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10 things I like

brainstorming

10 things I don’t like
10 problems I would like to see solved in the world
10 problems I don’t think will ever be solved in the world
10 problems that might be better if communication was better
To find FLUX, the journey began with an immense amount of
brainstorming and testing the limits of what I believed was an
opportunity for a viable project. The first path I took was to
write... and write and write. These journal entries are four specific
theories designed to get the mind working and start to generate
ideas that may not have dawned on me otherwise.
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After days of writing, five ideas
were born. These concepts
were shared with my colleagues
and narrowed down to one
idea that would be the basis
for the mind mapping exercise
to come.

Indoctrination of Children
Teach our children how to think, not what to think. There are no religious children; only
children of religious parents. If the ability to worship is a truly personal experience,
should the choice not be fully put in the hands of the individual rather than influenced
by the parent? Through education and exposure to different religious options, perhaps
more individuals will begin to see that they have options other than the belief system
established by parental influence.

Art of Memory
The ability to retain information is influenced by
graphic layout and textual form. My intent is to
illustrate the role spatiality plays in memory’s ability
to record visually depicted material. Studies drawn
from the Art of Memory and various mnemonics will
aid research in formulating evidence that demonstrates how differing visual forms can affect
retention and understanding.

Two-Faced Book
Social media is a gross representation of who
people really are. This canonical view of real life can
be a damaging ideology. I propose a social media
outlet that promotes honesty without repercussion.
Using a combination of Twitter timeliness and
Facebook posting abilities, the format will be more
conducive to promoting discussion and revelation
of honest issues between friends.

an idea is born
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Melting the Melting Pot
Cultural diversity is limited geographically. Because
culture is largely established at a younger age by
those experiences within close proximity, differing
cultures would need to be introduced early to have
a profound affect. Using modern technologies,
foreign exchange programs could be introduced
as a regular part of school curriculum through web
cams and websites to introduce children to alternative ways of living and thinking.

Garbage Ads
The world is populated with visual noise. By changing the nature of advertising from attention seeking
to informative, consumers can make more educated
choices about products and services. Promoting
honesty and quality in advertising begins with
designers. Our steadfastness to uphold these
standards begin with education. Perhaps an informative ethics piece relative to form following
function in advertising should be mandatory
reading for design students.

INTRODUCTION :

an idea is born x5
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mind mapping

The mind mapping portion of the idea development process
started to center around the concept of indoctrination of children.
This issue has been close to my heart for much of my life and I
was eager to see where it would lead.
Centrally located on the wall is the main idea: the
indoctrination of children. From here, I chose four
opposing ideas related to the main topic: physical
versus mental and past versus future. For each subcategory there are 15 ideas that were generated from that
concept. The wall and a list of the 60 final ideas were
shared with colleagues and the final idea that would
lead to FLUX was realized. This brand would become
an outlet for people looking to change their religion. It
would be an informational database and support group
for everyone that was taught one way, but was looking
to make a change.
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strongly opposes

audience personae

Bruce : 50 : Scientist

The audience for FLUX could include people of all religions
across the globe. The three focus personae represent people
that would strongly support, strongly oppose, or could be swayed
either way to support the brand.

Believes science is god.
Bruce lives by the scientific method. If it can’t be proven, it isn’t true.
His body is his temple.
Bruce takes care of himself because he believes humans only get this one chance at life.
Last book read: The God Delusion by Richard Dawkins... again.
Bruce feels powerful in the knowledge that religious people are delusional.
Has two children that are home schooled.
Bruce won’t chance the public school system polluting his childrens’ minds with religion.
Never bows his head when others pray.
Bruce would never show respect to a fake god.
Says nothing when people sneeze.
Spirits escaping the body is nonsense and he doesn’t believe in blessings.

gettyimages

Member of WFLA on Facebook. (We F$#%ing Love Atheism)
Bruce flaunts his beliefs and is proud of his affiliations.
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middle ground

Amir : 28 : Retail Clerk

Recent Immigrant.
Wanted the freedom and opportunity afforded American citizens.
Wants to assimilate into American culture.
Amir is crazy about all things American and likes learning new things.
New friends are all Christians.
Amir is learning a lot about new beliefs through his friends.
No family ties.
He has no roots left in his native land and no one to judge his choices.
Disturbed by American views of Islam.
Amir is treated like a terrorist by strangers. He wants to be accepted, not judged.
Still prays to Allah.
Amir has faith in a higher power.

