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COURSE OVERVIEW AND LEARNING OBJECTIVES
This course is about branding, identity design and developing consumer experiences through research and visual 

communication. The initial several weeks will be involved with research, 
documentation, mapping, analysis, and written observations about a specific 
neighborhood to which students will be assigned in Rome. You will work in teams 
gathering this information. 

Initially we expect a printed design brief of each team’s study of the neighborhood, 
as well as an electronic presentation, explaining your teams’ findings. In the end, 
a version of your individual extended, focused and distilled research, and the 
mark and applications derived from it, will appear in a corporate manual as your 
final report. The study should give you many ideas about the needs, desires, and 
existing businesses in the vicinity.

Venice Biennale
In this course we will also participate in the Venice Biennale during our North Field Trip. For those of you unfamiliar with 

the Venice Biennale, please see: http://www.labiennale.org/en/art/. We will discuss 
the project later.

Iowa State University has been have been invited to participate in this year’s 56th 
International Exhibition of the Venice Biennale and this is considered quite an 
honor. There will be artists from 53 countries participating. We will be creating an 
exhibition (workshop) on site. The dates of our workshop at the Biennale will be 
Thursday through Saturday, October 22–24. Attendance at all preparatory meetings 
and participation in the workshop on-site in Venice at the Biennale is mandatory.

Mandatory meetings (note the varying times) in the Cenci Palazzo will be: 
Friday, September 4 from 1 to 3 pm. 
Friday, September 18 from 1 to 5 pm. 
Friday, October 16 from 9 am to 6 pm.

This year’s theme is: ALL THE WORLD’s FUTURE.

In addition to participation in the Venice Biennale, there are three other projects to this semester’s study. 
1. Neighborhood Ethnography Study and Research (group):

A neighborhood study and database compiled by the group assigned to your 
neighborhood and presented in a report and a group PowerPoint presentation. 
(This report is a different publication/book in addition to the corporate manual in 
Step 3, though aspects of this report may appear in your Corporate Manual). 

2. Developing the Brand Business and Experience + Identity Development (individual): 
Identity symbol/signature sketches, basic business system elements including, 
colors, typeface selections, and other graphical identification elements. The 
beginning of a digital brand should be a part of this section.

3. Applications Development + Corporate Manual (individual):
Finished applications for your business proposal; these will vary depending on the 
kind of business you develop, but we require a minimum of seven applications to 
create a solid base for communicating the system. Applications will be presented in 
a corporate manual in either paper or digital format. If you choose a digital manual, 
it should be interactive. In addition to appearing in the corporate manual, some of 
these applications will also be comped.
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COURSE COMPETENCIES
The competencies derived from the study provide students with the necessary information analysis they will need to 

situate and design a business using ethnography Study and Research. Obviously, 
students will be able to develop new information and add more data as the 
semester progresses. Another way to think of this database is as an archive of 
visual and verbal information about the locale for your business.

LEARNING OUTCOMES
• To explore and understand target audience using ethnographic observation  

and study

• To understand symbology and design systems

• To understand not only audience needs and requirements, but also business 
needs and requirements

CLASS REQUIREMENTS
Attendance is required. Two absences are allowed this semester after which your 
attendance may affect your final grade.

Completion of every part of the project is required. There will be three graded  
projects during the semester and each will have different criteria. 

Each project will have a component that will include a grade for process and a 
grade for the completed project. Each project will have a description and specifics 
associated with it. 

Refer to the course schedule for additional information on due dates for each 
project.

The Design Studio
We recognize the special nature of the design studio and the privileges and problems associated with it. As 

responsiblemembers of the Graphic Design department, each of you is expected to 
behave in a courteous, mature, and collaborative manner with your studio partners. 
In order to make the studio a collaborative workplace, everyone must respect the 
rights and attitudes of others. There is much more to be gained by working together 
than by working in isolation.

Sexual harassment in any form will not be tolerated. If there is any question 
about which behaviors are unacceptable, refrain from doing them. Any questions 
or concerns may be directed toward your instructors who will refer you to other 
facilitators.

