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 ‘You’re thinking, ‘what will please  
 this person?’ ... So you ask a few 
 questions ... what’s the occasion,
 which colours are you drawn to, 
 what shapes do you like the most?’
 Richard Nylon, How Designers Work, Booklet 2.

Use your unique login access to view 
the full speaker presentation via the 
Ideas on Design Online Platform.
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Preface

So here it is. How Designers Work explores 
the practices and processes used by 
designers in industry. Created for teachers  
of Years 10-12 Visual Communication Design, 
the resource responds to Unit 3, Outcome 2: 
Design Industry Practice, but can be used in 
a multitude of ways. 

Through a selection of detailed profiles, 
students are introduced to both Australian 
and international designers from the  
fields of communication, environmental 
and industrial design, and learn about their 
approaches to the design process. A digital 
resource of designer profiles is combined 
with access to online presentations selected 
from the agIdeas International Design Forum 
archive. Visual, written and audio materials 
address relevant key skills and knowledge, 
with suggested classroom tasks and 
assessment guidelines provided to assist 
classroom teaching.

How Designers Work profiles an 
extraordinary selection of designers from 
Australia, America, China and Europe who 
were interviewed via Skype, telephone or  
in person. They told stories of their process,  
their studio practices, and their relationships 
with clients, specialists, stakeholders, user 
groups and agents. We asked questions 
about materials, media and methods, 
copyright, ethical work practices, pitching 
and evaluating ideas. It’s the stuff that is  
often elusive, the behind-the-scenes caper 
that’s rarely discussed or understood by 
those outside the industry. The sweat  
and the glory, the highs and the lows  
of a career in design are exposed with  
inspiring honesty.

Design Industry Practice can be  
a challenging area of study for teachers 
and students. Accessing information that is 
relevant, student-friendly and specific to the 
outcome’s key skills and knowledge can be  
a difficult and time-consuming task. 

Finding a cross-section of designers from 
Australia and abroad, who are inspiring to 
students, who work across the three fields of 
practice, with both male and female examples, 
and whose design processes and practices 
have been adequately recorded is an almost 
impossible task. 

Incursions with speakers and studio visits  
are wonderful experiences for students,  
but extracting just the right answers can be 
tricky when designers are nervous, unaware 
of curriculum requirements, or unpractised  
in verbalising their process.

How Designers Work has been made  
in response to these challenges. Over the  
last 25 years, The Design Foundation has 
forged relationships with many of the best 
designers in the world, with the annual 
agIdeas International Design Conference  
and corresponding DesignFutures forum 
shining a spotlight on their processes  
and passions. Recently, the creation of  
the Ideas on Design program and website 
has brought design to a wider audience. 
Such rich and engaging content deserves  
to be shared with design educators and  
their students, but a vehicle was needed  
to deliver the handpicked content in  
a way that’s digestible, subject-specific  
and classroom-friendly.
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Client Need/s, Purpose, Target Audience, 
Contexts & Constraints.

Commercial briefs for Gemma O’Brien  
and Eamon Donnelly are mostly facilitated 
through their agent The Jacky Winter Group. 
 
Jeffery Copolov and his colleagues 
at Bates Smart Architects endured 
a competitive bidding process before 
winning the job of delivering Melbourne’s 
new Royal Children’s Hospital. Then 
began the challenge of pleasing dozens 
of individual user groups, with the briefing 
process taking a year and a half. 

Richard Nylon determines his client’s needs 
through a short one-on-one consultation 
during which he notes their personal style  
and how, where and when they wish to  
wear his creation. 

Sometimes briefs for Neville Page will 
consist of little more than an ambiguous 
core concept from a Hollywood director. 
“It’s big and it’s red”, said J.J. Abrams 
about a creature for the Star Trek movie. 
So what did Neville call his creation? 
Big Red of course!

Gemma O’Brien, Eamon Donnelly, 
Jeffery Copolov, Richard Nylon, 
and Neville Page.

