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T H E  B R I E F

“Make Hardy more human, 
reach new audiences & make 
Hardy more relevant”

L ive branding brief with Wessex museum. 
In small groups, design a graphic identity 

for the Thomas Hardy exhibition; ‘Hardy’s 
Wessex: the landscapes that inspired a writer’, 
that embodies its priniciples, values and 
motivations. 

The exhibition is on display across the four 
museums, in which each museum explores a 
different aspect of the landscape of Wessex. 
•	 The Salisbury Museum : urban
•	 Dorset Museum : countryside
•	 Wiltshire Museum : ancient
•	 Poole Museum : coast 

The curator’s aim is to make Hardy’s Wessex 
feel revelent and contemporary whilst still 
appeal to the local community and Hardy 
lovers (target audience : 18 - 35 years old), 
in addition to attracting a new inspiring 
generation. 

•	 How do people feel about Hardy ?
•	 What is the relevance ? 
•	 Why should people care ?
•	 What will the audience get from it ?

Wessex museum commissioned Robin 
Mackenzie, a local print marker, therefore the 
brand must visually complient the work Robin 
creates.

C at h y  L e w i s  &  H a r r i e t  s t i l l

Transports 
you back to the 
time of a local 
legend

Encourages use 
of imagination in 
young adults

Escapism from 
the modern 
world

simplicity of life

Time travel to 
the place of...

behind the 
quill of a local 
legend

re-live the the 
life of a local 
legend

transports you 
back in time

legend

unleashes your 
inner writer 

inspire people to 
start poetry 

transports you 
back in time of 
the life of a 
local legend
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T h e  G o l d e n  C i r c l e  M o d e l   

why :
We believe that Hardy’s Wessex was ahead of 
its time and deserves to be reunited with this 
current generation, as his literature touches on 
current social issues.

how :
By reuniting current generations and cater-
ing to Wessex Museums’ target audiences 
through a contemporary twist, highlighting the 
landscapes that inspired his literature.

WHAT :
Through our brand proposal 
“Behind the words of a Wessex Legand.”
Initially made by my team mate Jack Swat-
man, but refined by Alice Stevens during our 
studio group tutorial.

b e n  F r i e n d

b r a n d  p u r p o s e

b e n  f r i e n d  w o r k s h o p

12 13

“is the way i’ve 
chosen to execute the 
idea appropriate to 
the idea ?”

C reating a brand purpose, the stepping stone 
to developing a brand for Hardy’s Wessex. 

Ben Friend, Creative Director, made us 
think and dissect what the main aim on 
what a brand purpose should be, i.e. : the 
brand’s reason for being beyond making 
money. It should connect on an emotional 
level : 
•	 Adds value to society 
•	 Helps to boast sales / loyalty 
•	 Differentiate your brand from compet-

itors

Questions me and my team mates thought 
about:

1.	 How do people feel about Hardy ?
2.	 What is the relevance ?
3.	 Why should people care ?
4.	 What will the audience get from it ?



d o r s e t  m u s e u m

r e s e a r c h14 15
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B oth me and my team mate Jack Swat-
man went and visited Dorset Museum in 

Dorchester. I enjoyed seeing the exhibition in 
person and was inspired by the paper theatre 
(photo on the left) and the artwork on the 
background curtain (photo in the middle). In 
addition to my research, I was able to see and 
understand how the exhibition interacts with 
a much younger generation, i.e. : by having 
a dress up section, in which they are able to 
interact with the exhibition, and create a rela-
tionship with Thomas Hardy’s literature.



c r e at i n g  a  l o g o

1918

D uring my visit at Dorset Museum, I did 
some sketches of Thomas Hardy of the 

opening piece of the exhibition. Referring back 
to the brand proposal, “ behind the words of 
the Wessex Legend ”, I combined both my 
initial sketch and research on Thomas Hardy 
to try and embody the brand proposal. 

Exploring the idea of anamorphic design 
that plays with perspective, and shows 
depth, would reflect the brand proposal well. 
From a 2D standpoint, I experiemented with 

typography. I selected my favourite qoutes, 
some to do with feminism, some romantic and 
others philosophical. I created Hardy’s iconic 
sihouette from his own words. 

I further simplified the design, with the idea of 
quotes and quotation marks, and only focused 
on quotation marks to create his silhouette.

“it is difficult for a woman 
to define her feelings in 
language which is chiefly
made by men to express 
theres”

t h o m a s  h a r dy
f a r  f r o m  t h e  m a d d i n g  c r o w d
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I believe that the logo I created was unique and 
quite playful, agreeing with Harriet’s statement 
that it is “a strong motif.” However they felt like 
it focuses too much on Hardy, the man, and 
doesn’t have a strong link to the landscapes.

