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The aim of this thesis was to develop and create a guide that provides relevant information 
supported with visually appealing design for new incoming students at Faculalde de Letras 
of University of Lisbon for the academic year 2015-2016. Faculty of Arts and Humanities, 
Faculdade de Letras da Universidade de Lisboa (FLUL), is part of Lisbon University and it 
consists of linguistics, historic, philosophical, geographical and literature departments. 
 
This is a study with a focus on operational aspects and it looks at the elements of designing 
and creating a publication and matters that have to be considered when going through this 
process from both marketing and technical perspectives. The aim was to create not only a 
visually effective guide, but a guide that the students find interesting and relevant for them. 
The target of the thesis was to provide information about the technical elements that have 
to be considered when creating a publication and also tell about marketing perspectives 
related to this process. The technical elements consist information about the visual and 
technical planning of the guide and the marketing perspectives focus on visual perception, 
human behaviour and human cognition and tell how they can be exploited when creating 
marketing communication. Based on these aspects the final product, the guide for new stu-
dents, was designed and created. The process of this project is reported in this thesis. 
 
The result of  the thesis, the guide for new students at FLUL 2015-2016, was found pleasing 
from both the author’s and FLUL’s personnel’s perspectives. The guide was based on the 
perspectives presented in the theoretical part of this thesis and the guide corresponded to 
the expectations set for it. 
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contents of the guide 2015-2016 would be researched by quantitative research targeted to 
the new students of the year 2015-2016. The answers would give valuable information of 
how successful the students found the guide and how it could be improved for the coming 
years. Also the importance of creating visual guidelines for FLUL should be considered to 
help the designing process of publications in the future. Visual guidelines would also help to 
keep the appearances similar in different publications. 
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Tässä toiminnallisessa opinnäytetyössä käsitellään osa-alueita, jotka tulee ottaa huomioon 
suunniteltaessa julkaisua. Opinnäytetyön tavoitteena oli luoda sisällöltään merkityksellinen 
ja ulkonäöltään miellyttävä opinto-opas Lissabonin yliopiston humanistisen tiedekunnan uu-
sille oppilaille lukuvuodelle 2015-2016.  
 
Opinto-opas on luotu teoreettisiin näkökulmiin pohjautuen. Näkökulmia ovat julkaisun luo-
miseen liittyvät tekniset elementit sekä julkaisun myyvyys ja markkinointi. Markkinoinnin nä-
kökulmasta tarkasteltiin ihmisen käyttäytymistä ja havainnointia eli sitä, kuinka ihminen huo-
mioi tekstiä ja mainontaa. Markkinoinnin näkökulmasta tarkasteltiin myös kuluttajien käyt-
täytymistä ja ostopäätösten tekoa. Teknisestä näkökulmasta esitetään julkaisun teknisiä va-
lintoja ja ominaisuuksia Opinnäytetyössä on kuvattu oppaan luomisprosessi. 
 
Tämän toiminnallisen opinnäytetyön tuotos, opas uusille opiskelijoille - miellytti niin tekijää 
kuin toimeksiantajaa. Yhteenvetona voidaan todeta, että työn tuotoksena syntynyt opas vas-
tasi sille asetettuihin odotuksiin. 
 
Jatkokehitysidea olisi tehdä oppaan visuaalisesta houkuttelevuudesta ja sisällön tärkey-
destä määrällinen tutkimus, joka olisi kohdistettu lukuvuoden 2015-2016 uusiin opiskelijoi-
hin. Näiden vastausten pohjalta opasta voitaisiin kehittää paremmaksi tulevaisuutta ajatellen 
sekä saada arvokasta tietoa siitä, miten onnistuneeksi oppilaat kokivat käyttämänsä uuden 
oppaan. Myös visuaalisten ohjeiden laatimista Faculdade de Letras:lle olisi hyvä harkita, 
jotta voitaisiin helpottaa tulevaisuuden suunnittelu- ja luomisprosesseja erilaisille julkaisuille 
ja pitämään niiden ulkonäkö samankaltaisena. 
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1 Introduction 

 

When deciding whether or not to read a book, try on a t-shirt or buy curtains the customer 

first notices the visual elements of the product and these elements often play a crucial 

role when it comes to the purchasing decision. This is why it is important for marketers 

to be familiar with the importance of design in marketing. Especially the adolescents of 

this decade have been influenced to visual designing since their childhood due to TV, 

movies and internet. This is why they are more capable to read the design faster and 

this also makes them more demanding audience when it comes to visually effective de-

signing. (Schieszka 1998, 29.) The decisions towards the layout, colors and pictures 

used in the product are not irrelevant. All decisions towards design of the product have 

a purpose when it comes to intriguing the customer to be interested in purchasing your 

product or service.  

 

This thesis provides information from both marketing and technical perspectives when 

creating an appealing and effective publication. Information about how to intrigue readers 

with visual features and what technical elements have to be considered when going 

through the process of creating a publication are provided in the thesis. Also information 

about human perception and target groups in marketing communication are provided in 

the thesis. The main objective for the thesis was to develop and create a guide for new 

incoming students at Faculdade de Letras da Universidade de Lisboa (FLUL) for the 

academic year 2015-2016. The aim was to create a guide that provides relevant infor-

mation supported with visually appealing design. 

 

The idea for designing the visual concept for the guide for new students came up when 

corresponding with FLUL at University of Lisbon via email prior to the internship. The 

subject was chosen on the fact that it was closely related to the internship and it would 

also be useful for FLUL. The guide for new students was created to help the student 

support office of FLUL with the designing process of the guide as they had moved from 

professionally designed guide to self-designed guide last year. This is why it was con-

sidered as a good idea to create a design for the guide 2015-2016 based on theoretical 

views which can also be exploited when creating the design for future guides. Also being 

interested in the importance of design, human behaviour and human cognition in mar-

keting were some of the reasons why this subject was found interesting.  
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1.1 The Goal and the Target of the Thesis 

 

The main goal of the thesis was to create a visually effective guide for new Portuguese 

students at FLUL. The idea was to design and create a guide that the students find vis-

ually attractive, easy to read and adopt. The goal of the thesis was to create a guide that 

contains relevant information, meets the target group’s needs and is designed so that 

the reader won’t get exhausted or bored while reading it. To reach these goals, technical 

elements of creating a publication and marketing perspectives were researched and the 

guide was created based on these references. Theoretical references of how to create 

a guide and what elements have to be considered are mostly based on the book “Julka-

isijan käsikirja” written by Elisa Pesonen. For the marketing perspectives different refer-

ences found from the internet were used.  

 

The target for the thesis was to provide general information of the technical perspectives 

of how to do publication: how to do visual planning of the guide and what elements should 

be taken in consideration when creating a publication. The thesis also aims to provide 

information about marketing views of human perception and target groups: information 

about how do people observe and perceive information. The thesis also provides infor-

mation about how to understand the target group and their motivations and mind-set 

behind their purchasing decisions. 

 

The main questions of the thesis are: 

- How can human perception be exploited when creating a publication? 

- How do consumer’s behavior, motivations and mind-set affect their purchasing 

decisions and how can they be exploited when creating a publication? 

- What technical elements have to be considered when creating a publication and 

how can they be exploited to create visually appealing publication? 

 

1.2 University of Lisbon  

 

University of Lisbon was established on 17 April 1911 and today the University of Lisbon 

is the largest university in the country regarding the number of students and budget.  

There are nearly 48 000 students studying in 18 different faculties. One of them is Fac-

uldade de Letras to whom this thesis was created. (University of Lisbon.) 
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Faculty of Arts, Faculdade de Letras da Universidade de Lisboa (FLUL), is part of Lisbon 

University and it consists of linguistics, historic, philosophical, geographical and literature 

departments. Portuguese Republic provisional government established FLUL in 1911 as 

part of the Lisbon University but its origins date back to 1859 to the times of King Pedro 

V. (University of Lisbon.) 

 

The Academic Services Division of the Faculty of Arts, University of Lisbon, is in charge 

of the administration related to students and taking care of the academic interest infor-

mation. It is divided into the following areas: 

1. Graduate students 

2. Postgraduate students 

3. Accreditation and Evaluation 

4. Educational management 

5. Student support center 

(University of Lisbon 2014.) 

