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Homepage

The means by which people use and interact with the inter-
net act as a mirror reflecting societal challenges, desires, 
and trends. This experiential website asks the user to ques-
tion the intimacy of social media. The source code from 
popular social media sites and search engines are visually 
reinterpreted and popular symbols and icons are explored 
in interactive roll overs and mouse clicks to decontextual-
ize their meanings. There are repetitive home screens that 
shift in transparency as one clicks further into the site to 
represent the embedded layering of our relationship with 
the internet. 

Please visit the live site: intimacy.weavrk.com.

Experiential Website
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How can the idea of the ‘homepage’ exploit our 
understanding of virtual intimacies? Through 
websites such as Facebook, LinkedIn, Twitter, or 
Instagram, we manifest a fragmented intimacy 
with our virtual self. By placing all these dispa-
rate decontextualized perceptions of ourself on 
one centralized platform to compare and contrast, 
we begin to see the vanity. 
 The proposed use of a benign programming 
language is analogous to the idea that our virtual 
intimacy with our self is actually just a construct 
of images, statistics, and empty words. Without 
glamorous abstractions of the image of ourselves 
(ie: Facebook friends, connections on LinkedIn, 
Instagram posts, user names) we can better 
comprehend the triviality of the data. 

Media Exploration: 
Experiential Website

attractiveness
www.eharmony.com/weavrk

popularity

weavrk

https://www.facebook.com/public/weavrk
https://www.linkedin.com/in/weavrk-3182b114
https://www.instagram.com/weavrk/
Your popularity dropped by 20% from last week, 5% below the national average. By adding 3 more facebook friends or 7 
more linkedin connections, you can increase your popularity by 5%.

Your total worth is $23.

worth
https://www.bankofamerica.com/weavrk accounts

betteru
<image><value> <marketplace>

The descriptions that we used to build an online iden-
tify ourselves rely too heavily on personal image. Can 
you make a person exist without a physical context? 

“Hi, my name is Jane.” Does Jane have a message to 
tell or do we first establish a familiar figure then use 
it for product consumption.

Media Exploration: Social Campaign

How can we use virtual intimacy (the online mani-
festation of ourselves) to promote real intimacy?

Media Exploration: Augmented Reality

Process
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Right before the creation of this project, I had recently wasted 
tens of hours over the course of weeks with AT&T’s customer 
service because of a data entry error on the company’s side 
and flew right into the Bermuda Triangle formed by AT&T’s 
technical department, service department, and corporate 
branch. This stems from ambiguous customer service struc-
tures meant to handle ‘all’ possible issues rather than actually 
being able to handle specific customer problems. 
 My experience translates into new media by focusing 
on the linear problem solving methods of current customer 
service models. With the growth transnational corporations 
and the inevitability of big business, corporations have to 
think more systems based rather than linear structures. I 
translated a systems based approach into the message, 

“maintain a state of wonder,” and designed an explorative 
learning kit for young children.

Children’s Learning Kit
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Animated Illusion
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Interactive Book
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Design Exploration: Phonetic Blocks

Design Exploration: Packaging

Design Exploration: Book

The aesthetic value of this project use as its metaphor the 
association between a child’s imagination and a plain card-
board. Each of the four media are intentionally understated 
and use wood, chipboard, and construction paper in their 
natural states as their only materials.

Metaphor

Process
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Thinking 
Through Making

Inspired by a series of newspaper articles,this project high-
lights the term ‘boxes of miscellaneous items’ from a notice 
of lien sale classified advertisement as a metaphoric asso-
ciation between the contents of those boxes and moments 
from people’s lives. The intention is to make the miscella-
neous boxes and the other seemingly benign objects for sale 
precious. The media is packaging for a series of commercial 
products that focuses more on the narrative containing the 
object than the physical object itself.   
 Using packaging as a forum to expose propaganda 
tactics, the media proposes that the world is being pack-
aged in a different way and we need to learn how to filter 
information and identify persuasion tactics. The intended 
emotive response is one of empowerment and agency.

Boxes of Miscellaneous Items
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iPhone Packaging
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Compass Keychain
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Audience

My fifteen year old niece, or more generally 14-18 year 
olds. This is a time when interactions with the world are 
still largely guided by play, but a socio-political identity is 
beginning to form.