Overall, from this experience, I was able to  
learn what to include in a presentation and its 
order, as well as, improve my confidence in 
speaking about my work and in general to a 
group of people.

A l i c e  S t e v e n s

“ As a concept it could be 
lots of different things you 
can visualise and experiment 
with ”

T he hustle and bustle of the first presenta-
tion, and the first stage of working as a 

group; experiencing this new group dynamic. 
For the first presentation, we each had to 
present at least 3 logos to the client: Harriet 
Still, Thomas Hardy Exhibition Project Curator, 
and Cathy Lewis, Wessex Museums Head of 
Marketing.

My role in the process of getting prepared 
for the first presentation was creating the 
power-point, making sure the slides were 
cohesive and to include all the research and 
information we needed to pitch our brand 
proposal to the clients. In which I did struggle 
to organise the group to upload their work onto 
the power-point at least the night before the 
presentation, and do a quick rehearsal before 
presenting to the client to make sure we were 
all on the same page.

Throughout the presentation, I wanted to tell a 
story. Including Simon Sineks, The Gold Circle 
Model to build up to our brand proposal, gave it 
a bit of gravitas on our purpose and reinforced 
our research. Furthermore, in presenting my 

work I took the clients and tutors through the 
journey I took in creating my logo.  

F i r s t  p r e s e n tat i o n
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t h e  w o r d s
d e f i n e
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T he final outcome of the first presentation 
is the foundation for our group’s visual 

language to develop and create this brand for 
Hardy’s Wessex. In which, both Harriet and 
Cathy came to the conclusion for our group to 
further evolve Josiah’s logo. As Josiah’s strong 
type face caught their imagination and it ties 
perfectly well with Robin McKenzie’s work.
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e x p e r i m e n tat i o n s

T he next stage was individually going out 
and experimenting with Josiah’s logo, 

adding our own touches to it. The main aim we 
had as a group within this experimental stage 
was to develop the logo further by listening 
and applying the feedback we had from Harriet 
into the logo; creating a more distinctive 
link / visuals to the landscape.

F irst, I tried incorporating texture through the 
use of geographic contour lines and Victori-

an styled patterns. In addition to hand drawing 
on serifs onto each character to further link 
back to the Victorian time period. 

The next set of logos, I played around with 
trying to integrate the shape of, a well known 
Dorset landscape, Durdle Door, with the strong 
typography. I adjusted each character to flow 
with the silhouette of the landscape, there-
fore creating a variation in character height. I 
experimented with the idea of layers, through 
layering the letter ‘H’ in the typeface Modak, 
copied 4 times to represent the 4 museums 
under Wessex Museum. In which I specifically 
used the colours; yellow (Wiltshire), green (Dor-
set), blue (Poole)  and magenta (Salisbury).

I further simplified the design, by enlarging 
one of the letter ‘H’ and merging the landscape 
within the character, and having the ‘Hardy’s 
Wessex’ on each corner. Compared to my 
other experimentations, I believe this one 
looks more refined and has the potential to be 
versatile through the 4 individual museums, 
by having a different landscape, specific to the 
area incorporated within the H. The one down 
side, is that it is hard to make the shape of the 
landscape distinctive.
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I n reflection to our individual experimenta-
tions with the logo, and referring back to the 

aim we gave ourselves, which was to clearly 
distinguish the landscape within the text.

 We shared what we liked on each of our exper-
iments. The group was inspired by the way I 
had the characters in Hardy’s (photo on the far 
left) varying with the space of the landscape. In 
addition, we liked how Hollie’s rendition of the 
logo had the bold shape of the county Wessex, 
and lastly, with Jack’s saw the possibilities of 
morphing text within the county. 

Therefore, we roughly fused the three ideas 
to visualise how it will look combining the 
elements we thought was strong from each of 
our experiments. However, in the end we didn’t 
end up using this integration of logos. 



W e concluded that having a type face as 
a logo would be more versatile for lead 

images and future touch points. To solidify our 
logo, we did a few refinements by looking at 
Serifs, inspired by old Victorian type faces we 
looked at from Hardy’s old books exhibited in 
the museum, as well as on Pintrest. 

The addition of Serif’s on a bold, modern 
type would convey the era Hardy was 
living through (1840 - 1928). In which, I 
hand drew the Serif’s myself on illustrator, 
and on the right shows the slight tweaks, 
we as a group collectively decided on, to 
finally establish the logo for our brand.

l o g o  r e f i n e m e n t

3332
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anamorphic illusion

e x pa n d i n g  t o  t h e 
3 r d  d i m e n t i o n

I n essence of anamorphic illusion,  “a 
distorted projection requiring the viewer to 

occupy specific vantage point, or use special 
devuces, to view a recognizable image”. I had 
the idea of taking our logo into 3D motion, by 
having the logo made up by the fomous land-
scapes of Wessex, but would only be seen in 
certain angles of the logo. 

