This assignment is due on Class 29 (the second-to-last class meeting).
We will share them as a group, meeting in two smaller groups for efficiency.

Publishing Proposal

In a two- to three-page document, create a proposal for a book that you would like to publish. Your proposal should include the following elements:

Title
Your title can be clever and edgy (Hand Job) or entirely straightforward (Green Graphic Design or Graphic Design Thinking). But be sure that at the end of the day, your title is obvious. Will someone looking for a book like yours be able to find it on Amazon or via Google search? Having strong key words in your title will help people find it. So if you have a super-clever main title, be obvious in the subtitle (Hand Job: A Catalog of Type).

Author(s)
You? You and a collaborator? Are you confident writing the book yourself, or will you work with a co-author? Are you the editor rather than author, as in a collected volume? What qualifies your team to create this book?

Concept
State this is one powerful, direct, positive sentence. Imagine this as the blurb on the back of the book. Sell your idea.

Audience
Designers? Design students? Graphic designers? All designers? Artists? Sustainability community? General public?

Other Books Like Yours
In a single paragraph, discuss a few titles of other books that are similar to yours, and that thus establish that there is a market for your idea. State how your book is different. What are you adding to the conversation?

Trim Size + Page Count
Look at books on your shelf. Physically, what books have the physical weight and presence that you imagine for your book? Is your book for reading and holding, or is it a coffee table book?

Your Ideal Publisher
Who would you like to sell your idea to? If you were to pitch this book to an actual publisher, you would relate the title to their list. Are they publishing books like yours? Do you especially admire a particular title?

Contents
Your table of contents should reflect the basic structure of your book. Don’t worry about page numbers or how long each section is; just give an idea of section titles and/or chapter titles.


====

For your information, below is the proposal for Graphic Design Thinking. (Note that this book used to have a “clever” title, and now it has an obvious one.)

===

Brain Shopping: How Designers Get Ideas

The design process involves researching, inventing, and expressing ideas. Sometimes, ideas seem to pop out of nowhere, but just as often, they result from deliberate processes. Designers create situations and implement techniques that give birth to ideas by encouraging active and open thinking. Creativity is more than an inborn talent; it is a hard-earned skill, and like any other skill, it improves with practice. Brain Shopping: How Designers Get Ideas explores a variety of techniques for stimulating fresh thinking. The book is directed at working designers, design students, and anyone who wants to apply inventive thought patterns to the everyday challenges of life and business.
    Called Brain Shopping: How Designers Get Ideas, this book shows readers how to stock the mind with a rich collection of concepts (from the practical to the outlandish) and how to choose among them to arrive at compelling and viable solutions. You can turn your brain into a Big Box store for ideas by consciously jump-starting and visualizing the thought process. Your mind is a workshop as well as a warehouse. Make it into a well-equipped space where you can get focused and get creative—in the studio, in the office, or in the classroom. Any workshop requires a good set of tools, and this book provides just that. Brain Shopping shows designers and other creative thinkers how to generate concepts by drawing from a tool kit of techniques for defining problems and envisioning solutions.
    Never again face a blank page with terror in your heart. Brain Shopping: How Designers Get Ideas uses lively scenarios, intriguing anecdotes, and crisp visual examples to explore diverse approaches to ideation. At the book’s core are techniques for releasing creative energy, tested with real designers working in classrooms and in the field. Also included are discussions with leading professionals about how they get ideas—and what they do when the well runs dry.
 
 
The Authors
The book is edited by Ellen Lupton and Jennifer Cole Phillips, directors of the graphic design MFA program at Maryland Institute College of Art (MICA) and co-authors of Graphic Design: The New Basics (Princeton Architectural Press, 2008). We are working with our graduate students and other faculty and outside colleagues to develop content for the book. Brain Shopping is illustrated with student work from MICA and with key examples and case studies drawn from professional practice. The book will be designed and authored by the GD MFA team. MICA seeks a publisher for this work who will list MICA’s name on the title page as co-publisher of the work.

 
Context and Market
Hundreds of books on creative thinking are currently available for the business/self-help market. These general-interest guides vary widely in quality—from thin, slick volumes such as Chris Baréz-Brown’s How to Have Kick-Ass Ideas to ambitious works like Dan Roam’s bestseller The Back of the Napkin. (Published in 2008, both books are for sale in airport bookshops.)
    Publications directed at designers include Don Koberg’s hippie classic The Universal Traveler: A Soft-Systems Guide to Creativity, Problem-Solving, and the Process of Reaching Goals (1973); this beloved book is still admired by many designers and educators, but its look and content are seriously outdated, and it contains few examples of problem-solving techniques in application. More recently, Bill Buxton’s excellent book Sketching User Experiences (2007) addresses the complex thought processes required for interaction design; its strong technical focus makes it less relevant to generalist graphic designers. Tom Kelley’s The Art of Innovation describes IDEO’s approach to design thinking by narrating the firm’s corporate success stories; geared at both business readers and product designers, Kelley’s book takes a broad, overhead view of design processes.
    “Design thinking” has become a big topic in business and product design circles, but there is scant material out there written with graphic designers in mind. Brain Shopping addresses graphic designers first and general readers second, allowing us to focus our message and connect with an audience that is familiar with our hands-on, up-close approach to instructional design writing. Our book is rich, varied, and vivid, packed with illuminating examples showing design processes and solutions at work.
    Brain Shopping presents a diverse set of tools, ranging from quick, seat-of-the-pants approaches to more formal research methods. Our book looks at familiar techniques such as “brainstorming,” invented by ad man Alex F. Osborn in the 1950s, as well as “lateral thinking,” a concept launched by Edward de Bono in 1967 that remains a backbone of innovation strategies today. We also apply models from journalism, rhetoric, semiotics, literary theory, and data visualization to solving design problems. Research methods include user observation, cultural probes, and co-design. Each method will be explained with a brief narrative text (500-700 words), followed by a variety of visual demonstrations and case studies. Techniques are grouped around the three basic phases of the design process: defining the problem, inventing solutions, and creating form.
 

Specifications
176 pages, 7 x 8.5 inches
Contents

Introduction
Design Thinking for Designers
Introductory essay lays out the how and why of this book and outlines the basic sequence of the design process.

1. Defining Problems
By defining (and questioning) the problem, designers open up the creative process and direct it towards fresh and fruitful results. Conducting background research primes the mind to generate authentic ideas. Working with users can illuminate the problem in unexpected ways.
Brainstorming
Mind Mapping
Lateral Thinking
Brand Mapping
Trend Spotting
Observing Users
Cultural Probing
Focus Grouping
 
2. Inventing Solutions
Before devoting time and energy to developing a single solution, designers throw open their minds to numerous possibilities. 
Cubing
Grafting
Oppositional Thinking
Constraints
Rhetoric
Humor
Co-Creation
 
3. Creating Form
A wealth of ideas is a great thing, but only a few concepts will make it to the finish line. After selecting the most promising ideas, designers express them visually. When an idea becomes tangible, now it can be evaluated. How does it work? How does it look? What does it mean? The answers to these questions often send designers back to phases 1 and 2.
Sketching
Modeling
Diagramming
Paring Down
Semiotics
Making Systems

Appendix
Getting in the Mood
Editing and Evaluating Ideas
Bibliography
Index
