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or, how to be visually effective 
within the immediacy of our 

current constraints



.If you’re an activist, newshound and/or.. 

.cultural enthusiast… the flood of images.. 

.you are accustomed to seeing across.. 

.digital platforms.is likely to look a lot.. 

.like this background collage…..





 Unfortunately, this means that for the...  

 many of us trying to earn attention by.  

 incorporating visuals into.our posts,.... 

 the default visual “bar” is already set.. 

 relatively high...



FACTORS YOU ALREADY KNOW



● Currently, the congested media and social media 
playing-field is even more cluttered with brands, public 
figures, news outlets and stressors vying for attention
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● Currently, the congested media and social media 
playing-field is even more cluttered with brands, public 
figures, news outlets and stressors vying for attention

● The digital tactics you use and posts you create need to 
stand on their own and lift-up the work previously done 
with in-person tactics 

● Visual design is an integral part of the digital environment. 
Visual/attention fatigue is a consistent challenge to overcome

FACTORS YOU ALREADY KNOW





“…Don’t just think about 
the subject matter; 
think also about, and in 
fact, primarily about, 
the job that your content 
is doing for the reader or 
the viewer. ”

—Dao Nguyen
BuzzFeed’s Publisher 

Source: https://kottke.org/19/04/cultural-cartography
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● 43% of US adults gain 
news here

● Algorithms play a 
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Instagram
avg post half-life: 24 hours

● Most who use Ig daily also 
view stories

● ⅔ of users are 18–34
● Algorithms = least 

significant limiting factor 
● 66.6% of Instagram posts 

include a hashtag

Org 2.0 presentations w/more Ig & other 
platform depth: Instagram, Do You Need It and 
What Should You Do With It? (Cabrera,) Intro to 
Tiktok (Wanjuki,) Whats App? What Works! 
(Miranda,) and more!

Twitter
avg post half-life: 18 minutes

● 24% of online adults in US
● Twitter = popular for 

politicians
● 40% of tweets include a 

hashtag
● Account engagement & 

follows = larger indicator 
than a hashtag for reach

Org 2.0 presentations w/more Tw depth: 
Twitter for Absolute Beginners (Huey,) 
Intermediate Twitter (Escalante, Levin,) Public 
Policy and Pop Culture on Social Media Without 
Being Boring (Periyasamy, O’Toole…) and more!



“ Organizing is leadership that enables people to 

turn the resources they have into the power they 

need to make the change they want. ”

—A Definition of Organizing 
Source: Shea Sinnott and Peter Gibbs (2014), Organizing: People, Power, Change*

* https://d3n8a8pro7vhmx.cloudfront.net/themes/52e6e37401925b6f9f000002/attachments/original/1423171411/Organizers_Handbook.pdf?1423171411



SOCIAL PLATFORM REFRESHER

● Consider the central job of 
your content is intended to 
do for the viewer. 
Limit each post to a single 
communication goal

● Iterate, iterate, iterate 
posts: iterate text, your 
quality visuals, etc. and 
always point back to the 
same central messages of 
your campaign

● Publish your content to 
multiple platforms—you’ve 
already made it, it’d be a 
shame not to do so

● Visuals leave more of an 
imprint: We’re 65% more likely 
to remember info if it includes 
an image

● Visual content in the forms of 
infographics, follower photos 
& memes, promo of  news 
coverage/ public awareness, 
etc. are among the most 
shared types

● Tweets w/visual content are 3 
times more likely to get 
engagement; Facebook posts 
get more likes and comments; 
Instagram is widely popular 
w/youths and adults up to 34

● Strategy: without purpose, 
narrative, timing, and other 
strategic elements, you’ll be 
doing your art a disservice.

● Be realistic: foreground the 
job your content is trying to 
do, concepts it represents, 
and reinforce the main 
messages of the campaign 
authentically

● Think small, iterate, get 
feedback on artwork before 
posting + incorporate it; use 
a common vocabulary across 
posts and platforms to help 
build presence & clarity

http://www.brainrules.net/vision
https://business.twitter.com/en/blog/7-tips-creating-engaging-content-every-day.html
https://business.twitter.com/en/blog/7-tips-creating-engaging-content-every-day.html
https://www.gsb.stanford.edu/gsb-cmis/gsb-cmis-download-auth/363976


POINT BACK TO MESSAGES OF THE CAMPAIGN

DIGITAL 
ENVIRONMENT
( Footprint )

CONSISTENT
INTENT
(Development )

VIEWER
EXPERIENCE
(Touch-Point )
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That’s enough recap.
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Now it’s time to
look at some pictures

and stuff !



Process
(learn by doing)



One day I had to make a picture to help drive and circulate 
some press coverage… 

A TRUE STORY



One day I had to make a picture to help drive and circulate 
some press coverage… 

[ TRIGGER WARNING: my design, it didn’t start out so good ]

A TRUE STORY



● I was super tired and struggling…

● I knew it wasn’t very good but my team 
was supportive of all the work I had done 
so far

● If I hadn’t told them that I didn’t think it 
was very good and let them know that I 
thought I could do better… they would 
not have complained (my primary teams 
knows that I am dedicated + work hard)

● This image = 2 screen grabs, the news 
header and the article head, some hand 
typography I painted and scanned to try 
and make it more interesting (instead of 
just digital type), digital type

A TRUE STORY



THINGS I DID RIGHT:
● As requested, make an image that could be 

posted along with the article that offered 
more than just posting the article link could

● Attempt to build in visual interest by taking 
creative approaches to creating/building visual 
elements

● Get feedback on artwork before posting

THINGS I DID NOT DO RIGHT:
● Foreground the job the content is trying to 

do, concepts it represents, or (successfully) 
reinforce the main messages of the campaign 
authentically

● Make something that added VISUAL PRESENCE 
or CLARITY

A TRUE STORY



So… I tried again!
THINGS I DID RIGHT:

● I made a layout that could accommodate 
different news articles (eg more post visuals) 
with a more consistent/predictable experience 

● Attempted to build in visual interest by 
taking actual quote text/ content from the 
article itself that I thought might be more of a 
hook than just a headline

● Get feedback on artwork before sharing 
w/the broader coalition

THINGS I DID NOT DO RIGHT:
● While I attempted to build in more visual 

interest, I think that we can agree that in a 
landscape of visual/content fatigue… this 
doesn’t really reach that “high bar” we talked 
about at the beggining of this session

A TRUE STORY



So I tried again, again. And this 
time… this time it was good.
THINGS I DID RIGHT:

● Made something visually appealing that could 
iterate into other articles, and other types of 
visual content

● Made something that, dimensions wise, was 
easy to modify for misc. platforms and uses

Note: I made this very “beauteous” because I am able 
to add light and texture quickly, but if this had been a 
very plain illustration, with a light colored flame and 
very dark background… it’d function largely the same 
and in appearance the only difference would be a 
choice in aesthetic. Eg This could be done in canva, or 
even more simply drawn by hand with digital type 
added in a la Google docs/ draw and it’d still be 
functionally effective in the same manner.





Positive (good)
Redundancy
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Now then,
Let’s look at some

sharables specifically



POINT BACK TO MESSAGES OF THE CAMPAIGN

DIGITAL 
ENVIRONMENT
( Footprint )

CONSISTENT
INTENT
(Development )

VIEWER
EXPERIENCE
(Touch-Point )



A TRUE STORY: THESE ARE ALL GREAT & FUNCTION DIFFERENTLY
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Artist: Jaz Malone, http://jazimated.com/

http://jazimated.com/
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That’s enough.

Let’s take some minutes right now 
to hit some questions—



Documents






