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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.

The author recommends that research about the visual attractiveness and importance of the
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.

Keywords Visual designing, creating a publication, human behaviour
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Tekija Anna Motténen

Otsikko Julkaisun luominen, Lissabonin Yliopisto
Sivumaara 43 sivua + 1 liite

Aika 9.11.2015

Tutkinto Tradenomi

Koulutusohjelma Liiketalous

Suuntautumisvaihtoehto Markkinointi

Ohjaaja Lehtori Pia Vakiparta-Lehtonen

Tassa toiminnallisessa opinnaytetytssa kasitellaan osa-alueita, jotka tulee ottaa huomioon
suunniteltaessa julkaisua. Opinnaytetytn tavoitteena oli luoda sisélloltaan merkityksellinen
ja ulkonadltdan miellyttava opinto-opas Lissabonin yliopiston humanistisen tiedekunnan uu-
sille oppilaille lukuvuodelle 2015-2016.

Opinto-opas on luotu teoreettisiin nakokulmiin pohjautuen. Nakokulmia ovat julkaisun luo-
miseen liittyvat tekniset elementit seka julkaisun myyvyys ja markkinointi. Markkinoinnin n&-
kokulmasta tarkasteltiin ihmisen kayttaytymista ja havainnointia eli sitd, kuinka ihminen huo-
mioi tekstia ja mainontaa. Markkinoinnin nakokulmasta tarkasteltiin myds kuluttajien kayt-
taytymista ja ostopaatdsten tekoa. Teknisesta nakokulmasta esitetdan julkaisun teknisia va-
lintoja ja ominaisuuksia Opinnaytety6ssa on kuvattu oppaan luomisprosessi.

Taman toiminnallisen opinnaytetyén tuotos, opas uusille opiskelijoille - miellytti niin tekijaa
kuin toimeksiantajaa. Yhteenvetona voidaan todeta, etta tydn tuotoksena syntynyt opas vas-
tasi sille asetettuihin odotuksiin.

Jatkokehitysidea olisi tehda oppaan visuaalisesta houkuttelevuudesta ja sisallon tarkey-
desta maarallinen tutkimus, joka olisi kohdistettu lukuvuoden 2015-2016 uusiin opiskelijoi-
hin. Naiden vastausten pohjalta opasta voitaisiin kehittdd paremmaksi tulevaisuutta ajatellen
sekd saada arvokasta tietoa siitd, miten onnistuneeksi oppilaat kokivat kayttdmansa uuden
oppaan. Myos visuaalisten ohjeiden laatimista Faculdade de Letras:lle olisi hyva harkita,
jotta voitaisiin helpottaa tulevaisuuden suunnittelu- ja luomisprosesseja erilaisille julkaisuille
ja pitamaan niiden ulkondkd samankaltaisena.

Avainsanat Visuaalinen suunnittelu, julkaisun luominen, kuluttajien kayttay-
tyminen
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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.



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 kasikirja” 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.)



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
Postgraduate students
Accreditation and Evaluation

Educational management

a s~ N

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 Tallgvist 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.



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 coghnition, 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. (Bergstrom 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.



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



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



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
o Use purposeful headlines to set some key assumptions
e 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
e 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 ¢ and
its numerical ratio is 1:1.618034... or 1: ¢. The numerical pattern is also known as the
Fibonacci numbers. (Fletcher 2006, 67.)



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.)

L, a b
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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
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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.

ATTENTION
INTEREST

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.)

Company
Internal Marketing External Marketing

- Vertical
Communications

- Advertising

- Sales Promotion

- Horizontal ) )
Communications - Public Relations

Technology Direct Marketing

T

Providers Interactive Marketing Customers
Personal Selling - Service Encounters
Customer Service Center

Servicescapes - Social Media

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:

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

e Speed: Itis faster source to find information than finding information from
internet.

e 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 GenerationY 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:
e 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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o 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:

o 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



16

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 guestions 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.

e 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:

e To find information

e To gain knowledge about the school

¢ To find the important dates of the school year

e To find contact information for the teachers

e 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:

e Simplicity
o Clarity
e Contrast

e Tabulation
e Using visual effects instead of plain text.
(Rantanen 2007, 75.)
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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?
e Whatis the company’s past?
¢ In which way the company wants to proceed in future?
e 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:
e Logo and information how to use it in different formats
e Main colors defined in CMYK- and PMS-colors (Pantone Matching Sys-
tem) and how to use colors in different formats
e What fonts are used and what to use in which format
e 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.

