








When I was a junior junior at Pentagram in 1977, Alan Fletcher used to walk around his team, and without saying anything help himself to one of his assistant’s cigarettes, in front of them. No one said anything. After a while of this he came to my desk again. As his hand reached down to my cigarettes, I chirped up, Either pay me more money so I can buy more fags or F off and buy your own. A small smile crossed his mouth and ever since then we’ve got on very well together.
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Learn how to make your design skills pay with this enlightening, engrossing, no-nonsense guide to visual creativity in the real world.
Passing on the lessons of a lifetime in graphic design practice and education, Phil Cleaver shows how to create the best portfolio, impress at interview, develop strong client relationships, and produce great work in the studio.
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Introduction

Life after finishing college, and getting that all-important first foot on the ladder in the design industry, is no easy feat. Working in a studio is hugely different from studying ; this book is aimed at helping you through the transition and giving you the ammo to climb this massive new learning curve.


I give no rules, as there are no rules, and if there were I would only want to break them.




With tens of thousands of design and advertising students graduating into the job market each year, it’s more important now than ever before to be fully armed to succeed.



When I left art school, graphic design was the new description for commercial art and had not yet entered into the vocabulary of the general public. No one knew what graphic design was, and I even used to avoid telling people what I did, because I would then be forced to try to explain it—at that time it seemed too complicated. Now of course the application of graphics and graphic design is so widespread, in all its media, that it has become a household term.

Having been a maverick all my life, following my heart and not my head, I am in an odd position to be writing this book. I give no rules, as there are no rules, and if there were I would only want to break them.

However, what I do bring is the knowledge that comes with having been trained by some of the biggest and most influential names in graphic design. I’ve produced more than three decades’ worth of award-winning work, run my own successful design agency, worked globally, and I now also teach as a professor in the creative industries.

Think of the world of professional design as a game, and you can’t play the game if you are not yet in it. So, the first thing is to get yourself into the graphics game. This book guides you through the focal points and possible pitfalls at each and every stage of presenting yourself and your skills to the design industry.

Designers not only have to be able to design nowadays, they have to become project managers, sales people, client handlers, typesetters, art workers, and art directors. They need to write print specifications and control printers, not to mention be involved in prepress print production.


The rules of the game—an apt description of how to succeed in the design business and also how to deliver quality and fulfill the responsibilities we have as designers.

Jan Stael von Holstein
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Graphic design now encompasses what used to be a lot of different professions ; for example, it took an apprentice years to qualify as a compositer (typesetter) who could be trusted to set type. Now as a graphic designer, this is one of the skills you need to master. There is no graphic design without type, as it makes up 50 percent of most design work and it has to become a skill set, which to a designer is akin to breathing. The boundaries between professions are blurring as technology advances.



This book aims to guide you through the process from graduating to getting into a studio and staying there as a valued designer. It aims to be a useful guide and a bridge in the first year of your career.

Keep it with you ; it will become an essential tool in your learning curve through your first year in the real world, it can be your companion and note book throughout the process, and hopefully it is your get out of jail card when you don’t know where to turn.


ONE

GETTING THROUGH THE DOOR
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Your résumé

We live in an increasingly open world. In today’s society, with advancements made available globally by companies such as Google, you only have to type in a name and you can find people and contacts all over the world, whether it be on Facebook, LinkedIn, or other social media.

Given that you more often than not have your profile picture (or some sort of visual representation) on Facebook, it seems odd to me not to have an image on your résumé.

The point of a résumé is to help the prospective employer get to know you. It should not just be a list of educational achievements, but should somehow encapsulate as much information as possible about you and what you are like, all on one side of letter or A4 paper. Because it is a representation of you that is left behind after an interview, and read before your interview, your picture will help a prospective employer remember you.

You are seeking a job in a visual environment, so use a visual. It will not stop someone hiring you or offering you an interview ; it is an advantageous aid to the recipient.


In the UK your résumé is called your CV, which is short for the Latin Curriculum Vitae.




If you show you can’t design and typeset your own résumé properly, an employer may think that you would apply this same poor treatment to any other design work entrusted to you.



The number of badly typeset and laid out résumés I have looked at is quite remarkable. Some could be classed as visual grievous bodly harm, they are so painful to look at.

A résumé should be treated as one of your major design jobs. The typeface you choose, the layout, etc. all show exactly what level of design you are at. Every detail counts, and the sum of these details gives an impression of you as a designer.

Everything you do in the design world is a reflection of your design ability. Your résumé is a key part of the visual design campaign to get you noticed and remembered. Remember that you will be brought down to the level of your lowest piece of work.

If your portfolio looks great but your résumé is badly laid out and typeset, it will bring four years of learning and all of your hard work to date to nothing.