Interviewing Target Audience

Study Diagrams and Models

Concept Development

Notice of Lien Sale
Notice is hereby given on Feb 16, 2017, at 12:00 p.m., an auction will 
be held for the purpose of satisfying a landlord lien.
Lashonte Floyd: furniture, boxes
Jah Hilson: boxes, and misc items, misc furniture
Sha Rhonda Bryant: beds, clothes, misc shoes, dresser, bed frame 
and propane cylinder
Willie Mack Jr: boxes, bags, misc furniture
Maurice Mcnear: misc furniture, clothes, totes
Jameillah Smiley: bags and misc furniture
Betty Baker: boxes, furniture, totes
Marquitha Powell: totes, bike, misc furniture
Krinna Hines: misc furniture, bike, bags
Bobby Williams: cabinets
Charta Riley: boxes, tables, lawn equipment
Krinna Hines: misc furniture, mattress
Racquita Houston: totes, baby furniture
Michael Davis: boxes of unknown items, furniture
Moira Taylor: luggage, folding chairs, boxes of unknown items
 bags of unknown items, couch
Brenten Wulf: misc furniture, shoes, frames, bags

Weather

The weather reports what we would perceive as 
natural truths and generates a system of metrics and 
measurements for natural phenomena. It influences 
how we interact with the external world (metaphors 
derived from: to wear a coat, bring an umbrella, drive, 
walk, head up or head down, regional/national/global 
socio-spheres) and implies the idea of forecasting, 
using evidence to predict future events. 

Process

Editorial

The article calls for a rediscovery of our 
nation’s foundational principles. A main 
theme is that natural law in the application 
of government seeks to uncover a balance 
between human nature and moral behavior 
to guide the application of laws. 
 

042 043



Års Förtunåm
The Art of Luck

This project is a playful recontextualization of common 
superstitions using the metaphor of a user’s manual focused 
on how to live a lucky life. Through an explorative process, 
the resulting book blends imagery from Ars Moriendi (The 
Art of Dying), an Ikea user’s manual, and illuminated manu-
scripts. Each of the main spreads uses as its title the Latin 
derivative of the main subject matter, as in ‘Avem’ translated 
as bird. Titles are set in Futura, the main typeface of Ikea, 
with accents used to simulate similar titles of their products. 
 The choice to use handwritten text is intended as juxta-
position to the sharp terminals of the san-serif headers and 
to give it an informal undertone. The illustrations are hand 
drawn extractions from Ars Moriendi and are iteratively 
warped to espouse the supernatural. In lieu of gold leaf, the 
book is leafed in copper to play off the religious basis of illu-
minated manuscripts and the shift, with the advent of the 
codex book (and metaphorically ‘knowledge’), from non-
secular theocracy to democratic empowerment. 

Book of Superstitions
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Manipulating 
an image 
with a scanner
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Altered fact
Self Help Book
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

How to be 

Lucky.

by J. Doe

How to be lucky.

by J. Doe

How to 
Be Lucky.

by J. Doe
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Share	of	respondents

29%

22%

24%

17%

20%

13%

13%

13%

11%

13%

13%

7%

37%

26%

23%

24%

20%

15%

15%

14%

14%

12%

12%

7%

Superstitions	held	by	Americans	in	2014,	by	gender

Men Women

Source
Harris	Interactive

©	Statista	2017

Finding	and	picking	up	a	penny	is	good

luck

It’s	bad	luck	for	the	groom	to	see	the

bride

before	the	wedding

Seven	is	a	lucky	number

Knocking	on	wood	prevents	bad	luck

It’s	unlucky	to	walk	under	a	ladder

Opening	an	umbrella	indoors	is	bad	luck

Friday	the	13th	is	an	unlucky	day

Breaking	a	mirror	brings	seven	years

bad	luck

Throwing	spilled	salt	over	the	left

shoulder

prevents	bad	luck

A	black	cat	crossing	your	path	is	bad

luck

13	is	an	unlucky	number

Stepping	on	a	crack	is	bad	luck

0% 5% 10% 15% 20% 25% 30% 35% 40%

Additional	Information:

United	States;	Harris	Interactive;	January	15-20 ,	2014;	2,236

Respondents;	18	years	and	older

ABOUT THIS STATISTIC
This survey, conducted in the United States in January 2014, shows common supersti-
tious beliefs held by American men and women. 37 percent of American women believe 
that finding and picking up a penny is good luck, while 29 percent of male respondents 
stated the same.

