with
some
ju&cv
&E,.Fasq

CRASH

/Ny
u"'h%hl) IR

P

(‘ e 4!"

VISLAL CONTENT CREATION (




Bl

+ @Grad from SLC / BA Communications

+ Work with creative visual
communications
for over 10 years

+ Creative Entrepreneur

+ Love new ideas and working with people
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VISLIAL COMMLINICATION



WHAT WE ARE /'"'T GOING TO COVER

Discovery Sessions and creative briefs
Client Management

Client Personas

Brainstorming techniques

Building Campaigns



THE INFORTANCE OF VISLAL CONTENT

Information overload: Every two days Design matters. But design is not
we create as much information as we about decoration or about
did from the dawn of civilization up ornamentation. %
until 2003.” =
SIS
In 2011 there were over 1 Design is about J
TRILLION web pages making communication as easy

and clear for the viewer as possible.
Hubspot research® shows that

photos generate 53% more likes
than the average post

http:/blog.hubspot.com/blog/tabid/6307/bid/33800/Photos-on-Facebook-Generate-53-More-Likes-Than-the-Average-Post-NEW-DATA.aspx



http://blog.hubspot.com/blog/tabid/6307/bid/33800/Photos-on-Facebook-Generate-53-More-Likes-Than-the-Average-Post-NEW-DATA.aspx

LINDERSTAND YOLR CONTENT'S PLRPOSE

[ this a;

10n?
To think like a visual communicator, get good at Presentation
and understanding the core problem or need. Gales nfo Sheel?

Take the time to carefully consider the need. ask the relevant
questions. compile the requirements. and determine the
success metrics,

Branding Flyer?
Thing people should share?

By doing that you can significantly improve your chances of
creating content that blows viewers and readers away

A follow up piece?




LINDERSTAND YOLUR ALDIENGE

Who's going to be reading or viewing your content?
Can you research who they are and learn more about them?

Psychographics matter more than demographics

Are they analytical? Creative? Your boss? Employees?

J



| SKETGH TIME

Using Pencil and Paper will help you create
ideas very quickly

Also helps you eliminate bad ideas and do
not spend time creating bad design

You don 't need to be Michelangelo to
doodle some very useful

Pit et, senis niatet ut autpat.

%ﬂlamr ipismolenit nismodio

exerosto dolorem nonsectem venim in

essendre et ad dolortis am duis adiat, si.

RE DIGNIBH EXERO EX ET.

Consenim vvliquipi.\is autat, velis nit,
quat, core ver alit, verate modionsed tatue
eliquis delis nismodionsed elestrud et

ver sum dit, conulla am, vulluptat.

Suscip ea alisit, corpercidunt dolore et lan
henit ing erit iril utat. Ommy nonsequat

augait pratum iure et velit dolortio et lutpat.
Duie ER IN VEL UT IURERAESSED DIP,

euis alisOnsent ipsum veleniscing et

illan veros nullaore ea feugait nibh erostrud
cuismodit amet dolobor alisl dolorem zzrit alit
velenit nostrud modiamet, venim dolorper at

in henim eugiam quam veros nim volore. #

Hlstoeromes
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it. Ut utpat. Ut atue corem E, susto enis lla faciduisi bla cor ipis augait praestis doloreet.
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SKETGH TIME - GLESTIONS YOU SHOLLD ANSWER
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\
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How many times this content that I am creating will be REUSED?

What media will this content be on? (Paper. projector. web, video)

How Big is my media (Pixels or inches)
How many colours? (B&W, RGB. CMYK)

How long should this content last?
(yearly report or a sale that ends in one week)

How many people will view/watch this content?




TECHNIGLES




DEFINE YOLR RIERARCHY

Begin this process by looking at your content
at a macro level.

consider all of the required copy. calls-to-action.
links, and any other written or visual elements
that need to be included in the final deliverable.

Fvaluate how they each compare in terms of their
importance and ability to help you accomplish your
goal.

Then. let your information hierarchy be your guide
to simple, elegant and more effective design.