 

The thesis was created in co-operation with the student support center at Faculdade de 

Letras in University of Lisbon. Tasks done in the Student support center are: hosting, 

reporting and monitoring students, including students with special needs and special sta-

tus. The student Support center at FLUL is also in charge of: advancing and coordinating 

volunteer programs in FLUL, advancing and coordinating scholarship programs, coordi-

nating the production of learning materials, organizing events and training activities, par-

ticularly in the area of special educational needs. (University of Lisbon 2014.) 

 

1.3   Thesis with a Focus on Operational Aspects 

 

This is a thesis with a focus on operational aspects that includes both theoretical and 

functional parts.  A thesis like this can be, depending on the area of the study, for exam-

ple a recruitment guide, environmental guide or safety instructions (Vilkka & Airaksinen 

2003, 9, in a work Tallqvist 2015, 3). The operational part of this thesis is the guide for 

new students at Faculdade de Letras at University of Lisbon for the academic year 2015-

2016. 

 

The theoretical part of the thesis provides information about technical perspectives of 

how to create publication and what elements have to be considered when creating one. 
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The theoretical part also provides information about marketing perspectives such as tar-

get groups and how to understand their needs and motivations. Information about human 

perception and human behaviour are also provided in the thesis. 

 

1.4 Demarcation 

 

Marketing perspectives and technical perspectives of designing and creating a publica-

tion are both wide subjects and they can be approached from several different aspects. 

This is why some limitations towards this thesis were made.  

 

As this is a thesis focuses on creating a new publication it doesn’t contain new research 

but instead it is based on references and literature that can already be found about this 

subject from both online and book references. This thesis focuses on the technical ele-

ments of how to create a publication and how they can be exploited to create visually 

appealing design. From the marketing perspectives the point of view was limited to hu-

man cognition, human behavior, target group and visual perception. 

 

The thesis does not provide refined information about how to use designing programs 

such as Photoshop or InDesign but these programs play a crucial role when combining 

all the elements in to the final product, the guide for new students at FLUL 2015-2016. 

2 Human Behaviour and Perception in Marketing Communication 

 

Marketing communication makes the company and its products and services visible. 

Communication has a big part when it comes to creating company image and make 

customers purchase the products or services. Marketing communication creates com-

pany image, raises the awareness of the company, and gives information about the prod-

ucts or services, prices and places where they can be bought. It aims to affect to the 

demand of the products and maintain customer relationships. (Bergström 2014, 252.) To 

create effective marketing communication it is essential to consider elements of human 

perception and consider how people perceive marketing communication. Perception 

plays a big part when it comes noticing marketing communication and advertisements 

whereas the AIDA model helps to consider the steps that the customer takes from notic-

ing the product to actually getting the will to use and purchase it. 
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2.1 Sensory Marketing 

 

In the past years there has been rising interest towards sensory experiences when it 

comes to customer’s purchasing decisions and judgement from both marketing and psy-

chology perspectives (Krishna & Schwarz 2014, 159). From a marketing perspective 

sensory marketing can be defined as “marketing that engages the consumers' senses 

and affects their perception, judgment and behaviour.” (Krishna 2012, 332.) In today’s 

world where consumers are exposed to limitless amount of marketing every day, mar-

keting that appeals to basics senses can be seen as more potential way to engage con-

sumers (Krishna 2012, 332). 

 

The area of sensory marketing is a growing field. According to Peck and Childers (2008) 

one third of the researches towards sensory studies in consumer behaviour have been 

published within the last five years and there is still lot of research to be done. (Peck & 

Childers 2008, in a work Krishna 2012, 334.) For marketers and advertisers it is essential 

to understand the importance of senses in marketing. Considering human senses paves 

a way for successful marketing, but in advertising only hearing and eyesight are relevant 

senses.  

 

Most people are strongly dependent on their sense of sight so it is no wonder that most 

of the research of sensory marketing and even in marketing general are based on the 

sense of sight (Krishna 2013, 22–24). Because the guide for new students at FLUL is 

only based on the sense of sight, information about visual perception is presented in the 

next chapter. 

 

2.1.1 Visual Perception 

  

We use our senses such as vision and hearing all the time to perceive information about 

our surroundings. Perception is an automatic and brief process purposed to keep us out 

of trouble. For example you don’t tell your brain to perceive noise of someone screaming, 

but instead your brain does it automatically. For us to connect the meaning of screaming 

to fear we use conceptualization which is also an automatic process attaching the per-

ceived noise to some emotion, in this case fear. (Heath 2012, 74–76.) 

 

Visual perception is process where we interpret visual information gained with our eye-

sight. We rarely notice the how important perception is to our daily life as it happens so 
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effortlessly and this is why the complexity behind this process is often ignored. But un-

derstanding this process is a key element when it comes to designing visual information. 

(Thing 2014.)   

 

According to Raninen & Rautio (2003) humans have natural propensity to first notice 

things placed on the left corner of advertisements and then move to the right bottom 

corner (Raninen & Rautio 2003, in a work Halkola 2011, 17). But most time is spent 

looking at the middle of the advertisement. Allen, O’Guinn & Semenik (2009) argue that 

our vision moves from the big objects to the small objects, from a colourful to black and 

white and from lighter objects to dark ones. (Allen & O´Guinn & Semenik 2009, in a work 

Halkola 2011, 17.)  

 

Psychologist Richard Gregory (1970) claimed that perception is a hypothesis. He argued 

that perception is a process relying on top-down process where our past experiences 

play a crucial role when it comes to our perceptions. He claimed that when looking at 

something we develop a perceptual hypothesis based on our prior knowledge and most 

of the time these hypotheses are correct.  (Gregory 1970, in a work McLeod 2007.) Greg-

ory (1970) argued that we encounter a lot of information all the time but by the time it 

enters our brain we have already lost about 90 % of this information. This is why our 

brain has to estimate what we are seeing based on our past experiences and construct 

our perception of reality actively. (Gregory 1970, in a work McLeod 2007.)  

 

 

Figure 1. The Apple logo (worldofdtcmarketing).  

 

For example when a consumer sees the logo of a white bitten apple as seen in the figure 

1, they are likely to relate it to the brand Apple. Our brain is estimating what it is seeing 

and creating a hypothesis based on prior knowledge and we are able to connect the logo 

to the brand Apple. Though a person who is not a familiar with this icon will not recognize 
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the reference and might not understand the message or the idea behind the advertise-

ment. As Gregory claims that we lose nearly 90% of the information that our brain en-

counters so a person who is not familiar with the Apple logo is more likely not to notice 

the advertisement in the first place and lose the information about the advertisement. 

 

Based on Gregory’s (1970) perception theory, when creating visual information it is im-

portant to: 

 Flatter information with relevant theme and design 

 Use purposeful headlines to set some key assumptions 

 Use meaningful text to support visuals 

(Thing 2014.) 

 

Based on binocular rivalry experiment dating back to 1998 when Frank Tong, Ken Na-

kayama, J. Thomas Vaughan and Nancy Kanwisher observed in their research that when 

presenting two different pictures at the same time to each eye, the brain creates binoc-

ular rivalry. This means that for a little while when our eyes are looking at two divergent 

pictures that are close together, we are not able to resolve what we actually see. (Tong 

& Nakayama & Vaughan & Kanwisher 1998, in a work Thing 2014.) 

 

Based on Tong’s, Nakayama’s, Vaughan’s and Kanwhisher’s binocular rivalry phenom-

enon (1998), when creating visual information it is important to: 

 Organize the contents in a clear and reasonable way 

 Use themed icons 

 Make sure that people notice important points by highlighting them 

(Thing 2014.) 

