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The Big Sell - Visual Practices

| first started by
breaking down the
original Ampliear
advert. | looked at
their propositions and
benefits, breaking
down their main selling
point to customers.

The strengths

of Ampliear over
competitors is its price,
comfort, and how
discrete it is.

The mainideas |

came down to were
loneliness in those
with hearing loss, and
helping them navigate
that metaphorical
“maze”.

| also looked at other
ways you lose your
hearing, such as loud
music or working in
construction.
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Audience Research
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| then started doing
more research into the
target demographics
of traditional hearing
devices.

| looked at the typical
market of older people
suffering from a more
traditional form of
hearing loss.

| also looked more

into live events and
other workers who are
exposed to loud noises
throughout the day,
causing hearing loss.

| then did some
research into hearing
loss caused by birth
defects and genetic
conditions.

| decided to target my
ad towards the more
traditional market of
the older generation as
| felt the others to be
too niche.
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Style Research tedm%qg%a;lﬂgggmugh

of incredible proportions.

My main idea for the
style of my poster was
to go for a kind of retro
tech vibe.

—

This was to hopefully
trigger a sense of
nostalgia within my
target audience, most
of which would have
grown up seeing these
old adverts.

By seeing something
familiar and nostalgic,
people are more likely
to remember it.

| also really like the
duotone effect as the
two colours easily grab
peoples attention and

i i fthe 3.5'driv
depending on the roounlGell oo topgt ok
colours you pick, can Theirs.
be very striking.
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Copg%Experimentation

' Qeer, VEsN AT : *  lcame up witha
/ e e 5ok number of different
Penb, Letas copy ideas (highlighted

in blue). | then wrote
the different aspects |
either liked or disliked
next to them.

My favorite by far (and
by others) was Hear
the Difference, Feel
the Change. | think it
works well to bring in
the emotive aspect
; | want to explore in
bl « my designs. It also
Ssule flows well and the
punctuation in the
middle works well to
: 9 add emphasis to the
he ) rockac® second part.
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o However | do like

“Don’'t miss a beat" a
lot as well and it would
work well in a musical
themed poster.
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Thumbnails
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| had a variety of
different ideas |
wanted to experiment
with. | first looked at
mazes, going with
the idea of Ampliear
helps you to navigate
deafness. | quite liked
the idea but many
people felt that it was
a bit abstract for a
hearing aid company.

This then lead me to
looking at the inside

of the ear as the
“maze" and the path
navigating out being
the tagline. | quite liked
this idea, especially as
the tagline mimics the
look of a sound wave
entering the ear.

| also looked briefly at
speakers projecting
the tagline rather than
the ear, but after some
feedback we decided
that it again felt too
abstract.
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Client Roughs + Feedback
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Various scans from my sketchbook

Practices

| then collected some
feedback based on the
some of the roughs
and different taglines.

| also got some
feedback from my
tutor and they found
that some bits were a
bit too abstract. They
suggested that | look
more into the tagline
as a sound wave idea
some more.
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Feedback + Revigions
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| then got some
feedback based off
of my revised design
ideas. They really
liked how minimal the
poster was, creating
further emphasis on
the product.

Feedback 07.02.25
| also got some
feedback from Steve
who suggested some
ideas about turning it
into a campaign. He
suggested having a
number of different
posters with different
things other than
typography coming in
warped/unclear, and
then being turned
“amplified” by the
ampliear in the middle.

| liked this idea a lot
and its something |
look at later on.
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Finalised Plan

FEEL THE CHANGE.

ame\wa.wm

The Big Sell - Visual Practices

Here's my finalised
plan for my advert.

| adjusted some of
the spacing and
composition to help it
sit better on the page.

_— {\‘ | also added the rest of

the tagline beneath as
well as a call to action,
directing customers
somewhere where
they can find out more
~. about the product and
i purchase one.

l\ g After some discussion

with my peers | also
decided to look at
\ using font weight
(input has a light font
weight - representing
a whisper and output
is more bold - like
shouting). | also had
the idea of capitalising
the output to further
mimic this idea.
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Blender 3D lllodel

One of the finalised renders
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Screenshot from blender

Screenshot from blender

| knew | wanted a
photo realistic version
of the Ampliear that |
could manipulate and
view from different
angles for my final
outcome.