SUPPLEMENTARY NOTES
This question was asked of those respondents who previously answered that they be-
lieved in superstitions during the survey. 
Note: Percentages may not add up to 100% due to rounding

Harris Interactive. “Superstitions Held by Americans in 2014, by Gender.” Statista - The 
Statistics Portal, Statista, www.statista.com/statistics/297171/united-states-com-
mon-superstitions-believe-men-women/, Accessed 13 Feb 2018

Data for ‘fact-based’ media

3

Share	of	respondents

33%

24%

23%

21%

20%

14%

14%

14%

13%

13%

12%

7%

67%

76%

77%

79%

80%

86%

86%

86%

87%

87%

88%

93%

Superstition:	Do	you	believe	the	following,	or	not?

Yes,	I	believe No,	I	don’t

Source
Harris	Interactive

©	Statista	2017

Finding	and	picking	up	a	penny	is	good

luck

It’s	bad	luck	for	the	groom	to	see	the

bride	before	the	wedding

Seven	is	a	lucky	number

Knocking	on	wood	prevents	bad	luck

It’s	unlucky	to	walk	under	a	ladder

Opening	an	umbrella	indoors	is	bad	luck

Friday	the	13th	is	an	unlucky	day

Breaking	a	mirror	brings	seven	years

bad	luck

Throwing	spilled	salt	over	the	left

shoulder	prevents	bad	luck

A	black	cat	crossing	your	path	is	bad

luck

13	is	an	unlucky	number

Stepping	on	a	crack	is	bad	luck

0% 20% 40% 60% 80% 100%

Additional	Information:

United	States;	Harris	Interactive;	January	15-20 ,	2014;	2,236

Respondents;	18	years	and	older

ABOUT THIS STATISTIC
This survey, conducted across the United States in January 2014, shows the extent to 
which Americans believe in 12 common superstitions. 88 percent of the respondents 
stated they did not believe that 13 is an unlucky number.

Belief in superstitions and religious faith

While light-hearted superstitions bringing good or bad luck are alive and well, the major-
ity of Americans do not believe in them. The most-believed superstition is that finding a 
penny brings good luck; approximately one third of Americans believe in this. The second 
most-believed superstition is that seeing the groom before a wedding is bad luck; close 
to a quarter of the Americans agreed. In contrast, only seven percent of Americans be-
lieve that stepping on a crack is bad luck.

Results of the same survey analyzed by religious affiliation show that Catholics tend to 
believe in such superstitions at higher rates than both Protestants and atheists or agnos-
tics. Therefore it is likely that the more religious you are, the more likely you are to believe 
in the common cultural superstitions. Looking at a broader poll, which includes differing 
superstitions/religious beliefs, indicates that almost three quarters of Americans believe 
in God - an overwhelming majority. Other religious beliefs such as in miracles, heaven, 
angels, and the devil, were also at the top of this list of things people believe in. The re-
sults of the same survey show witches, astrology and reincarnation at the bottom of the 
list. Interestingly, less people believe in the concept of Heaven than do in the concept of 
Hell. However, more people believe in them than they do in superstitions, such as seeing 
the groom before the wedding.

SUPPLEMENTARY NOTES
The source worded the question as follows: “For each of the following, do you believe this 
or not?”
Note: Percentages may not add up to 100 percent due to rounding.
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Data for ‘fact-based’ media
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Altered fact
Self Help Book
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

How to be 

Lucky.

by J. Doe

How to be lucky.

by J. Doe

How to 
Be Lucky.

by J. Doe

Process

Illuminated Manuscripts Ars Moriendi 49G
D

VX
 7

42
 W

in
te

r 2
01

8
Pr

oj
ec

t 0
2:

 F
ac

t o
r F

ic
tio

n
K

at
he

rin
e 

W
ea

ve
r

Pr
of

es
so

r A
rn

ts
en

Altered fact
Art of Luck Manual
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

IKEA Manuals
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Altered fact
Art of Luck Manual
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

IKEA Manuals

Illuminated ManuscriptsArs Moriendi

IKEA Manual
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Altered fact
Art of Luck Manual
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

IKEA Manuals

Illuminated ManuscriptsArs Moriendi
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Altered fact
Art of Luck Manual
Exploit the trustworthiness of books 
by creating a guide on how to be lucky. 
The book will promote common ritu-
als associated with superstitions to 
an exaggerated extent as to make 
the reader question the boundaries 
of their belief systems.

Data: 
Superstitions in various cultures that 
claim to bring luck.

Audience: 
33% of the American population that 
believes finding a penny will bring you 
good luck.