GUIA DO ESTUDANTE @ GUIA DO ESTUDANTE
GUIA DO ESTUDANTE 1S 2015/2016 et 2015/2016
2015/2016 LISROA

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 maodified 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.

45.1 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 setto 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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45.2 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.)
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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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Serif Font Sans Serif Font
Thick and Strokes have
Serifs thin strokes Plain even width

\

I \i . ﬁ
Century Old Style Futura Book

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:
e The purpose — Professional and neutral image
e 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.

BEBAS NEUE 20 PT - HEADINGS
League Gothic 17 pt - Subheadings 1

League Gothic 16pt - Subheadings 2

BEBAS NEUE 13 PT- HEADINGS FOR THELISTS
Lexia 8,5 pt - body text
Candara 12 pt - short texts, captions

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.)

Meaning Caution

Red Love, passion, heat, joy, power, failure Has negative connotations in some cultures

Can over stimulate the eye, especially

Change, warmth, healthy, sociable, earthy bright orange

Yellow | Happy, joy, cheerful, optimistic, positive Difficult to project or see on monitors

Nature, growth, nurturing, stable,
harmony, money, success

Calm, loyal, conservative, strength,

Avoid using with reds and browns

Can appear fuzzy next to or on top of black

intelligence

W'Sdfjf_“i sophisticated, spiritual, royalty, Can be perceived as too exotic for business
creativity

isgsgﬁwndence! sophisticated, neutral, May be perceived as non-committal

Neutral, calm, purity, innocence, clean,
inviting

Conservative, serious, mysterious,
sophisticated

White Can convey sterile, stark or cheap

Black Can be difficult to see if overused

WM Earthy, wholesome, simple, friendly May be perceived as too casual

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:

e Contains necessary message

e Brings out essential further information

e Brings out new and interesting point of view to the issue

e Presents the issue more clearly and concisely than text

o 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. lItis 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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ar wlishoa pt
GENCIES DA CULTURA— ESPECIN Angélica Varandas )
EN COMUNICAGROE CULTURA == iaon pt
CIENCIES DA LINGLIAGEM Madslensa Colaga
M umlishoa pé
ESTUD0S AFRICANS Jasé Horta
i ulishod pé
ESTUDRS ARTETICOS, VARIANTE OF ARTES Margarida Madureira
DOESPETACULD =-rieed: daculo] ulisbaa. pt
ESTUDDS CIMPARATISTAS  Lufsa Afanso Soares
ecampanafistas @letasulishoa pi
ESTUDDS ASIATEDS  Luts Filipe Barveto
iaki ulisboa pt
ESTUDDS CLASSIDS Rodrigs Furtads i
ulisbaa.pt
ESTUDDSELRPAL Teresa Nuses
ulishoa pt

ESTUDOS GERA Mearia de Ritima Reis

ESTUDDS PORTUGUESES Annabela Rita

froi e detras lishos ot
ca, de artieulacio da irvesthgacio & do enging, & de moionalizacio dos recursos I
hismanas & materiais. FLOGOAN Maxis Lococr Naoes
DIRETIRES: filasofiagletras ulishas pt
' HETORA Ana Maria Rodrigues
historia@letras. ulishoa pt
Area de Cléncias da Linguagem  Maria Inés Duarte HSTORIADAARTE. Lais Urbana Al
Area de Fllosofia  Anténdo Pedro Mesguita histeriadaartegletras ulishaa.pt
LINGUKS, LITERATURAS E CULTURAS Isabel Alneida
Area de Histéria  Antdnio Ventura linguasiit ubisbea.pt
Asea de Literaturas, Ates e Maria Jodo Brilhante TAADUGAD Pierre Lejoune
Culturas traducac@ietrasulisboa pt
_ 3 — - 4 —
Planos de Estudos & Conteddos Programatices Horrios das Unidades Curriculares
Os planos de estudos des Licenristurs pocen ser comsultados em Da hordrics das Unidades Currieulares estio dispentveis no link
ﬂlmLﬂwﬂWm Rt fioente letras ulishoa ptinticursoshorarios-2015-2016. Estes, sendo de escol-
Eebipoteme Jetras, ulisbod. i ramas-das-unidedes-curriculaes-2 b Mesa, 250 ol Dl Pt i . q?m, apﬁ!‘-a muﬂulhld.b plans “h
estudos do seu curss, pere & carga hordria & A i que
- frecquentar.
Calendario Escolar
Propinas dos Estudos Graduados 2015,/2016
12 SEMESTRE Periodn de Aulas 215.2015-19.12 2015 Valar da Progina: Total — 1062478 Balseiros — 1063 47€ | Tempe Parcial — 634,10€
Periodo de Avalispfies 412016 - 18,1 2016
Fiirias de Natal 21122018 - 212006 Alunos Normais e Alunos a Tempo Parcial
Epoca de Araliagles 2513016 - 20.1 2016

Especial
[Exames de Lingua de 1. * sementre)

¢ SEMESTRE Periodo de Aulas 15.2.2016 - 4,6.2016
Periodo de AvaliagSes £6.2016 - 28 62016
Férias de Carmava B2 2016 -9.2. 2016
Fiirias de Piscra 2132016 - 2632016
EPOCA ESPECIAL DE
AALADIES 47,2016 - 16.7.2006
SEMESTRE DE VERAD Periodo de fAulas 62016 1572016
FERLAS DE VERAD 18.7,2016 - 27 82016
EPOCA ESPECIAL DE R
CONCLISAD b
INCI] DO AKO LETRD

2016 - 2017 PREVISAD) fzsae

Prazos para Mutancas de Turma

1PSEMESTRE | 14 2 25 de setermbia

DOCEMESTRE | 10 18 de feversim

FRAZD DE PAGAMENTO MONTANTE 0 PRESTAGAD  MONTANTE 0A PRESTACAD
PARA ALUNDS NORMASS PARA ALUNGS A TEMPD

PARCIAL
ATO DA MATRICULA E/0U 2UETE 21267€
MECRICAD 20% do valor da propina 31% do valor da propina
= FHEETM;IEIH.E 1%.14:&:163: i mmﬁtm'
or da propina

(At ac dltise dis atil de
cada méa, de outubro 2015
a maia de 2016)

Nedi: Og alunas belssirs dos Servipes de ApSs Soeial do ULishoa devemn proceder
ap pagamenin das propinas a parir do em gue sia noti da decisdo
gue recaiu sobré o seu pedida,

Consults & tabels de emolumentos a Taxas na seguinte ligagio:
hitp:fimmp letraz ulishoa. pt/ptfeursos/propinas-2015-2016
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A Divis3o de Servigos Académicos tem & seu cargo a gestdo administrativa
referente s aluncs ¢ o e circulago de ink ¢Eodei
démico. Alguns des i di 830 da sua fncs

MUDANCAS DETURMA: De 14 a 25 setembro para o 1.9 semestre e de 102
19 de fevereiro para o 2.° semestre.

MUDANCAS DE DISCIPLINA E
ESISTENCIAS: Aré 31 de dezembro.

ANULACAQ INTEGRAL DO
ANDLETIVD. At 31 de janelro de 2015.

INSCRICOES EMEXAME: 27 de junho 2 1 de julho de 2016. As inscrigdes
para os Exames de Lingua de 1.° semestre decor-
rem de 18 de janelro a 22 de fevereiro de 2016.

MELHORMAS DENDTA: A melhoria pode ser felta uma dinica vez 2o longo
da Heenclatura com qualquer docente que, no ano
letivo em causa, assegure a leclonagio da respeti-
va Unidade Curricular,

ESTUIANTE EMREGME IE O Regime de AvaliagSo Especial compreende os
AVAWOESEM als (NEE), ouabalhado: estudante, as mies e
08 pals 08, 08
aﬂemdeahaenmpeucao o8 estudantes que se
encontrem sob o regime militar e qualsquer out-
108 para o8 quais a lel preveja um regime especial
de protegio no estudo.

ALUND A TEMPOPARCIAL: Considera-se aluno em regime geral a tempo

Acesso a Rede e a Computadores

Os alunos inscritos na FLUL podem aceder & internet
€ a computadores gratuitamente utilizando a conta
&npuuhdanomdeknulﬂo.»ﬂ-ouﬁ!

& criada uma conta de correio eletrénico A qual
mm.wawmpmmt .
internet e através da qual receberds informagio Gtil
da PLUL.

No cago dos estudantes Erasmus, o nome de >
utilizador e a palavra-chave sdo fornecidos aquando
da sua chegada pela DivisSo das Relacdes Externas.

Acessoa Cacifo

Na Faculdade existe um nimeso limitado de cacifos
para uso exclusivo dos alunca. Estes sdo alugados
anualmente na Tesouraria da PLUL, ainda durante 0
nhdeOuaho.ewnunwlnrdemﬂhﬂodeu(

{quinze euros). |

Acesso aEstacionamento

Os alunos ingcritoe na FLUL poder3o ter acesso 80
parque de estaclonamento exterior junto ao Pavilhio
Nowo, na Avenida Gama Pinto, logo a seguir & Reltoria.
O acesso ao parque faz-ge através da entrada controla-
dap«wndnummm(ndcmdnpuumw
nético).

A candidatura a um lugar no pargue de estacionamen-
1o exterior & feita através do email datgletras ulishoa.
g;-wdhadhpmibllddadehm Na candida-

se inscreve num ciclo de estudes conducentes & 730 per o8 dados: Nome,
ob&ncaodeumgauaoadknlmate:iozc‘rs [¢] wan&&hmelhmahd.mu.
aluno deve gar um dirigido ao .
Diretor da Paculdade e entregé-lo presencialmente Para mals informagdes contacta o ensall
nos Servigos Académicos. datspletras ulishoa pt.
ST s Y e
RS N
EVENTOS DE DIVULGAGAO DA FLUL
O Nicleo de Relacdes Externas e Comunicacio
(NREC) da Divis3o de Relagies Externas organiza e
participa em eventos e atividades de divulgagso dos
PHBHAMASDENTEHCAMBI]NAC”NAS mnuthmnnu-mlme-oumm
escolas e elpedﬁem
E INTERNACIONAIS > L po elab ppenl
mammarwuw.m
de iniciativas clentificas e cul-
om«wmmamam mmﬂlm >
¥ ,.,!umc!_ e Faculdade.
:,,,,. ,,‘ ,,,m,n,,:“ “‘—", . ”, . ro.0N: ESTAGIOS E ORIENTACAD DE CARREIRA
m“ A mol idads & tlad Pl 4 om r
de 5 h i M-m*:‘;ﬂm Contactas 21 792 00 33 | noo@letras.ulisboa.pt
nolnbmdo. Er: {estud: d cia ou for-

estigio,

macio) e a3 mobilidades no &mbito do Programa Almeida Garrett ou a0
abrigo de Protocolos. No que respeita aos alunce estrangeiros que pre-
mmmm«mm»momew
¢l por todos o8 di , desde a sua aceitagio
formal, passando pelo registo do aluno em mobilidade ou visitante,
assisténcia no acothimento até & procura de alojamento e acompanha-
mento durante a sua estadia na FLUL.

Contactos: 21 732 00 60
internacional@letras. ulisboa pt

No Nucleo de Orientagio, Gestio ¢  procura ativa de emprego. Através

& extracurriculares) nacionais e in-  na vida ativa. Neate Nicleo, o aluno
ao nivel da ainda, orh € acon-

para o primeiro contato com o mer-  selhamento na definigio de percur-

cado de trabalho, assim como na  sce formativos e profissionais
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APOIO AD ALUNO

O Nicleo Apolo 20 Aluno (NAA) desenwolve acgbes
que promovam o bem-estar e successo académi-
co dos estudantes da FLUL e a sua participacio na
vida académica. Este nicleo acalbe, informa e acom-
pm“mddow.lnnumm-

il dard,

ONM‘ i b de
Moedebd-denﬂomhlondu
ap de PR
MMMMMwm
de formac3o na drea das necessidades educativas
especiais, dinamiza o accesso modalidades de apoio
& colabora com a Divisio Relacoes
Exterrnas na promogo e imagem da FLUL.

