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The Only Weapon I Need

In my junior year of high school my teacher asked me what I wanted to do 
with my life; I shrugged. A year later she came up to me and asked the same 
question. By this time I considered all of the factors in my life, everything I 
loved. After thinking for a brief moment I said, “I want to live a creative life.” 
My teacher looked at me, smiled, and walked away. She came back five minutes 
later and set down in front of me a pencil. I picked up the pencil with a puzzled 
look on my face and she said, “This is all you will ever need in your life.” My 
teacher was right. The only weapon I will ever need in my life is my pencil. 
Design starts with an idea but a pencil is a tool to help it grow. This is why I 
consider my weapon of choice to be the one thing that brings an idea to life. 

Johann Wolfgang von Goethe once said, “We are shaped and fashioned by 
what we love.” We are indeed the sum of all of our influences. Art is something 
different to each person; different things inspire everyone. Art surrounds 
me whether I am looking for it or not. Art can be conscious or not. What 
I choose to surround myself with quickly becomes an influence in my life. 

My influences come from a variety of places. My choices will also be influenced 
by what my client wants. For example if the client wanted packaging for a 
product, I would go to various stores and see how it is shelved, who buys it, 
what surrounds it, and who it’s competitors are. In addition to experiencing 
the product, I formulate more ideas by lots of reading and research. I love 
to read and I think it’s important to see what is written about the product 
currently in order to see where I can enhance it. I believe reviews are a great 
source to utilize because it gives me a great inside into the product’s faults 
and needs. I use this kind of process for all my projects. My example would 
be the last project in my portfolio. For my Scooby Doo Snacks, I found an 
easy way to gain insight was to experience the product myself and share that 
experience. I bought a box of the snacks and shared it with the class. Although 
they thought it was a nice snack, I used it as an opportunity to see how they 
interacted with it. Since my target audience was my own age demographic, I 
paid attention to what they did with the box and how my fellow classmates 
got to the snack. I think interaction is a vital part of how a product will sell. 

As a Graphic Designer, it is crucial for me to be able to visually communicate 
what is in my head to my clients. This is why after the research and 
the experience of the product, I pick up my pencil and start to sketch. 
Sketching is an element I find extremely important. Creation begins with 
the hands, physical elements, and explosion of ideas on paper. Some are 
good and some are bad but ideas are interconnected and the more you 
formulate the more you get from other ideas. Because I find sketching out 
ideas an important tool of the thinking process, I tend to grab inspiration 
from other artists and designer’s sketchbooks. I enjoy seeing how ideas 
start out as one thing and completely transform. I also gain influence 
from collaborative group sessions. I like working in a team and being able 
to bounce ideas off each other or inspiring an aspect in someone else. 

Design is not something that I knew I would do from the day I was born, 
it just sort of fell into my lap with the help of one of my favorite teachers. 
When my teacher told me that the pencil was the only tool I would need 
in my life I knew this was what I wanted and that I would never stop. 

Philosophical Statement



Branding Identity

MUTT

final product

CommunicationProblem
The company Mutt is looking to open a new store location and in 
celebration of the grand opening they will be selling promotional 
items such as notebooks and iPhone cases.  Mutt has asked these 
items be branded using three unique patterns with no more than 
six colors per pattern. They would like their products to emphasize 
their simple style, use of lines, and geometric shapes. Because of their 
relaxed element, Mutt has also asked to incorporate a hand done 
element with the designing of their promotional products.

Final Solution
In order to celebrate the new store location of Mutt, three unique 
patterns were designed for promotional items. For the first pattern 
their use of geometric shapes was carried over by making a pattern 
composed of triangles and intersecting lines. These triangles are 
individually colored within the six-color pallet. The intersecting lines 
are colored white acting as the negative space between the triangles. 
For the second pattern their hand done quality was presented by 
using an intricate hand made drawing as their second promotional 
pattern. This second pattern uses just black and white to emphasize 
the use of only lines. The third pattern was designed to incorporate 
the elements of both the first and second pattern. This third pattern 
contains the colors for the six-color pallet as well as a combination of 
both lines and geometric shapes.