IKEA Manuals

Illuminated ManuscriptsArs Moriendi

Selected Visual Explorations

G
D

VX
 7

42
 W

in
te

r 2
01

8
Pr

oj
ec

t 0
1:

 T
o 

Pe
rs

ua
de

 o
r I

nf
or

m
K

at
he

rin
e 

W
ea

ve
r

Pr
of

es
so

r A
rn

ts
en

Wanna 
get 
lucky?

by J. Doe

Wanna 
get 
lucky?

by J. Doe
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by J. Doe

The Art of Luck

by J. Doe

The Art

of Luck

Blackletter script alternative
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by J. Doe

The Art of Luck

by J. Doe

The Art

of Luck

Blackletter script alternative

Cover Development
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Typographic 
Compendium

The purpose of this printed book is to serve as a reference 
for people wanting to learn more about the history and 
structures of typography. It compiles selected information 
from current academic resources into one volume as well 
as elaborates on the history of marks and language clas-
sification systems. Included in the typographic knowledge 
are rules of thumb about typesetting, typographic anatomy, 
classification systems, and page layouts. Also included are 
sixteen specimen charts of commonly used typefaces for 
quick reference. 

Academic Resource

058 059



arshall McLuhan, expanding on 
the ideas of Harold Adams Innis, 

“divided human history into three distinct peri-
ods based on the modes of sensibilities their media 
made available to them. The first era, that of the 
oral tradition, stretches from the time humankind 
first acquired speech to the beginnings of literacy 
five thousand years ago. The second era, the age of 
literacy, includes the period from the invention of 
writing to the discovery of electricity and its use in 
the form of the telegraph. The age of writing is fur-
ther subdivided into three periods, the first begin-
ning with the advent of written symbols, the second 
with the invention of the phonetic alphabet, and the 
last with the invention of the printing press. The 
third communication era, that of the electric flow of 
information, covers the period from the first use of the 
telegraph in 1844 to the present.” 1
 Robert K. Logan expands McLuhan’s three dis-
tinct periods into five ages of communication:

1. Age of nonverbal mimetic communication 
(characteristic of archaic homosapiens)

2. Age of orality
3. Age of literacy
4. Age of electric mass media
5. Age of digital interactive media, new media

Theses eras form the basis for Logan’s identifica-
tion of the six modes of language.

The Six Modes of Language

Expanding the notion of language beyond the 
limitation of spoken communication in structural 
linguistics, Robert Logan in The Sixth Language: 
Learning a Living in the Internet Age, identifies six modes 
of language. The first is the oral mode, la parole, 
which is the primordial mode used among humans 
and encompasses an acoustic system of values hav-
ing a purpose in storing and accumulating infor-

mation and its dissemination. The function of oral 
language is two-fold, serving the purpose of com-
munication between humans as well as between 
humans and their environment through unilateral 
naming applications. Categorization of languages 
into families and subgroups of languages infers the 
existence of a foundational language from which 
all other communication systems derived. Human 
migrations and their capacity to create words and 
apply syntactical structures has led to the creation 
of more than 7,000 languages. 
 The second mode of language as defined by Lo-
gan are systems of writing that visually commu-
nicate relationships between representations and 
objects through pictograms and ideograms, logo-
graphic scripts, syllabaries, and segmented scripts. 
Pictographic scripts use pictorial representations 
of physical objects for signification of ideas. The 
earliest writing systems developed in Mesopotamia 
more than 5,000 years ago were pictograms that re-
corded commerce in early civilizations, which later 
would be the basis for the development of cunei-
form in Sumer between 3500 to 3000 bce. These 
primitive pictographic dialogues depicted a one to 
one observational relationship between the con-
veyance of meaning and its representation. Mod-
ern uses of pictograms exploit the transcendental 
nature of imagery beyond a single language fami-
lies as illustrated in the International Organization 
for Standardization’s (iso 7001) set of pictograms 
for public information, examples of that system are 
the well-known facilities icons for gender specific 
restrooms. In 1974, the United States Department 
of Transportation (dot) commissioned a collabo-
ration between the American Institute of Graphic 
Arts (aiga) and Cook and Shanosky Associates to 
generate a set of pictograms that convey important 
information to travelers without the restrictions 
of a single language and time required to decode 

