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Introduction
Jane Birkin & Rob Newton  

This publication is the culmination of a project undertaken by students of MA Advertising 
Design Management; Communication Design: and Design Management, 2010 - 11, at 
Winchester School of Art. The project was devised with the primary aim of creating a 
collaborative platform across the three design pathways. 

A blog for ideas and discussion (http://volumematic.wordpress.com) was launched in January 
and played a major part in the collaborative process, alongside various practical sessions 
designed to break down barriers between the practice-based and management pathways,  
paving the way for collaborations within an industry setting. 



One is not enough, two is a good start, three is not a crowd, four 
is already half a success. I am exaggerating but it makes sense 
when you think about: the more complex our technologically 
embedded cultures are becoming, the less likely it is that you 
are a self-sufficient expert in all fields of knowledge and skill. To 
be honest, it never was really like that, despite much of Western 
culture being based on the myth of the autonomous, self-sufficient 
(and often self-educated) genius whose skills and technics are 
beyond description. We have always relied on constituent help 
from others –a little bit of help from our friends – in the way we 
produce culture, distribute it, and even consume it. Milieus for 
design, art and creativity – from art schools to businesses – work 
only based on multiplicity, and the research-in-and-through-design 
that produces a sustained product – and a shared work process.

Nowadays this aspect of collaboration is very much emphasized 
and goes by many names: collaborative production, participatory 
cultures, prod-using, pro-sumer, and various other neologisms 
which all seem to say the same thing: the clear roles of who 
produces, who consumes and who oversees the process are 
becoming blurry. Together you plan, pitch, adjust, imagine and 
re imagine. Think of it as the game the Surrealists liked, cadavre 
exquis – the exquisite corpse, where you write a word on a piece 
of paper, fold it so that the next person does not see what you 
wrote down, and continues – a collectively produced piece of 
poetry, automatized according to a simple rule (algorithm) and for 
the surrealists, tapping into the creative unconscious of the group.

In the design and creative industries, we might have more 
elaborate means to harness the power of the crowd and 
slightly different aims too. Yet these principles of creativity, fun 
and productivity through togetherness are what we want our 
students to discover as well: to communicate, share, participate, 
borrow and lend – in intellectual and practical sense, so as 
to celebrate such modes of collectivity that are productive of 
both inspiring products and working methods, but also of new 
forms of sociability. Often we talk of Social Media platforms as 
rediscovering the social – to such an extent that Mark Zuckerberg 
emphasizes Facebook being based as much in sociology as it is 
in technology. It is our turn to say: we are in the collaboration, 
invention and arts business, and Arts and Humanities has its 
unique, leading role in such processes of value creation.

What makes Arts and Humanities so unique is the range and fit 
of expertise they provide. Key skills demanded by the modern 
workspace are like copied from a typical Arts and Humanities 
course curriculum and learning aims: communication skills, 
flexibility, innovation, creativity and team-work.  What is interesting 
is that at the same time as we want our students to keep up to 
date with the most recent – as well as emerging and alternative – 
technical skills, the process of creation is heavily reliant on shared 
spaces, relations of bodies, and affective communication. Knowing 
how to collaborate – that too is a skill that is much more difficult 
to master than we think in the midst of the hype of collaborative 
social media platforms. We design and create, but we also need to 
manage design and creation. The huge amount of value captured 
from the collaborative process of creation is the basis on which 
social media businesses found their business models – and when 
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you realize that you are an expert not only in capture of value, 
but its production as where it all starts – with someone – then 
you realize the strong position people who can talk, draft, plan, 
coordinate, and research are. One of the biggest international 
trends in the fields of art and design has been the realization that 
research through creative practices constitutes a whole field of 
knowledge that has often been neglected. Knowledge itself can 
be constituted by the experimental, material, and collaborative 
processes that flourish in Art Schools. 