Definition and Consequences of Plagiarism
Plagiarism is the representation of all or part of another person’s work as your own. The unacknowledged use of someone 

else’s work is not only dishonest, it is frequently illegal because of copyright 
infringement. A charge of plagiarism is justified when most observers believe that 
a work is copied from, or is substantially based on, another work. In the case of 
visual work, slight changes in design, color, and detail cannot protect a person 
from a charge of plagiarism if observers see the outcome as essentially looking the 
same. There is no rule of thumb or measurable means that would allow you to make 
changes to an existing work and claim it as your own. The line between inspiration 
and derivation is often unclear. The best policy is originality.

Upon request, the you must be able to provide the source materials, thumbnails 
and preliminary designs for submitted projects—your documented process aids 
to prove your intent of originality should it be questioned. It is assumed that all 



Graphic Design fall 2015, Rome, Italy   3 
ArtGr 470 / Corporate Identity : Identity, Branding & Experience   
W / F 9am–12PM 
Paula J Curran: pjcurran@iastate.edu  • Julian Osorio: jaosorio@iastate.edu   

work presented to instructors is original, unless indicated otherwise by appropriate 
documentation. As an added precaution, use of existing work – in part or whole – 
must receive the prior approval of your instructor.

For further discussion of plagiarism, see the Iowa State Information Handbook. 
The handbook states that a student found guilty of plagiarism, which is one of 
several forms of academic dishonesty, is “subject to appropriate academic penalty, 
to be determined by the instructor of the course, as well as to penalty under the 
university conduct regulations.” The means by which cases of plagiarism, or 
charges of plagiarism are handled, as well as appeal processes and types of 
sanctions, are outlined in the handbook.

Accommodations
Any student who feels he or she may need an accommodation based on the impact of a disability should contact me 

privately to discuss his or her specific needs. Please contact the Disability 
Resources Office at +001-515-294-6624 in room 1076, Student Services Building to 
coordinate reasonable accommodations for students with documented disabilities.

Class will meet on Wednesday and Friday each week. In order to meet university 
contact hours, we will also have two additional classes:  
Thursday, December 3 from 9 am until 12 pm and  
Thursday, December 10 from 9 am until 12 pm.

We expect you to work independently and spend a substantial amount of time 
outside of class working on your design projects.

We will be around the studio when class is not in session and will be available for 
discussions. We have frequent field trips and speakers this semester in Rome so 
it is important that you develop independent work habits to maximize your time 
management.

While the contact hours are similar to those in Ames, we have the added distraction 
of living and working in an environment that will be hard to resist. When students 
get behind academically in Rome, it is very difficult to catch-up. Please use your 
time wisely.

Your first due date for this class is before the South Field Trip, and in general, 
we have to work around the North Field Trip and our participation in the Venice 
Biennale Workshop. Organize your own travel time and project deadlines so you 
can go with a clear agenda. If you think of the travel as reward for your good work 
then it makes the goal achievement even better. We also understand the facilities 
for output in Rome differ from what we are used to in Ames, but this will be no 
excuse for poor work. We will have an end of semester exhibit in Rome where 
you will be required to exhibit your work and we expect to see finished work. In 
addition, we will have an exhibit in the College of Design when we return and this 
will give you the opportunity to revisit/improve and reconstruct your projects for 
this important public display. Many students have entered competitions with their 
work from Rome and have done very well. Rome is inspirational and motivational.

Each part of this project requires that you keep an electronic process file of your 
sketches and design decisions. There will be a portion of each project grade 
devoted to process and development.
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On Wednesday, September 2, each student will draw a number that will assign the 
neighborhood for each team for the project. We will be using five neighborhoods 
in Rome this fall. We will work in class that day doing research in groups to plan 
the group visits to the neighborhoods, and groups can visit neighborhood during 
class that day, if time permits. You will have several days of class time to visit your 
neighborhoods to document them, but more than likely, additional visits by groups 
will need to take place outside of class. Please plan accordingly.

No one neighborhood is better than another. Each neighborhood has its own 
unique attributes and those attributes are what you need to discover to be 
successful in the next phases.