This idea also plays on the layers seen in 
the Paper Threate, from Dorset Museum, as 
the end of the 3D motion, the viewer would 
see the layers of the individial landscapes, 
come together and form the mis-en-scene of 
Wessex. 

The shapes of the landscapes can even be ab-
stract, or made out of paper or plastic, using a 
lazer cutter, if made as a model. Opaue pvc of 
different colours would also create a contem-
porary feel.

The 3D motion version would be made on 
Spline and can be visually shown as a short 
animation or gif. 

Unfortunately, this idea wasn’t developed 
further during the project.  



L e a d  I m a g e
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J ac k j o s i a h
T eam work makes the dream work. What I noticed 

working as a group, is that we take on a strong 
idea and put our own twist and refine it ourselves. 
For instance. During the creation of out first lead 
image, Josiah merged an illustration of Hardy with the 
logo type. Then Jack developed it further by uniting 
it back with the landscape, in the same style. I saw 
how effective both of their designs were, but saw the 
possibility of combing the two. 



pat t e r n s

V ictorian decorative art; the charm and el-
egance of its intricate patterns. Used and 

shown through a fair few of Thomas Hardy’s 
books. To pay homage to his famous books, 
I played around with adding opacity, to add 
texture to a rather flat and bold lead image. By 
adding a pattern creates this sort of delica-
cy, implying the Romanticism era within the 
Victorian time period, in which one of Thomas 
Hardy’s main themes he writes about is love. 

3938
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H owever, after viewing what other groups 
have done, we all concluded our direction 

was boring and we all have lost interest in our 
own initial design.

A l i c e  S t e v e n s

“logo is 
strong and 
eye catching”

C alm before the storm. We presented the 
journey we have taken since the first 

presentation; the experimentations and refine-
ments undertaken to get to this point. 

We emphasize on our idea of having a varying 
typeface across the 4 museums, by Josiah 
creating a short animation of the typeface 
moving to fit the inspired landscape relating to 
each museum, which got a lot of praise from 
our fellow classmates. To further develop this 
concept, mark suggest to have all the mor-
phing logos together as one GIF, to make it 
visually easy to see the text morphing to suit 
each museum.

In addition, we got positive feedback on stray-
ing away from the lead images given to us 
from Wessex Museum, and going for a more 
illustrative style. To improve on our imagery, 
Mark mentioned to do additional research 
and experimentations using watercolour, to 
investigate the effect, texture/ transparency it 
creates. In reflection on our second presenta-
tion, in comparison to our first presentation we 
all worked as a team creating the presentation 

and played to our individual strengths to get 
task done; creating the lead image, illustra-
tions for the lead image, typography, touch 
points and the brand guidelines, animations 
and the 3D model of the Dorset Museum. As 
for the presentation, we all equally presented 
a section, in spite of our nerves. Being able to 
practice more on public speaking to my peers, 
tutors and clients builds my confidence on the 
matter, which will be very useful in the future. 

s e c o n d  p r e s e n tat i o n

“unique & confident”

c l a s s  f e e d b a c k

4342

“ the presentation 
was engaging - the 
3d model made it 
come to life ”

c l a s s  f e e d b ac k



t h e  b r a n d
d e v e l o p



t h e  n e w  d i r e c t i o n

m o o d  b o a r d 4746
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T he storm of the new direction. As men-
tioned, the second presentation was our 

turning point, as we noticed how the brand 
was lacking ‘fun’ and we were slowly lack-
ing the inspiration to continue and enjoy the 
process. Therefore, I did some research on 
styles, patterns and images that I liked and can 
splash a bit of life into our brand. I did a rough 
sketch on an idea of the lead image, referring 
back to our brand guidelines “Behind the words 
of a Wessex Legend.”



ta r g e t  a u d i e n c e

r e s e a r c h

W e understood the target audience of 
18 - 35 years old, for this new direction 

we are going for, our aim is to attract a much 
younger generation and families.

During my time visiting Dorset Museum, I 
noticed that there were a lot of activities for 
kids to interact with, in addition to my research 
into looking at Wessex Museums’ and the 4 
museums’ websites, I noticed that there we 
exhibitions, such as Elmer and Friends, that 
will be running alongside Hardy’s Wessex. We 
want childern to be intrigued by the exhibition 
and learn about the ‘words of a local legend’ 
and for them to uncover their inner writer.

