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Silk Screening

The greatest challenge | saw early on was how to transfer each poster
design from the computer to a transparency to create the image positive
necessary to make the screens. Since the intent was always to make this
project as green as possible, | needed to consider all options. | thought
about projecting the image of each design and drawing them by hand on
the transparency, but | quickly decided that it would take too long and
that the posters would look unprofessional. Another option was to use
stencils and the last option, print directly on a transparency using a laser
printer. The original posters were going to be 18" x 24". When | decided to
print directly to a transparency, | had to adjust the poster size to fit to an

1" x 17" format.

Finding the right equipment was also a challenge. The ideal situation
would have been to use existing equipment at an art school. This would
have been the greenest option. However, since | did not have access to a
school, | decided to look online to see if | could find equipment at decent
price. | came across a company called Ryonet, which sells silk screening

equipment. Not only do they have a reasonably priced starter kit, they also



Voila! a printed poster.

Used screen.
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carry a line of environmentally friendly water-based inks and chemicals made from

soy and citrus instead of solvents.

RETHINK. RECYCLE. REDESIGN.

From the moment | started thinking about my
thesis, | knew | wanted it to be more than just a
paper with a related art project. My experience
in the non-profit world made the idea of an art
event to raise awareness about sustainability a
perfect solution. | also wanted the fundraiser to
benefit a local organization whose mission was
aligned with the focus of my thesis, to promote
green design and sustainability. Sustainable OKC
was the logical choice. The event would also give

me the opportunity to showcase my own work.

rethink

.reeyele.

redesign

PRESENTING SPONSORS

b =

Self-mailer poster/ invitation

9%
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The title RETHINK. RECYCLE. REDESIGN. encompasses the heart and
soul of my project and the event. The idea is to RETHINK objects that
have reached the end of their lifecycle. RECYCLE through repurposing
said objects and finally REDESIGN by transforming objects into art—

functional and non-functional.

To stay true to the theme of my thesis, artists and designers from various
fields were invited to submit up to three original one-of-a-kind pieces
made from predominantly manufactured materials that would otherwise
be thrown away. These materials could be items normally considered
junk, or that would have ended up in a landfill if not rescued for some new
purpose—such as art. For example old toys, machine parts, used building
materials, newspapers, magazines, fabric from old clothing or used CDs.
Planning a new fundraiser is no easy task. First, | had to get buy-in from

the organization | wanted to benefit. | began meeting with Sustainable



OKC in late January 2008. From the beginning, they were excited about
my idea for a recycled art show. With the help of the president of the
organization, we put together a diverse group of volunteers from various
fields including architecture, photography, interior design, public relations,
academia and art. Over the course of the next year, we planned every aspect
of the event. Opening night was scheduled for Saturday, April 18, 2009 at

the Individual Artists of Oklahoma (IAO) Gallery in Oklahoma City.

One of our main objectives was for the event to be as green as possible.
To minimize printing, we made use of electronic media, the social network
Facebook, email and good old word-of-mouth to recruit artists and spread
the word about our unique fundraiser /art show. Buzz and interest grew
quickly. With the help of a great group of volunteers, we secured about
$5000 in sponsorships both corporate and individual, which was more

than enough to cover operating costs.
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RETHINK. RECYCLE. REDESIGN. ART EXHIBIT AND FUNDRAISER

(Photos: Nate Scovel)




RETHINK. RECYCLE. REDESIGN. ART EXHIBIT AND FUNDRAISER

(Photos: Nate Scovel)
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Since educating the public was one of the main objectives, we added a
youth contest through the public schools. Schools were asked to submit
a group project with the same recycled theme. The winning piece was
displayed at the show and the winners received $1000. In addition, we
partnered with the Center for Spatial Analysis at the University of Oklahoma.
Students used geospatial information technology to illustrate local food
related themes in a series of maps. One local restaurant, Trattoria il Centro
participated in this effort by creating a special dish for their spring menu

to highlight the issue of local foods.

Twenty-three artists were chosen to participate in the juried show. Works
included mixed media, 3-D, and textile. Opening night was a huge success.
More people came than anticipated. About 250 guests came and went
throughout the evening and five pieces were sold. The people | spoke

with were extremely impressed with the art and thought the show was a
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wonderful idea. Approximately $4844 was raised between tickets sales, art

sales, silent auction, and sponsorships minus expenses.

RETHINK. RECYCLE. REDESIGN. was extremely successful on many levels.
It was a platform to educate people about the importance of recycling,
repurposing, and most of all avoiding unnecessary waste. It drew a mixed

crowd of art supporters, environmentalists, and people curious about

turning “trash” into art. On a personal level, it was a huge accomplishment.

| created a platform to show my work and proved to myself that | could
take a little idea and turn into something meaningful. The “Go Green”
posters did exactly what they were supposed to do, educate through
messaging and demonstrate a green design from concept to completion.
Watching people react to my project was extremely rewarding. Many
people were intrigued by how | made the paper and most agreed that

the imperfection of each poster made the message more authentic.
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RETHINK. RECYCLE. REDESIGN. will continue as annual fundraiser for
Sustainable OKC. My personal hope is that it grows to the point that it becomes a
nationally recognized event. | will continue to chair the event at least for another
year. We have already begun talking about how we can improve it based on

what we learned this time around. Planning for RRR 2010 is in the works.
Globalizing the Cause

The idea of “making a difference” seems to be overused in this day and age but
that is truly the ultimate goal of my thesis project. | hope to inspire designers
and individuals to do their part to preserve our precious planet. After all, it is the

only home we've got.