 

When creating the guide 2015-2016 both Gregory’s (1970) perception theory and  

Tong’s & Nakayama’s & Vaughan’s & Kanwisher’s (1998) binocular rivalry experiment 

were kept in mind so that the guide would be visually effective. 
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Figure 2. The layout and design for the guide 2015-2016 

 

The theme and design of the guide was kept similar throughout the publication so that 

the guide would seem consistent and pleasing for the readers. As seen in the figure 2 

information was flattered with relevant design and headlines were kept short but informa-

tive so that the reader could easily get some key assumptions of the contents of each 

part. The contents of the guide were organized in a clear and reasonable way, headlines 

were separated from the body text with a blue box and lists were used to ease the 

reader’s job and make the publication more readable as seen in the figure 2. The design 

was kept airy and light throughout the guide so that the reader would find the design 

attractive as seen in the figure 2. Also throughout the guide, similar icons were used and 

important points were highlighted so that the reader can easily observe different parts of 

the text.  

 

2.1.2 Golden Section 

 

Throughout the history of mankind, golden section have been found in nature, architec-

ture and design. It is known by many different names such as golden mean, golden phi 

or divine proportion. The golden section is also known by the Greek letter phi or φ and 

its numerical ratio is 1:1.618034… or 1: φ. The numerical pattern is also known as the 

Fibonacci numbers. (Fletcher 2006, 67.) 
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Few examples of golden section are the Egyptian pyramids and the Parthenon of ancient 

Greece. Due to its harmonious look that pleases the viewer’s eye, it is not surprising to 

see the golden section rule exploited even nowadays in many designs such as websites, 

architecture, advertisements, logos or product designs. (Fletcher 2006, 67.) 

 

 

Figure 3. The golden section rule and its manifestations in nature (Gestaltreality).  

                                 

As we can see from the figure 3 the golden section can be identified in numerous objects 

found in nature such as sea shells and flowers. It can also be found for example in human 

faces and fingers, astronomy and hurricane shapes. Golden section applies when line is 

divided with two unequal parts (a and b) so that the shorter part b relates to the longer 

part a in the same way as the longer part a relates to the whole line a + b as seen in the 

figure 3 (Lamb 2013).  

 

Golden section is used when the aim is to create pleasant design that has a natural 

feeling. All in all it can be said that due to its features, using it when designing products 

or publications is found to be successful solution when the aim is to create a beautiful 

design that pleases the reader’s eye. (Lamb 2013). To make sure the guide 2015-2016 

was found appealing by the readers, the golden section was kept in mind and imple-

mented throughout the guide. 
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Figure 4. Golden rule symmetry in the guide 2015-2016 

 

The golden section symmetry was kept in mind throughout the creation process of the 

guide and it was implemented in several different pages and layouts as seen in the figure 

4. The golden section rule was exploited in the cover and it was also exploited in other 

page layouts and elements as seen in the figure 4. The first page on the left follows the 

golden section rule with the layout of the text, the middle picture is combination of text 

and picture, where they are positioned in golden section symmetry and the cover on the 

left consists brown bars positioned in golden section symmetry. Also the picture in the 

cover follows the golden section symmetry making it visually appealing. 
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2.2 AIDA Concept 

 

The main goal for any marketing or advertising is to get people buy your product or ser-

vice. The AIDA concept is a traditional model to reach marketing goals.  

 

 

Figure 5. AIDA model 

 

AIDA stands for the words attention, interest, desire and action as seen in the figure 5. 

These are the stages of consumer interaction with advertising message. AIDA model 

suggests that consumers respond to marketing messages in a cognitive (thinking), af-

fective (feeling) and conative (doing) sequence. (Promotional goals and the AIDA con-

cept 2009, 212.) 

 

 

Figure 6. The service marketing triangle (amazonaws). 
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The service marketing triangle connects employees (providers), company and the cus-

tomers as seen in the figure 6. The guide for new students can be considered as a part 

of FLUL’s external marketing as the aim is to provide information to the customers, in 

this case the students. The guide is not a traditional advertisement aiming to get the 

people to “buy” the service as the students have already chosen the school and “bought” 

the service but the aim for the guide is to provide information to the already existing 

customers, to promote the services it offers and give information.  

 

Using the AIDA model for the guide 2015-2016 it could be ensured that the goals set for 

the guide were reached. In the AIDA model the steps are taken from the top to the bottom 

as seen in the figure 5.  

1. Attention: If your customers are unaware of your product, it is impossible for 

them to become interested enough to buy your product. So the first step is to get 

your target audience awareness towards your product and raise their attention. 

For the students to notice and be aware of the guide, it had to be easy to get. In 

the beginning of the semester the new students are handed with guide either in 

online or paper version so it is likely that most of them will notice the product and 

that it will get their attention. To make sure that the guide won’t be left unnoticed, 

the lecturer in the introduction ceremony could for example refer to the guide and 

point out elements that can be found from it. This would raise the awareness of 

the students towards the guide even more and ensure that they are aware of its 

existence.  

2. Interest: After getting the attention of your target audience the next step is to 

create an interest towards your product-service as rarely just awareness of a 

brand or a product leads to a sale. Even though the students are handed with the 

guide it doesn’t mean that they would become immediately interested in it. To 

make them interested in reading the guide, it has to seem relevant enough for 

the students to actually become interested in it. The contents have to be informa-

tive and consist the right amount of information. An elegant and eye pleasing 

design supporting the contents will ensure that the students find the guide easy 

to read and adopt. Also using subconscious marketing methods such as golden 

rule symmetry and elements of visual perception will ensure that the students are 

not repelled from the guide because of unclear and unpleasing design.  

3. Desire: After the first two steps your customer already knows your product and 

is interested in your product. The next step after these is to create a desire to-

wards your product. At this step the students are already aware and interested in 
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the guide but they are still lacking the desire to use it. They might for example 

prefer to find information online rather than from the booklet. Creating desire to-

wards the guide can be created by pointing out its benefits such as:  

 Accessibility: No need for internet as the information in the guide is always 

available.  

 Speed: It is faster source to find information than finding information from 

internet.  

 Convenient: Due to its A5 booklet size it is easy to carry around. Also due 

to the limited page numbers around 20 pages it doesn’t take too much 

space and it is light. 

4. Action: After the first three steps your customer is ready to step to the action 

stage and buy your product-service. In the action step the students are convinced 

to use the guide but there still might be some students who have basically 

stepped to this step but not yet actually read and used the guide. To make them 

take the final leap of reading and using the guide, reminding of its existence and 

its benefits for example in some classes or ceremonies is a useful idea. 

(Promotional goals and the AIDA concept 2009, 212.) 

3 Target Group Analysis 

 

Communication plays a big part in our daily life. It helps us to strengthen our relationships 

and it is also an instrument to provide and receive information. But to create a commu-

nication that is effective, you have to know your target group. If target group is not studied 

and analysed, your communication is bound to fail. The term target group refers to the 

group of people to whom the communication is directed at. It may consist people from 

different demographical, geographical, religious, national and linguistic divisions and 

classifications but they all share some element that places them to the same target 

group. (Banerjee 2009, 18.)  

 

To reach the goal of delivering the message to your target group it is essential to study 

the group and get a precise profile of the target group. This part is critical so that the 

communicator can reach the goal successfully. Basic information about the people in the 

target group is needed to interact with them successfully. (Banerjee 2009, 18–19.)  
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The target group for the thesis are all the students starting their studies at FLUL in the 

academic fall 2015. This means around 900 students with different demographical, geo-

graphical, religious, national and linguistic backgrounds.  

 

3.1 Generation Y and Z 

 

Even though the target group for the thesis consists people with different backgrounds, 

ages and nationalities, there are some general characteristics that they all share to be 

put in the target group of this thesis. All the people in the target group are freshmen 

students starting their studies at the Faculdade de Letras in the University of Lisbon and 

they all belong to the Generations Y or Z. 

 

Generation Y consist people born from 1977 to 1994 and generation Z consist people 

born from 1995 to 2012. Generation Y kids are very sophisticated, wise with technology 

and immune to most traditional marketing, to which they have been exposed since their 

childhood. The generation Z is even more sophisticated and wiser when it comes to 

technology making them even more demanding audience than generation Y (Schroer.) 