Title

Subtitle.

Bodycopy

Paragraph Title

- List







RESFECT SIMPLICITY

+ When making your design
decisions, always keep in mind that
the goal of design is to support the
function or purpose of your content
with form. For non-designers. the
best way to ensure that you do this
is to simply try not to do too much.

+ Avoid actively trying to make your
design unnecessarily ornamental.
The content should always be the
focus. not the design.

DON'T FORGET

THE ONLY UNPROTECTED SEX YOU
SHOULD HAVE IS WITH YOURSELF

WWW.TALKCAMPUS.COM
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PRI's The World (2012) interviews Joyce Hill Stoner
on a recent event in which an elderly woman attempted to touch up a
weathered fresco without training in Spain. The interview promotes the
discipline of conservation in relation to the incident, and acknowledges a
month free of charge chnic from the Winterthur Museum in the United
States for assessment.

— “[...] it seems to be a 19th century painting and it
looks like she tried to cdlean it first and then
started repainting it. When a professional
conservator does a treatment, he or she limits : 4 e
the treatment to just the lost parts. T ﬁ !
fuwemib e s leandg b szoeavedee b poontts ST TOT R ST
Al the Smithsonian Museum Conservation Institute Jia-sun Tsang
Ines Madruga, Rick Pelasara, and Robert Pattern (2012) modernize
stretchers for paintings on canvas. There are various devices since
the mid-18th century that have been used to expand the comers
of stretches: traditional wooden wedges, modern ICA spring
stretchers, and expansion bolt stretchers. Improper use of the
devices could harm works of art through excess stress at the
corners and other related risks.
| Through research and development , a prototype stretcher has
| been engineered made from aluminium and Delrin®, an engineering
thermoplastic, to adjust tension precisely in a separate direction
| and location, while providing even tension, stability, and correct
planar distortions (). Tsang, pers comm., 2012).

r | Research and development promotes not only individuality but
. creativity and new techniques and technology for our field.
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Ty e cusalr ol o dpacony waldy v aow 2o Tucergs.
BBC News provides a short video document

of the Textile Conservation Centre at Glasgow
University and their project with a rare gown that
detalls the life of a student In 15th century. The
documenters expose the process and length of
time required for treatment, Conservation student
Julie Benner highlights how the gown has so much
intricate detalls up close, and this applies to objects
encountered on exhibition an audience’s
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Fonwhat purpose Why 2.0ur,job security 24 Individuality 2 How 24 Why 2,

Below are four examples of the various types of public outreach available for the conservation professional. These examples are to provide
a self-evaluation of one own way to promote outreach and generate new opportunities to influence and stand out. It is also important to

(Ourgvoicesimatterdonlineitoo !
You

acknowledge the multiple platforms of sodal media to promote the discipline.

Domede ’%f/r)m 7 igeitline!
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PRI’s The World (2012) interviews Joyce Hill Stoner
on a recent event in which an elderly woman attempted to touch up a
weathered fresco without training in Spain. The interview promotes the
discipline of conservation in relation to the incident, and acknowledges a
month free of charge clinic from the Winterthur Museum in the United

States for assessment.

{— | — “I...] it seems to be a 19th century painting and it
| . looks like she tried to clean it first and then » .
started repainting it. When a professional [ An carly collaboration

the prototype adpntabie

conservator does a treatment, he or she limits A wosionwewnen _J p———
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the treatment to just the lost parts. 735’_)57’/59’//}_ 7%!2[_ 7-!, 5!0}2/
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At the Smithsonian Museum Conservation Institute Jia-sun Tsang

e “}“" : Ines Madruga, Rick Pelasara, and Robert Pattern (2012) modernize

Ity it ) stretchers for paintings on canvas. There are various devices since

PSS Conservetor talks about Oddy Test 1o visitors, PR

B B R Youth Group visits the the mid-18th century that have been used to expand the corners

Muneum Resource Cemet

1

| of stretches: traditional wooden wedges, modern ICA spring

t & | stretchers, and expansion bolt stretchers. Improper use of the

| devices could harm works of art through excess stress at the

corners and other related risks.
Through research and development, a prototype stretcher has
been engineered made from aluminium and Delrin®, an engineering
thermoplastic, to adjust tension precisely in a separate direction

| and location, while providing even tension, stability, and correct
planar distortions (J. Tsang, pers comm., 2012).
Research and development promotes not only individuality but
creativity and new techniques and technology for our field.