5150

“make hardy more 
human, 
reach new audiences 
& make hardy more 
relevent”



g r o u p  e x p e r i m e n tat i o n s

u n c o v e r i n g  t h e  l e a d  i m a g e

“ always save your work, 
every hour, every minute, 
every second ”

T he timed task. As a group, we sat in the 
library to discuss this new direction, I 

showed them the mood board I created and 
contributed what aspects we liked. We then 
gave ourselves the task to create a rough lead 
image in this ‘new direction’ style we envision 
and want to go for.

We decided to do a timed task, as from this 
point we only had a week left to re-brand the 
initial brand we came up with, and was highly 
inspired by the timed talk we have been given 
in workshops, such as Ralph’s Typography 
Workshop. Plus, as it was only the initial rough 
sketch, we all understood that there was no 
point spending hours on our each individual 
idea as it is a group project. .

We were all amazed by the outcomes of 
this individual project, and discussed what 
we thought was the strongest elements of 
each piece, and what we can do to refine and 
incorporate these elements into the final lead 
image.

From Jack’s (first image) we liked the bold, 
monochromatic, artistic style with the contrast 
of the bright yellow logo. With Hollie’s (second 
image) we admired the shadows of Thomas 
Hardy layered and reacting to one another. 
Lastly, from Josiah’s we thought the overall 
format of the image of Thomas Hardy, the 
illustrations/ pop of colour and integration of 
the landscapes worked really well. 

5352

Sadly, during this time my laptop was playing 
up and kept shutting down, therefore my work 
cannot be found. Lesson learned. 

G a b r i e l e  M e r c a d o



r e f i n e m e n t

5554

Each of us chose a theme/ museum to create 
a lead image for. I chose Poole Museum 
(seaside). My strength lies within illustrator, 
therefore enjoyed creating and experimenting 
with different shapes and layers. I didn’t want 
to use the well-known imagery of waves/ the 
sea, therefore I illustrated layers of smooth 
curved shapes/ imperfect circles, to produce 
a more contemporary style. And layered them 
on top of each other, have each layer reacting 
with the other, to create ‘fluidity’.

My first initial sketch of Durdle Door, was 
more abstract and playful, however, half of 
the group stated that it didn’t link in with their 
posters as the imagery is too abstract. During 
this stage, we were all sending our files away 

W e decided to use Josiah’s lead image 
format as the foundation to our posters/ 

lead images, as it had the best balance of 
incorporating the landscapes, illustrations/ 
pop of colour and Thomas Hardy, with room to 
play around with positioning the text and key 
information.

 Instead of using photos of Wessex 
landscapes, we went for a more abstract 
and contemporary approach by illustrating 
our own shapes that reflects the themes of; 
countryside, ancient, seaside and urban. As 
well as, choosing a different photo of Thomas 
Hardy, which were taken in the same style/ 
same period in his life. 

to one another to edit slight details, to produce 
a cohesive aesthetic through our 4 posters. 
But, when I sent my file away, and seen the 
changes I wasn’t impressed as most of my 
playful design was changed into a more 
simplistic, ‘rigid’ illustration, which wasn’t 
what I understood our direction was headed 
and thought it made my poster look pretty 
boring. I guess, I was mostly annoyed about 
putting all my efforts into my poster, for it to be 
completely changed. 

In the end, we kept the more distinctive 
illustration of Durdle door and incorporated it 
back into my design of the waves. 
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d e l i v e r
t h e  d e s i g n
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B r a n d  g u i d e l i n e s

W e wanted to keep the designs 
minimalistic, and more modern, whilst 

juxtaposing the playful colours and shapes 
with the black and white imagery of Thomas 
Hardy. From this, we are able to appeal to 
younger audiences, while still considering 
current Hardy lovers.



64

t o t e  b a g s
65



c at h y  l e w i s

67

Wessex, and line him up with the landscapes 
he was inspired by and post onto social media; 
Instagram, Snapchat or Facebook. 

I continued the key visual elements, such 
as the distinct shapes that represent the 

character of the 4 different landscapes, into 
the design of the tote bags. I considered 
the longevity of the merchandise, and only 
incorporated the museum logos with the 
contemporary illustrations, so it remains 
relevant after the end of the exhibition. 
Whilst simultaneously giving exposure to the 
branding of the 4 museums under Wessex 
Museums.