Generation Y is the best educated and culturally diverse generation in history making 

them tolerant and open-minded for diverse lifestyles such as homosexuality and single-

parent households (Wolburg & Pokrywczynski 2001, in a work Djamasbi & Siegel & Tullis 

2010). 

 

Generation Y has characteristics that are important to take in consideration when creat-

ing marketing communication. As the students in FLUL all belong to the target group Y 

or Z, it is important to consider these matters when creating the guide for new students: 

 Picture over text. Research indicates that generation Y doesn’t have the pa-

tience and long attention span to read texts that are long and boring (Perez 2008, 

in a work Djamasbi et al,. 2010). Generation Y finds picture-based communica-

tion method more appealing over text-based method (Oh & Fioritob & Cho & 

Hofackerd 2008, in a work Djamasbi et al,. 2010). This means that using pictures 

and little text is found more appealing in this target group. It is also important to 

design the guide so that there won’t be too much text in one page and that text 

is divided into small parts supported with visual elements such as pictures or lists. 
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 Freedom. College students are finding their places as independent consumers 

away from their parents care and support. This means increasing feeling of free-

dom towards purchase and life decisions. (Noble & Haytko & Phillips 2009.)  

 Finding yourself. College students and young adults are still trying to figure out 

who they are: what they value in life, what they want to do in the future and what 

things are important to them (Noble et al,. 2009). 

 

College students are on the breaking point of becoming responsible adults. Many of them 

have just moved out of their parent’s place to start their studies in the university. They 

are still looking for their identities and enjoying the feeling of freedom. As they all are 

young adults of generation Y or Z, they are familiar and sceptic towards the most tradi-

tional marketing and they are demanding target group when it comes to marketing. They 

are most drawn to publications and webpages that don’t have too much text and that 

contains pictures. The generations Y and Z have a short attention span and they are not 

interested to read long texts.  

 

3.2 Consumer Insight 

 

To create successful marketing and marketing communication today it is important to 

gain deeper understanding of human behaviour. This requires of going beyond traditional 

consumer insight techniques of asking questions like “why, when and how”. Consumer 

insight means viewing beyond the obvious things and going deeper to understand your 

consumer’s motivations and mind-set. Trying to be everything for everyone is impossible 

task for any business, but trying to offer the right things to the right people helps to pave 

the way for a successful future. (Florin & Callen & Pratzel & Kropp 2007, 76–80.) 

 

Florin, Callen, Pratzel and Kropp (2007) presented four rules to help to look over the 

obvious and to understand target consumers: 

 Context matters. Every consumer has their own mind-set and background that 

affects their purchasing decisions. The context affects consumers purchasing de-

cisions and due to this it is essential to consider different possible contexts to 

understand your target consumers the best as possible. 

Each student starting their studies at FLUL have different background and mind-

set. Some students might not support the fact that the guide is printed on paper, 

some of the students might not be fluent in Portuguese language and they find 
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the guide useless or some might have not brought a bag with them to carry the 

guide around and due to this they might leave it behind. Based on these notifica-

tions we can notice that different mind-sets and motivations guide consumers 

when making decision towards a product and that it is important to think about 

different contexts that might affect consumers. 

 Consumers are not self-aware. Consumers make subconscious and irrational 

things every day without knowing their real motivations. Usually consumers are 

unable to explain their purchasing decisions. Marketer’s job is to study consum-

ers and ask the right questions and offer right incentives at the right time and 

place. The aim is to find out the true motivation behind the purchasing decision 

to gain valuable information about the target group.  

To understand the student’s real motivations behind their actions towards the 

guide it is essential to consider some questions such as: what things help the 

student to perceive the guide? What things they would found visually appealing 

and what not? As we don’t have answers to these questions, information from 

the internet was researched about the subject so that the guide would provide 

relevant information with a pleasing design. For example the students are unlikely 

to know that pages following the golden rule symmetry are pleasing to their eyes 

due to its harmonious and natural symmetry. Even though the students are not 

self-aware of this matter or not even know about the golden rule symmetry, they 

are still affected by it in a positive way. 

 Consideration set over competitive set.  Competitive sets are usually industry-

defined views of the customer’s mind-set where in fact today’s customers are 

more likely to deal with the view of consideration set. The difference is that for 

example where wine producers are likely to consider only other wine producers 

to be fighting against them to lure the customer’s attention. In fact the customer 

is not thinking just inside this competitive set, but in a more wide consideration 

set that includes options like buying juice, ciders, beers or water instead of wine. 

Emotional and rational feelings guide customers when going through different 

options and understanding these feelings help you to view the customer’s con-

sideration set over your own competitive set. 

As this is a university guide it does not have real competitive set such as other 

universities guides to be considered. The students have already chosen FLUL as 

their school and they are not likely to consider the option to find information from 

other university’s guide over their own but they are likely to find information from 

other sources such as internet, their friends, teachers and older students. This is 
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the consideration set for this guide. To make sure that the guide would be found 

as a useful source of information it is important to consider the contents and the 

design of the guide. Even though the contents would be interesting for the stu-

dent, a bad design can repel the reader to consider other options to find infor-

mation such as the internet. The key is to create a design that supports the con-

tents and makes it visually attractive and easy to adopt.  But it can also be the 

other way around, the design might please the reader but the content might not 

be relevant or essential for the students and this might repel them from reading 

the guide. The guide must contain the right amount of information without being 

overwhelmingly full or lack essential information. 

 Usage not purchase. Getting insight of why, when and how your product is used 

is critical to understand you target. This can provide you useful information for 

you to provide opportunities to help your customers to resolve real problems and 

help you to be creative when it comes to your new product development. 

(Florin et al,. 2007, 76–80.)  

For this thesis it is essential to consider that how the students will use the guide 

and for what purposes they might need it. All the students are handed out with 

the guide, but not all will actually use it. To create a guide that is most likely to be 

used it is important to consider the options that the students would use it for: 

 To find information  

 To gain knowledge about the school 

 To find the important dates of the school year 

 To find contact information for the teachers 

 To find instructions of where to find more information 

4 Creating a Publication 

 

When creating a publication it is essential to reserve enough time for the designing pro-

cess so that the final product pleases both readers and the designer. To create a publi-

cation the designer has to do visual planning and go through the visual and graphic 

guidelines of the company so that the publication meets the requirements set by the 

company. It is also essential to consider the elements of how to create effective commu-

nication and how to communicate to the target group.  
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When creating a publication it is important to keep in mind that not all readers are inter-

ested in the same issues nor can we always be able to please everyone at the same 

time but it doesn’t mean that we shouldn’t try to achieve this nearly impossible goal and 

give every issue the most impressive visual presentation as possible. To get there we 

have to know our readers’ habits, expectations and know what ways to use to please 

them as best as possible. (Rantanen 2007, 75.) 

 

When going through the process of creating the appearance of the publication, the de-

signer performs graphic designing. The term graphic design has many different explana-

tions but generally it is understood as visual planning and implementation. Downs (2012) 

argues that graphic communication is a problematic process which includes thinking, 

planning and putting the ideas into visual messages so that the target audience can 

understand them. Basically this means that the designer has to have wide knowledge of 

things such as cultures, meaning of symbols and know what channel to use and how to 

communicate in them. (Downs 2012, 4–7, in a work Pilch 2014, 9.)  

 

4.1 Appealing to Readers  

 

When deciding whether or not to read a book or a magazine, the reader goes through 

three steps. First the reader scans the cover to estimate the visuality of the publication. 

Cover is the most important page of the publication. When deciding between books, the 

readers are more likely to pick up a book that is visually more attractive than others. To 

make sure that your publication stands out from the crowd, the cover has to be interest-

ing, selling and also give a little taste of the contents of the publication. (Rantanen 2007, 

71-86.)  

 

After scanning the cover, readers glance through the pages to decide whether or not it 

contains relevant information for them and if the texts are worth to read. Readers only 

see random pieces of the publication while glancing through it and based on these 

glances they create the image of the whole publication. Clear visual design and informa-

tive subheadings gives the reader an impression of a clear publication. In the last phase 

the reader is already interested in your publication and finally starts reading it. In this 

phase the visuality of the publication is aimed to make the reading experience easier and 

pleasant for the reader. (Rantanen 2007, 69.) 
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When trying to appeal to your readers and make them interested to read your publication 

it is important to design and plan your publication well. Interesting headlines, powerful 

pictures, clear typography and design that elegantly connects all these parts to a good 

combination will ensure that the reader is intrigued to read the whole publication 

(Rantanen 2007, 75).  