Never think that you are amazing because of the work you have created ; know that we are all born amazing and that the work we do is a reflection of that.

Desiree Delaloye




Your résumé needs to be viewed as an integral part of your visual armor and presentation to get you in the game.



Every résumé is different, but the most important thing is that a résumé should get across your personality when you are not physically present. Don’t just typeset your résumé, design it as well and treat it as another design brief.

You should tailor your résumé to your specialty and reflect the content of your portfolio. A very elegant type solution will only work if that is what your portfolio looks like. It’s all about trying to embed your passion, but never at the loss of clarity.

When putting your résumé together, include your best qualities, those that will give you an extra edge and make you stand out against your competition.

These qualities should be relevant to design and related skills that may be useful within the studio, such as English literature or another language, as such skills could come in handy when writing proposals, communicating with clients, or liaising with overseas clients, for example.


Perserverence isn’t a hindrance.

Jenny Penny




Even if you spent a year traveling around the world, turn your experience into a finished piece of design that shows you have the visual arts in your DNA.



It is very hard to stop a designer designing ; it is a way of life, so show them you belong to that species.

Your résumé may be the thing that gets you an interview, but after the interview the prospective employer will probably sit with his short-listed candidates and then study their résumés. So make sure you design it well, to help prospective employers make the important decision to hire you and not the others.

If you have a good reference from somewhere you have worked previously or from an internship, then attach it to the back of your résumé. If you are currently still there, then ask them to write a reference even if they haven’t paid you yet!
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You can’t play the game if you are not yet in the game.





Your portfolio

You must treat your portfolio as a design job, not just a collection of your best work. It has to be packaged like a product and clearly thought out. Great work will be diminished by a bad package.

The integral elements of your portfolio—the work itself, your typeset résumé, your online presence, and your calling card—should be presented as a cohesive package, a visually coordinated kit of parts.


You are in the communication business—learn how to communicate.
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You will already have the contents of the package : the best work from your design course. Take the kit of parts and package it up into a whole piece. Think of it like a book design, bearing in mind the order, pace, and flow of the contents.



Think of it as one of the most important design jobs you are ever going to do.

It is also important to work out what you show in each medium. I have interviewed people who turn up to the meeting with nothing, saying, My portfolio is all online. If you decide to only have an online portfolio and not spend time working on a printed version as well, you will have nothing to show and talk about in your interview.

A prospective employer is interested in seeing your physical skills in design as well as your software skills. For example, they will be looking to see if you can cut out straight or accurately, use spray adhesive, make up presentation boards, or put together mock-ups. This is communicated to and confirmed by them through looking at the actual work.

Design companies do not present their creative design concepts to clients by telling them to go look at something online, so this approach may not go down too well.

Analyze your target audience (the company you are presenting to) to work out what they like and go for it in their own visual language. They will respond to this.

You are in the communication business—learn how to communicate. If you can’t learn how to communicate with your own industry sector, it’s unlikely you can communicate a message to someone in any other sector, so why would a design firm hire you?


Try not to be perfect ; leave some space for imperfection, for letting your personality shine through.

Peter te Bos




You have been trained for four years in how to think, solve visual problems, and communicate solutions. Your portfolio needs to go through the same process.



If you are thinking about including physical designs in your portfolio, like a piece of pack design or a magazine, then I believe that you can’t beat putting in the real thing.

To be able to pick up a piece of packaging, examine it in your hands as you would if you were going to purchase it, is the best way for that design to be viewed.

The same goes with a brochure, magazine, or book. Your design should be looked at in the way you intended it to be seen and at the right distance from the eye. Any other way is one step removed from the original purpose.

There is only so much that you can carry around with you, so if you do bring physical products, make sure they are portable, and only bring the highest quality pieces that demonstrate your craft skills.

The problem with photographs of your work is that it is dependant on the level of your photography and the quality of the print that you make. Add the fact that this is all then put under a plastic sleeve in your portfolio, which also reduces the quality and impact of your design.


Dream and set goals, anything is possible. There is no such thing as luck ; it’s where preparation meets opportunity.

Bryan Brown




A designer, unlike a client, can read how good a design is from one visual. Seeing a design repeated in five different sizes and different color variations is not necessary and may not help the concept. It will also lose some visual impact and a lot of precious portfolio space.



However, the same design spread across a range of different deliverables is different as it proves the idea is flexible.

Also, try to have what I like to call a hero image, a wow image where they think, Fuck, that looks good.
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You are seeking a job in a visual environment, so use a visual—this after all is your face to the design world.





Selecting your work

When selecting the projects that you are going to put into your portfolio, as a rough guide, I would suggest putting four or five really good pieces in, but if you have six or seven that are all of the same high standard, then show them all.


