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GRAPHICS GALORE:

> A Look at Broadcast Design by bixon Gaivezsearie
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Figuring out where clients are coming
mportant, "We'll have clients that
come to us with no direction and we'll have

from is

clients that come to us with a very spe
fic direction,” says Robins. He makes it
a priarity to collaborate with the cl
where they want the work to go. “Without
that understanding, you don't have a lot of
ground to stand on creatively,
In order to reach that understanding,
graphic artists have been trying a number
of techniques. For instance, Brokaw does
a good deal of listening to client needs
and then develops what he calls “look
and feel boards” (instead of storyboards).
Based on client conversations about 1

cil

says Robins.

show “Walgreens' Health Corner,” von Bjal
decided on a more cautious approach to
Walgreens’ logo than she had taken with
ESPN. “There's a sensitivity in terms of
what your clients are looking for,” sl

Says.
Underneath all of this is a desire on the

part of graphic artists to be a part of the

creative process. In designing title sequenc-

es for independent films, most recently the

Flaming Lips documentary

Freaks,” Wenne 3

desire

show off.

some-
thing that people are going 1o see first on
[a film] that someone's been

orking on for
s their baby and
andent art project
tacked onto their film.” Robins expresses

milar sentiment regarding commercial

s he doesn't want to
“impede on the client’s image.”
e artists are called upen to add

flair and visual interest to nearly rything in

the media, ich brings up another issue, If
graphics are everywhere, what can a graphic
artist do to make his or her work stand out?
And it graphics date so quickly, how can
they be made to last? A number of artists
said strong, simple concepts are the ke

ongevity. “I think if you can make it simple

and smart, it'll be timeless,” says Brokaw.
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“It's very much like fashion,” she s,
the look of the moment. | like the f3

it's going to look dated in a year. It lets me
keep working.”

With graphics work cycling in and out of
television shows and commercials at a record
pace, people in the field are likely to find

themselves working for a good time to come.
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Light for DDB. Gregg Brokaw,

a graphic designer and the founder of
Brokaw Motion (Chicago) has seen a lot of
demand stemming from popup graphics
during television shows. “It's just opening
doors all over for this industry,” he says.
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Of course, not all branding efforts are Broxaw Momon For EPA
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