 

For the reader to understand the message and aim of your publication, it is important to 

consider features that help the reader to understand the purpose of your text and make 

them conceive the message easily. There are five general visual features that will help 

the reader to perceive the publication better:  

 Simplicity 

 Clarity 

 Contrast 

 Tabulation  

 Using visual effects instead of plain text.  

(Rantanen 2007, 75.)  

 

 

Figure 7. The layout and design for the guide 2015-2016 

 

When creating the guide 2015-2016 these five general features to help the reader per-

ceive the text where kept in mind. As seen in the figure 7, information was divided into 
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clear parts and organized logically to keep the reader interested throughout the publica-

tion. Also by using colours, shades and shapes as seen in the figure 7 it was tried to 

ensure that the reader is intrigued to read the whole publication. Parts of the text were 

put into a visual form such as list helps the reader to observe and understand the mes-

sage better. Tabulation and contrast were also used to help the reader perceive the text 

easily. These also made the publication look more clear and simple. 

 

4.2 Visual Planning 

 

Visual planning can be said to give a publication its gestures, expressions, tone and 

emphasis. The appearance of the publication is part of its non-verbal communication and 

it is the basic foundation of the publication. (Pesonen 2007, 2.) 

 

When planning a publication it is important to consider the following questions: 

 

1. Who is sending the message?  

Student support Office at Faculty of Arts in Lisbon University wanted to develop 

a guide for new incoming students that is visually appealing and contains relevant 

information for the academic year 2015-2016. 

2. To whom are we creating the publication?  

The publication was created for new Portuguese students starting their studies 

at FLUL in the autumn 2015. 

3. What and why? What is the purpose of the publication and what is the message 

we are trying to send: marketing, strengthening or changing the image or giving 

information?  

The aim was to develop a guide that is visually attractive and provides relevant 

information about FLUL and about the services it offers. 

4. How? How big is the target group, who will create the publication, where will the 

publication be printed or will it be offered only in online format? 

Around 900 students started their studies at FLUL in October. The guide was 

downloaded as PDF version to FLUL’s website and also A5 colour booklets of 

the guide were printed and given to the students.   

5. When? When will it be ready and when should it be published? 

The guide had to be ready for the autumn semester 2015. The due date was on 

September 2015 and it was published when the new students arrived to FLUL in 

October. (Pesonen 2007, 2–5.)  
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When these questions have been answered, it is time to choose the format of the publi-

cation, i.e. form, size of the page and type of the paper, and create the basic foundation 

for the publication including layout base, master, template and grid. This basic foundation 

helps in the planning process and works as a combining element throughout the whole 

publication. Typography has to be created and decide what kind of artwork will be used 

throughout the publication. Also choosing the colors used in the publication is an im-

portant matter. (Pesonen 2007, 5.) 

 

4.3 Visual and Graphic Guidelines 

 

Many companies and communities have their own visual guidelines (design manage-

ment) which are usually made by professional graphic or advertising agency. These vis-

ual guidelines are used throughout the company’s communication. The aim for these 

guidelines is to create visible personality for the company and communicate about the 

company’s attitudes, values and goals. Basically the idea is to distinguish the company 

from any other similar to it and these guidelines should be consistently followed as it 

helps the audience to recognize and remember the company. (Pesonen 2007, 6.) 

  

Good visual guidelines are based on facts of what the company actually is. It sums up 

the company logo, colors that are used and typography. When creating visual guidelines 

it is important to do thorough groundwork and analyze these questions: 

 What and what kind of company it is? 

 What the company does and how? 

 What is the company’s past? 

 In which way the company wants to proceed in future? 

 What kind of message the company wants to send with the visual 

guidelines? 

(Pesonen 2007, 6.) 

 

Good visual guidelines are not created in a minute but instead it takes time and it should 

be created so thoroughly that it also lasts for a long time. When changing the visual 

guidelines it is important to consider whether the change is necessary, companies 

shouldn’t change their visual guidelines just because of the fact that they want to change 

something. This can lead to worse solution than they had before. This is why no change 
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in visual guidelines should be done quickly or based on wrong arguments. (Pesonen 

2007, 6.) 

 

FLUL did not have any visual guidelines that had to be followed when creating the guide 

2015-2016. As visual guidelines shouldn’t be changed dramatically without good reasons 

and all the changes have to be considered carefully, this is why decision towards typo-

graphic decisions such as colours and format used were not changed too dramatically 

for the guide 2015-2016. To make readers recognize the guide as a part of FLUL, ideas 

towards the colours, photos and fonts used were searched from their website and old 

guides so that the appearance of the guide would seem consistent to the publications 

already made.  

 

To maintain the visual guidelines as a consistent combination the company needs a clear 

guide about how to use it in different situations such as in a guide, advertisement on 

newspaper, in a newsletter or in anything else. Graphic guidelines are created to tell how 

to use visual guidelines in different formats. Extend of the guide depends on the company 

but it should consist at least the following elements: 

 Logo and information how to use it in different formats 

 Main colors defined in CMYK- and PMS-colors (Pantone Matching Sys-

tem) and how to use colors in different formats 

 What fonts are used and what to use in which format 

 Examples of business cards, newsletters, envelopes and forms 

(Pesonen 2007, 7.) 

 

Because there were no visual guidelines to be followed, there were also no graphic 

guidelines that could have been used in the guide for new students at FLUL. Due to this 

fact some extra work had to be done to create the design for the publication. This extra 

work included tasks such as deciding the colours, fonts, layout and pictures used in the 

guide. 

 

4.4 The Cover  

 

To appeal for the students to read the guide, the design of the publication had to be 

visually attractive and easy to adopt so that they would be interested to read the publi-

cation. As the cover is the most important page of the publication, quite a lot of time was 
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used to create different ideas for it so that the final version would be as appealing as 

possible.  

 

The cover wanted to be kept simple and clear but at the same time it had to include 

something intriguing so that the students would find the publication interesting enough 

to read it. For this an appealing picture connecting the cover to the contents and visual 

elements supporting the picture were chosen. When creating ideas for the cover section 

rule symmetry was kept in mind as it is known to please the reader’s eye.  

 

  

Figure 17. The cover ideas for the guide 2015-2016 

 

The last three ideas for the cover are seen in the figure 17, they all exploit the golden 

rule symmetry so that they would appear appealing and pleasant for the reader. The 

photo on the right was chosen by the personnel at FLUL to be the cover of the guide 

2015-2016. The brown bars in the final cover are positioned following the golden rule 

symmetry and the colours were chosen to support the picture used in the cover as seen 

in the figure 17. The picture on the final version of the cover is a photo of the library of 

FLUL and was also a good picture to be chosen to the cover because the triangle in front 

of the library is positioned in the picture so that it creates golden rule symmetry. To make 

the picture even more appealing it was processed and modified in Photoshop. 
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4.5 Layout  

 

Every publication needs some kind of surface where it will be shown. Layout combines 

all the visual elements and text into a good combination. When creating the layout it is 

critical to be able to observe that what information is essential and what is not. Layout 

should help the reader to easily perceive the contents of the publication, intrigue and 

motivate the reader. It parses the data and makes it easy to distinguish the publication 

from any other. It guides the reader and helps them to understand the contents. Basically 

it can be said that the shape should serve the contents, not the other way around. 

(Pesonen 2007, 9.) 

 

To keep the inner balance and appearance of the publication, it is good to design the 

layout model which works as a guideline for page layouts and keeps the appearance 

similar. The layout model can be done to the master page of the layout program or to the 

publishing model of the drawing program. (Pesonen 2007, 9.)  

 

To make sure that the inner balance and appearance of the guide for new students at 

FLUL was kept similar throughout the publication, two different master pages were cre-

ated for the guide 2015-2016. 

