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provides an essential introduction to
the process of art directing creative
advertising concepts. Revealing
the key techniques involved, the
book emphasises the importance
of seeing things differently
and providing the audience with
something to discover; with tips
on how to use surprise, simplicity,
provocation and visual drama to
successfully communicate the
advertising message.

The process of visualising different
ideas, together with the use of
moving image, photography,
illustration and typography is
examined in relation to traditional
and new media, and to producing
creative ideas within teams. The
book demonstrates how to achieve
visual impact through the use
of conceptual tools, as well as
for a range of different media –
from TV and cinema ads to posters
and integrated media campaigns.
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Art direction
n
the expression or application
of human creative skill and
imagination, typically in a
visual form

n
the management or guidance
of someone or something

Nik Mahon is a senior lecturer in
advertising at Southampton Solent
University, where he teaches on the
BA (Hons) Advertising course and
several other communication degree
programmes. After graduating in
graphic design at Central Saint Martins
College of Art and Design, Nik
freelanced in London before working
as an art director at BB&P advertising,
in Grand Cayman, BWI. On returning
to the UK, he joined Rayner Advertising
as Creative Director.
Since teaching in higher education,
Nik has been involved in the design,
delivery and development of a variety of
advertising, media and communication
courses for colleges and universities in
the UK and overseas. He has also been
engaged in the design and delivery
of creative thinking and problem
solving programmes for several major
advertising agencies and blue chip
organisations. Nik’s clients have
included: British Gas, Ordnance Survey,
the Inland Revenue and United Biscuits.

Art direction

AVA Publishing believes that our
world needs integrity; that the
ramiﬁ cations of our actions upon
others should be for the greatest
happiness and beneﬁ t of the greatest
number. We do not set ourselves
out as arbiters of what is ‘good’ or
‘bad’, but aim to promote discussion
in an organised fashion for an
individual’s understanding of their
own ethical inclination.

Featured topics
what art direction is
what art direction isn’t
working with the specialists
the tools of art direction
using ambiguous imagery
creating a look for the brand
creating the adverts
storyboarding commercials
integrated media campaigns
ﬁnding inspiration
putting your book together
planning your campaign
approaching agencies
your ﬁrst placement
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Ethical practice is well known, taught
and discussed in the domains of
medicine, law, science and sociology
but was, until recently, rarely
discussed in terms of the Applied
Visual Arts. Yet design is becoming
an increasingly integral part of
our everyday lives and its inﬂ uence
on our society ever-more prevalent.
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Richly illustrated with images of
international and award-winning
campaigns, the book contains
practical exercises for readers to
reﬁ ne their own skills, and useful
resources for junior creatives
planning to launch their career
in advertising, making this an
invaluable guide to the subject.

Nik co-authored The Fundamentals
of Creative Advertising
(AVA Publishing, 2006) and
has contributed to several other
key advertising and marketing texts.
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How to get the most out of this book

This book provides a broad and detailed
look at art direction as a process that is used
to communicate an advertising message in
a manner that is attention-grabbing, visually
compelling and consistent with the creative
and strategic objectives of a brand. It also
examines the role of the art director and
the creative team in general, from the initial
stages of idea generation through to the
ﬁ nal stages of production.
Within the following chapters, you’ll ﬁ nd
useful tips and words of advice on how to
hone your art-direction skills, improve your
creative portfolio (or book), and ultimately,
land your ﬁ rst job as an advertising creative.
Examples of great advertising campaigns
from across the world are used to illustrate
the key themes of each chapter and
practical exercises are included within the
text, providing you with an opportunity to try
some of this out for yourself.

Chapter navigation
Clear navigation is provided to help
you ﬁ nd your way around the book.

Headings
Prominent section headings
enable you to quickly locate a topic
of interest.

Captions
Revealing explanations illustrate
how adverts achieve their impact.

A way with words
Useful deﬁ nitions of key words and
advertising phrases are supplied.

Give it a go
Practical exercises are provided to
enable you to test and enhance the
skills you will learn over the course
of using this book.

Summaries
Succinct, thought-provoking
commentaries are supplied on the
main text.
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