/@J!glf/) a;;&‘g‘;d//’/ L Open Day at the Conservation Centre —

SRAEmgEr @NE SERE (S i esmiminRyy exnreesh aRIGHIEs © Sreanes,

Photo credited to. Oxfordshire Ay®um Service N The Museums Resource Centre (MRC) of Oxfordshire in England is all about on
public outreach. During the National Science Week and National Archaeology Fortnight, visitors engage museum objects and
conservation information with conservation representatives from institution. The Conservation staff not only explain on how to

look at objects of a collection, but advise people on how to look after their own possessions, like taking care of wedding

heirlooms and the care of medals and awards. Their most recent attendance at BanburyUK to promote their conservation work
on World War One metals and textiles in memory of a the day. In addition, two days out of the year are devoted to an open
house at the Museum Resource Centre, in which public visitors can converse about the about their current conservation projects
and including the conservation work behind currently displayed objects in their local museums (S. Morton, pers. comm., 2012).
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‘ ' BBC News provides a short video document
I of the Textile Conservation Centre at Glasgow
:- ‘ a University and their project with a rare gown that

details the life of a student in 19th century. The

] | documenters expose the process and length of
T H E 0 N LY U N P R OT E CT E D S EX Yo U ' . time required for treatment. Conservation student

Julie Benner highlights how the gown has so much

: intricate details up close, and this applies to objects
SHOULD HAVE IS WITH YOURSELF encountered on exhbiion a audience’s
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+ Avoid poor contrast (light type on light background)

KEEF IT LEE'ELE + Keep your message concise

+ Use visuals to express emotions when possible

p
Email WLike $ Save <> Embed x I WLike & Save <> Embed

Our guiding
goal IS
delighting
customers




THAT WAS A SCARY MOVIE



PROVIDE ADEQLATE SFAGING

Negative space (space not occupied by any
visual or written elements) is okay. In fact, it

can be great. By allowing yourself a bit more TE M ﬁ g‘ @F Y|k
breathing room. you ensure that the design FMRECHENG OUR COMMUNITY THRIUGH

appears clean and clear. MUSEGM INSTRUMENT LENDING,)
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+ Jhere are times when more adeanced designers will

condelously arrange certain elements so. that they 4it
AL' E N ELEM EN TS autside of the standard grid system. Jhe purpose of this
(4 to create a tension point, calling attention to. the

wisual element that s disrupting the linear alignment.

+ Alignment will ensure your design is clean. without creating
any unnecessary tension or focal points.

B Ao wLike 4 Sa ¢> Embed mail WLike & Save <> Embed

¢ ::f )ohn Meding . .
After 10 minutes, students attention

will steadily drop. Do something
emotionally relevant at each 10-
minute mark to regain attention.

IN 70 YEARS

The 10-minute rule

NOTHING
has changed

Achievers

< Get in touch



ALIGNMENT HELFS VISLIAL FLOW
AND PROFESSIONALISN

+ Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Nulla eget nulla blandit nibh venenatis pulvinar
gravida id lectus. Donec vel quam neque. Aenean
iaculis sem ac orci imperdiet consectetur. Praesent at
lorem vel neque sagittis lacinia ut at tortor. Fisce nunc
enim, consectetur ac mi vehicula, aliquam bibendum
purus. Aliquam et est eget lacus sodales lacinia.
Mauris tempus aliquam rutrum. Sed quis venenatis
ante. Nam in consectetur erat, quis tempus orci. Donec
pellentesque tristique ante nec pulvinar. Nunc fringilla
ligula non sollicitudin bibendum.