Modes of Language
Normative Systems

words. Ideograms, from Greek ἰδέα meaning “idea” 
and γράφω or gráphō “to write,” are graphic symbols 
that depict an idea independent of lexical units and 
are often combined with pictograms to convey in-
formation. An example of this is a no smoking sign 
in which the imagery of a cigarette (pictogram) is 
contained within a red circle with a line through 
it (ideogram). Although Logan defines mathemati-
cal symbols as the third mode of language, they are 
also generically types of ideograms.
 Another system of writing (Logan’s second mode 
of language) is logographic script. In contrast to 
the pictogram and ideogram which signify physi-
cal objects, the logogram is representative of words 
or morphemes, the smallest meaningful units of 
language. The more than 50,000 characters in the 
Chinese language employ logographic elements, of 
which 2,000 characters are considered a prereq-

uisite for basic literacy. While logographics have 
the advantage of universality, such that multiple 
Chinese dialects can make use of the same writ-
ten language, they can also create difficulty when 
translating into electronic tools and are more time 
consuming to learn the large volume of logograms 
encompassing the language. 
 Syllabaries are writing systems that employ sym-
bols, called syllabograms, to represent phonetic 
syllables or moras to compose words. “A mora 
(often symbolized μ) is a unit in phonology that de-
termines syllable weight, which in some languages 
determines stress or timing.” 2 

 Segmental scripts use graphemes to represent 
the phonemes of a language. “There need not be 
(and rarely is) a direct correspondence between 
the graphemes of the script and the phonemes of 
a language. A phoneme may be represented only 
by some combination or string of graphemes, the 
same phoneme may be represented by more than 
one distinct grapheme, the same grapheme may 
stand for more than one phoneme, or some combi-
nation of all of the above. Segmental scripts may be 
further divided according to the types of phonemes 
they typically record… Abjads are segmental scripts 
containing symbols for consonants only or where 
vowels are optionally written with diacritics.” 3 An 
abugida “is an alphabetic writing system with basic 
signs denoting consonants with an inherent vowel 
and where consistent modifications of the basic sign 
indicate other following vowels than the inherent 

one. Thus, in an abugida there may or may not be 
a sign for k with no vowel, but also one for ka (if a 
is the inherent vowel), and ke is written by modify-
ing the ka sign in a way that is consistent with how 
one would modify la to get le. In many abugidas 
the modification is the addition of a vowel sign, but 
other possibilities are imaginable (and used), such 
as rotation of the basic sign, addition of diacritical 
marks and so on.” 4
 Mathematics is the third mode of language per 
Logan’s classification system. Etymologically, 
mathematics is derived from Greek μάθημα or 
máthēma meaning, “knowledge, study, learning.” 

01

Language is, to borrow a phrase from Marshall McLuhan, a 
living vortex of power that shapes and transforms our thinking. 
Robert K. Logan, The Sixth Language

1 Logan, Robert K. “The Five 
Ages of Communication.” 

Explorations in Media Ecol-
ogy 1.1 (2002): 13–20. Web.

5 Logan, Robert K. The Sixth 
Language: Learning a Living 

in the Internet Age. The 
Blackburn Press, 2000.

2  Wikipedia contributors. 

“Mora (linguistics).” Wiki-

pedia, The Free Encyclo-

pedia. Wikipedia, The 

Free Encyclopedia, 1 May 

2017. Web. 21 May 2017.

3  Wikipedia contributors. 

“List of writing systems.” 

Wikipedia, The Free Ency-

clopedia. Wikipedia, The 

Free Encyclopedia, 19 May 

2017. Web. 21 May 2017.

4  Wikipedia contributors. 

“Writing system.” Wikipe-

dia, The Free Encyclope-

dia. Wikipedia, The Free 

Encyclopedia, 19 May 

2017. Web. 21 May 2017.
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he practice of graphic design exists with-
in the context (from the Latin prefix con-
meaning ‘together’ and texere, ‘to weave’) 

of the epistemological pursuit of knowledge. Knowl-
edge is understood and disseminated through the 
application of language; the acquisition of knowl-
edge is to understand etymological derivations and 
evolutions of value systems.

-logy, an affix of knowledge

The origin of the professional field of graphic de-
sign, as with all fields of study or branches of knowl-
edge, has its basis in the morphological derivation
of words using the affix -log y (referring to the 
study, science, or theory of ) from the Greek term 
logos (λόγος) meaning “word, reason, discourse, 
or speech.” Conventionally, the term is generally 
translated as “word,” but in a grammatical sense, 
the term lexis (λέξις, from which the word “lexical” 
is derived) is more appropriately used. Both words, 
logos and lexis originate from the Greek term legō 
(λέγω), translated as “to say or to speak.” 
 In the 5th century b c e, Heraclitus used the term 
logos to delineate the philosophical principles of or-
der and knowledge, later used by the ancient Greek 
philosopher Aristotle to refer to a “reasoned dis-
course” in rhetoric. Rhetoric, the study of writing or 
speaking as a means of persuasive communication, 
as elaborated by Aristotle in Ars Rhetorica (“The Art 
of Rhetoric”) is comprised of the elements ethos, pa-
thos, logos, kairos and telos in a functioning rhetorical 
situation. Ethos as a mode of persuasion exploits the 
credibility and authority of the speaker’s character, 
originally referring more generally to the author’s 
perspective more generally; Pathos appeals to the 
emotional connotations associated with the spe-
cific audience from which the terms sympathy and 

