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Don’t have a license?
Tired of riding your bike?

DANGEROUS

BUY NOW




Others think that the most
important part of design is
the emotional connection a
designer has with a project. It
is art. Design has an impact
and designing something
that you are morally against is
wrong. Although people
make their own consumer
choices, a powerful ad can
heavily affect the sales of a
product. Jan Van Toorn, a
Dutch designer, believed
designers who don't insert
their beliefs into their project
work like machines, and turn
design into a technological
subject. He argued for 'the
designer’s inescapable input
and subjectivity’. (Margolin,
2016)




As a design student, | often find myself contemplating this
subject. Are designers morally obligated to turn down pro-
jects based on their values? Should they even express their
values, or should they design for whoever wants to hire
them, no matter the message they are asked to convey?
Just like every person chooses what morals they live by in
their personal life, designers defer in their choices as well
This fact, however, doesn't make it simple to decide what
the limit is, what line you wouldn't cross.
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| know that there are certain subjects | would never
design for, lines that | wouldn't cross. But regarding pro-
Jjects that aren’t completely positive or negative, | will
make sure to consider each one carefully. | believe that
designers are important because they have the power to
make statements and change the way people view the
world. If I had to be completely emotionless, never
regarding my own opinions and beliefs, | wouldn't have
chosen the field of design to begin with.
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MADE IN BRITAIN
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Sweet Georgia Brown

KEEP YOUR
SKIN

LOOKING
REAL PRETTY
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The idolization of fairer skin in beauty products and advertisements has
been around ages. Darker skin has always been looked down upon and

been csen 3» a problem that needs flxing. The transition from dark
to light mipfheladve iismentshowspecpiathat the at:ar
1o detitable anctthe former is undeshable and unatiracdive
acivortomyents shicw Colouriam S racis bowards darer i colours
Many of the advertisements show that the product used would restore
the sKin to its natural perfect fairness which implies that darker skin is
somewhat unnatural and not considered as beautiful.

These ads are seen by people of all ages and impact the way they think
and see themselves and others. These ads make people follow and
conform to the beauty norms set by society showing lighter and fairer
sKin to be beautiful.
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SN GARNIER

Fair Miracle
2-IN-1
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Brommeting colourism




WARNING WARNIN
INING WARNINGW.
WARNING WARNIN
INING WARNINGW.
WARNING WARNIN
INING WARNINGW,
WARNING WARNIN
INING WARNINGW,
WARNING WARNIN

MADE IN INDIA

v peiorn

‘, very ey . R
i

l The nteniied promotion o gt i nadverdsements Impacs he viewsts s and orces ]
har o Sonorm 3 Socele horm of dark S boing UAPAtLral and U
) R YT W, W Y A e ™ R

PRNTNA INA EP RIT R WY




STILL AWESOME?

heast diseass,disbetes,
highblood pressure,
obesity, cancer,

What else do you
want to have?




IBehind{thagBurgery

Many of us may have been told repeatedly by our parents how harmful
fast food is. | used to complain about the nagging and sneak into Mc-
Donalds for some fries after school, but now | am beyond grateful that
my mum kept me away from it

Numerous studies and news have reported the detrimental effects of
fast food on our health, including heart disease, diabetes, high-blood
pressure, obesity, cancer, and many other chronic illnesses. Some ever
suggest that McDonald food is ‘as addictive as heroin'. Fast food is.
harmful, but these big brands still need to advocate their food to earn a
profit.

Inside a McDonald advert lies way too many lies. People have been re-
vealing the secrets in making perfect food commercials, replacing syrup
‘with motor o, adding foam to a burger to make it appear bigger. Many
also compares the actual product with the image shown on the adverts.
— instead of the fresh, appetising burger we see on the poster, we are
given a squashed sandwich with ketchup soaking through the wrap-
ping paper. Of course, the line ‘all pictures shown are for illustration
purpose’ seems to help these brands get away from any consequences
of showing the deceiving images.

On the other hand, how can a burger be ‘awesome' when it may actual-
Iy cause multiple health problems and even addiction? There have not
been a single fast food brand that warns you of the adverse effect of
their food. ich i images
of damaged organs, fast food adverts brings to us perfectly edited im-
ages and cheerful tagline that hides all the health issues the products
may bring




In this case, designers now face a dilemma — should designers
please their clients for money tobring

messages to the public, or should they reject such request or even
reveal the harms these product may cause? We all have different
responses and good ressonstoths. Sl t s never wrong to tell the
truth, neither it is ever wrong to m: a.
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Most objecis advertised are single use, disposable
and unneeded

This modern design,
of dispoable products
is

design of waste

Its impossible to imagine that a
plastic bottle, of which many un-
finish, will firstly outlive us by 360
years, and secondly leave a much
larger impact on the world than
we can ever do in our lifetime.
Plastic bottles and other plastic
objects are made just for a couple
minutes of use but can outlive us
and leave a bigger impact than us.