 

 

Figure 8. The master pages for the guide 2015-2016. 

 

As seen in the figure 8 the master page A on the right had the logo of Faculdade de 

Letras in the background and master page B on the left side is similar to the master page 

A but it is just without the logo in the background. The master page B was created so 
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that the page numbers would be in the same place regardless of the master page used.  

The master page A was used for the pages were there was only text and for the pages 

with different layout, master page B was used.  

 

Usually the layout is done with layout- or drawing program but many designers sketch 

the publication by drawing on a paper first. It is good to get the general idea and plan 

how to put the contents on a paper before starting to do it with a computer. But for some 

designers it is easier to go straight to the computer and start to combine the elements, 

all in all, it can be said that every designer has their own way. (Pesonen 2007, 9.) 

 

When creating the layout for the guide 2015-2016 the first step was to sketch ideas for 

the layout on a piece of paper. This was just mostly to have a rough idea of the publica-

tion and to create some ideas.  After this the ideas were moved to InDesign program to 

have an idea how it actually could look. Most of the designing and sketching was done 

with InDesign program as it was easier way to create ideas and change them if needed. 

 

4.5.1 Margins 

 

Margins adjust the empty space between the contents and the edge of the pages. They 

are space that frame the page, rhythm the publication and give the publication space “to 

breathe”. The wideness of the marginal affects the atmosphere of the page. If all the 

margins are the same width it makes the atmosphere heavy and the text seems to be 

coming out of the pages. Wider bottom marginal makes the atmosphere lighter. 

(Pesonen 2007, 11.) 

 

The wider the margins are, the lighter and airy the whole publication seems. Wide mar-

gins can also create the image of festiveness when instead small margins make the page 

seem darker. Page with too small margins can also seem breathtakingly full which could 

expel readers. When deciding margins, it is important to consider the format of the pub-

lication as it affects the space needed for inner margins. (Pesonen 2007, 11.) 
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Figure 9. The margins in the guide for new students at FLUL 

 

To make the atmosphere of the guide 2015-2016 light and festive, the margins used in 

the publication were kept wide throughout the publication. As seen in the figure 9 the 

bottom margin was left wider (17.78 mm) than other margins to keep the atmosphere 

light and pleasing for the eyes. The inside and outside margins were both set to 12.7 mm 

but the top margin was left wider (15.24 mm) so that the page would seem more airy and 

easier to read.  

 

When the wideness for margins has been decided, it shouldn’t be changed without good 

arguments in the middle of publication as this affect the balance and consistency of the 

whole publication. (Pesonen 2007, 11.) In some pages of the guide 2015-2016 the mar-

gins had to be adjusted a bit narrower so that the contents would seem more appealing 

and that they would fit to the page but mostly the margins used in the guide followed the 

margins seen in the figure 9. 

 

Margins can also be exploited for other purposes such as pictures, explanations and 

page numbers (Pesonen 2007, 11). The bottom margin was exploited to contain the page 

number in each page in the guide 2015-2016. The page numbers were placed in the 

middle of the page as seen in the figure 9 and they were framed with two horizontal lines. 

The page numbers were put in the middle of the page in a vertical symmetry, which is 

known to raise more attention in readers than horizontal symmetry.  
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4.5.2 Columns 

 

Publication can be divided into one or more columns depending on the page size and 

the amount of text. The more columns used, the narrower the space is for one. The 

wideness of the column affects the readability. They have to be wide enough so that the 

text maintains to be readable.  The wideness of columns is also related to the size of the 

letters. (Pesonen 2007, 12.) 

 

 

Figure 10. The layout of the guide 2015-2016 

 

As seen in the figure 10 in the guide 2015-2016 decision towards columns were changed 

throughout the publication to keep the layout interesting. For the pages with a lot of text, 

two columns were used as they are faster to read and make the page look more airy and 

lighter. For example in the figure 10 the page on the right consists a lot of text which 

makes it more suitable to use two columns instead of one.  Using two columns instead 

of one in a page that has a lot of text makes sure that the reader won’t get exhausted 

and bored while reading the publication.   

 

Using just one column in the whole page was used for pages with a picture or a different 

layout. For example in the figure 10 the left page has a picture that takes some space of 

the page leaving narrower space for the text than in the right page. As the space for text 
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is already more narrow than in the right page, using one column instead of two suits this 

page well. 

 

4.6 Typography 

 

Typography is something that can be seen without reading: the atmosphere and the style 

of the publication. If considered as a wide concept it can be said that typography is the 

publications appearance: choosing different elements and organizing them. If considered 

as narrower concept it can be said that it means letter typography: choosing between 

different letters and fonts, arranging text, deciding columns and so on. It is said that one 

picture says more than thousand words and the same applies to typography. It is not 

indifferent that what font and design you use in the publication. Every font has their own 

character that is based on their historical style features and the images their shape cre-

ates and also their practical usability in different tasks. (Pesonen 2007, 13.) 

 

The most important choice in typography is deciding what font or fonts to use. There are 

no general guidelines to ease the decision-making process as every work is unique. If 

there are visual guidelines already made, the decision process is easy as the visual 

guidelines tell you what fonts to use in specific situations. If there are no guidelines, the 

designer can choose it by him/herself. In this situation the decision can be hard as there 

are wide range of options and you can’t always trust your instincts and preferences as 

everyone has different taste regarding to fonts. (Pesonen 2007, 29.) 

 

There are two different font families which separate from each other with different visual 

features: serif and sans-serif fonts. Serif fonts are usually used in body text as they are 

usually easier to read than sans-serifs.  
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Figure 11. The difference between serif and sans-serif font (Kissmetrics). 

 

As seen in the figure 11, serif fonts have thick and thin strokes and they have serifs which 

makes them easier and faster to read than sans-serifs. Serif fonts guide the reader 

throughout the text and helps them to stay in the right line. Sans-serif fonts don’t have 

serifs and strokes are even. They are most efficient in short, highlighted text parts as in 

headlines, photo captions and so on. (Pesonen 2007, 30.)  

 

Sans-serif fonts are best in short captions and text parts, which is why it doesn’t suit this 

kind of guide the best way as in some parts there are a lot of text and using sans-serif 

font in these parts makes the readers job harder and slower. This is why serif fonts were 

considered and used in the body text in the guide 2015-2016. To make the publication 

visually attractive combination of sans-serif fonts in headings and serif font in body text 

were used. 

 

As there were no visual guidelines already existing, the decision making process towards 

the typographic decisions for the guide 2015-2016 was more complicated as there were 

quite a few options to choose from. Different ideas and combinations were considered 

and evaluated when making the decision towards fonts used in the publication. The final 

decisions towards fonts were mostly based on the opinion of the designer with the ap-

proval of the students support office employees. 
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Things kept in mind when making decisions towards fonts used in the guide 2015-2016 

were: 

 The purpose – Professional and neutral image 

 Readability of the font – Serif font is easier and faster to read in body text 

 The images that the font raises in the readers mind – Nothing that creates too 

strong images in readers mind or seems too messy and uncontrolled. 

(Pesonen 2007, 29.) 

 

Using many fonts can create a text that looks uncontrolled and is hard to read. The worst 

case scenario is that it confuses reader so bad that he or she stops reading. If you are 

using more than one font, it is important to make sure that the letter types are different 

enough from each other and to make sure that you are consistent when using them so 

that the reader can easily recognize different parts of the text. (Pesonen 2007, 29.)  

 

For the guide 2015-2016 one body text font and two heading fonts were chosen. To ease 

the reader’s job to observe different parts of the publication, headings and subheadings 

were written in different fonts. There was a risk that using two different heading fonts 

could confuse the reader, so it was made sure that they were easily separated from each 

other based on their visual features. 

 

 

Figure 12. The fonts used in the guide 2015-2016 

 

To create a combination with serif font in body text and sans-serif font in headings, serif 

font Lexia was used in the body text as seen in the figure 12. Lexia was originally created 

to capture the clarity and accessibility of Comic Sans font without the association to 

American comic books. It aimed to capture the power, friendliness and readability of 

Comic sans but it was targeted for more mature audience. Lexia’s simple handwritten 
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forms and the non-symmetry of some letters, spacing and good screen clarity make it 

easy to read and also might make it easier for people with dyslexia to read it. (k-type.) 