If I’d had this book in my hand aged 21? I wouldn’t have made a shambolic collection of mistakes and wrong turns. My career would have had structure, poise, and I would have said and done the right things at the right time (and probably done better work).

Michael Johnson




Balance is key. Just remember that the standard of your portfolio is brought down to the weakest piece, so if in doubt, leave it out.



Remember to rehearse what you have to say about each project. This way you’ll not only have your spiel down pat, you’ll also know how long it will take you. You should aim for about twenty minutes.

For the order of your portfolio, I would recommend putting the second-best piece of work up front, as the first job that your interviewer sees. This will get them interested and demonstrate that you know how to design for, communicate with, and guide an audience.

Put your strongest piece of work last, so you end on a high, and so that the project is a good talking point with which to continue the interview.

If you have done internships, and you are allowed to put the work you did in your portfolio, then I would keep it separate from the body of work you did at design school.

Internship work demonstrates what you can do in a professional studio, but you were probably part of a team, so when you talk about the work make sure you clearly explain what your input was and the amount of time you spent on it.

Your portfolio shows your talent, creativity, and how you solve design problems. It is about you, and this is what designers will evaluate in an interview.

In my portfolio, I have never written anything to explain my work for the simple reason that I would never show my work without being there to talk through it, but in today’s world this may not work.

At design school, you are taught to clearly explain the ideas, concepts, and outcomes of each design or project in notes and working sheets, so your process can be easily understood. This is because your work is looked at by a teacher without you being there. There has be a watertight guide to ensure you don’t lose points because they didn’t understand.

When showing your portfolio at an interview, this training will stand you in good stead, as you are now simply presenting it orally as opposed to writing it.

Some studios may ask you to drop your portfolio off. If so, use this situation as a way of developing an excuse to meet. For example, I would start the folder off with ten reasons why you wanted to meet them, along with a visual teaser ; something that shows that you know how to design.


The best advice I have received was from a headhunter : when going on an interview, never think of your work from your own point of view ; think of it from the person’s point of view who is interviewing you. What is in it for them? How can this work help them?

Stefan Sagmeister
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It is about your personality and your approach to creativity, and if those elements are the right fit then you can be trained in all the other parts you need to know and master.





What format?

The answer to what format your portfolio needs to be in will involve you looking at your work.


Leaving college and finding your first job as a graphic designer is a difficult thing to do. It requires creativity, guts, hard work, and confidence. Having a copy of this book will also help.

Claire Lewis




First of all, do not put your work into a large black art portfolio. It makes you look like you’ve just left art school and you don








































PDF portfolios

















How to get through the door
































E-mailing studios



















The importance of being proactive






















Ways to open the door



























First published in the United Kingdom in 2014 by

I L E X

210 High Street

Lewes

East Sussex

BN7 2NS

Distributed worldwide (except North America) by Thames & Hudson Ltd.,
181A High Holborn, London WC1V 7QX, United Kingdom.

Copyright © 2014 The Ilex Press Limited

Publisher : Alastair Campbell

Executive Publisher : Roly Allen

Creative Director : James Hollywell

Managing Editor : Nick Jones

Commissioning Editor : Zara Larcombe

Art Director : Julie Weir


I really enjoyed it, as I love your style of writing—it is exactly as you talk. What a great book.

Dorcas Guillebaud




Designed and typeset by Worldwide Creative Head : Prof. Phil Cleaver
Executive Visual Communicator : Emma Fisher
Translated into English by Rosanna Bianchini



Any copy of this book issued by the publisher is sold subject to the condition that it shall not by way of trade or otherwise be lent, resold, hired out, or otherwise circulated without the publisher’s prior consent in any form of binding or cover other than that in which it is published and without a similar condition including these words being imposed on a subsequent purchaser

British Library Cataloguing-in-Publication Data

A catalogue record for this book is available from the British Library.

ISBN 978–1–78157–173–6

All rights reserved. No part of this publication may be reproduced or used in any form, or by any means – graphic, electronic or mechanical, including photocopying, recording or information storage-and-retrieval systems – without the prior permission of the publisher.

Copyright restrictions in favour of the author apply. © 2014. Prof. Phil’s moral rights of the author have been asserted and as much money as is possible should be put into his bank account, by everyone you can find to help fund this project and keep his talent going.

Colour Origination by Ivy Press Reprographics




ops/images/pub.jpg
L E X





ops/images/f0012-01.jpg
seful





ops/images/f0014-01.jpg





ops/images/f0009-01.jpg






ops/images/f0018-01.jpg






ops/images/f0010-01.jpg





ops/images/f0020-01.jpg
de





ops/images/f0022-01.jpg
Dout





ops/images/cover.jpg
What they
didn’t teach
you in design
school i

to make a

success in
the industry

Phil Cleaver
ILEX





ops/images/f0017-01.jpg
ion