Key

Librarian Pink

Olive

Grey Sky

Institutional White

Coffee Creamer

Process
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Classic Center

Communication Problem
Mercedes-Benz Classic Center wants a promotional poster created for 
their center in Irvine. The client would like their poster to not just 
promote the center but to also promote a vehicle specific to the Irvine 
Classic Center. Mercedes would like to communicate that the center 
deals with repair, sales, and restoration. The poster must feature one 
of the cars from the Irvine Classic Center, the Mercedes logo, and 
contact information. The poster must take inspiration from the Art 
Deco movement and exemplify elegance of both the Irvine Classic 
Center and the Art Deco time period.  

Final Soluton
The poster promotes the Mercedes-Benz Classic Center in Irvine as 
well as the Mercedes-Benz 300 SL Roadster. It is mainly focused on 
a simple design using few elements to compose the poster. The car 
focuses on a whole new perspective of viewing the car and its action. 
The classic Mercedes-Benz typeface has been used in black across the 
top and the words “Classic Center” and “300 SL Roadster” are written 
in a typeface representative of the Art Deco time period. The contact 
information as well as the information about the center is written in 
an easy read typeface in order to not distract the reader from getting 
the information clearly.
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Italian Currency

final product
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Communication Problem
The Italian government is looking to redesign their current currency 
for Italy. A total of two bills should be made; One to pay homage to 
Italy and one bill to critique Italian culture. For the first one they 
would like to emphasize their countries heritage and celebrate what 
makes Italy a great place to live. The currency should promote Italy in 
a positive and respectful way. For the next bill, the design should play 
up some heavily known ideas of Italian society and culture. All bills 
must contain the current information of the Italian bank note.
 
Final Solution
The first bank note of the Italy promotes the historical beauties of 
Italian culture. The bill speaks to the already established ideas about 
Italy. The homage bank note is meant to exemplify the historical 
influence and pride of Italy. For the front of the regular banknote 
I put the statue of David on the left so his head points to the right. 
I did this so he is the main focus of your eye but then draws you 
toward the rest of the information and detail of the bill. I put the 
Trevi Fountain centered but changed the opacity so it is noticeable 
but not the central impact of visual hierarchy. For the backside of the 
bill I used the Rialto Bridge but put it more toward the left. This was 
done so you can see the gondola but also to help flow from the words 
on the left and connects all the way across the bill. The critique bill 
front also does the same thing. The Vatican is placed to the left so the 
symbol and words are read but then the Vatican picture takes you all 
the way across the bill. For the backside I used the Creation of Adam 
picture and decided to center it. This is so all the focus is primarily on 
the food. The eye will work from the outside in leading up to the wine 
and pizza.
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New York Times
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A World Cup From a Different World
By Jack Bell

77 percent of the players ended up going back to 
school and cleaned up their lives

� ursday, February 14, 2013

About two months after Italy hoisted the World Cup in 
2006, following a championship game that was watched 

by more than a billion people worldwide, 48 teams gathered in 
Cape Town for a tournament that had little glitz or cachet — the 
Homeless World Cup.

On Tuesday, the movie “Kicking It,” which chronicles the tour-
nament through the eyes of seven players and was a selection 
at the Sundance Film Festival, will make its television debut 
(ESPN2, 9 p.m. Eastern).

The entrepreneur Ted Leonsis, who owns the Washington Cap-
itals of the N.H.L., the Washington Mystics of the W.N.B.A. and 
a share of the Washington Wizards of the N.B.A., financed the 
movie and was its executive producer.

“As someone who loves sports and owns teams, I live in this 
world where sports is a basic fabric of our culture, and what 
gets reported all the time is dog fighting, steroids, promiscuity 

— the bad things,” Leonsis said in a telephone interview. “That’s 
what sell papers and leads the news. Yet here is this basic con-
struct — a billion people around the world are homeless. And 
more than a billion love soccer. So you make a field, throw out a 
ball, and people who look like their lives are lost become trans-
formed. Lives are reclaimed through the beauty and simplicity 
of teamwork. There are very few stories like that. People who 
were outside society learn to work together.”