empathy are derived; In contrast to a connotative 
emotional appeal, logos (from which the word logic 
is derived) denotes a mode of persuasion employing 
reason through structured logic; Aristotle believed 
that rhetorical discourse should have a clear pur-
pose or telos and acknowledge or draw support from 
the contextual setting, time, and place defined by 
Aristotle as kairos.
 Adding to the association of persuasive reason-
ing, “etymologically, the verb ‘design’ is derived 
from the prefix de and the Latin verb signare, which 
means to ‘mark, mark out, or sign.’ The prefix de is 
used not in the derogatory sense of opposition or 
reversal, but in the constructive sense of derivation, 
deduction, or inference. In that context, the word 
‘design’ is about the derivation of something that 
suggests the presence or existence of a fact, condi-
tion, or quality.” 1 Suggesting the existence of fact 
is essentially meaning-making, the act of pattern 
generation through the identification of underly-
ing structures and their organization. The Eng-
lish word graphic is derived from the Greek word 
graphē, meaning “writing or drawing.” Combining 
these etymological derivations, the study of graphic 
design relates to the generation of visual construc-
tions for the purposes of patterning order and 
knowledge. Add to this definition the prior discus-
sion on persuasive discourse and the ultimate ob-
jective of design is to generate visual constructions 
that pattern the behavior of people.

Dissemination of values

The historical practice of graphic design parallels 
the invention of the first cuneiform mark in an-
cient Sumer, the codex book (method of combin-
ing sheets of substrate, a descendant of the scroll) 
as a format for organizing long text, the invention 

Etymology
The Origins of Graphic Design

Culture is a dissemination of values: 
Epistemological/Ontological; Aesthetic; 
Ethical; Utility.
Professor Zoran Belić, Class lecture

Every established order tends to produce the 
naturalization of its own arbitrariness. 
Pierre Bourdieu, Equisse d’une Théorie de la Pratique

of paper in China (100 bce), the proliferation of 
knowledge and increased literacy resulting from 
the Gutenberg press in the late 19th century, and 
the role of contemporary graphic designers. Philip 
Meggs in A History of Graphic Design, credits William 
Addison Dwiggins for coining the term “graphic 
designer” as a professional title in 1922 to describe 
his role in printed communications to meet the 
growing demands of the industrial world. The term 
achieved widespread usage during the economic 
boom that occurred post-World War ii. The shift-
ing means of production and massive dissemina-
tion of information resulting from industrialism 
subsequently propagated societal values promoted 
during the golden age of capitalism. Information in 
this context tends not to imply objective truth, but 
rather the promotion of an ideological perspective 
based upon subjective assumptions. 
 Humans have an innate tendency to form societ-
ies and subcultures or socio-spheres, typically based 
upon generative abstract ideas regulating norma-
tive behavior. Societal reproductions of values tend 
to be distributed in an unequal manner, resulting 
in the stratification of societal classes demonstrated 
in both the political structures formed from a hi-
erarchical distribution of power as well as the eco-
nomic metrics that apply a monetary evaluation to 
cultural value systems.

00
1 Terzidis, Kostas. “The 

Etymology of Design: Pre-
Socratic Perspective.” MIT 
Press: Design Issues, vol. 

23, no. 4, 2007, pp. 69-78.

002 003

062 063



064 065



We understand our world through language and, as 
Emanuel Derman puts it:

Language is a tower of metaphors, each “higher” one 
resting on older ones “below.” Not every word can be a 
metaphor or else language would be meaningless. At the 
base of the tower are words like push and down, two of 
the non-metaphorical word-concepts on which the tower 
rests. Push and down are understood by us viscerally, 
because we are wetware, collections of chemicals rather 
than silicon or computer code, that experience the world 
through the sensations that chemicals are capable of. You 
cannot have lived without knowing what it is to have 
struggled against gravity and responded to light and 
warmth, and hence to know that down and dark are bad 
and up and light are good.
 Most of the words we use to describe our feelings are 
metaphors or models. To say you are elated is to say 
you feel as though have been lifted to a high place. But 
why is there something good about height? Because in 
the gravitational field of the earth all non-floating ani-
mals recognize the physical struggle necessary to rise, and 
experience wonder when they see the world spread out 
beneath them. Being elated is feeling as if you’d overcome 
gravity. People dream of flying.
 Conversely, we speak of feeling depressed, as though 
we’d been pushed down to a low place. Things are look-
ing up, we say, looking brighter, or less dark. These are 
metaphors too, derived from our physical senses. Meta-
phors nest, recursively. When we say the economy is de-
pressed we are comparing the economy’s spirits (another 
metaphor) to the spirits of a person who feels as though he 
or she were pulled down by gravity.1