1 Monti/Esquiline  
2 Testaccio/Aventine 
3 Trastevere 
4 Trident 
5 Celio

As mentioned earlier, you will be expected to complete a neighborhood “audit” 
and find out as much information on your neighborhood as you can within the first  
three weeks of classes.

We anticipate this will be a project that will be taught out of the studio initially, 
with faculty supervising and assisting with questions. We will discuss how to best 
use your time to gather this data. Each team member will probably need to be 
working on a specific task and then the group members pull the individual efforts 
together in a final compilation.

While in Rome we will accept a PDF document or an InDesign document in digital 
form. When we return to Ames we will need to have printed documents, so design 
the .pdfs or InDesign layouts accordingly. This means the paper will be designed 
as a business report, not as a generic term paper. Your final presentation for 
this aspect will be in groups using a PowerPoint projection to describe your 
neighborhood. Each person in each group will present an aspect during the 
presentation to the class. 

PROJECT 1: NEIGHBORHOOD ETHNOGRAPHY STUDY AND RESEARCH
Introduction 
You will be developing a resource from which you will draw information for your 
business.

Experience. This “resource” may be called a “data-base”, or an “archive”. The 
development of this information is critical to being successful in this class. This 
first step is an involvement in research methods used by designers to develop 
meaningful projects. It is necessary to collaborate with other students because a 
neighborhood is too much for one individual to interpret. The neighborhood study 
is about understanding the “culture” of location and how it fits into the larger 
context of the city.

We will be investigating several of Rome’s unique neighborhoods to provide data 
and information so you can develop a business proposal for the neighborhood 
based on the research, observations, and history. Visit neighborhoods in groups 
and be smart and be safe. 
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This archive needs to be rich with many types of information. You may use whatever 
means are available to you to develop your material. Some areas that will need to 
be developed include: historical data, mapping (foot traffic, vehicle traffic, parking, 
points of interest, places of congregation, types of businesses, congestion, etc.), 
photo documentation of buildings, street scape, signage, historical monuments, 
paving, color, materials, people, etc. Lighting both natural and artificial and how 
it affects the mood and experience of the neighborhood, this means the photo 
documentation will need to be done at least twice daytime and evening.

The first part is a team-oriented report (Neighborhood Ethnography Study) that you 
will present in written form designed not as a generic term paper but laid out as 
a professional report done by graphic designers. In addition create a Powerpoint 
presentation of your team’s findings. Identify who wrote and is responsible for each 
segment of the report.

This report should be written in a narrative style not just a compilation of facts.

The report and PowerPoint must include: 
An Introduction; group members identified; neighborhood identified

All required content* with each research segment identifying the group member 
responsible for each research segment 

A Concluding Summary
*Required Contents include: 
Historical research 
Photo Documentation – including day lighting and night lighting. 
Architecture – facades, details, massing, styles, materials, etc. 
Business survey – what exists in the current environment; kinds of industry. 
Signage documentation – public and private 
Transportation – public and private 
Maps – observations of traffic patterns, vehicular and pedestrian; locations of  
significance 
landmarks and businesses. 
Socio-Economic Demographic including some information about the population

Contents may include:
Your artistic interpretations of the neighborhoods – these may be paintings, 
drawings, interpretive photographs, colors, patterns, etc.

Graphic ephemera collected from the neighborhoods.

Meaningful quotations/observations from literary figures.

Anything else you want to add that helps you interpret and know your 
neighborhood and that helps describe its attributes and possibilities to others.

The second part will include your individual design business brief plus short 
experience essay for developing a retail experience in the context of your 
neighborhood each no more than one page. The experience essay must include 
information of target audience as well as the brand name ideas.  

Find a location in your neighborhood. This is for purposes of centrality to the 
service or products in the neighborhood. This is also a method enabling you to 
develop a facade and exterior treatment. Photographic references and maps should 
be used to explain your choice of location.
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One-page Business Brief
Create a one-page paper defining the kind of business experience you believe is 
necessary for your neighborhood based on your redefined research.