ALIGNMENT HELFS VISLIAL FLOW
AND PROFESSIONALISM

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Nulla eget nulla blandit nibh venenatis pulvinar gravida
id lectus. Donec vel quam neque. Aenean iaculis sem ac
orci imperdiet consectetur. Praesent at lorem vel neque
sagittis lacinia ut at tortor. Fusce nunc enim. consectetur
ac mi vehicula, aliquam bibendum purus. Aliquam et est
eget lacus sodales lacinia. Mauris tempus aliquam
rutrum. Sed quis venenatis ante. Nam in consectetur
erat, quis tempus orci. Donec pellentesque tristique ante
nec pulvinar. Nunc fringilla ligula non sollicitudin
bibendum.




ALIGNMENT HELPS VISUAL FLOW
AND FROFESSIONALISM

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Nulla eget nulla blandit nibh venenatis pulvinar gravida
id lectus. Donec vel quam neque. Aenean iaculis sem ac
orci imperdiet consectetur. Praesent at lorem vel neque
sagittis lacinia ut at tortor. Fusce nunc enim. consectetur
ac mi vehicula, aliquam bibendum purus. Aliquam et est
eget lacus sodales lacinia. Mauris tempus aliquam
rutrum. Sed quis venenatis ante. Nam in consectetur
erat, quis tempus orci. Donec pellentesque tristique ante
nec pulvinar Nunc fringilla ligula non sollicitudin
bibendum.




Choosing colors that align with the tone you re going
COORDINATE COLOLURS  iewise. an excessive use of both wapm and oo

colors will create a muddled. confusing appearance.

NY Marketing



COLOUR = FEELINGS

“Warm” Colours “Cool” Colours

Use warm colours in your
design to reflect passion,
happiness, enthusiasm and

energy.

Use cool colours in your
designs to give a sense of calm
or professionalism.




PLAY WITH FIRE EQUIPMENT

LIFE HAS NO REWIND BUTTON AND EVERYONE GETS BURNED

GOOL, CALM, ANALYTICAL. FRIENDLY, INTENSE, CALTION, FIRE, HEAT,
NELTRAL. DEEFER SLB.IECT. WARNING., STAND OUT.



THE BULLETIN BOARD

LOCAL FOOD CONTRIBUTIONS - $%%
FOOD DRIVES & FUNDRAISING EVENTS

* RibFest held on September 9, 2013—collected 1049
pounds of food and $1,490.00 dollars during the
event,

e Mormons—Church of Latter Day Saints in partner-
ship with:
' l.
\ . Metro at Gardiners Road
3. No Frills on Division Street
. Loblaws at Midland Avenue
Food Basics at the Frontenac Mall
). ValueMart on Gore Road

collected 5,950 Ibs. of food and $757.47 in cash
donations from a fundraiser held September 14/13.

Metro at Barry Street

Woman's Expo event at Centre 70 on September
20th, 2013 collected $300.00 for the food bank

Devon's food drive raised approximately 1,975
Ibs of food and $446.00 dollars—more to come.
Mariana Abeid-McDougall from Achiever Fitness
organized the first Amazing Food and Fitness
Race on September 28th weekend. She and her
participants raised $1,800.00 for the food bank.
Steve Tripp and the Kingston Urban Coalition
once again have donated two full cages of fresh
apples for our service users.

ACCOrding to [ ,inda

Ve provideq the

3
22,030 Poynps OF Fres

T
humbs up to them i

e foreve,. green|

We're Oon the web

Partners in Mission Q00 KfngStonf-‘ooqbanK

Food Bank

140 Hickson Avenue
Kingston, On K7K 2Né

Hours of Operation:

STILL LOOKING

Do you have any -
.\';lggt'sfi(ms or
comments? Would
you [ike to
contribute a story
or a column? Pass
all your ideas along
to Cinda in the

,'r(m[ 0 [_-ﬁ(t‘.