“Much of the time we hardly notice that we are us-
ing metaphors at all and yet one study found that 
English speakers produced an average of 3,000 
novel metaphors per week.” 2 Metaphors are rhe-
torical devices used to transfer ideology and pat-
tern human behavior. In a functioning rhetorical 
situation, the purpose is to persuade the ‘audience’ 

to accept the belief system of the ‘orator’ by align-
ing both platforms of reasoning through cognitive 
appeal. Behavioral patterning is achieved through 
effective appeals to logos, ethos, and pathos. 
 Logos refers to the cognitive truth value of the ap-
peal and deals categorically with the natural order 
of the world or cosmos. Rhetorical devices employ 
descriptive and generative concepts related to ac-
tions, events, or things that can be evaluated as true 
or false. The set of criteria for descriptive concepts 
can be empirical or conceptual. Empirical relates a 
parallelism between the hypothesis and the physi-
cal world; conceptual criteria are abstract associa-
tions or statements of systems and concepts with 
logical consistency. For all sets of criteria, the ratio-
nal and cognitive values must manifest or delineate 
the world around us. 
 Ethos pertains to the character of ethical appeal 
and the integrity of the individual and societal 
whole. Normative principles and factors shape the 
ways humans reason, behave, and feel in a regu-
latory fashion by modeling social dynamics; they 
are embedded in reasoning since one cannot escape 
societal norms. To that end, ethos can be defined as 
a system of moral and habitual recommendations 
that pattern behavior. 
 Pathos, from which empathy and sympathy are 
derived, is the third mode of persuasive commu-
nication. It deals with emotional appeal with the 
oratorical intent of ‘moving’ the audience by ex-
ploiting quasi-descriptive statements that rely more 
on emotional impact than cognitive truth values. 
 According to Lakoff and Johnson, “metaphors 
are apparent in most primary concepts: orientational 
metaphors relate primarily to spatial organization 
such as up/down, in/out, front/back, on/off; onto-
logical metaphors associate activities, emotions and 
ideas with physical entities and substances; structural 
metaphors are overarching metaphors  that build on 
the other two types and allow the structuring of one 
concept in terms of another.” 3

Metaphor
Figure Ground Relationships

“Most contemporary semioticians regard rhetoric 
(or at least aspects of it) as falling within the domain 
of semiotics (Nöth 1990, 338). The study of what 
Saussure called ‘the role of signs as part of social life’ 
could not exclude the ancient art of persuasion... 
The conventions of figurative language constitute a 
rhetorical code, and understanding this code is part 
of what it means to be a member of the culture in 
which it is employed. Like other codes, figurative 
language is part of the reality maintenance system 
of a culture or sub-culture. It is a code which re-
lates ostensibly to how things are represented rather 
than to what is represented. Our repeated exposure 
to, and use of, such figures of speech subtly sustains 
our tacit agreement with the shared assumptions of 
our society... Tropes generate ‘imagery’ with con-
notations over and above any ‘literal’ meaning... 
Roland Barthes declared that ‘no sooner is a form 
seen than it must resemble something: humanity 
seems doomed to analogy’ (cited in Silverman & 
Torode 1980, 248). The ubiquity of tropes in visual 
as well as verbal forms can be seen as reflecting our 
fundamentally relational understanding of reality. 
Reality is framed within systems of analogy. Fig-
ures of speech enable us to see one thing in terms 
of another.” 4
 Below are the four tropes as cited in Chandler’s 
Semiotics: The Basics: 

Metaphor: Similarity despite difference (explicit in 
the case of simile)

Metonymy: Relatedness by direct association 
Synechdoche: Relatedness through a categorical 

hierarchy
Irony: Inexplicit direct opposite (explicit in sarcasm)

 Metaphoric structures work in a figure-ground 
relationship. The figure is a word or signifier with 
semantic value that humans ‘look through’ into the 
ground. Metaphors do not reveal the totality of the 
ground, they show only ‘points.’ 