As most of these places are tourist spots; 
Poole, Wiltshire, Salisbury and Dorchester, I 
designed Victorian style ‘tourist’ postcards, 
with a die cut of Thomas Hardy so our target 
audience can take him anywhere with them in 

“ I  l o v e  t h e  t o t e  b ag s .  I  t h o u g h t 
t h e y  w o r k e d  r e a l ly  w e l l  a n d 
w e r e  r e a l ly  m a r k e ta b l e ”



c at h y  L e w i s

“a Really clever 
presentation”

T he finish point. We considered all the 
feedback we got from our second 

presentation, and implemented what was 
needed to showcase the variable logo. Due to 
a cohesive presentation and a professional set 
of work, we got many positive feedback from 
the clients. As a group we were very satisfied 
with how we executed the presentation, as we 
all worked so hard and rehearsed before hand 
to come across proficient in our first live brief 
and presenting to essential one of our first 
major clients.  

f i n a l  p r e s e n tat i o n

6968

“There is a conceptual approach to colour, 
Typography and visual language with a brand. 
It was interesting that you embraced and 
Explored that and really understood what a 
brand can be used in many different 
Applications without just being a fixed 
Logotype and a fixed use of colours”



H a r d y ’ s  w e s s e x 
u n i t  r e f l e c t i o n

7170

l ooking back on this live branding brief with 
Wessex Museums, I was exposed to many 

opportunities that enabled me explore new 
ways of working, for instance; working as a 
group on campus, Ralph’s ‘Making and Break-
ing the Grid’ workshops, and Josiah introduc-
ing me to Spline, a 3D motion software. As well 
as, developed my fast paced creative strate-
gies through 4 presentaions spread across the 
2 months, and the exhibition boards printing 
deadline. Compared to last year, I was able 
to produce work consistantly within the term, 
mainly due to the fact that it was a live brief 
and mid-week deadlines, in additon to being 
in small groups, where each memeber had a 
strength and responsibility. 

This leads me to my experience in working as 
a group. In contrary to last year, I felt working 
as a group this year was so much different, as 
we were able to meet up and work with each 
other face to face. This allowed our ideas to 
bounce back and forth, and our feedback to be 
easily understood. Yet, as we are all individu-
als, work timings weren’t our group’s best suit, 
as half of us; me and Jack, work best in the 
morning and would like to start work earlier 
rather than later, whereas; Josiah and Hollie 
work best during the afternoon and would get 
onto campus much later. This lead to some 
mis-communications and disorganisiation 
within the group during the deadline to print, 
which was the week we had our turnimg point 
and changed our whole brand.  

Up to this point in Graphic Design, I am now 
aware how board graphics is and the many 
career paths one can take and specialise 
in. With one being Branding and Identity, 
which was one of the assignments. From the 
workshops from Ben Friend, Briony Hartley, 
and most of the Employability Talks, I was 
struck by the importance and intricacy of 
designing and planning a brand’s identity is 
within the industry. Along side, experiencing it 
first hand through branding Hardy’s Wessex for 
Wessex Museums. 

Overall, I did enjoy learning about each 
elements that come with branding, however, 
I did struggle to keep my creative spark 
and motivation during the task, as I didn’t 
personally have a strong connection with the 
subject matter, Thomas Hardy. Alongside, 
the way we as a group produced our designs; 
in the end seemed like, it was one person 
from the group’s vision and we had to design 
pieces to fit that look. On the other hand, this 
experience is what the industry could be like, 
i.e. working for a creative director or client; I 
need to design for them and not me. 

What I’ve learnt about working with clients. 
One, to always consider their needs and 
wants, as they have an idea on what they want 

the final outcome to be. Me, as a designer, 
need to play to my strengths and produce an 
identity/ brand that would best symbolize their 
knowledge on Hardy and the current branding 
of Wessex Museums. Two, the Simon Sinek’s 
‘why’ to any brands purpose. Lastly, the visual 
hierarchy in creating touch points.  



b e h i n d
t h e  d e s i g nb e h i n d
t h e  d e s i g n
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b r i o n y  h a rt l e y ’ s  ta l k

From Briony’s talk, I learnt that I had to 
consider:

1.	 Create a page design : that reflects the 
content of the book, easy for the reader to 
follow, by having a clear visual hierarchy. 
And fits the right number of pages. 

2.	 Create a cover design : that attracts the 
right audience, and expresses the right 
audience.

B riony went into a freelance book design 
career as she found the satisfaction from 

creating a permanent object that is sold, from 
which she gets to meet amazing people and 
go to a range of places. 

The role of a book cover, originally, was to 
protect and bind the inner pages together. 
Now, it’s to attract the right reader,  make 
money, stand out from the competition and 
reflect the content. 

b o o k  d e s i g n



g i a n t  G a l l e y 

r e s e a r c h 7776
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b o o k  s i z e

I scavenged around my room for books that 
I already have, and noted the different sizes, 

page orientation and how it felt when I held it 
in my hands. From this research, I discovered 
that I preferred the books that were horizontal, 
as it would best fit the images I had to include, 
as well as it being more satisfying to flick 
through. There was a range of sizes; from 
208x295mm to 156x234mm. 
 