THE FUTURE IS GREEN. THE FUTURE IS NOW.
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l l Be the change you wish to ’ ’
see in the world.
—Ghandi



(Photo: Nate Scovel)




Become an Activist — An Educator—
An Advocate — An Agent of Change

efferson, Lincoln, Gandhi, Parks, King, Mother Teresa of Calcutta—
all legendary names that have become synonymous with the
idea that individuals, given the will and determination, have the
capacity to create profound positive change in the world. In his
1961 inaugural speech, John F. Kennedy said, “Ask not what your country
can do for you but what you can do for your country.” These words of
wisdom and call to action spoken almost fifty years ago are of particular
significance today as we face a global climate crisis. As citizens of this
planet, we cannot afford to ignore the reality that is staring us so boldly
in the face. Global warming is real and it is posing a threat to the fabric

of our very existence. The only way to reverse course is to take action now.

As graphic design professionals, we are at a crossroads between our moral
responsibility to the well being of the planet and our obligations to the
collective business bottom line. We know that by nature of what we do,
we are responsible for the creation of the majority of trash that ends up in

landfills. Knowing this, what do we do about it?




My personal journey has opened my eyes to the possibility of a not so
distant future where design will be both ethical and profitable. Change

is in the air. It isn't just tree-huggers who are concerned about the
environment. | heard it in the voices of the everyday people who came
to see the RETHINK. RECYCLE. REDESIGN show. There was resounding
praise for the concept but most of all; people were impressed by what
they learned through the resource room, food map geospatial posters,

green event guide and “Go Green” posters.

Through this event, | proved my point that | could take a green design
concept and carry the message through in all aspects of design and pro-
duction and that design in turn could be used as an effective instrument
for social change. This is but one small example of what it means to be
an activist, an educator, an advocate, and ultimately an agent of change.

While | did not stop the progress of global warming, with the help of the
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like-minded individuals who helped me produce RETHINK. RECYCLE.
REDESIGN., together we succeeded in communicating and educating our
local community on the importance of sustainability. We planted a seed in

many people that now only needs to be watered to grow.

Be A Part Of The Solution

As we all know, change doesn’t happen overnight. The more the general
public is exposed to “good” design both in content and fabrication, the more
they will expect it and go so far as demand this. Given this metaphorical
empty canvas, it is our job as design professionals to produce it. We cannot
wait for change to happen, we have to create it and graphic design gives
us the unique ability to communicate the message across a broad spectrum.
We must partner with fellow designers, vendors, printers, clients and the

like, to continue to develop industry-wide sustainable business practices.




m

New Design Standards

As graphic designers, we must always keep in mind every design decision
we make has a potential impact on the environment. While there are tips
and best practices, there are no defined industry standards. Some might
think having standards that define what is “green” graphic design, is too
restrictive, | think they are necessary. It is all too easy for those who operate
on the edge of deceitful messaging and unethical design to get away with

these practices without industry standards.

Is a governing body necessary to oversee them? Perhaps, perhaps not. It
seems to work in the building industry. LEED (Leadership in Energy and
Environmental Design) is a green building rating system developed by
the U.S Green Building Council (USGBC), which sets standards for envi-

ronmentally sustainable construction. These days, being LEED certified



is a big deal. In the world of consumer products, well-respected product
testing organizations such as Consumer Reports and Good Housekeeping
are developing criteria and metrics to evaluate and measure the true
sustainability of consumer products in an effort to fight greenwashing.
Good Housekeeping is set to roll out the Green Good Housekeeping Seal

of Approval in mid 2009. Products will first have to meet the necessary
criteria to earn Good Housekeeping’s coveted Seal of Approval. Then other
attributes including product composition, manufacturing processes,
packaging and messaging will be evaluated, tested, and measured to earn

the Green Seal.

With the prevalence of greenwashing, the need for industry standards
is growing. Perhaps the appropriate governing body should be AIGA
(American Institute of Graphic Arts). As the professional association

for graphic design and since AIGA has already established the AIGA
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Center for Sustainable Design, it seems appropriate. Currently, this AIGA
initiative provides information regarding sustainable business practices and
resources that support and encourage designers toward sustainability. It
lacks one thing— recommended design standards. | predict that this will
change probably sooner rather than later. In the meantime, | propose that
like the “First Things First Manifesto,” designers take the following pledge:

We, the graphic design industry, as visual communicators,

propose to use our talents and expertise to promote ethical

sustainable design practices for the preservation of our

planet. Further, we acknowledge that every design decision

we make has a potential effect on the environment and

as such, we will design “cradle to cradle” to minimize

negative environmental impact.



Virtues of
Sustainable Graphic Design

1. Minimized to maximize. Less weight and size means less fuel
consumption, which equals less carbon emissions into the

atmosphere.

2. Designed for end life. Everything that we design should be
designed with the “cradle to cradle” model in mind. The whole
life cycle of the product should be part of the design matrix;

product — use — disposal.
3. Truthful messaging.
4. Recycled content. Contains recycled content whenever possible.
5. Recyclable. End product can be recycled.
6. Educational. The medium should always be the message.

7. Certified. There is nothing like the “Good Housekeeping”

seal of approval.



l l When green is all there is to be, it
can make you wonder why. But

why wonder, why wonder? | am
green, and it'll do fine and | think , ,

its what [ want to be.

—Kermit



It's Not Easy Being Green

My favorite amphibian Kermit the Frog says, “it's not easy being green”and
he is right. It requires more work, more research, and more often than not,
is more expensive. As graphic designers, we must rise to this challenge as
an industry and as individuals. While there are many who already make
sustainability a practice, those who have not embraced it, can no longer

ignore it. This is the age of sustainability.

Preserving the environment to ensure the future of this planet may not
happen overnight but the steps we take now, no matter how small, will
lead to long-lasting positive change. Our industry, graphic design, can
have a hand in it every step of the way as we embrace ethical sustainable

design in the face of profitability. <>
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