When talking about research, one of the most important lessons 
to learn in design and other creative businesses is that ideas 
are not just being born. They are produced, with hard work – the 
famous 99% of perspiration that Thomas Edison called as the true 
origin of novelty. Systematisation, processualisation, fine-tuning 
experimentation into a rigorous method and being able to organize 
modes of creativity into an environment, a milieu of ideas is what 
characterises the modern arts and media environment since 
Edison to our digital culture

The battle for jobs for graduates is a situation where many of 
the skills learned and best ideas are waged. And yet, the whole 
cultural situation in which design, art, creativity and related 
practices take place has changed. In the little booklet edited 
by Geert Lovink and Mieke Gerritzen Everyone is a Designer 
in the Age of Social Media this situation is described well. The 
skills, expertise, professionality and ideas do not stay put in one 
institution, but are in constant state of interchange. Design is 
becoming a central metaphor for a wide range of activities in the 
mediated social environments of contemporary network culture 
– but also more widely, as an attitude you take. Everyone is a 
designer (of their lives). Such a seeming inflation of the term can 
be however turned into a strength by a thoroughly self-reflexive 
and experimental attitude of someone who is not only after a job 
but interested in creating one. What’s more, with this widespread 
use of the term, we become more cognizant of the areas of our 
life where “design” makes sense. More than a personal hunt for 
a job and CV promotion culture, design becomes a crucial way 
to understand how values are distributed, politics are organized 
and mediated, information structures our attention and desires, 
and for instance: the meaning of work reshaped by models of 
collaboration, sharing and the social. However, when you adopt 
the design-attitude to the world, you do not only adapt to pre-
existing templates of the social, but create and rethink. And more 
important, redo. Start counting from two upwards.

Design-Milieus: 
Collaborative Research-in-Design
Dr Jussi Parikka
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Material of the universe 
Photography - Stuart Allen 

Art students have long been taught to look and explore the world 
around them. It’s why life drawing used to be an integral part of an 
art school education. You need to learn how to look and study what 
you see in order to gain an understanding of how it works, only then 
can you understand the world around you and begin to use that 

understanding to create projects that carry a meaningful purpose or 
raise a relevant question. While life drawing has been dropped from 
many art schools, students have found different ways to explore 
the immediate world around them. In Stuart’s case, he picked up 
a screwdriver, not charcoal, and took an old DVD player to pieces. 

You may consider this typical technical engineering behaviour, but 
Stuart was looking for something. After ad libbing his way through 
the various components, he found inside the player a lens that he 
then taped over the camera lens of his mobile phone. He then set 
about photographing anything and everything around him, from circuit 

boards, sweet wrappers, rolls of paper to pepper corns stoked with 
inspiration by his rudimentary but high-tech (of sorts) new macro 
camera, the results of which you see here. Life drawing may be gone 
but Stuart’s small personal investigation is testament to a creator’s 
mind, a need to answer what’s that? and what if I do this?



Winchester School of Art has two very different homes — it is part of the University of Southampton but based in Winchester. 
These are some reflections on the two cities.
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Another Dimension
Coming from an Architecure BA, Stuart Allen writes about his different perspective on Communication Design

Every child likes to fantasize about what they 
want to be when they are older. The more 
obvious choices are astronauts and race car 
drivers - who wouldn’t want that sense of 
excitement on a day to day basis? However, 
when I was a kid, I was a little more realistic 
and asked my parents what I should be, after 
all, not everyone can drive in the World Rally 
Championship or fly to the Moon. They made 
some predictable suggestions and said to me I 
should either be a lawyer or an architect. Now, 
being a lawyer sounded boring, but designing 
buildings and spaces was a lot like Lego; and 
Lego is fun. So that was it, from the age of 
about ten I made all the educational decisions 
that would path my way to being an architect.

During the years leading up to university I 
studied maths and physics expecting architecture 
to be primarily about the engineered aspects. It 
was almost a relief to find out that just as much, 
if not more work in architecture was put into the 
aesthetics, atmosphere and social connotations 
of spaces. Throughout the years studying a BA in 
architecture my communication skills were tested 
extensively, after all, how good is an idea if you 
cannot explain it to someone? The challenge 
of tailoring an idea to a person and receiving a 
positive response was what I really enjoyed 
about architecture.