“The dilemma is whether designers
should continue to design and promote
(advertising) objects that are known

to be harmfl to the environment
(nature and people). It is known that
plastic bottles are very dangerous to
the environment, but what is not, is
that they can live for up to 450 years
(The Lifespan of Common Plastic/
Polymer Products, n.d.). That is about
22 generations, using the 140 years = 7
generations equation.

Outlived and

Out influenced

by a 65p plastic
bottle!

But what happens when objects that harm the environment; nature and people
included, are sanctioned by the government? In the UK, architects, landscape

and desi do have to adhere to envi 1

islation, but

that is the extent. Of course, there are codes by which designers themselves can
adhere to (deep ecology) but it s neither enforced nor endorsed by the govern-
ment on small objects scale (Environmental legislation for building design and

construction, 2020).
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ADVERTISING CONTROLS
THE COMSUMERS
PERCETION(
We have a cult of consumption, of entotional purchase, a desire for constant renewal
which is endorsed and enforced by the influence of mass media. This is how consum-

ers demand for disposable objects. Thus, we have over production and redundancy
of objects that will just not evaporate into thin aif (V. Pankina, M. Khrustalyova, A.

Egarmina and V. Shekhova, 2016).

There is a deliberate lack of eare for the environment

nalure

In the UK, the laws surrounding the
environmental aspect of the textile
‘and clothing industry are quite com-
plexand multilayer. In an audit by the
UK Environmental Audit Committee
(Fashion Revolution written evidence
to the ‘Sustainability of the fushxon
industry’ inquiry,

and people.

s widely known how damaging the fast
fashion industry is to the environment, which
includes nature and people. The fashion
industry is responsible for 10% of humanitys
carbon emissions. Laundry of these clothes
released the equivalent of 50 billion plastic
Botles of microfibres into the ocean each

K.
Audit Committee - Fashion Reyolu-
tion, n.d), here are holes in the UKs
framework when trying to protect from
environmental impacts, pollution and
slave labour in factories. There is a
growing discourse to try to solve these
problems, but it will no doubt be'a long
and complex pathway.

On the individual fevel, there are
numerous codes of ethics and practice
offered, suchas the code of conduct for
the Chartered Society of Designs which
include fashion and textiles designers.
‘These are more focused on the legali-
ties and professionalism when working
with clients and other practitioners.

year. Also the h for garment
workers that allow the cheapnesa and dispos-
ability of clothes some carning as small as 65p
per hour per worker (McFall-Johnsen, 2021).

However, none of these realities, of which
are aware of, are not displayed in adverts.
“This is because the influence of mass adver-
tising controls the consumer’s perception of
the product,Its consumer centred where the
object becomes a commaodity and separat-
ed from s production and environmental
damage (V. Pankina, M. Khrustalyova, A.
Egarmina and V.Shekhova, 2016).

Again, the dilemma for the designer is wheth-
er to keep designing clothes and adverts for
companies that exploit the environment. How
does the designer know that the company

is doing this? This system is so much bigger
than we are and so hard to change from both
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ABUSING A DRUG
PRODUCE SHORT-TERM EFFECTS INCLUDINC CHANGES IN APPETITE ,
SLEEPLESSNESS OR INSOMNIA , INCREASED HEART RATE , SLURRED

SPEECH , CHANGES IN COGNITIVE ABILITY , A TEMPORAR’V SENSE OF
EUPHORIA AND LOSS OF COORDINATION

DRUG ABUSE CAN AFFECT ASPECTS OF A PERSON'S LIFE BEYOND
THEIR PHYSICAL HEALTH, POSSIBLE EXAMPLES INCLUDE : A
DDEPENDANCY TOWARDS A DRUG , RELATIONSHIP PROBLEMS , POOR
WORK OR ACADEMIF PERFORMANCE , DIFFICULTY MAINTAINING
PERSONAL HYGIENE , NOTICABLE CHANGES IN APPEARANCE (SUCH AS
EXTREME WEIGHT LOSS) , INCREASED IMPULSIVITY AND RISK-TAKING
BEHAVIOURS AND A LOSS OF INTEREST IN ACTIVITIES PREVIOUSLY
'ONCE ENJOYED

DRUG ABUSE OVER AN EXTENDED PERIOD OF TIME MAY CAUSE
SERIOUS LONG-TERM HEALTH EFFECTS AND MAY ALTER THE
STRUCTURE AND FUNCTION IN ONE'S BRAIN, RESULTING IN
PSYCHOLOGICAL EFFECTS, SUCH AS : DEPRESSION , ANXIETY , PANIC
) PARANOIA, HALL










@ 1 will never design to promote, develop, further addiction

@ | will never design something or for someone
that goes against my morals and values.

@ 1 will never design nor promote objects that
display a lack of care for the environment

I will never design an advertisement that
would make viewers feel compelled to follow
standards normalised by society, that differ
from their own.

1will never intentionally lie within my design,

1l never design an object with the purpose t harm
r design with that intent.
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