Monday to Friday 8:30 am — 4:30 pm
Closed 12:00 pm 1:00 pm

Closed evenings, weekends and all holidays
Telephone Number (613) 544-4534 @

foodbank@kingston.net
foodbnk2@kingston.net
Linda’s Email: crookl@kingston.net
Tony's Email madert@kingston.net
Sheelagh’s Email: ryansh@kingston.net

Sandy's Email
Vicki’s Email

Q~ NO-ONE TELLS A STORY BETTER THAN A KID ! ~

These come from a church affiliated elementary school —THEY ARE PRICELESS—ENJOY |

Pay special attention to the wording and spelling. All the words remained as the children spelled them.

In the first book of Guinessis, God got tired of creating the world so he took the Sabbath off.
Adam and Eve were created from an apple tree. Noah's wife was Joan of Ark and the animals came on

in pears.

Lot's wife was a pillar of salt during the day and a ball of fire at night.

The Jews were a proud people and throughout history they had trouble with unsympathetic Genitals.
Sampson was a strongman who let himself be led astray by a Jezebel like Delilah.

Sampson slayed the Philistines with the Axe of the Apostles.

Moses led the Jews to the Red Sea where they made unleavened bread which is bread without any

ingredients.

The Egyptians were all drowned in the dessert. Afterwards, Moses went up to Mount Cyanide to get the

Ten Commandments.

The first commandment was when Eve told Adam to eat the apple.

S

The seventh commandment is thou shalt not admit adultery.

Moses died before he ever reached Canada. Then Joshua led the Hebrews in the Battle of Geritol.

The greatest miricle in the Bible is when Joshua told his son to stand still and he obeyed him.

David was a Hebrew king who was skilled at playing the liar. He fought the Finkelsteins, a race of people

who lived in biblical times.




THE BOLLETIN BOARD

LOCAL FOOD CONTRIBUTIONS - $%% " ’

FOOD DRIVES & FUNDRAISING EVENTS
e RibFest held on September 9, 2013—collected 1049 Sinc
pounds of food and $1,490.00 dollars during the
event.
o Mc?r'mc?ns—Chur'ch of Latter Day Saints in partner- 3\4,\
ship with: T
’ 1. Metro at Barry Street \
" 2. Metro at Gardiners Road >
. . ®
3. No Frills on Division Street _
4. Loblaws Cft Midland Avenue . We're on he Web N
5. Food Basics at the Frontenac Mall Dartners in Mission KingSton,coodbanK \
6. ValueMart on Gore Road @ Food Bank ' 4
collected 5,950 lbs. of food and $757.47 in cash 140 Hickson Avenue
donations from a fundraiser held September 14/13. Kingston, On K7K 2N6
e Woman's Expo event at Centre 70 on September Hours of Operation: ’__——\
| | STILL LOOKING
20th 2013 collected $300.00 for the food bank Monday to Friday 8:30 am — 4:30 pm ‘
e Devon's food drive raised approximately 1,975 Closed: 12:00 pm — 1:00 pm Do you ﬁa.'ve any -
lbs of food and $446.00 dollars—more to come. Closed evenings, weekends and all holidays suggestions or
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DROFP SHAn[IU

The purpose of a drop shadow is to add distinction to U\“_J‘ '_:,i l_‘,‘wu ,'
visual or written information by creating depth and
bringing the affected information to the forefront.
Effects are great when used with purpose. but don't
use them just for the sake of using them.

REFLEX

DO NOT OVERLISE DROF SHADOWS




DROF SHADOWS
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S TRIVE FOR GONSISTENCY

Simply put. if two or more design
elements serve the same function.,
make sure they look and act the
same. On a very high level, the
same aesthetic, tone, and
messaging should permeate all
facets of the brand. On a more
granular level, all visual or written
elements within an communications
piece serving the same function
should have the same look and feel.

Visual Content Creation Check List

So youve designed something, but youre not sure youve followed the 10 Commandments? Use this printable checklist to mark what youve

done right so you can go back and fix what you missed. Once all checkboxes are marked complete, youre ready to publish!

1. Understand your content’s purpose

- I'know the answer to these questions:
- Why are we creating this? - What need will this fulfill? - Where will we publish this?