ediaro

ediaro

Last book read: Wild at Heart by John Eldredge.
His new friends encouraged him to seek out information about Christianity.
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strongly supports

Jane : 22 : Student

Raised Southern Baptist.
Her church was notorious for excluding the poor.
International Business Major.
She wants to experience life outside her small town culture.
Away from home for the first time.
She’s experiencing new people, places, and beliefs.
Taught bible school to kids.
She was disturbed that some of the teachings didn’t jive with scientific facts.
Feels conflicted about her parents’ beliefs.
Jane was not encouraged to question their teachings.
Scared to lose friends.
Though she’s meeting new people, her support system is of old friends are Christians.
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theaviso

No longer attends church.
Jane can’t seem to find a church she can believe in near her school.

likenesses

These companies are one where the logo is similar
to the concept that I was developing for FLUX. This
research was done in the early stages of the logo so
both the typographic and iconographic styles were
researched. Only one came significantly close, Flux
Architecture, and this did help influence my decision
to make the word FLUX more angular and not as soft.
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competitors

These are the competitors for the concept of A Journey
in FLUX. There is no company that offers the exact
services and information platform like the one proposed, but several of the competitors offer information
related to many religions. What I found interesting in
my research is that there were no services for people
looking to change their religion without renouncing
belief in a higher power. Most of the services were
directed toward Atheism rather than finding a new
spirituality and none offered support or counseling
of any kind.

24

finding FLUX

Religion Facts
General information on
world religions

Religious Tolerance.org
Forum for religious tolerance in Ontario

Recovering from Religion
Support group and information
for religious recovery

Experience Project
Personal stories about different
life experiences

Ex Religious.com
Forum and information site
for recovering from various religions

Living After Faith
Forum and information site
for recovering from Christianity

Religion Board
User published religious
information forum

The Thinking Atheist
Science-based forum for discussing
Atheistic issues

United Religions Interactive
Forum for religious unity and
information

RESEARCH :
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The creative brief is perhaps the most important part of
developing a brand. This outlines the expectations, direction,
and plans for where the brand is going. What’s more important,
the brief is an important tool as the brand evolves to reference
back and make sure you’re keeping to your initial aims.

creative brief

audience

background

stakeholders

The audience for FLUX is relatively broad in that the
brand appeals to any individual seeking to change their
religion. The demographic targeted by the organization
however, is more youthful; from 18 to 28. Research
indicates that because this is a pivotal time for people
leaving the culture established by parental figures, the
target is more likely to seek institutions that aid in
making decisions pertinent to the individual without
parental influence.

A Journey in FLUX is a new and unique opportunity
for people seeking to change their religion rather
than renounce it. The strengths of this brand include
the information and support collective that is located
in one compendium with positive support for patrons.
There is no agenda, but to help individuals make
positive decision regarding religion that will benefit
and enrich their lives. A possible weakness for FLUX
is reaching possible consumers. The target audience
intends to reach 18 to 28 year olds, but at present the
only plan for attracting patrons is university based
advertising. This however does also pose several
opportunities to develop a more emic perspective of
the target market’s actions and preferences, providing
insight into additional opportunities for disseminating
brand information. Some threats for this organization
will be the likely interference from extreme organizations that fear the loss of their followers.

Those affiliated with the brand can be classified as
three different archetypes relative to their relationship
with the organization. Due to the very real threat of
certain religious organizations’ interference, not all
archetypal stakeholders are a positive influence. The
three stakeholders are those using the service for
information, those for support, and those seeking to
block the progress of change through oppression.
The three archetypes are according to Tom Kelley’s
The Ten Faces of Innovation (2006).

The Cross-Pollinator
This archetype represents the scholarly patron
attracted to FLUX for the wealth of information
available regarding every religion. S
 ome concerns
relative to t his stakeholder will be the authenticity
and validity of information present.
The Anthropologist
This archetype represents the individuals interested in possibly changing their religion. Though
this group could also be represented by the
experimenter archetype, most new to the concept
that the choice of what religion they subscribe to
is their own, may be more likely to observe and
absorb information prior to experimenting with
changes to their personal lives. Regardless, both
represent learning personae and are the prime
market to begin A Journey in FLUX.
The Hurdler
While this archetype would be an asset to have
backing the FLUX brand, the Hurdler represents
the opposition in this case. They are known for
tirelessly tacking new problems and overcoming
obstacles. Because religion can spawn fanatics,
the brand expects a certain amount of resistence.
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keywords

tone

message

deliverables

Growth
The aim of the brand is to allow people to grow
into the individuals they are meant to be. Through
independence each patron can develop a connection to a form of worship suited to what they feel
is right in their own minds without outside
influence.