To help achieve this

| 3D modeleditin
blender based off of
images | found online.

| then gave it realistic
materials and set

it up in a simulated
photography studio
with a 3 point lighting
system.

10
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Typography
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| first looked at
different ways of
creating the different
text effects.

| originally started by
creating the font by
hand. This was due to
being unable to create
a warping similar

to what | wanted.
However, it was
inefficient and created
results which looked
low effort.

| then found a way
using a custom stroke
and the width tool in
lllustrator to achieve
an effect which

better mirrored what |
envisioned. | then tried
different effects using
this tool.

| tried using both a
traditional sans serif,
but | found it too plain
and boring. | then tried
using a font similar

to the original apple
adverts - one of my
style influences for
the project. | much
preferred how this
looks.

11
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Development
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| first started by creating a rough path for the text to follow, and then
directly tracing the text from my scanned in finalised rough. As mentioned
earlier, | later ditched this way to do lettering in favour for a more
streamlined approach.

However, | also didn't like how the photo realistic Ampliear fits on the page.

It looked very disconnected, so | instead looked towards a more stylised
version instead.
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| then looked at
dithering, an effect
used by old computers
to represent different
shades using only 2
colours. Whilst this

is usually achieved
with a Bayer Filter, |
used a version called
unordered dithering
(less accurate, but
much easier to
implement).

The effect works
well and is very
reminiscent of old
tech advertisement,
hopefully helping

to create a sense of
nostalgia in my target
audience.

| also added a gradient
map to reassign the
harsh black and white
to more neutral tones.

Whilst experimenting with backgrounds, |
accidentally added a radial gradient. | really liked
the effect as it gave the earbud a sort of glow,
helping to highlight it, and playing into the cliche
that its “other-worldly*.

To help pronounce the effect, | gave the ampliear
an outline, helping to distinguish it from the glow.

12
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Development Continued

Peac ottt

| then added the
typographic effects
from earlier to either
side and added the

tagline and call to | also added a freeform gradient to help break up
o action. the otherwise plain background and add some
texture. This works well in the black and white
| also experimented form, but later on with the colour experiments
with adding some it create areally unigue and interesting effect,

small triangles to helping to boost audience engagement.
the side, helping to

emphaise that it helps

to “amplify“.

Feel the Change.

www.ampliear.co.uk

Feel the Change.

www.ampliear.co.uk

13
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Colour Experiments

Feel the Change.

Feel the Change.

Feel the Change.
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| then tried looking at
some different colour
palettes for my advert.
| wanted to try using

a variety of different
colours in the design.
However, some of
them ended up very
bold and a bit too
colourful. Whilst | think
some of these colour
schemes would work
well for a younger,
more trendy audience,
| don't think it works
well for my older age
demographic.

14
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Feedback + Adjustments

Feel the Change.

www.ampliear.co.uk

| then collected some feedback based off of my final designs. It came up quite a bit that the

“Hear the" part of the copy was quite difficult to read. Whilst this is partly the point, loss of sight is
particularly common to my target demographic, so this is less than ideal. To help with this, | adjusted
the warp effect (left: before, right: after), and played into using a blur effect to help supplement this
idea of the typography being unclear, but still readable.

| also increased the font sizes of the rest of the copy and the call to action as people also had issues
reading these.
15
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Campaign Ideas

As mentioned earlier,
Steve suggested
to turn my idea
into a series of
outcomes, into a
sort of campaign. He
suggested creating
multiple where
: different inputs enter
Feel the Change. N . the Ampliearin a

' warped/unclear state,
and then they get
fixed, turning more
clear.

www.ampliear.co.uk

For this version |
decided to create
sound waves. They
enter the Ampliear all
warped and undefined,
and then exit loud and
pronounced.

| really like this design,
the shortened version
of the copy - just “Feel
the Change." - works
well to suggest this
device is lifechanging
for some people, whilst
still being very punchy.

16
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Nill Baker

Final Mockups

17
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