Leonsis, a Brooklyn native and former executive at AOL, be-
came interested in the potential power of documentary films 
when he read an obituary about Iris Chang, the author of “The 
Rape of Nanking.” (He has started a Web site, SnagFilms.com, 

where you can view full documentaries free or “snag” a clip and 
embed it in a site.)

“It motivated me to make a film,” Leonsis said. Awt the Sun-
dance festival in 2007, when “Nanking” won the Documentary 
Editing Award, Leonsis coined
he term filmantrophy to describe his approach.
The director of “Kicking It,” Susan Koch, contacted Leonsis and 
secured $1 million in financing. “This was right down our strike 
zone,” he said.

Leonsis enlisted the actor Colin Farrell as the film’s narrator, 
and Farrell pledged his fee to a homeless shelter in his native 
Ireland. “He’s from Ireland, played soccer and also had drug 
demons,” Leonsis said.

The filmmakers tell the story of soccer and homelessness 
through the stories of men from the United States, Russia, Spain, 
Afghanistan, Ireland, Kenya
nd other countries — people who all “have problems with the 
soul,” one of them said. “I’ve gotten to know some of these 
men personally, the coach of Russia, one of the American play-
ers, Craig Holley,” Leonsis said. “And I hosted the U.S. trials at 
George Washington University for the next World Cup, in Aus-
tralia this year.

“I got to know them as humans and realized that many times 
we walk down the street, see a homeless person and cross over. 

The majority have fallen on hard times. But in the end, after the 
Homeless World Cup, 77 percent of the players ended up going 
back to school and cleaned up their lives. Mostly good news, 
but some tragic news, too.”

Who won the title? Tune in Tuesday.

Canada-While the United States appears to be on track to play 
in its sixth straight World Cup, soccer in Canada experienced 
the good, the bad, but mostly the ugly in the past week.

The good: the Montreal Impact of the United Soccer Leagues’ 
First Division, advanced to the group stage of the inaugural 
Concacaf Champions League.

The bad: the national team took only 1 point from two home 
games in the semifinal round of regional World Cup qualifying 
and faces a difficult match at Mexico on Wednesday that it must 
win. Canada has not played in the World Cup since 1986.

The ugly: Toronto F.C., minus nine players on international 
duty, petitioned Major League Soccer to postpone Saturday’s 
match against visiting Chivas USA, but the request was denied. 
Toronto was forced to sign three players (Tim Regan, the club’s 
top scout; Diaz Kambere of the U.S.L. Vancouver Whitecaps; 
and Rick Titus, a truck driver who plays for Real Toronto of the 
Ontario Soccer League) to emergency contracts the day before 
the game. Toronto has won only one of its last 10 games (1-6-3) 
dating to June 21.

(Continued on A7)
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Need Talent to Exhibit in Museums? Not This Prankster
By RANDY KENNEDY

Photograhy By Broc Lee

It was not nearly as dangerous as the time he sneaked into the 
elephant pen at the London Zoo and scrawled a graffiti mes-

sage from the point of view of an elephant: “I want out. This 
place is too cold. Keeper smells. Boring, boring, boring.”

And it was not quite as elaborate as the stunt last year in which 
he spirited a stuffed rat wearing wraparound sunglasses into 
the Natural History Museum in London.

But over the last two weeks, a shadowy British graffiti artist 
who calls himself Banksy has carried his own humorous art-

works into four New York institutions - the Museum of Modern 
Art, the Metropolitan Museum of Art, the Brooklyn Museum 
and the American Museum of Natural History - and attached 
them with some sort of adhesive to the walls, alongside other 
paintings and exhibits. Similar stunts at the Louvre and the Tate 
museum have earned the artist - who will not reveal his real 
name - a following in Europe, where he has had successful gal-
lery shows and sold thousands of books of his artwork. But his 
graffiti has also landed him in legal trouble.

Elyse Topalian, a spokeswoman for the Met, said that museum 
officials believed that a painting found there - a small, gold-
framed portrait of a woman wearing a gas mask - was hung 
surreptitiously on March 13. Guards noticed it and removed it 
from a wall near other paintings in the American wing, she said. 
Ms. Topalian added that no damage had been done to the wall 
or to other artworks.