Yes:_:No:_:

- Whoare we creating this for? - When are we creating this? - How will we measure the results?

2. Establish a hierarchy

- I'made alist of all the key messages this piece of content should convey to the viewer.
- I prioritized them based on importance by assigning them values (1-10).

Yes:_:No:_:

- Once the design was complete, | determined the final product visually conveyed the same order of impartance.

3. Respect simplicity
- My designis not too ornate or flashy.
- I'veeliminated all images and graphics that do not support the content’s purpose.

Yes:_:No:_:

- My design makes the content easier to consume

4. Keep it legible
- The colour of textis not too light or dark on top of the background colour | chose.
- lcanread everything; noimages or other object in my design obscure the text in some way.

Yes:_:No:_:

- Idon'thave too much text crammed into a small space.

9. Provide adequate spacing
- Ihave equal margins around my content
- Allelements within my design are not too close to ane another.

r=n
1 |

Yes:_:No:_:

- The ne?ative (white) space in my design helps draw attention to the most important pieces of information

| established in my hierarchy (e.g. titles or headings)

6. Align elements
- All of the elements are positioned in a balanced relation to ane another.
- Anyelements that sit side by side are placed on the same line.
- If 've disrupted linear alignment. It’s for the purpose of drawing attention to a key piece of information

r=n r=n

Yes:_:No:_:

established in my hierarchy.

1. Coordinate your colours
-l considered what feeling | want the viewer to feel when choosing my color scheme.
- |'was mindful of the connotations associated with the colours | chose.

Yes: NO:_:

-l coordinated colours with any photos I'included in my design.

8. Do not overuse drop shadows
- I've applied the drop shadow effect sparingly
- I've applied a drop shadow only to pieces of information that deserve to be given depth and distinction.

Yes:_:NOo:_:

- Every drop shadow applied was done with purpose.

3. Strive for consistency
- My colour scheme is consistent throughout the entire piece of content.
- Allvisual or written elements that serve the same function have the same look and feel.

r=n
1 |

Yes:_:No:._:

- Margins, titles, headers, links, calls-to-actions, and images are formatted the same as their counterparts

10. Harmonize visual and verbal
- Myimages complement my words and vice versa.
- I've considered illustrating a concept to eliminate the need for words.
- My words and visuals do a better job telling a story when used together than either could do alone.

Interactive Marketing Commu

r=n r=n

Yes:_:No:_:




Visual Content Creation Check List

S0 youve designed something, but youre not sure youve followed the 10 Commandments? Use this printable checklist to mark what youve

done right so you can go back and fix what you missed. Once all checkboxes are marked complete, youre ready to publish!

1. Understand your content’s purpose

- | know the answer to these questions: ro ro
- Why are we creating this? - What need will this fulfill? - Where will we publish this? YBS e I\IU s
- Who are we creating this for? - When are we creating this? - How will we measure the results?

2. Establish a hierarchy

- I'made alist of all the key messages this piece of content should convey to the viewer. r = r =
- | prioritized them based on importance by assigning them values (1-10). YBS b I\IU b
- Once the design was complete, | determined the final product visually conveyed the same order of importance.

3. Respect simplicity
- My designis not too ornate or flashy. YBS Feo I\IU Feo

- ['ve eliminated all images and graphics that do not support the content’s purpose.
- My design makes the content easier to consume

4. Keep it legible
- The colour of textis not too light or dark on tap of the background colour | chose. e e
- [ canread everything; no images ar other objectin my design obscure the text in some way. YBS ol NU il
- | don’t have too much text crammed into a small space.
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That simple question was the beginning of a 10,000 kilometer trek to build
food security awareness in Canada - an issue Canadians know little about,

Lokehead University
shudents from
Thunder Bay cycle
ocross Conada 1o rose
money for wwwrsity