Development of the Brief

Richard Nylon

‘Love Letter’

Millinery Design 

‘Studio Photo’ 

Millinery Design, 

Selecting Feathers
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Intellectual Property

Intellectual Property (IP) refers to inventions 
or creations of the mind, including copyright, 
trade marks, patents and registration.  
 
Artistic works and designs such as songs, 
logos, plays or products are all intellectual 
property that can be owned and protected.  

IP laws prevent others from imitating, 
reproducing, sharing, publishing and  
profiting from the work of a maker or  
author, and are enforced through legal 
avenues including warning letters,  
negotiations and court proceedings.
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Most design decisions are informed by  
the needs determined in the brief. 

A clearly established audience, purpose, 
context and set of constraints such as 
budget and timeline act as criteria, guiding 
the evolution of ideas and making it easier 
to measure their success. A good brief also 
helps designers to make objective design 
decisions, to ignore unintentional biases  
and look beyond personal experiences  
when choosing the best ideas to develop.

Design decisions are also made in light of 
other things. Today’s discerning audiences 
expect factors such as sustainable and 
ethical work practices in the design and 
manufacturing of products, services and 
visual communications. Many designers aim 
to use locally sourced or recyclable materials 
and environmentally friendly production 
methods. They keep manufacturing close  
to home, and design products that are made 
to last and contribute to the wellbeing of 
communities. 

Most designers place value on work 
environments and practices that treat their 
workers well, and uphold industry standards 
that are respectful, lawful and fair. 

Design associations publish codes of 
ethics that advise against practices such 
as competitive free pitching, accepting 
commissions from competing clients, 
plagiarism and breaching copyright.  
Factors such as these will affect the  
decisions a designer makes about their 
process, workplace and relationships with 
clients, specialists and other designers.

Also influencing designers’ decisions are 
factors that include the availability and  
cost of materials and production methods, 
technical skill and proficiency in using 
equipment and technologies, the results  
of research, the current economic climate, 
and the impact of competing products or 
services in the market place.

Being able to communicate and justify  
design decisions that are objective and 
carefully considered, is an essential part  
of nurturing collaborative partnerships with 
clients and selling the merits of an idea.

The examples on the following page  
explore a range of factors that affect 
decisions made by designers. 
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Introduction
Emma Rickards

Communication Design
Gemma O’Brien, Typography and Illustration
Eamon Donnelly, Illustration
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Jeffery Copolov, Architecture & Interior Design
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As a child, Eamon Donnelly sought every 
opportunity to draw. His first stylistic 
influences were found in Mad Magazine, 
with issues collected from local op shops 
and garage sales. 

“I studied the line work, the caricatures, 
the humour, the descriptive hand gestures, 
the way they rendered hair, the expressions 
through the eyes, Jack Davis, Mort Drucker, 
Dave Berg”. 

Eamon’s teenage years were spent 
digesting manga and anime, before 
embarking on studies in Graphic Design 
at Melbourne’s RMIT. Here, he would 
illustrate projects whenever the chance  
arose, his passions expressed through 
drawing rather than type or page  
layout design. 

Jobs in fashion followed graduation,  
where again, Eamon’s illustrative talents  
were put to good use designing T-shirts  
and campaigns for street wear labels.  

“Then, in 2004” recalls Eamon, “I decided  
to take the plunge, and dive head first into  
the unknown pool of a freelance illustrator.”

Setting up a website was Eamon’s first step, 
an essential tool used to attract potential 
clients and promote his developing style. 
Time was spent establishing a personal 
‘brand’, defined by Eamon’s intricate linework 
and saturated with his passion for Australian 
iconography particularly from the 1980’s. 

Under the name of ‘Eamo’, personal folio 
pieces were made of nostalgic scenes and 
subjects - Aussie larrikins, beach culture, 
milk bars and Big M’s – with plenty of 
pop-culture references and a colour palette 
recalling his childhood years in Geelong. 

A signature style evolved, merging a 
distinctly American technique with, as 
Eamon describes, “something that is uniquely 
Australian that I can call my own.” 