The museum does not look kindly on such unauthorized addi-
tions to its walls. “I think it’s fair to say that it would take more 
than a piece of Scotch tape to get a work of art into the Met,” Ms. 
Topalian said.

Sally Williams, a spokeswoman for the Brooklyn Museum, said 
a painting - in this case, of a red-coated colonial-era military 

officer holding a spray-paint can, with antiwar graffiti in the 
background - was discovered and removed on March 16. The 
painting was hung between two others from the museum’s per-
manent collection in the American Identities galleries on the 
fifth floor. She said that the painting was now sitting in the mu-
seum’s conservation lab and that its fate was uncertain.

An official at the Museum of Modern Art said that a painting of 
a can of cream-of-tomato soup was found hanging in a third-
floor elevator lobby and taken down on March 17. A spokes-
man for the Museum of Natural History, where the graffiti artist 
apparently hung a glass-encased beetle (a real one) equipped 
with fighter jet wings, missiles and a satellite dish, confirmed 
the incident by e-mail but did not say when the work was found.

Pictures of the illicit art installations, apparently taken by an 
accomplice of Banksy, were posted yesterday at woostercollec-
tive.com, a site that has become a repository of pictures of graf-
fiti and other street and urban art. Some of the pictures show a 
bearded man in an overcoat and hat, looking a little like Inspec-
tor Jacques Clouseau, hanging his paintings in the museums.

Marc Schiller, a founder of the Web site, said the pictures were 
sent to him yesterday along with a statement from the artist that 
said: “This historic occasion has less to do with finally being 
embraced by the fine-art establishment and is more about the 
judicious use of a fake beard and some high-strength glue.”

Mr. Schiller said the artist had returned to London and would 
not consent to a telephone interview. But in an e-mail exchange 
yesterday afternoon, conducted with Mr. Schiller’s help, Banksy 

- who prefers to be called not an artist, but a “quality vandal” - 
said he decided to invade those four New York museums for a 
simple reason.

“I’ve wandered round a lot of art galleries thinking, ‘I could have 
done that,’ so it seemed only right that I should try,” he wrote. 

“These galleries are just trophy cabinets for a handful of million-
aires. The public never has any real say in what art they see.”

He said he had entered all of the museums during normal visi-
tors’ hours. Asked how he was able to hang his works without 
being noticed by museum guards or security cameras, Banksy 

responded rather opaquely. “You just have to glue on a fake 
beard and move with the times,” he said.

He added that he had thought about storming the Guggenheim, 
but was too intimidated. “I would have had to appear between 
two Picassos,” he wrote. “And I’m not good enough to get away 
with that.”

Like him or loathe him, English graffiti artist and political ac-
tivist Banksy has catapulted himself onto the modern art world 
stage. Using well designed and artfully conceived stencils to 
make his mark in public spaces from California to Israel, Banksy 
has achieved global recognition for his art. And yet he has man-
aged to conceal almost every personal detail – including his 
real name – from the public. “Banksy: The Man Behind the 
Wall” by journalist Will Ellsworth-Jones is an unauthorized bi-
ography that details Banksy’s rise to prominence and profiles 
his outsider/insider status in both the high art world and on 

the street level. His anonymity is an integral part of his appeal 
in the Internet age. How can we not know the name of a man 
whose artistic “face” is recognized around the globe?

When Banksy was still relatively unknown, he would sneak his 
original art into museums and put it up on the walls with little 
placards describing the piece.

And it was not quite as elaborate as the stunt last year in which 
he spirited a stuffed rat wearing wraparound sunglasses into 
the Natural History Museum in London.

The museum does not look kindly on such unauthorized addi-
tions to its walls. “I think it’s fair to say that it would take more 
than a piece of Scotch tape to get a work of art into the Met,” Ms. 
Topalian said.
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Yahoo Orders Home Workers Back to the Offi ce

“If you want innovation, then you need interaction,” 
he said. “If you want productivity, then you want 
people working from home.”

By CLAIRE CAIN MILLER and CATHERINE RAMPELL

“A lot of companies are afraid to let their workers 
work from home some of the time or all of the 
time because they’re afraid they’ll lose control.”