T end community food

On July 17, 2013 two students
from Lakehead University in
Thunder Bay, Megan Clack and
Adrian Arts, accompanied by
Tomasr Wiercioch and Emily
Clarke came cyciing Ino
Kingston as part of an iniative
caled * FoodRide " a cross-

country bike trek organized
to ra=e food and money for
university and community
food banks. The national
focd security fundralser
which set off in Viclotia
Bmish Columbla on Apni
25", 2013 will culminate n
St John's, Neéewfoundland
Seplember 8, 2013 135
days |ater and G10 howrs i
the saddle. Their goal is to
rase $50,00.00 and host 22
food drives in major ciies
across Canada

Loblaws al Princess was Lhe
locaton for the Kmngsion
Grive and a tolal of $853.00
and 78 1bs. of food was cok
lecled for the Paitners in
Mission food bank and the
Queens Alma Mater Soclely
Food Centre. Campus and

community food banks
will receve ol monetary
and food donations
within each city visited

ARough teir ride did
not take them through
o notthern regions, the
money rased on thew
websile will Lbe
dstabwted amongst the

food banks In the

rth West Territories

“FoodRide™ Wil highlight
the mportant work done
Ly food banks across our
naton, while buiding the
strength of local and
nabonal communmes o
provide food securily, an
ssue  Canadans know
véry ittle about

THEY MADE IT HAPPEN IN KINGSTON ...

= Adrian Art, M
Wiercioch fo
Qu
Arne-Marie, Gulod

y and the student

eens University Guest Services for the rooms

Michelle and Melody from

imon —thanks for halping

the organization of The event!

ke shop

*

L Tharksghang | oo
Drvives

™ Hollowesn

-

O Night tame Santa

Chmes porade
Nowermber 23 5000

5 Fragie Bl Wolk

December 15 —b6a0

Keloonr of »rnd
Partners = Mission
o

o Ohrintmans Party—

Date to follow

L Chrrstmas Seaaon

Clising s 10 10lOw

1

UPCOMING EVENTS

CANDY CELEBRATEC HIC 20TH YEAR II

1§

NO! . he hasn't T
< just turned twenly pecple

ANOTHER
HOP, SKIP, SHARE.,

O ANNUAL THANKSGIVING DRIVE
Friday Sepember 27th, 2013 ~ 6:00 to 8:00 PM

©) TARGE

Ice the opening o1 the

THE FOOD BANK “ SCORES *
ABULLSEYE!!

an Cemtre they

nd wo Soull

wn of Secundd n
Moumalanga Prowvirx

( foodd Dark wa

Laurna wee wery impressed by
was operating

teepet how

and 0 t U=
will be able %o revamp

Borenl progran

FAMILIAR FACES AND NEW PLACES

The
e

Tedus Corporatien
matched dollar for

dolier derations made L
their steff on beholf ¢
he Partaers In M
Food Bank A teo

near

103000 wex roised

Avgust end presented

Corla Yuen end a growp of
volntgers from the
Kingston Billing Sepport
Offwce an Venturo Drwve
in Kngaton volumtesred
ot the food bask in
Avgust and brought with
them o generous denaten
of $1000 00 Our thanks
To thir cgoercy for The
rt both fisancial
reoral

1t 1z encouraging imdeed to have new business come ¢n

the Partners in Missio
Food Bark by o compory
represestative

-2 TELUS

board Their comtrbutions 10 ouUr SEFrVEE LNErS are

invehuchie ard all thair support & greatly appreciated

W ’ e ( g hodich g
We hope Uey had & delig 10liday andd

N the Nt

e ey w

puh we are fr

cip those n

w 2hle 10 visdt

Al perliaps some

S —

207TH YEAR ~ continued

e

s s

So affer 20 years with the

Partners in Mission Food Bank =
“What's In the future for Sandy?"

I'm not going anywhere.” he said. "I
badn’t planned on staying 20 years,
but I'm happy here.
I've resigned myself to  being
here until they give me my gold
watch”

Let's hope they give him -
the ‘non-digital’ kind.