In the hope of securing editorial work, 
Eamon spent countless hours devoted  
to self-promotion, sending postcards and  
a link to his website to magazine art directors 
and online creative portals such as Australian 
Infront and Design is Kinky. He also worked 
on projects for free, “with the notion that, 
although I could barely make rent, in the  
long run, the more people exposed to the 
work the better.” 

In 2007, Eamo became the first artist  
signed to the newly formed Jacky Winter 
Group, a Melbourne-based illustration 
agency founded by Jeremy Wortsman 
where relationships between artists and 
clients are facilitated and managed for a fee 
(commission for editorial is around 25% of 
the artwork’s price). 

During this time, Eamon’s first editorial 
commission was for Triple J’s magazine 
‘jmag’, while the following year brought his 
first US commission, from ESPN magazine 
in New York. A year later, Eamon’s work 
was seen in Playboy magazine by New York 
agency Gerald & Cullen Rapp, who took 
on exclusive representation of Eamo in 
the American market. 

With the assistance of either agent, Eamon 
would negotiate magazine commissions and 
manage the design process through email 
correspondence with clients. Alternatively, 
jobs through Jacky Winter were coordinated 
through Basecamp, an online management 
system used to control communication 
between the client, agent and artist. 

Communication 
Design: Illustration Eamon Donnelly

Australia

Presented at agIdeas: 

2010

‘Lady Gaga’

Illustration, Billboard 

Magazine US 2011
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‘The Milk Bar 

Book  Project’

Photography, Publication 

2014

Deadlines for editorial are tight, with  
little room for research or refinement: 

“An Art Director from a mag will email  
a quick availability contact to either me  
or the respected agent”, explains Eamon. 

“They send a quick outline of the story, the 
dimensions of the piece, deadline and page 
rate. Page rates are usually set in stone from 
the outset no matter the complexity or detail 
of an illustration. Page rates only vary on the 
size. Once I give the go-ahead to take on 
an assignment, the AD will shoot through a 
second email with the full text for the story 
and page layout. 

Then the agent sends through the job sheet 
to both the client and myself, which outlines 
the brief, the price, the size, the issue and 
dates. An idea is brainstormed, I send that 
through to get approval, sketches are usually 
done two days from contact, then final art  
is due two days after that. So ideally it’s  
a five-day turnaround depending on workload 
and whether their pages are closing. 
With such tight deadlines for editorial, I try 
to keep my sketches as tight as possible. 
I’ve been lucky in that 99% of the time my 
initial sketch is approved to go to final art. 
With larger full pages, covers or spreads, 
there’s a quicker sketch initially to get the 
idea going, and deadlines usually allow 
more time for bigger pieces. 

The final is approved, emailed through 
overnight, the agent sends off the invoice  
and it’s either 60 to 90, even as long as 120 
days until a cheque or wire comes through.”

Such tight deadlines are incredibly taxing  
for an illustrator like Eamon, whose intricately 
detailed works take many, many hours  
to complete. 

As Eamon explains, his hand drawn  
and digital processes are meticulous  
and intense: 

“My tools are a 6H pencil, reflex printer paper, 
cheap black ink, beer bottle top for an inkwell, 
brush pen, vintage scanner, Mac, Photoshop, 
email and coffee, and Minties on the late 
nights. I ink over the sketches, scan into 
Photoshop, block colour the skin tones, then 
meticulously mask the linework and fill it in  
a complementary colour to suit – so purple 
line is always used with skin tone, brown lines 
for brown hair and so on. Pinks, yellow, sky 
blues, peach, magenta, pop pastel colours.

Then I add highlights – pink rosy cheeks and 
nose, and any extra distinct textures. Then, 
all the background elements are coloured as 
separate layers, dropped into the scene, and 
shifted around to suit the layout. I don’t draw 
anything digitally. A common misconception 
with my work is that the line work is done in 
Illustrator. My inks and sketches aren’t put 
together in a traditional way – I don’t illustrate 
everything on one page. I sketch all the 
different elements on bunches of A4 paper, 
scan them into Photoshop and colour. 