Apoio Psicoldgico

O Apolo visa promover o bem-estar peicolégico
dos alunog e 0 seu sucesso académico. Quem re-

corres 20 Apolo Paicologico terd idade de
fundar o seu heck e de, junta-
mente com o pajedl d h g
mais sdequadas para ultr dificuldades 3

nivel paicologico ou para lidar com oe desafioe do

turas de que referd a titulo de lo, o
aceaso & rede wirelesa (e-U), VPN (Virtual Private
Network), gabinetes de leitura individual (GLI ) e
salas de estudo (SE) para realizacio de trabalhos
de grupo, ambos equipados com pontos de acesso
& Internet, bem como um servigo de reprografia em
regime de self-service.

Demeoomhnadllpmlmmdumtuwn-

A Associacio de Bstudanies promove as suas riag atividades e iniciativas e,
abrda, o8 servigos indispensdvels ans estudantes.
s seus de alividade vio deade o ped an culiugal, passando pelo
deaporto & pelos servigos olerecidos ans estudantes.

Secplio Secglin D
Secglio de Gestio ¢ Bervigos  Seepio de Palitica Educativa

Nicleos
* Ariee (Grups de teatrs)
+ GTL (Grupa de Teatro de Litras)
* Inopartuna (Tana Masculina)
* Lakras fora do Armdirio (LGET entre autras cansas)
* Lo Tuna (Tuna Mista)
» HuCiVe (Mdclee de Cinema e Videa)
* Nibcheo de Aries ¢ Desenho (inativo)
* Miiches de Danga (inative)
* Hiicleo de Estudas Africanas
# Mhicleo de Estodas Asificos
» Miicheo de Filasofia (inative)
* Miiches de Possia
* Hiichen da Ridia
=i Pameclores de Letras™ (Jornal Literfirio die Letras)
« T-lnica (Tuna Pesninina (inativa)

13—

Bolsas de Estudo

O alunos gue . didatar-se o a
aumabolsa de estados para 2015/2016,  detentor de credenciak. seeapﬁmd-
a conceder pela Direclo-Geral de Ensi-  ra vex, d o Cabi

no Superior, deverio loomalizar a mes-  de Apolo ao Aluno, pessoalmente ou
ma através da platalorma de bolsas da  strewés do email (bolsos@ens ulishas.
DGES (www does motes pf) abé final do  pél, para que te sefam atribuidas as cre-
mis de Setembro. dencials de acesso.

Bolsas da Faculdade de Letras da lishoa
Programa FLUL Solidéria - Bolsas de Mérito Social

Promovidas pely Direpdo da FLUL atranés do Divisdo de Servigos Acodémisog, as
balsas FLUL apoiam esiudantes gue colabarem em projeios ou apies propostas
pelos poa da Foculdade Mats infs em

Bolsas Ulishoa

Balsas de Estuto Financiatas pelas
Balsas de Mérite Social ULisboa mw
» Bolzas de Apolo: Destinam-se a

nhnumumhhumwmulﬂunm das © Sl dis-

neail!nﬁﬂ:- , sockals, entre outroe, cuja
dunqionioiehsuptﬁorasdhsﬂh&

= Bolsas de colab r th ge  dificuldad, i as O

a alunos que partiel Al b bodrate sl ) bal-
mﬂugsﬂud.auuahmporpmn- sas de estido a jovens que frequertem
dos  relativaments longos, segundo o engino universitdro piblico & que se-
regras de funcionamento e de horrio  jam residentes no concelho.
acordados com a entidade de acalhi-

e,

Mals informagles em hiipsVioun, sas,
unliabon ptfrdes php fopl=3:12
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Mlimentagio
Para além dos bares exiatentes na FLUL, a Universidade de Lishoa
posaul varbos relitdeion, noa quais & necessirio apresentar o Carlfio
de Identificacso Unico da Universidade de Lisboa,

Mos refeitdrios, o prego de uma releicSo completa & de 250 €.