 

For the headings Bebas Neue font was chosen due to its characteristics. It was chosen 

also because it is used in the FLUL logo making it easier to connect the guide to FLUL. 

Bebas Neue is sans-serif font which is clear, modern and elegant font created by Ryoichi 

Tsunekawa. Its success has grown something to be considered as “Helvetica of the free 

fonts” and it is simple and elegant design makes it proper for web, print, commerce and 

art. (Fontfabric 2014.) It is easy to notice as the font is written in capital letters, which is 

known to be a good option when used in short parts such as headings. The same font 

was also used in the headings in the lists but in smaller size. Using lower case letters 

and capital letters in a publication has to be carefully thought through. In long texts lower 

case letters are preferred as the letters diverse from each other more and they are easier 

to read compared to capital letters. Capital letters can be used for example in headlines 

but when using them, the writer has to keep in mind that for example in e-mails, capital 

letters can be seen as yelling and the message can seem more angry as it was intended 

to be. (Pesonen 2007, 31.) To make it easier for the reader to separate a beginning of a 

new chapter, the headings were framed with a blue box following the colours of the guide 

as seen in the figure 12.  

 

For the subheadings League Gothic font was chosen. League Gothic is a revival of an 

old classic font called Alternate Gothic No.1 which was originally created by Morris Fuller 

Benton (Fontsquirrel.) It is a modern and clear sans-serif font, but it is written in lower 

case letters. This makes it easier for the reader to observe the difference between head-

ings and subheadings. The subheadings were also framed with a grey box to make as 

seen in the figure 12 it easier to separate the subheadings from headings and subhead-

ings 2. For the reader to separate difference between subheadings and subheadings 2, 

subheadings 2 were written in a bit smaller font size and they were coloured with a bit 

lighter blue colour as seen in the figure 12. 

 

4.7 Colours  

 

Colour is a strong message and it can have many functional purposes. It can highlight, 

separate, organize or show different matters. It can be used to lighten typography or for 

example to separate different headlines. Colour can also be used to recognize the com-

pany, for example Nokia is known for its dark blue logo. (Pesonen 2007, 56–57.) 
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When using colours it is important to know that the readers’ culture, experiences and 

habits affects how the reader reacts to different colours. Culture is big part of viewing 

some colours, for example black is the colour of grief in Western countries whereas Far 

East countries recognize white as the colour for death and grief. (Pesonen 2007, 56.) 

 

 

Figure 13. Meanings of different colors (Gargasz). 

 

As seen in the figure 13, different colors have different meanings and using them in some 

situations might cause some problems. For example yellow represents happiness, joy 

and positivity but it might be hard to project or see on monitors. When deciding colors in 

publications it is important to consider all of these features and consider if some colors 

are inappropriate or impractical to use in the publication. 

 

The colours for the guide 2015-2016 were decided based on the colours used in FLUL’s 

logo and website so that the guide would be easy to connect and recognize as part of 

FLUL.  
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Figure 14. FLUL’s logo and the colours used in the guide 2015-2016 

 

As seen in the figure 14 FLUL’s logo is dark blue and this colour is also used in their 

website. For the students to attach the guide to FLUL the same colour was used in the 

guide so that the appearance wouldn’t separate from other FLUL’s publications too 

much. The main colour used in the guide 2015-2016 was dark blue as seen in the figure 

14. Blue colour suits this guide well because of its connection to FLUL’s logo and website 

and also due to its visual features. Blue represents calmness, loyalty, conservatory, 

strength and intelligence which all suit university’s educational image. The body text was 

written in black which represents conservative, serious, mysterious and sophisticated 

image. Grey colour was used to highlight some parts of the text. Grey colour represents 

sophisticated, independent, neutral and modern image which all suit this kind of guide 

very well. 

 

4.8 Composition  

 

Composition means organizing the elements such as pictures and text in a limited space 

such as the printing surface. With the composition you are able to express variety of 

different things. You are able to guide the reader, awake interest or express atmos-

pheres. (Pesonen 2007, 62.) 

 

With composition you are able to guide the reader to make observations. Even though 

not all preferences can be known and trends change within time, there are some general 

features that remain the same despite of the time. The main rule is to focus on the es-

sential parts. Pacing, sequencing and putting things in hierarchical order helps the reader 

to find the information and observe it. (Pesonen 2007, 64 – 65.) 
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Figure 15. Composition of the guide 2015-2016 

 

When creating the composition for the guide 2015-2016 the aim was to compose things 

in a way that the reader could find the information easily. The guide was composed in a 

way that the things were paced and sequenced in a clear way as seen in the figure 15. 

The composition of the guide was kept airy throughout the guide and the reader was 

guided with composition solutions to perceive the text easily by organizing thins in hier-

archical and clear way as seen in the figure 15. 

 

4.9 Using Pictures 

 

Pictures affects the viewer in many ways: they create images, atmospheres and argu-

ments. When using pictures they should be considered carefully: what kind of pictures 

we want to take? With people or view? What kind of pictures we need and how would 

we use them? It is important to consider these questions and sometimes you might even 

realize that picture is not needed in every situation. (Pesonen 2007, 48.) 

 

Pictures have many duties in the publication. They attract attention, lure and orientate 

the reader. They help to get the message through, complete and set the tone for the text. 

With a picture you can support or soften the message what is said the text or also change 

it. Sometimes picture can even invalidate the message said in the text. (Pesonen 2007, 

48.) 
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Pictures should be used when they have some kind of mission. They shouldn’t be used 

just because of the fact that you want to make your work more striking or fill in empty 

space. Picture should be used when it: 

 Contains necessary message 

 Brings out essential further information 

 Brings out new and interesting point of view to the issue 

 Presents the issue more clearly and concisely than text 

 Evokes reader’s attention and makes the publication more lively 

(Pesonen 2007, 48.) 

 

When deciding the pictures for the guide 2015-2016 the guidelines found above for using 

pictures were kept in mind. The pictures chosen for the guide are all aimed to evoke 

reader’s attention, make the publication livelier and to support the text or bring out a new 

point of view to the matter. For the guide 2015-2016 the aim was to create an appealing 

combination of text and pictures. The aim was not to fill the guide with pictures that have 

no point but instead support the text and use only limited amount of photos. 

 

Pictures used can be informative or decorative. Informative photo brings out something 

new or completes the text whereas decorative photo supports the atmosphere that is 

brought out together with the text, typography and layout. (Pesonen 2007, 48.) The pic-

tures used in the guide 2015-2016 are mostly decorative photos but almost all of them 

are somehow related to the topic in which they are used and due to this they can also be 

considered as informative photos. But good illustration is both at the same time: it brings 

out the message and at the same time separates and enriches the appearance (Pesonen 

2007, 48).  
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Figure 16. Examples of pictures used in the guide 2015-2016 

 

As seen in the figure 16 the pictures used in the guide 2015-2016 are combined together 

with the text and they are aimed to support the text with a design that enriches the at-

mosphere. It can be said that the pictures used in the guide 2015-2016 are mostly dec-

orative pictures but they also support the text making them informative pictures. The 

main idea for the guide 2015-2016 was to create a good combination of text supported 

with a picture related to the subject. For example in the left page the text tells about the 

library of FLUL and the photo supports the text by showing a picture of the building of 

the library of FLUL. In the pages on middle and right the pictures are mostly used to 

create the atmosphere. The middle page tells about the exchange programs of FLUL 

and this is supported with a picture of world map that is related to the topic. The right 

picture is fully decorative photo that was used to set the mood and support the atmos-

phere. As it can be seen from the examples on the figure 16, most of the pictures used 

in the guide are decorative while aiming to support the text with informative pictures but 

there are also pictures that are used purely from decorative view. 