One-page Experience Essay
Write a short essay that describes in detail the experience you want to provide 
to your customer. Sometimes a fictitious character (or characters) is useful in 
developing this scenario and telling the story through the character(s). This should 
be about the emotions the character senses and feels during the experience. 
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A diagram from Brenda Laurel’s book Design Research

 
This diagram indicates how both quantitative and qualitative research can be used for data gathering for design. This is a 
model from the area of Ethnography.
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Development
The diagram below will give you some idea of the various considerations you will 
need to make before you can begin designing anything. The market research area is 
one that will assist you in defining your audience and their needs. We don’t expect 
you to develop surveys and interview people. If you had casual conversations with 
people from the neighborhood about their needs it would be OK but not speaking 
the language could be a big problem. The area of design research includes a search 
for precedents or existing products. We will not have time for usability testing but 
applying your knowledge of design to existing products will be a good analysis. 
Defining effectiveness of communications is sometimes difficult to measure but 
must be part of your discussion. The development of user requirements will allow 
you to develop a realistic or fictional audience.

This information comes from a chapter on User Requirements in Brenda Laurel’s 
book

Design Research. The chapter is authored by Abbe Don and Jeff Petrick.

 

 From Brenda Laurel’s book Design Research authored by Abbe Don and Jeff Petrick
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PROJECT 2. DEVELOPING THE BRAND, BUSINESS, AND EXPERIENCE. 
In this project you will begin to create the identity symbol/signature, basic business system elements including: colors, 

typeface selections, and other graphical identification elements. The beginning of 
a digital brand should be a part of this section.

Most branding falls into a few categories: aspirational, experiential, and 
identification.

Of course, all of those categories are included in a very well done branding program 
and are difficult to separate.

Location, Identity and Information Design
A brand communicates on an emotional level through customer experiences either 
in-store and/or on-line. It portrays security if there is a financial transaction 
involved and personal information is exchanged. A brand may take on aspirational 
qualities like being environmentally responsible or proclaiming your wealth through 
status objects.

Designers realized that the consumer or user is engaged in the total experience of 
products or services and gradually began to move away from monolithic corporate 
identity programs that were the basis for much of the branding in previous decades.

Designers must be more than just clever when designing a logotype or symbol. 
They must rely on methods other than traditional design principles to create a 
brand. These methods include what we have done with the first part of this project, 
developing a resource that identifies the unique qualities of a neighborhood and 
the various unique visual attributes. 

You will use that data to develop your brand based on needs you have identified 
for your business or service in your neighborhood. Services are very much about 
branding. Recall when you have enjoyed a great service experience at a restaurant, 
spa, phone store, computer store, airline travel, or an auto dealership. Also recall 
when the experience has not been good and left you with a negative impression. 
How can design help correct these problems or create better experiences? This 
is where the data you have gathered as a team becomes your data upon which to 
develop a service or business that will need an identity, have aspects of value-
added experience, and ultimately become a brand.

We suggest you start by reading your report again and filling in any missing parts 
that you think are necessary to develop your brand.

Graphic Identity
The successful solution at this stage is to develop a unique, dynamic, flexible  
identity system that will enhance your brand applications.  

The identity you create should be based on your business or service activities. You 
all should know and understand this part of the assignment. Branding, however is 
much more than just creating a symbol and logotype to be applied to all sorts of 
things.

Corporate Identity design went through a significant change in the ’90s and moved 
away from a monolithic, one-application-fits-all situation. Many of us called this 
static application. The industry began to favor more “dynamic” applications that 
were inventive, vigorous and still carried the message of the experience.
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The dynamic identity is usually created through developing a system that includes 
a kit of parts in addition to the business name and mark applied to BLEs such as; 
patterns, color variations, typographic variations, related symbols or symbol sets, 
three-dimensional aspects, motion and electronic signature of the identity, etc.

PROJECT 3. APPLICATIONS + CORPORATE MANUAL
The design of minimum of 
a) Five applications 
b) Set of printed documents; and  
c) Corporate Manual.