Since Marissa Mayer became chief executive of Yahoo, she has 
been working hard to get the Internet pioneer off its death-

bed and make it an innovator once again.

She started with free food and new smartphones for every em-
ployee, borrowing from the playbook of Google, her employer 
until last year. Now, though, Yahoo has made a surprise move: 
abolishing its work-at-home policy and ordering everyone to 
work in the office.

A memo explaining the policy change, from the company’s hu-
man resources department, says face-to-face interaction among 
employees fosters a more collaborative culture — a hallmark of 
Google’s approach to its business.

In trying to get back on track, Yahoo is taking on one of the 
country’s biggest workplace issues: whether the ability to work 
from home, and other flexible arrangements, leads to greater 
productivity or inhibits innovation and collaboration. Across 
the country, companies like Aetna, Booz Allen Hamilton and 
Zappos.com are confronting these trade-offs as they compete to 
attract and retain the best employees.

Bank of America, for example, which had a popular program 
for working remotely, decided late last year to require employ-
ees in certain roles to come back to the office.

Employees, especially younger ones, expect to be able to work 
remotely, analysts say. And over all the trend is toward greater 
workplace flexibility.

Still, said John Challenger, chief executive of Challenger Gray 
& Christmas, an outplacement and executive coaching firm, “A 
lot of companies are afraid to let their workers work from home 
some of the time or all of the time because they’re afraid they’ll 
lose control.”

Studies show that people who work at home are significantly 
more productive but less innovative, said John Sullivan, a pro-
fessor of management at San Francisco State University who 
runs a human resource advisory firm.

“If you want innovation, then you need interaction,” he  . “If you 
want productivity, then you want people working from home.”

Reflecting these tensions, Yahoo’s policy change has unleashed 
a storm of criticism from advocates for workplace flexibility 
who say it is a retrograde approach, particularly for those who 
care for young children or aging parents outside of work. Their 
dismay is heightened by the fact that they hoped Ms. Mayer, 
who became executive 37 while pregnant with her first child, 
would make the business world hospitable for working parents.

“The irony is that she has broken the glass ceiling, but seems 
unwilling for other women to lead a balanced life in which they 
care for their families and still concentrate on developing their 
skills and career,” said Ruth Rosen, a professor emerita of wom-
en’s history at the University of California.

But not only women take advantage of workplace flexibility 
policies. According to the Bureau of Labor Statistics, nearly as 
many men telecommute.

The bureau says 24 percent of employed Americans report 
working from home at least some hours each week. And 63 per-
cent of employers said last year that they allowed employees to 
work remotely, up from 34 percent in 2005, according to a study 
by the Families and Work Institute, a nonprofit group studying 
the changing work force.

During the recession, the institute expected employers to de-
mand more face time, but instead found that 12 percent in-
creased workplace flexibility, said Ellen Galinsky, its president 
and co-founder. She attributed this to companies’ desire to re-
duce real estate costs, carbon footprints and commuting times.

Technologies developed in Silicon Valley, from video chat to 
instant messaging, have made it possible for employees across 
America to work remotely. Yet like Yahoo, many tech companies 

believe that working in the same physical space drives.

A Yahoo spokeswoman, Sara Gorman, declined to comment, 
saying only that the company did not publicly discuss internal .

The company’s memo, written by Jackie Reses, director of hu-
man resources at Yahoo, and published on All Things D, a blog 
on digital issues, said: “Some of the best decisions and insights 
come from hallway and cafeteria discussions, meeting new peo-
ple and impromptu team meetings. Speed and quality are often 
sacrificed when we work from home.”

In part, the memo looks like an effort to bring a Google spirit to 
Yahoo, said Colin Gillis, an analyst at BGC Partners who covers 
both companies.

“Marissa’s trying to increase the energy and output and change 
the culture of the company,” he said. “She brings all the Google 
lessons to the table, and Google is very focused on having your 
life revolve around their campus so you can spend a significant-
ly larger chunk of time at work.”

Still, Google, as well as Facebook, does allow people to work re-
motely on a case-by-case basis. But both companies also strong-
ly stress in-person collaboration.