After completing my BA I knew architecture 
wasn’t for me. Too many technicalities and 
regulations got in the way of my ideas and the 
people they were for. I knew what it was like to 
design a space from scratch and it was far too 
long and monotonous. So I took a step back from 
architecture and looked at design in general. I 
have always been inspired by visuals and that 
which directly communicates with a person. 
Animation, illustration, graphics and interactive 
pieces are all types of media I wanted to explore 
so that I could find my potential to manipulate 
them with a purpose.

The MA Communication Design course I have 
been undertaking for the past year as allowed 
me to focus on comprehensively applying all the 
design skills I have acquired throughout my life. 
Combining illustration with animation, graphics 
with print and all other assortments of media is a 
thrill and being surrounded by peers of so many 
different backgrounds has made the last year a 
unique and interesting experience.



MA Design Management students visit 
Samsung and Jaguar design studios
Aqeel Ahmed - Pathway Leader Design Management

21st Century Traffic Control: the Invisible Referee
Live brief by Stuart Allen - Communication Design student

MA Communication Design student visits
D & AD New Blood - Design Bridge seminar
Angela (Jingwen Xu) - Communication Design student

Mobgets Ltd
Giulia Zaniol - Teaching Fellow Advertising Design 

Andrew Allan, Mobgets Ltd. Director came to WSA to give a 
presentation about his company. A few weeks later, every student 
presented a 10 min pitch based on their research over the Easter 
period. Yazan Al Qtaishat was one of the ones who did very well, 
both in his pitch ideas and also his delivery. Andrew selected 
him (plus two others) to do an internship for his company on the 
strength of Yazan’s ideas and his enthusiasm for the subject. 
Yazan worked for Mobgets throughout the month of July, he has 
been looking after the company’s digital communications, web 
support and app developers recruitment.
Following his very successful internship, Yazan has been now 
offered a part-time position at Mobgets Ltd. as Social Media and 
Marketing Manager, starting in October 2011.

Stuart Allen worked with the Transportation Research Group, in the
School of Civil Engineering and the Environment at the University 
of  Southampton, on a cutting-edge traffic control project. He 
created a strong identity and applied it to a series of exhibition 
boards and publicity material. The project was one of twenty 
selected to show at the Royal Society Summer Science Exhibition 
in London.Visitors were able to take the controls in a variety of 
interactive games and explore the world of ‘Intelligent Transport 
Systems’— an interdisciplinary research area using computing and 
communications technology and artificial intelligence.

www.invisible-referee.soton.ac.uk

Students of MA Design Management visited Samsung European 
Design Studio London on 1st December 2010. The tour was 
organized to link the academic curriculum for process design 
with the adopted industry practices by Samsung Design Studio. 
Students were detailed by Samsung Design Europe Strategic 
Manager, Paul De Ath about the Global Consumer Behaviour for 
electronics, design strategy of Samsung, profitability and brand 
management. 

The students also visited Jaguar Design Studio Birmingham on 
15th December 2010. The tour was organized to link academic 
curriculum with industry practices. Jaguar as a company is 
considered among the best, on account of product design and 
integration. The students were detailed about the use of computer 
aided designing (CAD), Computer aided manufacturing (CAM), 
product design and manufacturing process design in the Jaguar 
business processes.

On 1st July, we visited the Design Bridge studio where the Design 
Director and some of the designers gave a presentation. 

These are some question the students asked – together with their 
fabulous answers.

Q: What can I do as well as getting a good mark at college? How 
can I prepare myself for work?

A: No one has ever asked me what grade I got. The most 
important thing is to have really great ideas. Link with agencies 
you want to work for. Placements are a good way to learn the 
trade. CB

Q: Is there anything else you look at apart from the portfolio?

A: Personality. We’re quite down to earth and we work long hours 
on a project so chemistry is really important, because we work 
together in teams. Our clients feel the same way. CB

Q: Is it important to show process in your portfolio?

A: Talk about it. Tell a story. Be passionate about it and show us 
the points of magic where those ideas come from. GS

A: Definitely bring your sketches. A sketchbook can be so rich with 
other ideas and it shows your personality. BD

A: It’s about quality not quantity, if you have 10 pages but you’re 
confident about 6, show 6. MT

Q: Did you have a specific thing you were driven towards at 
University?

A: I came out of University with a broad portfolio, I think that’s 
important – it show’s you’re not limited. The industry is becoming 
more and more integrated, so if you have a big idea you can apply 
it to anything. CB
 
Q: What do you do when there’s a brief that’s a bit hard to crack or 
an idea you can’t get your head around?

A: Some briefs are going to be difficult because of markets, culture 
and other factors. We all work in teams and because there are so 
many of us we can divide and conquer. CB

 A: For Creative Directors “ What if…” is written in to our job 
description. Get out there. Get out a lot. The job is about problem 
solving. One of the reasons I love the industry is because that’s 
what it’s about. GS

Q: How would you describe the company culture?

A: Design Bridge has grown over 25 years…there were 10 of us 
when we started and there’s still that spirit, that team structure. 
Our culture means that we prefer to develop talent form the inside 
and a lot of guys here have come through the ranks so there is 
opportunity. Something our clients love is the mix of established 
experts and new talent on a project. It gives you a great blend of 
insights and creativity. GS
 
Q: Do you have a process when it comes to branding?

A: We get out of the office and explore what the brand is all about. 
To create a new brand you need to get out there, every product is 
different. CB

Q: How much contact do you have between the international 
offices?

A: We often work together on global projects. I worked on a project 
with the Dutch office last year it was great to share different 
perspectives. CB

Q: Are there exchanges between London, Amsterdam and 
Singapore?

A: We hope to kick that off again this year. Right now, one of our 
Design Directors is currently working in Singapore for a month. GS

Q: How do you give a good interview?

A: First thing is, why are you feeling nervous? Identify it, 
acknowledge it and overcome it. Get comfortable in your own skin. 
Our work is about being authentic to the brand and connecting 
to people. Confidence is a feeling, what’s important is you are 
authentic to yourself. GS

A: Practice, have a mock interview with friends and family. It helps 
show you areas you can work on. MG

A: Keep it simple, have just one big idea on a page, it’s a good 
starting point and will open up conversation. Set up a story on 
each of your pages. MT

www.designbridge.com/blog/dad-new-blood-talks-2011
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A Collector of Colours
Photography and text, Lindsey DeFraites - Advertising Design Management

I collect bright, bold colors. Mostly at the neon-level—oranges, magentas, 

yellows, greens, but I’m not too picky. Actually, I shouldn’t say that I 

collect them, because that implies that I go out of my way to find and 

gather them.

I wear them and I photograph them and I genuinely love them, but I think 

of my affinity for them and use of them as more of a part of who I am— a 

feature like a pattern of freckles that is unique to me. It is something that I 

didn’t necessarily choose.

A few years ago I found myself buying pants in pomegranate and 

cantaloupe hues, fuschia headbands, and blindingly yellow hoodies only 

suitable for construction workers. Frequently and unashamedly, I am the 

brightest (tackiest?) part of a group photograph. From that point forward 

the colors have followed me.  “Followed” is a pretty accurate word.  They 

came with me in my bag to the U.K. from my home in Washington. My 

goldfish magnet, my tiny multicolor piñata, an opaque blue elephant, a 

miniscule rubber duck—they crossed the pond, too, brightening up my 

new home, literally.  

I see they will follow me back to America when it is time for me to leave. 

Packing one suitcase today, I saw slivers of royal blue and lime green 

peeking out, a yellow-green-blue handle wrap adding life even to the bland 

navy and gray suitcase handles.



When I arrived here, I brought two of my favorite possessions, my neon 

orange watch,  with its simple yet simultaneously perplexing face, and 

my cat print bag to carry colors with me on a daily basis—just in case I 

decided to wear plain pants or tops. Just in case.   And it worked—the 

wonderful people I met here quickly recognized my colors beyond the two 

accessories.  Just three weeks into the school year, it was my birthday.  