Required applications are the BLE set, a C2 poster, an enclosure, website, 
print publication piece (minimum 8-page), an inventive 3D promotional item 
constructed using paper (pattern can be designed as a flat piece that the recipient 
would be instructed to put together to create the 3D end result but you will need 
create the 2D die strike pattern as well as construct the end result), and façade 
signage (which may include signage/window graphics, awning graphics, etc.). Any 
3D aspect done in addition to the promotional item and the façade signage such as 
vehicular graphics or other environmental design etc. is not a substitute for the 3D 
promo item or the façade design. Ideally you will add package/product designs and 
additional applications specifically suited to your proposed business.

These examples plus additional material as stated above will appear in the final 
Corporate Manual. 
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Typical identity pieces:
BLEs, other business papers/documents/invitation for special event 
website, apps

signage; interior, exterior including façade, window and door 
vehicular signage, package design and labels, shopping bags, wrapping paper

publication design such as brochures, posters, maps, unique 3-D promotional items

uniform design, product design, exhibition design, POP design, magazine, 
newspaper ads, billboards, bus ads, banners, TV spots, radio spots
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a. Presentation of seven applications
The applications include the design of the symbol/signature from Project 2 as 
the identifying logo for your company. The symbol/signature has its own set of 
requirements typical of inclusion in a corporate manual such as vertical and 
horizontal stance, symbol/signature on a grid, BW version, reverse version, 
outline version, Pantone color version (one, two, or even three colors) and 
equivalent CMYK percentages.

In addition:
1. Comped set of BLEs (which you will print out in Rome with the envelope 

constructed, and printed again in Ames with paper of your choice; include one 
with a printed letter in a typed readable body of text describing your system and 
all business letter requirements; and one letter without the body of text, but 
with the logo, address phone, fax, website etc.

2. Comped inventive packet/enclosure that holds a minimum of two comped 
application pieces.

3. One must be a C2 poster, folded and tiled/neatly pieced together for Rome;
plan design according to folding and consider two-sided design) to be sent out 
by your newly formed business to seek investors to support your business and/
or to raise awareness of your business. 

4.  In addition to the folded C2 poster, you will include a publication piece such
as promotional capabilities brochure. (other additional applications include a 
guidebook of your neighborhood, a map of your neighborhood, an invitation 
for a special event, the flat pattern of your 3D promo item). Often these 
packets are similar to Press Kits sent to local media to pique interest in the 
new business. The enclosure itself will be a piece that visually relates to your 
branding system as will all of the comped applications within it. The enclosure 
may be a box-like form rather than an envelope, folder form if you want to 
include an actual product/package design from your system. Design the 
enclosure to proportionally exactly display and present the items within it as 
it is opened to reveal the contents. Even consider the interior of the envelope, 
folder or box as surface for color/pattern to further identify your identity system.

5. The website must include a minimum of four screens. Do we even want to 
bring up the possibility of designing for the different formats such as tablet, 
smart phones??? 

6. The inventive 3D promotional piece pattern could be sized/folded as a 2D 
pattern to fit within the enclosure and constructed by the recipient into its  
3D form. 

7. Façade in building context usually drawn in Illustrator, possibly more that 
one point of view.

Process for applications can be digital file or hand done/bound.

Any additional applications beyond the seven required will enrich your system and 
are recommended.
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b. A set of printed documents that can be presented in a wall critique. 
Consider this aspect of your final report as a synopsis or overview of the more 
extensive information that appears more completely in the corporate manual. 
The set of printed documents should include the operation of your system and 
many of the variations you create. Printed in color on A3 sized paper vertical 
orientation. Try to limit your presentation to 2 pages of A3, but create no more 
than 4 pages of A3.

