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Che cose un concept?
Discutere un’idea.

Eleonora Mastrostefano | Conceptual Designer




olle

® Formazione

Universita' e Corsi di specializzazione

® Esperienza lavorativa italiana

In-house designer e esperienza in agenzia

® Esperienza lavorativa inglese

dal b2c al b2b esperienza in agenzia

Il concept



| concept: cose, a cosa serve,
quando si usa, come si realizza

concept
[ konsept/

¢ an idea or invention to help sell or publicize a commodity ??

® |l brief



| brief

® |l cliente e il suo ruolo nel brief
® Lelaborazione del brief da parte dell’agenzia

un lavoro di squadra: account manager, art director, designer, copywriter

Il concept



CREATIVE BRIEF

Client: Issue Date:

The Requirement: Product or Service:

What is the issue or opportunity?
(Include any background necessary to explain the issue/opportunity)

What's the role of this piece of communication?

Who are we talking to and what do they think about the brand/product/ service?

Job Number:

Originator:

(Tell me about them... what are they like? What do they feel about the category and the brand?)

What insight do we have about their attitudes or behaviour that will help us?

What is the single, most important, thing we want to say to them?

What argument can we make to support what we want to say?
(What facts should we use to support our message?)

What tone of voice should we use?

What tional guidelines or r ies are there?
(Corporate guidelines, sign-off, etc)

What communication channels are we using?

How will the success of this campaign be judged?

What is the budget and timing? (Client presentation and in market)

Approvals: (please initial)
Account Director Planning Director Creative Director Managing Director

Client

Il concept



| a risposta al brief

® | e proposte piu’ o meno creative e come si presentano
Moodboard, mockup, rationales (motivazioni logiche)
® La scelta del concept da parte del cliente, la declinazione del concept da parte

dell'agenzia

Il concept



Moodboard — route 1 Moodboard — route 2

Moodboard — route 3 Moodboard - route 4

Il concept



Sample poster — route 1 Sample poster — route 2

at the touch of
a button

All things Serco myserc&™ @
N/ —

Serco -Intranet nternal awareness campaign

Sample poster — route 3 Sample poster — route 4

-
myserco’

How can
| help?

serco serco

Il concept



Route 1 - Rationale

Route 2 — Rationale

Route 3 — Rationale

At your fingertips
Plying on he deas of simplciy o
Toute s mstanty recogrissble by all s uses lconogrephy tats
Tecognisabi the word over and the smplcty copy Iightsye of the
ew Setco niranet, R focuses on the deo thateveryiing ompoyees
could posiby need n el working Ies - a ot of iformation
b at he touch o  button - on compute

ossibity and convenience, this

modern Iing to bear In the workplace and presents the audience
with a solution that's as familar o them as performing a simple
Gaogle search whilst also referencing the idea of connection, with
employees connecting to a world of online Information and the wider
Serco community

Access All Areas

This route highights how MySerco is  one-stop shop or
employees o ind everything they need fo o theirjobs. Anything
from st booking & oley or ccessing heaih and saely no o

e of con

(since all Serco employ 11 of the club)and references the
factths s no longer a UK-centric Intranet — s al areos'
geographically 0o Also, this s a-best In class’ ntranet, o users
are being treated as VIPs, with easier access 1o everything,

IIke claiming xpenses or downloading the latest contract
templates - or perhaps s fincing out about new opporunities
around the company or keeping up to date wih the latest Serco
nlews, Whalever s, MySerco i here to help. It il appeal to
everyone who feels fustrated with how things currently work and
wants something that's helpful and

presumably everyone who has used the old inranet and anyone
who can't currently e 1 Its war, friendly. welcoming. helpful
andis something you can always rely on.

Route 1 - Teaser sample posters

Launch is just
a swipe away

h

Route 2 — Sample poster

Route 3 — Sample poster

mysercd

Time to turn
things around

Youraveryday virtul assstant

Route 1- Launch material and giveaways

Route 2 — Launch material and giveaways

Route 3 — Launch material and giveaways

Claiming back
EXPENSES?.
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| a realizzazione delle idee

® |l ruolo dell’art director e/o del designer insieme al copywriter
scelte stilistiche, colour palette, font, strade illustrative o fotografiche

® Esempi pratici: showcase lavori

Il concept



mysercG serco

~N

mysercs serco

Time to unwind?
Request holiday
time online

Tap to check
your latest

payslips

What is

myserco?

myserco”

A

serco

Scroll through

arange

of

learning and
development

courses

It's for everyone,
everywhere

serco

Launch is just
a swipe away

Get your team
connected

Il concept



Si puo essere creativi guando
si lavora per un brand dotato di
unimmagine consolidata?

® Creativita' con dei margini

® |l ruolo del designer e le sue difficolta’



Immagine coordinata ed efficace

® |l ruolo dell'immagine coordinata

al di la' dellapparenza, la personalita’ di un brand
® Comunicazione efficace, come costruirla
® Credibilita' di un'azienda

® Esempi di brand guidelines

CCCCC



Poster " [ips’

® Come disegnare un poster efficace

CCCCC



semplicita’ al primo posto e uso di spazio negativo

headline in primo piano

deve attirare I'attenzione
divertente/scioccante/porre una domanda

brand visibile

le informazioni devono essere chiare e semplici da trovare

dev'essere piu' grande di come viene utilizzato
solitamente in una brochure o altro, non
soltanto una piccola firma

body copy al minimo

le cose da dire in modo sintetico

contestualizzare

font chiari

coerenza

se possibile se 'audience si riconosce
in una frase, immagine, |uogo rappresentato
solitamente i risultati sono maggiori

uso di font semplici, forti,
non troppo complicati

se ad esempio si usa l'ironia nel copy
anche la parte visiva deve seguire
lo stesso filone

gerarchia

utilizza persone reali

Usa lo spazio

1.Headline 2. Body copy 3. Call to Action

se si usano delle immagini di persone, meglio
se vere, normali, solitamente funzionano di piu’

test

va testato, stampandolo anche in formato
piu’ piccolo

immagine grande, anche oltre i bordi
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www.sundayrecovery.com

LIVE @100 CLUB

2MARCH?”(178PM

£8 IN ADVANCE
£10 AT THE DOOR

info@mazeparecords.com
mob. 07873255514

100 OXFORD STREET

LONDON WID ILL

£, Tottenham Court Road
Oxford Circus
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E00000a Joyce June Mastrostefand E100norn Joyce June Mastrostelano
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