New friends gave me brilliantly bright cards sparkling with subtle glitter. 

The cards—one showing a huge, bright bunch of balloons and, another, 

delightful dancing cupcakes—live on my wall now as if they have 

never known another home, the pattern and the shades of the balloons 

complementing a postcard of Winchester’s allotments that I bought 

myself. 

While I’ve been away, I’ve found more—a zany umbrella cover, a 

flexible green ruler, and similarly shaded palm tree wall stickers. A bold 

block colored mini ice cream truck and sailor sign, autumn leaves in 

Winchester, beachside shacks in Bournemouth, phenomenal produce 

in Switzerland, effortlessly, naturally fantastic flowers in Croatia and 

Portugal, and Moscow marquees that lit the night. I don’t even need 

Photoshop to tweak the shades I find. 

One of my Taiwanese friends here gave me a card with my name in 

bright blue script and dialogue bubbles popping out from all sides of it, 

exclaiming “crazy” “colorful” (of course) “patient” and “trustworthy.” It is 

the most aptly worded description of myself I have ever received, all from 

a girl who feels frustrated by English, her second language. It points out 

to me how dichotomous my colors are with other parts of my personality 

that I consider more “me”—balanced, orderly, calm. I feel my brights & 

bolds fondness serves somehow to give buoyancy to the weightier parts 

of me, to color my personality just slightly. The serious side of me took 

the patience to write this, but the colorful side inspired the idea. I look 

up now and I see the flamingo pink pen ink on my cluttered calendar and 

my nail polish—9 nails blue, 1 nail neon. The colors are just a part of me, 

everywhere, everyday. 

And to think—I used to only wear black. 



process; students present their work to the entire group and fellow 
students are expected to critique the work as much as the tutors.  It’s 
always a period of vulnerability but it encourages good practice and 

well prepared work. Also in the case of 2011, it helps you get used to 
being photographed by the insatiable Jim who has documented nearly 
all of his MA experience as you can see here.

Walk the walk and talk the talk
Communication Design

Designing only half of any project, the other half is talking through 
what you’ve done.  It’s good practice, not every client will ‘get’ the 
finished article on visuals alone and pointing out how clever the 

design is helps you instill confidence in the person signing off your 
pay.  But this is university, it’s all about learning and talking through. 
Listening to people talk through their work is a big part of the learning 



Ideas, I can’t say it enough times. Its rare to find yourself just working on one project 
in a design company, you might end up working on 3 different challenges at the same 
time. So how do you show that you have the potential to do that? That’s why variety is so 
important. 

Placements and industry experience do help, they demonstrate you have tenacity. Find 
ways to make them happen, there is nothing like experience on CV. Several years ago 
we started our student design competition with the winner’s prize being a placement at 
Design Bridge. In fact we have offered jobs to the competition winners. Why? Because 
they had to show a big idea and they had to show how it would come to life. This year we 
had a record number of entries and the finalists demonstrated that there is some great 
talent trying to get into the industry

As I said at the start we look for potential, we are looking for people who will grow and 
stay with us for many years. We don’t expect you to be the finished article but we do want 
to see that you have ambition. We want to be able to help you fulfill your true potential. 
That means attitude and personality count for a lot. We use our placements to see if 
people will fit in with the rest of the team and if they are going to add something to the 
company culture. 

Ask for referrals, the industry is smaller than you think. Find out as much about the 
industry, the companies you want to work with, and their competitors. Be clear in your 
mind what your ambitions are and the work you admire.

My advice in your final year is to seize every opportunity that you can. The one thing you 
have at college is time. Time to be truly creative, unhindered by commercial constraints 
such as time and budget.

There is no one-way to get a job. Its tough but for people with talent, commitment and 
enthusiasm the opportunities are there. Its hard work but once your in its a fun way to 
make a living and not many people can say that.

Tim is a  partner at Design Bridge, one of the worlds leading design agencies. He has over 20 

years experience of global branding, working extensively across Europe and South East Asia. He is 

passionate about creative ideas and the role they play in having a commercial impact for clients.

The end of May is marked by the disappearance of the Sun, the first England batting 
collapse of the season and a flood of degree show invites and student CVs. The last time 
I checked, about 10,000 students graduate each year with one qualification or another in 
a design related subject. That’s a lot of people looking for a job at the same time. Lets be 
generous and say the top 100 design companies take on average 2 graduates a year, say 
200, I’ll let you work out the maths of how many are going for those jobs.

With competition that fierce it’s hardly surprising that the most common question I am 
asked by students is ‘what do I have to do to get a job?’
I can’t speak for the whole industry and as you all ready know everyone has a slightly 
different opinion.

In a nutshell it takes tenacity and a healthy dollop of luck but there are ways to improve 
your luck.

So lets start with the industry. It’s a tough world at the moment, its always been 
competitive but economic pressures are stronger than they ever have been…ok that’s the 
black cloud bit. But the design industry is crying out for new young talent. It might not feel 
like it but companies really want to employ, talented enthusiastic, creative designers.

We don’t look for the finished article, we look for potential and there lies the biggest clue 
to getting that all-important first job. Potential. How are you going to demonstrate that? 

But first you have to get through the door. How are you going to stand out from all the 
other CV’s?  A few years back I remember the creative director looking at the parking 
ticket he had received in the post with a combination of puzzlement and annoyance. 
When he opened it he read “now I have your attention, how about seeing my work?” 
Brilliant! Using creativity to get through the door, and yes they did get offered a job.

First impressions count, so think about whom you are presenting to. Don’t treat it as an 
interview; think of it as a presentation a pitch for business. You have to come across 
as enthusiastic, energetic and really wanting to work with them. Do your research…the 
Internet is a pretty easy thing to use but you will be amazed just how many people turn up 
and know nothing about the company they are seeing.

Put your self in the shoes of the person you are seeing. Creative director or senior 
designer it doesn’t matter the chances are they are busy and I mean busy. They might 
have been working late the night before; they may be gearing up for a big meeting that 
afternoon. You have a short time to grab their attention and stand out from the rest. Ask 
yourself what do they want to see. How can I make it easy for them? If you have it in a 
portfolio then fine, if you have it as a pdf on a laptop then fine. If its on website make sure 
you can connect to it…don’t ask them to hook up to the Internet. It’s a hassle. In reality its 
what you present not what you present it on that counts.

Ideas! Ideas! Ideas! Great ideas beautifully executed. In simple terms that is what will 
get you noticed. Over recent years there has been a move to large research based 
projects, especially in the final term. That’s all well and good but in reality we are not 
particularly interested in the act of the research we want to see what you did as a result 
of it. What insight did you discover and what did YOU DO with that insight? Tell us what 
you discovered, show us the diversity of ideas you had based on this insight and then 
demonstrate brilliant execution of your chosen idea. 4 or 5 rich projects like that and you 
are going to be having a positive conversation.

Career Moves
An industry insider gives advice





of business and commerce, advertising and marketing, or simply put, getting you to spend your money or think a certain way. So far from Designers 
doodling away and chancing upon a satisfying solution, spare a thought for the hours of thought, research and investigation into different ideas 
before delivering a compelling proposal, heck, computers may not even come into it, like here, as three Communication Design students document the 
mechanical processes involved in delivering a design proposal.

Getting From A to B
It’s a common misconception that designers just russle up a design solution while casually sitting in front of the television, or that it’s childsplay 
and half of the work is done by a computer.  There’s always an outcry when a new identity is launched which cost “how much!!!”  But next time 
you look in your wardrobe or fridge or at the car you drive, think a little more about what influenced on your purchasing decisions.  That’s a hint of 
acknowledgement of the power Design Management, Advertising Design Management and Communication Design.  They’re all key players in the world 
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Want to see more? Go to http://volumematic.wordpress.com
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