Para mais informagtes, consulta & pagina
s sns wlishea. pindes. php fopi=4:05

Alojamento

Exi 18 Restid Uniersi 45 quis o8 estid
dem candidatar, anline.

A determinaglo do custo do alojaments & feita de acordo com a8
sigpinies siluages:

* Aluno bolsedrs 73,36 €

= Aluno nio bolseire: 140 €

» Estudanies estrangeisos: 160 €

8¢ po-

Centro
Tém acesao ao Ceniro Saide Bscolar os alunos da Unkversidade
- de Lishoa, fazendo prova deage di do

Cartio de Estudante. Este centro oferece consultas das seguintes es-
pecialidades: Clindea Geral, Paioologha, Planeaments Familiar, Gine-
celogia, Oftalmologha, Pelquiatria, < Medicin Preventiva & Dentéria,

Cuttras informaces em hitp.iou esiodio ulisboo. pbigen/Fid=a04

ESPAGOS DA FACULDADE

BLOCD A

BLOCO B

SO0

|

. Bar Bominicas

Zalas
Sala TICs
Sala de Video
Sala de Estudo

Caves

hEBEGLE LR
T

(4

@ o oo

Ceniro Médico da Alameda Centro Médico da Ajuda @ 1nstinuto de Cultura taliana @ Bar velho/ Coca-cola
Alameda das Linhas de Torres, n® 78 Av. da Universidade Técnica " @ instituto de Cultura Francesa @ American Corner Portugal
1750 - 147 Lisboa Pola Universitario do Alto da Ajuda @ instinuta de Cultura Espanhola Sala die Estudo
1349 - 055 Lishoa @ Departsmento de Estusos Classioos @ Instituta Confica
InformacBes e MarcagBes de Consultas . . @ rapelaria @ salaTics
Telf: 351 217 817 445 L] de © o Clivica Informdtica @ Sole e video
Email: con Telf: +351 210 493 560 @ Reprografias
ulisboa.pt Email: 3 @ Ascosiagio de Estudantes
ulishaa pt
— 15 — — & —
BLOCO A BLOCO B PlSO 1 PISO 2
LILITIIT L BLGCD'“I BLOCDB
i X
1 (1
Salas
4 H
11 Falas
12 I
126 1
21 — 213
22 | 2
Ay 218
32 L Bl
4 5.2
51 ey
532 12
| — 81
. ¥ Anitesatro a3
o Anfiteatro b EI“ 9
F X Sala Fernan Lopes 01
3ala ge Atos = 3
lngsuw & — anfibestra i
o a1 Histaria da arte Anfibestra b
IEF] B Sala de Eve Tracking
a Sl Matos Boidn
il | 4 Sals Lindley Cintra
4 s Lo
sa J' soan
5. #1611

Entrada principal

W rea e Litersturas, Arties & Culuras
@ oieche
[-ELE

W Gabinets de Informédtica

W Centra de Estudos Indianos

W Irettutn Orienta

@ Irstituie de Estudas Ambes o Iskimices
W Centro de Histoeia

i Centro de Arquealogia

il Irstinune de Cultuea @ Lingua Porugeess
@ Cotedra de Estudos Selarditas

i Centra de Estudes Geograficas

@ Departamenie de Histdria

i sala Femilia Lapes

@ Dinislo des Servigos Acadermicos
B cor
Instruto de Histaria da Arte
: Estidnos Eslains
@ 5ala de Atos

@ Copartamenta de Linguistca Geral & Ramdnica
@ 5ala Lindley Cintra
@ 5ala Luite Vasconcelis
@ Depanamonte de Estudos Gemmanktices
CAPLE
Sarvigos de Pessosl
A Centro de Exames Pomuguss Lingus E3lran gera
@ Miicheo de Apcio ao Alng
Sttt Supeont Offce