5 Description of the Process 

 

5.1 Timetable and the Steps of the Process 

 

As the elements used in the guide had to be argumented with the theoretical information 

found from this thesis, the process of creating the guide 2015-2016 began with finding 

information to the theoretical part of this thesis. The theoretical part was combined from 

multiple different references found from Metropolia’s library and online databases as they 
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seemed to consist reliable references. Most of the information for the technical part was 

required while in Finland but for the marketing perspectives most of the research was 

done during the internship in Portugal. This created some challenges to find suitable 

references. Even though there were many different articles found from the databases, 

only few of them were written from the point of view that was relevant for the subject.  

 

After finding information about the technical elements of publications, the first ideas of 

the guide were drawn to a piece of paper to create the first layout of the guide 2015-

2016. As the guide was created with the program InDesign and it wasn’t that familiar to 

the author, some practises with the program InDesign and Photoshop had to be done to 

be able to create the guide. After creating the first layout, the designing process was 

moved to the program InDesign as it was easier place to change and adjust ideas. While 

finding information and references to the theoretical part, preparing the ideas for the lay-

out was done simultaneously. As the content for the guide wasn’t ready, the first ideas 

for the layout had to be created based on imagination and previous year’s guides.  

 

After creating the first version for the design and making multiple ideas for the cover of 

the guide 2015-2016, it was sent to the personnel at FLUL to give feedback and improve-

ment ideas.  After this the contents for the guide 2015-2016 was waited to be ready so 

that the final design could be created with the right contents. As examples of the design 

of the guide are used in this thesis and the decisions had to be argumented based on 

the theoretical views, both the designing process and writing the thesis were stuck before 

getting the contents. The design should serve the contents, not the other way around 

and because of this the design the guide couldn’t be finalized before getting the contents 

for which to create the design for.  After waiting few months for the contents to be ready 

the matter was taken forward and the last year’s content was rewritten to author’s design 

so that finalization process for the design of the guide 2015-2016 could be started and 

that the writing process of the thesis could be continued.  

 

After creating the design for the guide with last year’s contents it was sent to the person-

nel at FLUL to give an opinion about the design and contents. The personnel at FLUL 

approved the design but asked to change cover. As the author had rewritten the guide 

by hand from last year’s guide, there were lot of small changes in the text that had to be 

changed and corrected before it could be published.  
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After doing the corrections to the text and creating a new cover, the guide was sent to 

FLUL for approval. There still appeared small things to be corrected in the text and the 

cover wanted to be changed again. After the new corrections and a new idea for the 

cover, the guide was sent to FLUL’s personnel and finally the new cover and the changes 

were approved. After the approval, an online version of the guide was created to be put 

to FLUL’s website and the guide was prepared for printing by organizing the pages in A5 

booklet format. After organizing the pages for the booklet format 100 pieces of the guide 

was printed in colour and folded to be given to the new students. 

 

5.2 Challenges 

 

As the thesis was mostly written during author’s six month internship in Portugal, there 

were some challenges faced with this process: 

1. Finding references online. Finding references online didn’t sound as challeng-

ing idea as it actually turned out to be. Some of Metropolia’s databases wouldn’t 

work that well without being in Metropolia’s network and assistance from 

Metropolia’s library personnel was needed to read some articles. The process of 

finding a specific article or a journal was harder than expected. Also the fact that 

using books as references was not possible was challenging. Many good books 

were found form Metropolia’s library that could have been use in the thesis, but 

due to the fact that the thesis was written was abroad, they were not accessible.  

2. Finding references to the marketing perspectives.  For the marketing per-

spectives it was hoped to have found more accurate and precise information re-

lated to visual perception and how it could be exploited when creating publica-

tions. Research from both psychological and business administration databases 

had to be done to find relevant information and even then finding information that 

would suit this thesis perfectly seemed impossible. As there seemed not to be 

found good references about this matter, a combination of different aspects was 

created. More information could have been required already back in Finland to 

avoid issues with finding references for the marketing part or the point of view 

could have been changed to find more relevant information.  

3. Writing thesis abroad and in English. Writing thesis abroad was hard because 

of the challenges faced with finding good references but also because getting 

feedback and improvement ideas for the work was hard. Normal meetings with 

the guiding lecturer to ask questions and get guidance with the thesis was impos-

sible which made the writing process more challenging. Also the fact that this 
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thesis was written in English created some challenges because it isn’t author’s 

native language but some challenges with the language barrier were expected. 

The decision to write this thesis in English was made to improve author’s skills in 

English, seek new professional opportunities abroad and so that the client would 

be able to read the thesis. 

4. Timetable and Portuguese culture. In Finland projects like this are done well in 

time which is totally different way of doing things when comparing to Portugal. As 

the creation of the guide had to be based to the theoretical views presented in 

the thesis there appeared many challenges when there came up changes that 

had to be done to the guide within the last week before its publishing. The cover 

had to be changed two days before the publishing and there appeared more text 

to be put to the guide. These were both big problems to be dealt with in such a 

short period of time. As the cover is the most important thing when it comes to 

appealing the reader, it felt like there was not enough time to create a new idea 

for the cover. Also the fact that there appeared more text only one day before the 

publishing was a big deal because this meant that the layout for the whole guide 

had to be changed. The guide was planned in a way that there was no empty 

pages in A4 paper and adding even just a one page meant that then there would 

be three empty pages as an A4 paper contains four A5 pages. All in all it felt like 

the finalization of the guide should have been done earlier to leave enough time 

for checking it and doing small changes.  

6 Conclusions 

 

When creating a publication there are many small details that have to be considered 

from both technical and marketing aspects. From the technical aspects there are many 

different elements that have to be considered such as the layout, typography and colours 

and pictures to be used. To create a publication that is efficient and appealing, it is es-

sential to use enough time and effort towards the decisions of the technical elements. 

The designing process is easier if there are already existing visual guidelines to be fol-

lowed. From the marketing point of view it is important to understand the target group 

and their needs and motivations so that the publication will answer to their requirements. 

Using the AIDA model helps to meet the goals set for the publication and considering 

aspects of human perception is successful way to create publication that attracts the 

viewers’ attention and seems appealing. 
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The main goal of the thesis was to create a visually effective guide for new Portuguese 

students at Faculdade de Letras for the academic year 2015-2016. The idea was to de-

sign and create a guide that contains relevant information for the students and that has 

an appealing design. To make sure that the readers found the guide 2015-2016 appeal-

ing the design was kept simple and clear. The target group for the guide 2015-2016 

consisted around 900 students from generation Y and Z. People from generation Y and 

Z have a short attention span and they respond better to picture based communication 

where text is divided into short parts and supported with visual elements. This is why text 

was supported with visual features such as colours and pictures in the guide 2015-2016. 

When creating the layout the golden rule symmetry was kept in mind throughout the 

guide as it’s known to please readers’ eye and create appealing design. The layout was 

kept airy and festive with big margins and different parts of the guide were separated 

with different visual and typographic elements such as different fonts and colourful bars. 

To make the readers’ job easier and faster the body text was written in serif font and the 

headings were written in sans serif fonts. The pictures used in the guide were mostly 

decorative photos to create and support the atmosphere but they also aimed to support 

the text with relevant subjects chosen for the photos. To keep the appearance similar 

and recognizable the colours used in the guide followed the colour used in the FLUL logo 

and website.   

 

The result of this thesis, the guide 2015-2016, was found appealing for both to the de-

signer and the personnel at FLUL. The functional part answered to the requirements of 

FLUL and the result was found useful and successful. A further research idea could be 

to research the visual attractiveness and importance of the content of the guide 2015-

2016. This could be examined by doing a quantitative research targeted for the students 

of the year 2015-2016. Based on the answers the guide’s design and contents could be 

improved for the coming years.  It is also essential to update the information of the target 

group as their needs and motivations change within time. Also the importance of creating 

visual guidelines for FLUL should be considered to help the designing process of publi-

cations in the future. This would help the designer in the designing process in the future 

and also make sure that the appearance of the publications is kept similar in all formats. 

The information in the guide has to be updated yearly and the design has to change 

according to the contents but the main ideas presented in this thesis can be exploited in 

the future guides and they can also be exploited in other publications regardless of the 

company or subject. 
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