The language and approach of the brand is trendy, but
serious. FLUX wants the audience to know the gravity
of the decisions they’re making, but also that it’s their
decision to make. There is power and freedom that can
come from knowledge and these are the feelings FLUX
would like to share with their consumers. The repercussions of changing from one religion to another can be
profound, but so can the independence and peace of
mind that is gained.

Main

Event
One of the primary was that the brand can spread
to potential consumers is advertising at the
collegiate level. This group of intellectuals is the
exact age and demographic that has to most
potential to benefit from FLUX. Pieces may
include large format advertising, business cards
and brochures.

Knowledge
Knowledge is the key to FLUX. By providing
consumers with a wealth of information relative
to all religions, the organization arms them to
make informed choices about what is right for
their lives. Information provided will cover even
obscure religions so that the reader feels they
have covered all of their options in choosing
the path that is best suited to them.
Community
Every person seeking solace or knowledge from
FLUX is experiencing the same trials. Users can
benefit from not only the trained support experts
present to guide them through this transition,
but also from fellow patrons that may be going
through the same ordeals.
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overview
Here’s where we sum it up. FLUX is a unique opportunity to provide young adults with the opportunity to
explore their spirituality free from judgement. The
community they will encounter promises to be educational, forthcoming, and tolerant. The brand seeks to
provide a forum for people to educate themselves
about differing world religions in the hope that they will
find harmony within themselves and walk a path that is
as individual as they are. Our parents’ religion need not
be our own and, though this topic is serious in nature
and the road to get there may be difficult, the organization aims to provide both support and knowledge to
every consumer traveling A Journey in FLUX.

More than anything, FLUX wants patrons to know
that their parents’ paths need not be their own.
Sub One
The indoctrination of children can leave young
adults feeling that they are not in control of their
spiritual beliefs.
Sub Two
The message we wish to convey is a positive one
about change and the path to find certainty with
one’s religious choices.
Sub Three
Knowledge is power. We cannot make decisions
about what is best for us without knowing our
options.

Media Channel
The brand website is likely to be the cornerstone
of both knowledge and community offered by
FLUX. This will serve as the home base of operations rather than a brick and mortar interface.
Narrative
The brochure representing the brand will couple
with the event deliverables to spread information
about the service. While the large format pieces
for the event will seek to grab the attention of
potential patrons, the brochure will inform them
further about what opportunities the organization
can provide them.
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typographic

iconographic

sketches
After some back and forth with the naming game, the brand
became A Journey in FLUX. The process of giving the name a
face began with sketches that were both iconographic and
typographic. There were three for each and multiple revisions.
The iconographic concepts fell away to the more effective
typographic ideas and multiple revisions followed.
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visual progression

geometric progression

final logo and geometric analysis

refinement
The original logo concept refined by first moving the
letters in flux so they created a more geometric visual.
A texture was also added to give the word more
grunge. “Journey in” became “A Journey in” and was
rendered in script to offset the harshness of flux. I
found the rounded corners to be a little soft for the
aesthetic and cut them at an angle to create an even
more geometric feel. The script was changed to a hand
rendering via scan and live trace and a color palette
began to form in grays and orange. The final logo was
only a few small adjustments of angles and spacing.
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mood board
The visual verve of FLUX is geometric with stark black and white
photography. The intent here is to visually represent the gravity
of the subject matter while still harnessing a youthful and modern
feel. The audience should feel the intensity of they journey they
travel and relate to the imagery and mood.
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posters

AJourneyinFlux.com

The poster has probably the most dramatic evolution of
all the deliverables. Because these pieces began so
early in the collection, they changed significantly as the
brand refined into the end stages. Originally, the
aesthetic was a bit darker. Graphic elements were
changed and the overall tone was lightened to yield
the final posters that are quite a bit different than
they’re shadowed earlier versions.

visual progression

final layouts

alone?
all religions.find yours.
AJourneyinFLUX.com

AJourneyinFlux.com

lost?