@ Departamente de Estudos Anglisticas

@ ADFLULLL
@ Divisdo de Servigos Fenceinos
W Divisdc ce Relaphes Externas

Evtiemal Reklars Copartent
) Cepertomento de Flosofia
B Tesouraria
i fissessaria Juridica
il ale Matas Remlo
isala de Eye Tracking




O eotud A iy Iver alguma atividad
di tém no camp! vérias ofertas:
Estadio Universitario de Lishoa

O Estadio Universitrio de Lisboa dispbe de diversas atividades
desportivas abertas aos estudantes e funciondrios da nossa Uni-
versidade e também ao publico em geral agrupadas em desportos
coletives, atividades aquéticas, ﬁmen(dupm de combate,
ténis, entre outros.

Para mais informagfes sohupcmemndcﬂudemwn
sultar: hitps//iwww.estadio. ulisboa.pt/
Equipas desportivas:

+ Basquetebol “(masculino e * Futebol 7 (masculino)
feminino)” » Futsal “(masculino e feminino)*
- * Futebol 11 (masculino)  Voleibol (feminino)

(LI - Centro de Linguas da FLUL
O CLi é o Centro de Linguas da Faculdade de Letras da Universi-
dade de Lisboa.

A sua fungdo principal é oferecer cursos de linguas estrangeiras
a qualquer pessoa interessada, mesmo que nio seja estudante.

Para informag&o sobre os cursos oferecidos no presente ano leti-
vo, consultar o site www.cli.flul pt+--

)
=

-
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Voluntariado
Dentro e fora da Faculdade de Letras, o Programa de Voluntariado FLUL oferece
vagas nas mais variadas dreas: da cultura ao apoio a idosos e criangas ou dos pro-
mdeu-dmaomulaoambwnteeaoapmoaevmmo,oeesmdamwdem
a sua vida académica com novas histérias de vida e,
com a aquisi¢3o de novas f Enci do 0 seu
uunmthSopemmopmﬁm:dadeemma—temVol\mtanadomlu

Sabe mais em letras.ulisboa.pt > Estudantes > Voluntariado ou em_facebook.
poluntariadofiul

Alimentacao na FLUL

A FLUL tem ao dispor dos seus estudantes, funciondrios e piblico exterior os

seguintes bares:
+ Bar Jardim das Letras * Bar PN
* Bar Novo * Letras Bar (Bar Velho)

*Bar O Canto dasLetras  * Vaga Cultural

R fias, Livrari QP Jafi
Se nas cantinas universitrias o custo de cada refei¢io completa é cercade 240 €,
nos bares da FLUL, abertos ao publico em geral, a refeigdo completa ronda 0s 6 €
Dentro das instal da FLUL pod trés centros de cdpias, uma
Livraria e uma Papelaria, todos eles | na cave do edificio principal:

* Reprografia Azul - “Colibri” | Hordrio 8h30 - 18h00 | Tel. 217 964 038

* Reprografia Verde | Hordrio 9h00 - 20h00 | Tel. 217 972 049

* Reprografia Vermelha | Hordrio 9h00 - 20h00 | Tel. 969 434 274

* Livraria Alquimia Livros & Livros | Livros usados, esgotados e raridades
-mm—_mdemmma&wl

_
"'!"!

. Mﬂﬁlh_.u* crtg ”
mhnﬁm de
cada ano letivo nos Servigcoa dentro dos prazos

- “"!"'"'-

mm-mogqm
pord

. Nnam-ndhdnhumm

podes
papeiaria, na Tesouraria ¢ ainda na Aasoctago do Estudanses

GUIA DO ESTUDANTE - ANO LETIVO 2015/16

Nucha da Apoio 20 Aluno

Faculdade do Ltnas ch Unnersicade de Lisboa
Alarnada Univecsidado

1500214 Lsboa

Telofone (435721 T2 00 22

Fa [4351121 792 00 30

E-mail naagdotran ukshoapt
Retpyvewew Jetras ulsboa pt/pt/

Dasign - Acca Mottnan