During the recession, the institute expected employers to de-
mand more face time, but instead found that 12 percent in-
creased workplace flexibility, said Ellen Galinsky, its president 
and co-founder. She attributed this to companies’ desire to re-
duce real estate costs, carbon footprints and commuting times.
But not only women take advantage of workplace flexibility 
policies. According to the Bureau of Labor Statistics, nearly as 
many men telecommute.
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Why We Travel: Readers Share Their Stories

“I’ve wandered round a lot of art galler-
ies thinking, ‘I could have done that,’ so it 
seemed only right that I should try,”

By THE EDITORS

 “Banksy - who prefers to be called not 
an artist, but a ‘quality vandal’ - said he 
decided to invade those four New York 
museums for a simple reason.”

It was not nearly as dangerous as the time he sneaked into 
the elephant pen at the London Zoo and scrawled a graffiti 

message from the point of view of an elephant: “I want out. This 
place is too cold. Keeper smells. Boring, boring, boring.”

And it was not quite as elaborate as the stunt last year in which 
he spirited a stuffed rat wearing wraparound sunglasses into 
the Natural History Museum in London and mounted it on a 
wall in the museum next to other great artists.

But over the last two weeks, a shadowy British graffiti artist 
who calls himself Banksy has carried his own humorous art-
works into four New York institutions - the Museum of Modern 
Art, the Metropolitan Museum of Art, the Brooklyn Museum 
and the American Museum of Natural History - and attached 
them with some sort of adhesive to the walls, alongside other 
paintings and exhibits. Similar stunts at the Louvre and the Tate 
museum have earned the artist - who will not reveal his real 

name - a following in Europe, where he has had successful gal-
lery shows and sold thousands of books of his artwork. But his 
graffiti has also landed him in legal trouble.

Elyse Topalian, a spokeswoman for the Met, said that muse-
um officials believed that a painting found there  a small, gold-
framed portrait of a woman wearing a gas mask - was hung 
surreptitiously on March 13. Guards noticed it and removed it 
from a wall near other paintings in the American wing, she said. 
Ms. Topalian added that no damage had been done to the wall 
or to other artworks.

The museum does not look kindly on such unauthorized addi-
tions to its walls. “I think it’s fair to say that it would take more 
than a piece of Scotch tape to get a work of art into the Met,” Ms. 
Topalian said.

Sally Williams, a spokeswoman for the Brooklyn Museum, said 
a painting - in this case, of a red-coated colonial-era military 
officer holding a spray-paint can, with antiwar graffiti in the 
background - was discovered and removed on March 16. The 
painting was hung between two others from the museum’s per-
manent collection in the American Identities galleries on the 
fifth floor. She said that the painting was now sitting in the mu-
seum’s conservation lab and that its fate was uncertain.

“I think the immediate issue was just to get it out of the gallery 
and tucked away somewhere where it couldn’t be seen,” she 
said loudly.

An official at the Museum of Modern Art said that a painting of 
a can of cream-of-tomato soup was found hanging in a third-
floor elevator lobby and taken down on March 17. A spokes-
man for the Museum of Natural History, where the graffiti artist 
apparently hung a glass-encased beetle (a real one) equipped 
with fighter jet wings, missiles and a satellite dish, confirmed 
the incident by e-mail but did not say when the work was found.

Asked whether the incidents raised security concerns for them, 
officials at the institutions said no, adding that they believed 
that they had sufficient numbers of guards and other monitor-
ing systems.

Pictures of the illicit art installations, apparently taken by an 
accomplice of Banksy, were posted yesterday at woostercollec-
tive.com, a site that has become a repository of pictures of graf-
fiti and other street and urban art. Some of the pictures show a 
bearded man in an overcoat and hat, looking a little like Inspec-
tor Jacques Clouseau, hanging his paintings in the museums.

Marc Schiller, a founder of the Web site, said the pictures were 
sent to him yesterday along with a statement from the artist that 
said: “This historic occasion has less to do with finally being em-
braced by the fine-art establishment and is more about the judi-
cious use of a fake beard and some high-strength glue.” A can of 
cream-of-tomato soup was found hanging in a third-floor ele-
vator lobby and taken down on March 17. A spokesman for the 
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Marc Schiller, a founder of the Web site, said the pictures were 
sent to him yesterday along with a statement from the artist that 
said: “This historic occasion has less to do with finally being 
embraced by the fine-art establishment and is more about the 
judicious use of a fake beard and some high-strength glue.” 