In the end I was drawn to the format of the 
AUB Spectrum 2021, which is 220x179mm. I 
added a few more millimeters for my book size 
of 241x189mm, as I considered how the pages 
would be binded.

In terms of paper, as it is horizontal, I would need to source short grain A4. Considering 
a more sustainable way of printing, I researched some eco friendly resources and 
materials to use. For instance, PaperWise , who’s purpose is in closing the cycle and 
zero waste, by giving agricultural waste a second life by using it as printing and office 
supplies. Leading to a 47% lower environmental impact than paper made from trees 
and 29% lower than recycled paper. However, as it is based in the Netherlands, there is 
still a large carbon footprint in ordering and getting this paper shipped. Instead, I will be 
looking for local paper suppliers and cause I’m a student would be a reasonable budget 
in the amount I spend on quality, sustainable paper. 



c r e at i n g  v i s u a l  h i e r a r c h y

T h e  g r i d  & 
h a n g i n g  l i n e

t y p o g r a p h y

T he gatekeeper to every book’s consistency. 
For a better understanding of the grid and 

how to use it, I read ‘Making And Breaking The 
Grid’ by Timothy Samara. In the midst of the 
chaotic grid examples, I went with a simple 
grid structure.

 A margin of 25mm for top, bottom and inside. 
And 15mm for the outside margin. I did a 
larger inside margin as I considered how the 
page would look once printed and binded. 
A simple grid structure of 3 columns with a 
gutter of 5mm. 2 hanging lines of 60mm for 
my sub-heading text and 95.2mm for my text, 
to create consistency all throughout my book. 
I created a rule for where I place my heading, 
sub-heading and text within my grid structure. 

E mphasising visual hierarchy through 
typography. Through Ralph’s Typography 

and Grid workshops, I was able to experiment 
with type hierarchy and how to best achieve it 
within the grid but as well as breaking the grid.

 Subsequently, in Mark’s Generative Type 
workshop I was introduced to the variable logo, 
which I found was interesting and useful in my 
graphic/ type practices. This then made me 
consider and actually use a variable font in my 
process book.

In addition, created my own grid within the 
margin to fit a range of photos that I had for 
research. As well as, a modular grid for when I 
wanted a more centred layout for text. 

“simple, 
clean & 
clear”

b r i o n y  h a r t l e y
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C olour the pinnacle of a brand, book and 
relaying information. In Briony’s colour 

workshop we learnt the importance of colour 
for the identity of a brand and how its used 
throughout a book. From monochromatic and 
analogous pairings, to complementary and 
split complimentary, to triadic and tetradic 
groupings of colours. The colours chosen 
create the atmosphere and running theme of 
any given material. I was introduced to Adobe 
Capture, which enables me to get swatches 
of colour from an object, photo, environment 
ect...

This helped me to simplify the colour palette 
I chose for this process book: essentially, I 
was going to continue with all 6 of the colours 

were used in our brand guidelines; black, white, 
blue, red, green and yellow, to visually show 
each chapter. However, after my first few 
drafts and trails of layout of the process book 
(shown on the next page), I found that there 
were too many colours and secondary colours 
to think about. Personally, I  think some of the 
colours don’t compliment a black background. 
Therefore, I simplified the colour palette.
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c o l o u r

T he ups and downs of my flat plan journey. 
Producing a flat plan was one of the 

hardest aspects of designing a book. This was 
the area I spent most on my time on planning, 
thinking, trying, and changing. In addition, at 
the start I didn’t have a title nor colour theme 
that would set me off to a given direction. 

The starting point: I illustrated a versatile 
document to plan my initial ideas and content. 
I was able to roughly sketch on some thoughts 
on the pace of the book; positions of text and 
imagery, negative space and splash pages, on 
different layers. Which is a more sustainable 
way of planning as it reduces the amount of 
paper waste accumulated.

f l at  p l a n s



Mid-point: once having a vague idea on the content and colour palette, 
I started to plan the layout and format of my InDesign file, which 
was made easy through the Tech- Dem support given. The coloured 
boxes represent dual toned photos and the grey boxes show areas for 
coloured photos. Each colour designates the chapters.

m a r k  o s b o r n e
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T he turning point: after placing a few photos, 
I found that my initial format to showcase 

large amount of images on a double page 
spread, was too messy and didn’t work. In the 
end, I selected a few photos, varied the sizes 
and created a grid from that, which would be 
applied to my other double page spreads that 
would contain a sum of photos.

