bids Due
Concept Development

Deliver Concepts

Round 1 Review

Deilver Round 1 Feedback
Round 2 Revisions

Deliver Round 2

Round 2 Review
Deliver Round 2 Feedback
Round 3 Revisions

Deliver Round 3

Round 3 Review
Deliver Round 3 Feedback
Final Round Revisions

Deliver Final Round

Final Round Review and Sign-Off

Deliver Final Files
Send Files to Printer
Production

Mail Drop

3/11/2014 19


Presenter
Presentation Notes
Key points here include knowing your team. How many rounds of revisions are likely. Are we factoring in holidays and vacations? Are we allowing enough time to both rewrite and adjust layout and review that round of changes? Did we include a final round of proofing after all these changes? How long will each round of review take, if you have multiple reviewers with busy schedules? Pad, pad, pad!


The Best Laid Plans
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Case study: This was not my first multi-deliverable project, and even with a six-page project brief and plans, we had some redesigns. The image on the left is a first of three options presented in round one for a report folder for donors to scholarship funds. We asked for diversity, energy, and to incorporate the words “thank you” in the languages of our various study away sites. But we didn’t expect text in a color so faint it couldn’t be read, blurry photos, or the words overlapping each other so they couldn’t be read. This would never get approved.

There was also a lack of emphasis on students! We thought that went without saying, but nothing goes without saying. Be specific. State the obvious. And embracing diversity didn’t mean washing everyone in the same color: our designer thought it was elegant and multiple photos in different colors would be jarring. We thought it might offend people. Finally, our acknowledgment card needed our school color to primary: the designer found somewhere a secondary approved palette unknown to us and we had to explain that brown didn’t mean NYU to our audience.


The Results

N Y U

NEW YORK UNIVERSITY

" THANKS

21
3/11/2014


Presenter
Presentation Notes
Case study: The results. Clear, focused, diversity, students are at the forefront. Is it perfect and award-winning? Maybe not. Was it a huge improvement over what we had before? Will it last us several years? Does it get the idea across? Yes! We have two, focused brands that have been used in print and online


NYU

Choosing a Printer
Do you need to get multiple bids?

* Isthere an approved list of vendors?

e Portfolio Review

* How do they work? Are they better at high touch or

mass mail pieces?

3/11/2014
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Timelines and Planning

 Advance notice

* How far in advance do you need to book time on their

press? a\- :
| ’si'"]l&

« Samples ”L/’ /

*  Show them examples of paper stock and gloss that worked ‘

for you in the past. Ask for comparables and pricing.

e Share your color palette

* Assembly: folding, drying, etc.
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Presentation Notes
Pantone colors are colors that have numbers, like a key. They will ensure that the shade you have to have matches both what you see on screen and when it’s printed


Printing

Printer Jargon

Get the blues (or galleys)
Bleed (again)
Matte vs. Gloss and types of gloss
« Will it leave fingerprints? Get a sample!
Finishing (die-stamping, embossing, etc.)
Crop marks: where the piece will be cut in the finished product
DPI (dots per inch) resolution of printed piece
Letterpress: raised, metal type (leaves impression)
Lithography: (offset) images and whitespace are on one plane
Pantone: color matching system
Weight: can apply to thickness of line or of paper
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Presentation Notes
A great printer can be a lifesaver. They can spot a typo and touch it up in Adobe. They can coordinate with your designer and invite them onsite for the printing (highly recommended for major projects). Spotting last minute errors can save everyone time, such as a scratch on the plate, or a reversal of a language in Creative Suite.


Resources

Resources

* Glossary: http://www.malanenewman.com/glossary_graphic_design_terminology.html

» How logos are designed: http://creativenerds.co.uk/articles/30-professional-logo-design-
processes-revealed/

» The Non-Designer’s Design Book by Robin Williams

» 100 Things Every Designer Needs to Know About People (Voices That Matter)

» American Institute of Graphic Arts: http://www.aiga.org/

« Pantone: http://www.pantone.com/pages/pantone/index.aspx

* Wikimedia commons: http://commons.wikimedia.org/wiki/Category:Images

* istockphoto: www.istockphoto.com

Questions?

3/11/2014 25
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