We suggest a header and some verbal explanation on each of the sheets to 
explain your system and business. This set of documents present an overview, 
at a glance, of your system and are laid out on your desks in Rome for the 
exhibition in Rome and are mounted on boards and hung on the walls of 
the Gallery for the show in Ames for the Rome Show Exhibition there. Your 
publication piece, manual and 3D promo pieces as well as BLEs, enclosure, and 
poster are comped to complement this “set” of documents.

c. Presentation of corporate manual (designed as a corporate manual) 
that verbally and visually details how your system works to create the identity 
experience. This part of the report should be turned in in Rome as a PDF BUT 
WILL BE PRINTED OUT AND COMPED as a printed publication piece for the show 
in Ames. Design as such and consider how it will be eventually bound. (The 
minimum number of pages for a manual is about 12 and can be as long as 50. 
Remember to think in signatures of 4.)* Start with an intro of your business. 
Design to consider how it will be bound. Do not make it a flip book with blank 
page backs. Design as spreads. The corporate manual will display the mark (BW 
and color), mark on a grid, variations of the mark, mark with name of company, 
mark with name of company on a grid, color palette of system (pantone + 4-color 
equivalent); associated patterns, typefaces (serif and sans serif ), how to use the 
mark, how not to use the mark, examples of your applications.
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ARTGR 470 FALL, ROME SCHEDULE  
W/F 9 am – 12 PM 
Schedule subject to change

1 
Sept.

1 T Tom Rankin Tuesday evening lecture, Sept 1, time: TBA
9/2
9/ 4

W
F

Introduction of Project; Assign Study Teams; plan neighborhood visits.
Field Work in neighborhoods/groups; faculty led walks. 
1–3 PM Venice Biennale Workshop Introduction. Mandatory for all.

2 9/9 W Field Work in neighborhoods/groups representatives/library with Tom Rankin
9/11 F Work in Studio

3 9/16 W Ethnography Report Due (Part A); Neighborhood Team Presentations
9/18 F Work in Studio 

1–5 PM Venice Biennale Workshop Group Work. Mandatory for all.
4 9/23 W 1 Page business brief/experience essay (Part B) due beginning of class, 

9/24 
9/25 
9/26

Th 
F 
S

South Field Trip 
South Field Trip  
South Field Trip

5
Sept./Oct.

9/30 W Identity development, initial mark sketches during class
10/2 F Identity development, initial mark sketches during class

6 10/7 W Wall crit. Identity development, initial mark 
10/9 F Signature/stances, typefaces, color  

7 10/14 W Signature/stances, typefaces, color    
10/16 F 9 am – 6 pm. Venice Biennale Rehearsal. Mandatory for all.

8 10/21 W Project 2 due. Begin Application ideation
10/22
10/23 
10/24

Th 
F 
Sa

North Field Trip; Rome to Venice via train; begin Biennale Workshop
North Field Trip; Biennale Workshop all day 
North Field Trip; Biennale Workshop in morning; afternoon train to Basel, Switzerland

9 
Oct.

10/25 
10/26

Su 
M

North Field Trip; Visit and tour of Paper Museum, Basel 
North Field Trip; Basel to Rome via plane

10/28 W Work on application development
10/30 W Critique of Applications in progress

10  
Nov.

11/4 W Work on application development
11/6 F TBA: Presentation and Critique of Brand Applications DUE enclosure, publication, façade, 3D promo 

piece. Invite guest critics for this. Tom Rankin if possible and another guest or 2.
11 11/11 W Work on application development

11/13 F Refinement of applications
12 11/18 W Refinement of applications

11/20 F Refinement of applications
13 11/26 W Refinement of applications

11/27 F Thanksgiving Holiday: no class
14 

Dec.
12/2 W Work on manual/work on 2-3 A3 layouts of system
12/3 Th 9 am –12 PM:  Extra Class; Applications DUE; Manual sketch layouts 
12/4 F Work on manual
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15 12/9
12/10

W
Th

Work on manual
9 am –12 PM: Extra Class; Applications DUE; Manual sketch layouts

12/11 F Manual Project DUE  
2-3 A3 layouts of system printed DUE

16 12/14 M Clean up studios (sign up sheets, help mandatory)
12/15 T All day: End of Semester Reviews.  

Exhibition Reception 6–9 pm, Attendance is mandatory.
12/17 Th Pack and Clean Up Studio (mandatory for all)
12/18 F Pack and Clean Up Studio (mandatory for all), Last night in program housing
12/19 S Departures begin