An official at the Museum of Modern Art said that a painting of 
a can of cream-of-tomato soup was found hanging in a third-
floor elevator lobby and taken down on March 17. A spokes-
man for the Museum of Natural History, where the graffiti artist 
apparently hung a glass-encased beetle (a real one) equipped 
with fighter jet wings, missiles and a satellite dish, confirmed 
the incident by e-mail but did not say when the work was found.

Asked whether the incidents raised security concerns for them, 
officials at the institutions said no, adding that they believed 
that they had sufficient numbers of guards and other types of 
monitoring systems.
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Communication Problem
The New York Times is looking to expand their revenue and change 
the format of their newspaper by producing a non-traditional 
layout. In addition to the format they ask that photographs and 
texts be in black and white only.  The New York Times is also 
looking to expand their target audience. While the logo must 
remain the same, the size may be altered. 

Final Solution
The New York Times has already secured an older audience, 
however not many young adults read the newspaper. In order 
to expand the target audience to suite the younger generation, 
the newspaper includes a more modern, magazine styled layout. 
It is primarily based off of common issues that set off a now 
technologically advanced generation. With social media being 
more prominent than ever, The New York Times has also asked to 
have the new layout in digital format on the iPad. The new layout 
includes a simplistic grid throughout the paper. The front page of 
each section features one article and large format picture to draw 
the viewer in. The curve at the top of each Front-page section is 
meant to bring in another interesting dynamic by mimicking 
the curvature of the iconic logo. The section fonts have all been 
carefully selected to suite its specific section. For example “The 
Arts” section has a more expressive typeface and the “Business” 
section has a more stern, rigid typeface. The newspaper has been 
reduced from the eight-column format to a three column to ensure 
easy reading and limited confusion. Often times the paper is 
hard to manage while enjoying a cup of coffee so in response to 
that problem the size has been reduced in height but expanded in 
width leaving the new paper at 13 by 18. This new size now folds 
appropriately in order to be easily taken from place to place. 



Package design

Scooby-Doo snacks

final product

Communication Problem
Snack Company Keebler is looking to expand their product of Scooby 
Doo Graham Cracker Snacks to an older demographic. The target 
audience is the standard college student, aged 17 to 23. In order to 
appeal to a more mature audience, the design is to be modern and 
clean. The snack must be appropriate size to take on the go and be 
easily shareable. The owner of Keebler wants to minimalize clutter 
on the packaging and reformate it so it is easier to read. Because of 
the new target audience, they would like the tagline to be specifically 
geared towards the typical college experience. The product will be 
sold in markets and specialty stores with a promotional gift bag.  

Final Solution
The Scooby Doo Snack packaging is black to make the snack look 
more cleanly, sophisticated, and easy to read. For two of the panels 
of the box the Mystery Machine, from the cartoon Scooby Doo, was 
redone to make the van look new. The electric blue and green used 
for the van were to recreate the psychedelic characteristics of the 
time period the show was set in. On the third panel is the classic 
character, Scooby Doo. The unique aspect to this panel is that unlike 
other Scooby snack pack aging because you can see the product on the 
inside due to the die cut out of Scooby’s mouth. The consumer will 
not only see the product itself but also have the nostalgia of Scooby 
eating the snacks as he always would in the show. The final panel 
contains nutrition information, social media, company logos, and 
slogan. This amount of information and spacing is used so the age 
group that picks it up is not set back by an overload of information. 
The social media is added because of the importance of it to the older 
demographic and how more likely they are to respond to a product 
that is up to date with the time. The slogan is appealing to the target 
audience and relates back to the show. Therefore by saying, “Solve all 
your late night cravings” it is inviting to the product and offering the 
consumer a helpful hand during the stressful, late nights of college. 
This prod uct would typically be sold in any market like Vons, Ralphs, 
Albertson, and Target.
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