I created my primary layouts and planned each 
page out specifically on parent pages to pro-
duce a digital flat plan; accumulating 36 parent 
pages. However, as I started to edit onto the 
each individual parent page, I soon realised the 
struggle and inconstancy it created. Mid-way 
through editing nearly half of my file, I noticed 
how the position for the sub-heading and 

“Are you going to bite the bullet and 
take the risk?”

text weren’t consistent throughout the book, 
as I only set in place the rule of the heading 
hanging from the top of the margin, and the 
sub-heading hanging from the hang line. This 
caused the space between the sub-heading 
and text to increase through the book. With 
a week left until hand in, I was debating on 
whether to start from scratch again.

To settle my perfectionism, I took the risk by 
starting from scratch on a new InDesign file. 
I went through my old process book layouts 
and picked out a few layouts that I thought 
really worked well with the information and im-
ages. I went from having 36 to 5 parent pages, 
this decision helped execute the consistency 
needed in my book.   



R elief Printmaking, which is also known as 
Lino Printing. Relief Printing involves crav-

ing a design/ textures/ patterns onto wood/ 
linoleum/ rubber surface.

This was one of my favourite Print Room work-
shops, as I found the process very satisfying 
and therapeutic, and would consider incorpo-
rating this technique in my graphics work in 
the future. I know also realise, that I could of 
used this technique in experimenting with our 
Hardy logo type, to add texture and character.

r e l i e f

I ntaglio Printmaking. During this term, I was 
able to do many Print Room workshops, one 

being Intaglio Printmaking, which is where you 
engrave textures/ marks onto a printing plate 
using an etching tool. Viscous ink is then ap-
plied onto the plate using a scrubbing method, 
which is then whipped with a dry cloth after the 
whole surface of the plate is inked. It is then 
sandwiched between two pieces of news-
print, with a damp piece of paper in-between 
the etching plate and top newsprint paper, 
and placed onto the etching press. Once, the 
blanket is placed on top, the wheel is turned to 
place the print onto the piece of paper.  

I n tag l i o

p r i n t  r o o m
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A s I’m considering to have a die-cut front 
cover and chapter pages, did a Lazer 

Cut workshop, to understand a more precise 
process to create a die-cut. 

Illustrator set up:
1.	 Change to mm 
2.	 All files in RGB
3.	 Correct colours

Laser file set up:
1.	 Engrave - Solid black 
2.	 Score - Pure blue (R=0 G=0 B=255)
3.	 Cut - Pure red (R=255 G=0 B=0)
4.	 Select the whole work - line weight (0.01)
5.	 Only line weights, no background colour

l a z e r  c u t

Lasers: 
1.	 No vinyl/ polycarbonate
2.	 Always put extraction on
3.	 Speedy 400 - No wood/ leather
4.	 Speedy 300 - Only metal 
5.	 Evolution - Turn extraction on 
6.	 Score/ engraves before cuts
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b o o k  b i n d i n g

S creen Printing. One of my favourite Print 
Room workshops, due to the final out-

come, of bold, vibrant prints. This form of print-
ed was invested for the mass production of 
images, and used my many famous Pop Artist, 
such as Andy Warhol and Robert Rauschen-
berg. I definitely want to implement this form 
of printmaking in my graphics, but would need 
to consider the time and physical strength I 
would need to execute this in the future. 

B ooking Binding workshop was very 
engaging, as the whole process was very 

new to me. Therefore, was very fulfilling as I 
learnt something new and gain a new appreci-
ation for books. In addition, was able to meet 
Joseph, in which I was able to chat easily with, 
on many topics such as his career, my future, 
morals and belief’s. 

s c r e e n  p r i n t i n g
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I n relation to our brand proposal ‘Behind the 
words of a Wessex Legend’, my initial idea 

for the inside front cover is for it to have Thom-
as Hardy’s words scattered across the page, in 
a more vibrant swatch of our brand colours. 

First stage: I experimented with our visual 
elements, such as the rolling hills of Wessex’ 
countryside, from a solid graphic shape inno-
vated with typography. However, thought that 
the type didn’t suit the curves. 

Second stage: I wanted to incorporate Wessex 
visually in some way, as the links to the brand 
proposal. Inspired by Paula Scher’s Maps 
art/ graphic collection, and by Harriet’s talk 
on Wessex in Hardy’s eyes; showcasing the 

unique names Hardy has given to each area. , 
I thought I would put my own twist to Wessex 
and try to combined both Thomas Hardy’s 
famous quotes with the map of Wessex. I 
filled each of the distinct areas of Wessex with 
contour lines illustrated with type. 