confused?

begin a new journey

begin a new journey

alone?
begin a new journey

lost?
all religions.find yours.
AJourneyinFLUX.com

AJourneyinFlux.com

AJourneyinFlux.com

AJourneyinFlux.com

AJourneyinFlux.com

lost?
begin a new journey

confused?
begin a new journey

alone?
begin a new journey

learn. choose. live YOUR life.

learn. choose. live YOUR life.
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learn. choose. live YOUR life.
AJourneyinFlux.com

AJourneyinFlux.com

down?
AJourneyinFlux.com
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brochure
The narrative I chose to represent FLUX was a booklet.
The layout is a 9”x 6” brochure that take the reader on
a journey through the stages they will face if they
decide to begin on a different path. Visuals are consistent with the stark black and white with a youthful
approach. I kept the arc graphic to a minimum so the
story could be told with the faces of users and their
stories rather than any kind of noise.

welcome to our beliefs.
The definition of indoctrination is "instruction in a body of
doctrine or principles; the instillation of a partisan or
ideological point of view." That’s pretty complicated. What it
breaks down to is that children are often taught theological
theories as facts, without being given the resources or will to
question and investigate those facts. So why do parents do
it? Well, we’ve found that there are three reasons people
pass their religion on to their children.

(1) They believe their religion is true. That’s not so

A Journey in FLUX is a new and unique

bad. We feel worship is a good thing, but clearly

opportunity for people seeking to change

not every person in the world believes the same

or renounce their religion. Our organization

thing. So just because they follow certain beliefs,

promises both education and support while

doesn’t mean you should have to as well. (2) They

you travel on this new road to find the path

believe that their children will benefit from

of worship that is right for you. Our motto is learn,

learning their religion. This may also be true.

choose, live. For most, this journey falls into four

Many religions aid in teaching children morals

parts: identify, release, learn, embrace. This

and help them to develop social skills. On the

process is not an easy one and it relies on the

other hand, fear of what may happen after death

dedication to change your life for the better. Our

may be a bit much for a young child. (3) They

goal is to aid people in making informed choices

believe they are doing what is right. Well, there’s

about what is best for them so that they feel good

no arguing with that. This is perhaps the strongest

about how and why they worship the way they do.

motivator for parents. Their religion tells them

With FLUX you can begin to learn about different

they have to. That’s a tough one. We respect

world religions, why people worship the way they

every religion at FLUX, but we also respect the

do, and what you can do to start changing your

right to choose. Your parents aren’t wrong in the

life. We offer support for you and the challenges

choices they made for themselves, but you should

you will face on your journey. Everyone that uses

have that right too.

FLUX is just like you. They want to learn. They
want to choose. They want to live a life that feels

Did you choose your god...

right. Both our trained professionals and other

or was your religion chosen for you?

people like you are there to help in the process.
FLUX is an open forum, free from judgement, to
explore who you are and who you would like to
be. To start, just log on to the website and

AJourneyinFLUX.com

choose: Begin A Journey in FLUX.

all religions. find yours.

cover

spread one

98% of
children in the
world are
indoctrinated
into their
religions by
parents.
– The Experience Project

inside cover
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spread three

spread five

spread four

inside back cover
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faces of a journey
The narrative I chose to represent FLUX was a booklet.
The layout is a 9”x 6” brochure that take the reader on
a journey through the stages they will face if they
decide to begin on a different path. Visuals are consistent with the stark black and white with a youthful
approach. I kept the arc graphic to a minimum so the
story could be told with the faces of users and their
stories rather than any kind of noise.

all religions. find yours.

business card

These are the

Faces of a

JOURNEY
poster ––––––– entr y exhibit ––––––––––––– art exhibit ––––––––––– information wall
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cube layout

earlham.edu

These are the

collegeconnections.wordpress

entry exhibit

information wall
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AJourneyinFLUX.com

The media channels chosen for FLUX include a website
and cell phone app. The website is the main source of
access for members to interact with counselors, fellow
members, and look up information while they travel on
their chosen path. The app is designed to connect
members for chat and support to both counselors and
other members
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facing page: poster series
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brochure

FINAL COLLECTION :

posters & narrative
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facing page: event poster

entry exhibit
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event
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facing
facing page:
page: art exhibit & information wall
top - art exhibit
bottom - information wall

website and app

FINAL COLLECTION :

media channel
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