051 Derman, Emanuel. 
“Metaphors, Models & 

Theories.” Edge.org, 10 
Nov. 2010, www.edge.org/
conversation/metaphors-

models-amp-theories. 
Accessed 21 May 2017. 

2 Pollio, Howard, J Barrow, 
H Fine & M Pollio (1977): 

The Poetics of Growth: 
Figurative Language in 

Psychology, Psychotherapy 
and Education. Hillsdale, 

NJ: Lawrence Erlbaum
*Cited in  Chandler, Daniel. 
Semiotics: The Basics. 2nd 

ed., Routledge, 2008 

3 Lakoff, George & Mark 
Johnson (1980): Meta-

phors We Live By. Chicago: 
University of Chicago Press
*Cited in  Chandler, Daniel. 
Semiotics: The Basics. 2nd 

ed., Routledge, 2008 

4 Chandler, Daniel. Se-
miotics: The Basics. 2nd 

ed., Routledge, 2008  

All words, in every language, are metaphors.
Marshall McLuhan, Laws of Media: The New Science

What then is truth? A movable host of meta-
phors, metonymies, and anthropomor-
phisms: in short, a sum of human relations 
which have been poetically and rhetorically 
intensified, transferred, and embellished, 
and which, after long usage, seem to a people 
to be fixed, canonical, and binding. Truths 
are illusions which we have forgotten are 
illusions—they are metaphors that have 
become worn out and have been drained of 
sensuous force, coins which have lost their 
embossing and are now considered as metal 
and no longer as coins.
Friedrich Nietzsche, On Truth and Lies in a Nonmoral Sense
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Learn to cook Thai, 

view real-time inventory 

to find water before the 

storm hits, and discover 

affordable food based 

on informed choices.

MRKT  

Supermarket

There is a blurring of the line between the virtual and physi-
cal spaces as evident in movie theaters (with the advent of 
online streaming), bookstores (Amazon), and retail shop-
ping. While there is a massive shift from ‘mortar and bricks’ 
to the screen, it will never be in entirety. The physical space 
still exists and requires adaptation. With the acquisition of 
Whole Foods by Amazon and the escalating trend of home 
food delivery, how will the supermarket adapt?
 This project restructures the display of food in both 
its organization and formal layout by proposing a crenu-
lated periphery of the space to increase shelf area and to 
allow for back stocking of the products. The organization of 
the food is first by food category then shelving hierarchies 
based upon the glycemic load and fullness factor.
 To further augment food shopping, convenience 
and personalization can be integrated both into the cart, 
welcome screens, and self-data generation accessible on 
mobile applications. 

Informed Food Choices
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Existing grocery store model

Relocate shelving to perimeter

Crenulate walls to increase surface area
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Process
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Projection Mapping  

Projection mapping is the application of imagery on physical 
objects by way of a projector. Through the use of mediating 
software, videos can be ‘mapped’ to fit within the boundar-
ies of three dimensional surfaces without overflowing light. 
While most of these projects are on smaller surfaces for 
the sake of experimentation, the potential is limitless for 
commercial use in large scale venues or retail spaces. 
 More important than simply visual mapping is the use 
of interactive inputs to give agency to the viewers. Audio 
inputs can be translated into responsive visual sound waves, 
video inputs can project live feeds, or a leap motion control-
ler can track the hand gestures or act as motion sensors to 
create a direct response to user’s movements. 

Interactive Inputs
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Integrated Webcam for Live Video Inputs
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Potential Use for Concert Venue
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Leap Motion Controller

090 091



Interactive Retail Storefronts
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Process

Experiments in Video
Feedback Looping

Creating a Tesselated Object for Projection
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This project is part of a community wide projection mapping 
exhibition in association with the Digital Graffiti Festival 
at Alys Beach Florida. Once a year, the community allows 
artists to project works of art on the white-washed walls of 
the beach town development. Digital Graffiti explores how 
design, technology and architecture can intertwine to create 
entirely new art on built forms. 
 The location of this installation is on the four butteries 
that mark the entrance to the festival. The projected imagery 
remixes people’s profiles  in an abstraction that combines 
different ethnicities into a single image. In doing so, the 
message is one of empathy in that we all share commonali-
ties of emotion such as happiness, fear, anger, and surprise. 

Large Scale Projection Mapping

Digital Graffiti
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Process
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Thank you for 
your time.

To provide feedback or to view 

more work, please use the 

following contact information:

weavrk@gmail.com

(215) 570.9127

www.weavrk.com
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