Third stage: Testing out the die-cut. I used 
the image of Thomas Hardy from the Poole 
Museum poster as my silhouette. Did both a 
physical and digital trial, using Photoshop’s 
lasso tool. I was then able to see what it would 
look like against the Wessex Typographic Map 
splash page. In the end, I didn’t end up using 
Thomas Hardy, and went for s simple type 
front cover. Referring to our focus and use of a 
variable type and the theme of ‘words’.

t h e  b o o k  c o v e r

B e h i n d
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p r o c e s s  b o o k  r e f l e c t i o n

L ooking back on the journey of creating 
this Process Book, I was able to select, 

structure and organise the work I have done 
for Hardy’s Wessex through visual systems. 
In which, learnt through trail and error; grid 
structure, typography, visual hierarchy and use 
of colour. 

This assignment helped me to strengthen my 
skills and knowledge in InDesign, as well as, 
creating and optimising a grid structure. ‘Mak-
ing and Breaking the Grid’ by Timothy Samara 
has been one of my best reads this term, as 
it structurally informed me the history of the 
grid, how to use a range of grids, examples of 
different layouts and how to break the grid.

Furthermore, this unit pushed me to take a risk, 
which has paid off. The risk of starting from 
scratch; leaving a 36 parent page file, a week 
before hand in, and refining to a 5 parent page 
file. This action has helped me design a much 
consistent process book, with clear visual 
hierarchy running through out, and made it an 
easier and quicker process. 

I’ve gain a further appreciation for editors and 
designers, and for the process of book binding. 
Since coming to AUB, I never thought about 
the intricacy of binding a book together, and 
am very fortunate that I have these workshops 
for me to learn and develop my skills.  

“Space is the essence of design
Proportional relationships, rectangular 
Zones and asymmetrical organization became 
The guiding principles of what was becoming 
Modernism”

m a k i n g  a n d  b r e a k i n g  t h e  g r i d



9796

b i b l i o g r a p h y

Simon Sinek: April 9, 2019. Gold Circle Model  https://simonsinek.com/commit/the-golden-circle
Serena Fox: June 11, 2018. The Art of Anamorphic Illusion https://creativecloud.adobe.com/discover/article/the-art-of-anamorphic-illusion
Wikipedia: October 26, 2021. Anamorphosis https://en.wikipedia.org/wiki/Anamorphosis 
Phillip Kent: April 19, 2020. Anamorphisis https://www.anamorphosis.com 
Boson Web. https://www.wessexmuseums.org.uk 
Poole Museums: 2014. http://www.poolemuseum.org.uk
Dorset Museums: 2021. https://www.dorsetmuseum.org
Wiltshire Archaeological and Natural History Society https://www.wiltshiremuseum.org.uk
Rodrigo Garate Chateau: 2016. Chucherias. https://www.pinterest.co.uk/gabrielemercado/hardy/
Max Neuhaus: 1977. Aural Typography Times Square. https://www.pinterest.co.uk/gabrielemercado/hardy/
Seaborn 0.10.1 Doc. Different Cubehelix palettes. https://www.pinterest.co.uk/gabrielemercado/hardy/
Francesca Fiocchi. https://www.pinterest.co.uk/gabrielemercado/hardy/    https://www.behance.net/gallery/23339579/OHHH
Guimaraes: 2009. Jazz https://www.pinterest.co.uk/gabrielemercado/hardy/  https://www.behance.net/gallery/327267/Guimaraes-JAZZ-2009
Animated gradients. https://www.pinterest.co.uk/gabrielemercado/hardy/
Kat Banazi: Maintenance. https://www.pinterest.co.uk/gabrielemercado/hardy/
Sanket Rune: Parallel Universe. www.saatchiart.com   https://www.pinterest.co.uk/gabrielemercado/hardy/
Alan Kitching. Debutart.com  https://www.pinterest.co.uk/gabrielemercado/hardy/
Inky Lips Letter Press. inkylipspress.com  https://www.pinterest.co.uk/gabrielemercado/hardy/
Cooper Hewitt: Sensing a new spirit of Japan, Smithsonia Design Museum
Public Art of the University of Houston System (PAUHS): October 15, 2019. https://www.pentagram.com/work/on-site?rel=discipline&rel-id=6
AUB Panopto, Briony Hertly: November 15 202.https://aub.cloud.panopto.eu/Panopto/Pages/Viewer.aspx?id=3c183951-f4d7-4c6c-ae95-
ade10149805c
https://paperwise.eu/en/ (PaperWise 2015-2021)
Making and Breaking the Grid, Timothy Samara: Published by Quarto Publishing Group USA, 2017-07-01. https://sp.ebrary.com/Shibboleth.sso/
SAML2/POST (Making and Breaking the Grid, Timothy Samara: Published by Quarto Publishing Group USA, 2017-07-01)





G a b r i e l e  m e r c a d o