Partners

won

board chair

persen Leurie Newport, presented Sandy

with a beautiful cake
and a gift certificate
to one of Sandy's most

fav

lown" in recegnition and
bration of his twenty

service with Catholic

Health Internctionel and the

Mission Food Bank

Here's hoping he will step up to

Partners in

the “tee” for another twenty

AQUAPONICS
THE WAVE OF THE
FUTURE

Queens University in conjunction with the Partners in
Mission food bank have been discussing the viability
of developing an aquaponics facility on the food bank
premises designed specifically to raise sustainable
produce for the service users here at the food bank.
Some professors are in the experimental stages but
would like to do something on a far larger level.
“"They'd like to develop aquaponics as a business. On
our end, we'd llke to produce food year round and
possibly be able to sustain the project by marketing
produce as well."

Sandy thinks that the timeframe to get this project
running Is about two years. This Is high-level
innovation and could be earth shattering in a positive
way for food bank programs around the world.

The Kingston project would be the first food bank to
use this ground breaking and innovative strategy.
More information to come in the future—we hope.

AQUAPONICS MIE

Nitrogen Cycle




HARMENIZE VISLIAL AND VERBAL

+ ldentify where visual elements could completely replace large selections of copy to

ve <> Embed

tell the same story in a significantly more memorable, less time consuming way.
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Visual Content Creation Check List

So youve designed something, but youre not sure youve followed the 10 Commandments? Use this printable checklist to mark what youve

done right so you can go back and fix what you missed. Once all checkboxes are marked complete, youre ready to publish!

WHAT YOU GAN DO NOW

1. Understand your content’s purpose

- I know the answer to these questions: YBS L NU L

- Why are we creating this? - What need will this fulfill? - Where will we publish this? c e
- Who are we creating this for? - When are we creating this? - How will we measure the results?

2. Establish a hierarchy

- I'made alist of all the key messages this piece of content should convey to the viewer. T T
- I prioritized them based on importance by assigning them values (1-10). YBS Lo NU I
- Once the design was complete, | determined the final product visually conveyed the same arder of importance.

ko d

3. Respect simplicity
- My designis not too ornate or flashy. YBS .= N[] £

I've eliminated all images and graphics that do not support the content’s purpose.
- My design makes the content easier to consume

4. Keep it legible
- The colour of textis not too light or dark on top of the background colour | chase. T T
- | canread everything; no images or other object in my design obscure the text in some way. YBS - NU i
- Idon’t have too much text crammed into a small space.

Go to my academic shares folder and you

- Ihave equal margins around my content N -
° ° ¢ ° ° - Allelements within my design are not too close to one another. YBS Pl NU P!
Wl fln t e V lsua Ontent reatlon ec - The ne?ative (white) space in my design helps draw attention to the most important pieces of information
| established in my hierarchy (e.g. titles or headings)

LiS t” 6. Align elements

- All of the elements are positioned in a balanced relation to one another.

- Any elements that sit side by side are placed on the same line. YBS Lo NU Lo

- If 've disrupted linear alignment. It's for the purpose of drawing attention to a key piece of information
established in my hierarchy.

1. Coordinate your colours

USE this before, during and after any ~ I considered what feeling | want the viewer to feel when choosing my color scheme. Yes CINg

- | was mindful of the connotations associated with the colours | chose. L—d L—d
- | coordinated colours with any photos I included in my design.

project that requires you to create

- I've applied the drop shadow effect sparingly " T

Something engaging tO an aUdience. - I've applied a drop shadow only to pieces of information that deserve to be given depth and distinction. YBS L:‘ NU “:‘

- Every drop shadow applied was done with purpose.

3. Strive for consistency
- My colour scheme is consistent throughout the entire piece of cantent. T T
- Allvisual or written elements that serve the same function have the same look and feel. YBS NU

SketCh your ideas and use PenCil and Paper - Margins, titles, headers, links, calls-to-actions, and images are formatted the same as their counterparts

10. Harmonize visual and verbal
- Myimages complement my words and vice versa. T T
- I've considered illustrating a concept to eliminate the need for words. YBS L NU L

- My words and visuals do a better job telling a story when used together than either could do alone.

Interactive Marketing Communi