It’s untraditional, but it’s the easiest way for 
me to work that I’ve come to at this point. 
It probably takes twice as long, especially 
when you’re inking bits that will most likely 
be covered up with something later. But I 
have the freedom to move things, delete 
unnecessary elements and resize the  
layout to suit the finished medium.” 

The delivery of such elaborately crafted works 
within ever-tightening timelines presented its 
challenges for Eamon, with the pressure-filled 
process taking its toll and at times dissolving 
his enjoyment of drawing. 
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Watch and listen to Neville as he describes 
his use of 3D modelling software Zbrush to 
develop the space suit displayed on page 27. 
Compare the process and tools to traditional 
clay modelling techniques. 

What are the advantages of digital sculpting 
for a designer like Neville?

youtube.com/watch?v=o-zBPpFQAvI

Join Neville as he browses through 
the sketchbook of close friend Scott 
Robertson, a concept artist and teacher 
of drawing and industrial design. 

youtube.com/watch?v=Rfy60PHYuag

Key words from Neville’s profile
what do they mean?

• Logline
• Treatment
• Green-lit
• Iterative
• VFX

See and hear more about Neville’s work:

Neville’s showreel:
nevillepage.com/video.html

Neville speaks about why design matters in 
the field of character design.
vimeo.com/78696105

At what stages of a movie’s development 
are Neville’s skills employed?

Describe Neville’s ideal relationship 
with his client.

What other specialists are involved in 
the development and production of
Neville’s creature designs?

Describe the various methods, media, 
materials and techniques Neville uses to 
research and generate ideas, and to 
develop creature concepts.

How does Neville use the design elements 
and principles to imbue his creatures with 
character and personality, and to respond 
appropriately to the brief?

If you have a Mac computer, explore the 
manipulative effects offered in Photo Booth, 
particularly the mirroring function. Photograph 
objects similar to those used by Neville, such 
as the back of your hand or pieces of food.

Evolve some of your own creature 
designs from Rorschach-inspired 
ink blots, using either digital or manual 
materials and methods.

Who owns Neville’s creature designs?

online.agideas.net/webcast/neville-page

About Neville
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After designing sets and working as a lighting consultant, Cindy-Lee 
Davies launched Lightly in 2005 with a homewares range based on 
designs inspired by her grandmother’s lace doilies. Using laser cutting 
to reproduce the beauty and delicacy of the patterns, she gained instant 
recognition with her new decorative style, dubbed ‘nana technology’. 
Drawing on nostalgic references, she combines discarded and recycled 
objects with new materials and technologies.

Sydney-born Nicolas Hogios is Chief Designer at Toyota Motor  
Corp Australia, where he focuses on the development of models  
for the Asian and Australian car markets.  He has played a key role  
in the styling of the Toyota Sportivo Coupe Concept, the Aurion and 
Asian Camry. As someone who ‘can’t imagine life without design’,  
Nicolas says it is the truly global nature of his work with Toyota that  
is so challenging and satisfying.

Recognised as one of Australia’s most talented milliners, Richard  
Nylon of Melbourne creates highly original couture headwear that has  
been described as ‘wearable art of innovative design and imagination’.  
Firmly established as a leader in his elite field, Richard teaches Millinery 
Design and Construction at RMIT University and is President of the 
Millinery Association of Australia.

Industrial Design

Cindy-Lee Davies

Nicolas Hogios

Richard Nylon

Leah Heiss is a Melbourne-based artist and designer who utilises 
advanced technologies and collaboration, working with experts from 
a diverse range of disciplines including nanotechnology, medicine, 
manufacturing and fashion design. Amongst her work is a range 
of diabetes jewellery that improves the lives of those living with the 
condition, and a neckpiece that removes arsenic from drinking water.

Agnete Enga is a Senior Service Designer at Making Waves in Olso, 
where she focuses on the improvement of digital services through  
a people-centred approach to design. Agnete was also a founding 
member of Femme Den, a branch of Smart Design based in New  
York who aim to ