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GLITSCHKA 5TUDIOS » PRESENTATION

No Compromise

Creating strong solutions
building trust and
educating your client.

¥ So what does it all mean?

In a nut-shell it's realizing you can create great
design and still communicate with your client in such
a way that it will help them to appreciate what you
do and at least start to understand the value of it.
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

|IOve become the designer | am today because of othe
designers | admired who took the time to share ther
insights with me. IOve learned from their success.

| love baseball. | also love baseball analogies. |
remember seeing an interview with Tony Gwynn one of
the most consistent hitters in all of baseball and the
interviewer asked him.

OHow do you consistently perform at your level?O

Tony described how during each game someone would
video tape his at bats and then in the evening heOd
study them to see what he needed to improve upon.
Many times it was just a matter of returning to the
fundamentals of the game and so heOd correct himdel
Over the course of a 14 year career this led to nurarous
batting titles because of his consistent methodology.

The same can be accomplished with how you work.
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start’? FLAMING

-Become your client.
MEDICAL CENTER P.C.
Example: FLAMING MEDICAL CENTER

Project: | was referred to this company in regards
to revamping their print ad campaign.

At brst they didnOt want to change their logo.
And even though their ad campaign needed help
as well, the real core of the problem was a poor
identity.

Get Ready for School!
Laser Acne Treatments!

* ynder arms = bikini lines * legs = spider veins
* rosacea « skin rejuvenation

CALL FOR CONSULTATION

503-623-8176

Once | planted that image in their mind they agreed
that it should be revamped. (Gentle mocking at
times does indeed work. More on that later)

% SKINCEUTICALS

= -
SKIN CARE PRODUCTS 1_41 q M[N(‘I
¥ MEDICAL CENTER B.C.
T Flaming, DO Jell Humpheey, 3 Barbara Foulke, FNP : :
Jerry Flams N (b ] Anpa 5o wodin, P [ 5“.‘;-&23-“.} ?ﬁ
Hours: Mon,-Fri, 8:30 - 5:30 Saturday 8:30 - noon 1000 5E Uglow Street, Dallas
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original Flaming Medical Center promotions
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.
Where do you start?

-Become your client.

One of the most enjoyable aspect of my job is learning
all about the various industries and sub-cultures my
clients work in. The more you can live what they do the
easier it will be to connect with them and their target
audience. Anyone can study stats, | am talking about
experiencing it for yourself.

By spending a day at the medical clinic asking a bunch
of questions, learning about how they work, how
patients react, etc. | was able to see that the benebpt
of what they do goes beyond the mere medical tools
and procedures they use. It had more to do with how
their patients viewed themselves afterwards. It was
more of a new attitude and purpose in how they held
themselves after being treated by Flaming.

This was rel3ected and carried through to their new
identity and advertising. The imagery and headlines
focus on the end benebt and not the specibc service
at hand.

—
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new Flaming Medical Center promotions
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client. Front

Another company in Oregon | was able to help
re-brand is MACORE. | was originally contacted to
design their trade show booth.

By becoming my client, in this case Macore | was
able to assess the real problem they were having
with their marketing. Macore has been one of the
top vendors in the nursery industry for nearly 50
years but has built nearly no equity in terms of their
identity. People have heard the name but cannot
recognize their branding.

If I would have just come in and did exactly what

they asked, not only would it not help them, but it

would have further aided their essential problem.

But since | took the time to put myself in their shoes Back
| could accurately audit their situation a then dedde

) old Macore promotions
upon a course of action.
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client.

Their new business cards were printed on the
same substrate as the tags they produce for the
primary industry they serve. | am now developing
a new print ad campaign for trade magazines.

(Keep in mind that part of this creative process
was gathering the necessary info and explaining
to the client details upfront but IOIl cover that a
little later)

Back

Front

new Macore promotions
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client.

¥ Conceptualizing - The birth of ideas.

| purposely added OThe birth of ideasO because, as
designers, | think we all view our ideas and graphc
solutions as our babies. We birthed them and when
a client or marketing weasel comes in and tells us
that our kid is ugly or suggests changes we donOt
like, itOs not always an easy thing to accept. We®v
all dealt with this on some level. By the way, | had

a specibc species of weasel in mind so that was no
directed at any of you folks.
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client.

¥ Conceptualizing - The birth of ideas.
How do you think creatively?

-Allow your ideas to OSlow BoilO.
Example: DigEd
Project: | was contacted by a educational consultahcompany
in San Francisco to re-design their identity for usan print
and on-screen graphics.
Comments: The client was not happy with his identiy and
didnOt feel it reBected his business or purpose. dgreed.

So what does that mean? OSlow BoilO? Take in all the upfront ingati gathered from your client, any insights
youOve gleaned and any other form of helpful information abouthe project and then allow your mind to
process it all for a few days. (I prefer letting a week go by) DorOt do any sketching. DonOt brainstorm at this
point. Just let the whole thing kind of slow-boil in your mind. Let the ideas begin to form on their own. YouOll
eventually reach a point where youOll start to worry if you donGtart writing some of it down and sketching
out thumbnails that you may forget the ideas. It is at this point you know your ready to move ahead.
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client.

¥ Conceptualizing - The birth of ideas.
How do you think creatively?
-Allow your ideas to OSlow BoilO.

| personally sketch until | know | have at least 3-4
solid directions worked out. This is before | ever
move into the digital realm and start building them
on a computer. The client never sees this conceptua
stage. | develop more than | need and then pick the
strongest from them to pursue.

What you see here are some of those thumbnails.
You may be wondering why all the various colored
paper. 1tOs because | tend to doodle whenever
and whereever using whatever paper | have at the
moment.
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Improving how you work
¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.
Where do you start?
-Become your client.

¥ Conceptualizing - The birth of ideas.

How do you think creatively?
-Allow your ideas to OSlow Boil.O

¥ Increase your batting average.
What should | show?
-Avoid OThe GoatO method.

Never present anything that doesnOt brst speak to you brst. Ifre
of your solutions doesnOt inspire after Reshing it out digitdly, then
donOt expect it to inspire the client. The absolute worst thig you
can do as a designer is to show a client more options then they
need to see. A designer friend of mine called me one day and

started lamenting OThe’cIient picked the worst possible sakion of
the four | showed them.O All' I could say was OWhy did you show
him four instead of three?O

He responded Ol like to include at least one option | call OThe Gto.
ItOs the weakest one and the client usually disregards it and fauses
on the other options. It makes everything else look better.O

| couldnOt help myself and said OBaaaaaaaaddddd move.O
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Improving how you work

¥ Learn from others.

Understanding how others succeed.

¥ Develop a successful creative process.

Where do you start?
-Become your client.

¥ Conceptualizing - The birth of ideas.

How do you think creatively?
-Allow your ideas to OSlow BoilO.

¥ Increase your batting average.
What should | show?
-Avoid OThe GoatO method.

We are working on other aspects of their branding ow Front

such as web site and marketing material

| think it goes without saying that when you show
your best work, you help your client make their beg
decisions.

Back
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Improving your clients creative understanding

¥ Give it your best shot.

You won®t win them all.

Most of us would agree that the best clients to work with are
the ones that understand, appreciate and allow thedesigner to
do what he or she does best. And that doesnOt comabout out
of a vacuum. The client has established a level otrust in their
working relationship over time.

Some clients come to us knowing what we bring to the table

and others are frankly somewhat ignorant of what wedo. Many
of the clients | work with are large agencies and tis isnOt an
issue. But I also work with many small to medium sized business
owners (such as the examples | am showing you todayand

with them | have to assess where they are at in ther creative
understanding.

All of us have dealt with clients that were difbcut to work

with. My favorite quote from a client like this happened last
year. | had gone through two rounds of design diredions for a
publishing companies logo job. | knew 10d never safy the client
when he said in response to my last set of design ®lutions:

ONo, these are all wrong. | want a logo | can tatto on my ass!O

| still have no clue what that meant. And | never did get a radar
Px on where he was coming from. All I know is he rever clariped
that desire on the creative brief he blled out. Sol graciously
backed out of the project.
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Improving your clients creative understanding

¥ Give it your best shot.

You won®t win them all.

¥ The client may be OKingO but they
arenOt the OArt DirectorO.

Sometimes communicating with clients can be difbcld.
A non-creative person struggles at times to relay wat
they really mean, and we are left trying to interpret it
the best we can. My friend, Keith Bowman, shared tk
following interaction he had with one of his clients.

The Designer:Ol had to create a brochure for a medical
center. | used a lot of clean photos, negative spae
around the type and the color scheme was blues, lidnt
greens and white. Here is how the client reacted.O

The Client:Olt looks too muchllike a Medical brochure.
Can you make it more jazzy?O

The DesignerODebne OJazzy.O

The Client:Ol don(N)t,know, you are the designer. Just
make it more jazzy.O

The Degigner:OOkayE cigarettes and saxaphones it
Is then.O

| love that storyE too funnyE
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Improving your clients creative understanding

¥ Give it your best shot

You wonOt win them alll.

¥ The client may be OKingO but they
arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

Example: Upper Deck 10th Anniversary Logo
Project: Logo commemorating 10 years in business
Comments: Classic traditional for use on packaging.
Able to be foil stamped if necessary.

| worked on the 10th anniversary logo for Upper Deck Baseball.
They wanted a logo they could drop onto all their various produd
material that would celebrate the anniversary. The logo had tde
simple enough to be foil stamped if necessary, work at a small size
and include an image of their spoke person Ken Griffey Jr.

| showed this concept to the creative director and heard the wads
all designers love to hear, OGreat. Lets show marketing.O

MarketingOs only feedback was that it didnOt have the compamgb in it. | said that wasnOt
part of the initial creative direction and frankly it didnOt need it since it would be used in
context of packaging and marketing materials that already hadhe branding on it. Besides
it says Upper Deck already and would be redundant. They insisted.

| struggled coming up with a solution that wouldnOt be a desigrkiller. Finally | Pgured out
a way to add the logo without it looking like a mere after thought .
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Improving your clients creative understanding

¥ Give it your best shot.

You wonOt win them all.

¥ The client may be OKingO but they
arenOt the OArt DirectorO.

Can you make the logo bigger?
-DonCt always do what they ask.

| liked the original better but | convinced myself | could
live with this. | dropped off the new revised version at
the marketing weasels ofbce and went to lunch. (Kep in
mind this is the same species of weasel | had mentned
earlier.) Well | get back from lunch about an hourlater
and the printout has been returned and now has a
post-it note attached that reads OMAKE LOGO 400%
LARGER!O

| just started laughing and called him up. | askedhim
if he was sure about Ehe 400% and he said, Ol wouldOt
have asked if | wasnOt sure!O

So | said OK. I hung up and did exactly what he askd
for and blew up the logo 400%.
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Improving your clients creative understanding

¥ Give it your best shot.

You wonOt win them all.

¥ The client may be OKingO but they
arenOt the OArt DirectorO.

Can you make the logo bigger?
-DonGt always do what they ask.

In the end, marketing did listen to my
recommendations and the Anniversary logo was
used without the additional company logo added.

Now | am sharing all of this not to just make fun

of an ignorant client, but rather to make a point.
Just because the client may request something
doesnOt mean you should always do it. If you feel
something is going to weaken the design and risk
itOs effectiveness then as a design professional
youOre obligated to voice your concern regarding it.

That saidE | am a realist, so | know they wonOt
always listen.

And this leads to the next point.
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Improving your clients creative understanding

¥ Give it your best shot

You wonOt win them all.

¥ The client may be OKingO but
they arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

¥ Helping clients make good
design decisions.

Can you combine these two options?
-The depnition of OFrankensteining.O

Like | said earlier, all these categories overlap
each other. They all are tied together. Creating
your design solutions by only moving ahead

on strong concepts is, in essence, helping your
client make good design decisions. Avoiding
OThe GoatO method will not allow any room for
your client to pick a weak solution. Your best
work will help your client make the best decision
design wise. If all they have to choose from are
strong solutions, it helps them to recognize and
see the benebt of 0GoodO design.
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Improving your clients creative understanding

¥ Give it your best shot

You wonOt win them all.

¥ The client may be OKingO but
they arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

¥ Helping clients make good
design decisions.

Can you combine these two options?
-The debnition of OFrankensteining.O

The process of collecting graphic parts from
different design options presented and compiling
them into one new option. What you end up with
Is a design solution worthy of a mob carrying
torches and pitch forks and not good design.

When you present your design work and fail to
explain a clear and distinct reason for why you
came to your solution, itOs like running 99 yards
with the football and then purposely stepping
out of bounds on the one yard line. You have to
take it all the way in to score.
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Improving your clients creative understanding
¥ Give it your best shot

You wonOt win them all.

¥ The client may be OKingO but
they arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

¥ Helping clients make good
design decisions.

Can you combine these two options?
-The debnition of OFrankensteining.O

DonOt assume anything. Keep the communication
constant from Beginning > Middle > and End. Write
a short description for each solution when you
deliver it so you leave no room for the client to

read into your solution what was not intended. This
will also help curb clients from wanting to mix and
match your solutions and create their own. This
isnOt Geranimals?, you donOt want them to do that.
It also helps them to understand that youOre more
than a ODecorator.O There is serious OPurposeO and
OReasonO behind your work and that will help them
trust you more.
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Improving your clients creative understanding
¥ Give it your best shot

You wonOt win them all.

¥ The client may be OKingO but
they arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

¥ Helping clients make good
design decisions.

Can you combine these two options?
-The dePnition of OFrankensteining.O

| love it! But can we changeE
-Gentle persuasion.

What do you do if the client still insists on making
poor design decisions?

Now, | canOt take full credit for this tactic. It vas one | watched
a creative director use all the time with our clients. Whenever a
client was about to make a poor design decision, the creative
director would simply say something along these lires:

OWe can debnitely do that for you. But from myfessional
opinion | need to let you know upfront that it won®e
as strong of a solution.O
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Improving your clients creative understanding
¥ Give it your best shot

You wonOt win them all.

¥ The client may be OKingO but
they arenOt the OArt Director.O

Can you make the logo bigger?
-DonOt always do what they ask.

¥ Helping clients make good
design decisions.

Can you combine these two options?
-The dePnition of OFrankensteining.O

| love it! But can we changeE
-Gentle persuasion.

The client sees youOre willing to make the change

on one hand, but on the other hand your debning that

the success and or failure of the design will NOW est with

their decision. | was amazed how many clients woulcchange their
mind and say, OYou know what your right. Go with yor idea.O

And when you can get a client to make these small @&cisions of
trust, it will pay dividends when your solution launches in the real
world and they see it perform. So later down the road when you
work with them on another project, theyOll understad and respect
your opinion even more.
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Improving your communication

¥ Gathering information upfront
using simple forms.
Do | have to Pll this out?
-Collecting the ingredients

Everything | have mentioned to this point all
plays a part in educating your client about
design and helping them understand the process
and how you work and more importantly how it
can benebpt their business.

The next two things | am about to share are what
you can do upfront before you begin any creativéd
work. They will help you determine how to best @
focus your attention and will fuel your concepts.
This is also the clients chance to join you in the
creative process.
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Improving your communication

¥ Gathering information upfront
using simple forms.

Do | have to bll this out?
-Collecting the ingredients

Why do you need all this information?
-Accountability. (This is a 2-way street by the way)

Collecting the necessary information upfront aboutyour client,
their business, their product, what their expectatons are, target
audience and how theyOll gauge a projects successall part of
building a good relationship with your client. It shows them you
not only care and want to know about their business, but it will
also clarify that you value their input and that input will then
help facilitate your creative solutions. TheyOll bpart of the team
without desiring to be the coach.

These are the ingredients you will let OSlow Boik3 | mentioned
previously.

Having the client determine what they are requiringof your
services upfront and clearly stating what the targé audience and
prerequisites are for the project will help keep yau on track as
you develop your ideas and will hold the client acoountable if they
decide to switch gears mid-stream.

For lack of a better term itOs a reference point foboth of you. It is an easy means to hold the
designer responsible for creating solutions that met the business needs and at the same time
holding the client responsible for staying on track This can apply to both the creative process
as well as the billing process.
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Improving your communication

¥ Gathering information upfront

using simple forms.

Do | have to Pl this out?
-Collecting the ingredients

Why do you need all this information?
-Accountability. (This is a 2-way street by the way)

¥ Creative process [3ow chart.
So what is next?
-Map it out for them.

One thing | like about working for large agencies
is they already appreciate what you do. You donOt
have to hold their hand, they hire you to do the

job and you do it. They know what to expect and
appreciate strong design solutions.

On the other hand a small or medium sized
business owners many times donOt know what to
expect. They may have a stereotypical assumption,
but frankly, many times they donOt understand
everything you bring to the table.
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Improving your communication

¥ Gathering information upfront
using simple forms.
Do | have to bll this out?
-Collecting the ingredients
Why do you need all this information?
-Accountability. (This is a 2-way street by the way)

¥ Creative process 3ow chart.
So what is next?

-Map it out for them.

To help my clients understand what to expect
during the creative process (in this case a logo
development), | provide them with a simplistic
Bow chart so they will know what to expect and
what exactly 18Il be doing for the amount they
are paying me.

Many of the items on here can be found in the
previous points |IOve made.
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No Compromise
Good design is good business.

The power of good design is that it can take a mundane
century old product or service and make it fresh aml
new. Good design can change perceptions and connect
on an emotional level. As designers, we have more
to offer our clients then mere eye candy. So donOt
compromise your creative. Approach every job with
passion, invest yourself in your work and one of the
most important things is to simply have fun doing it.

Being a creative person should be fun.

| hope some of the insight IOve shared with you togy
will help you create stronger solutions and in return
build long lasting relationships with your clients.



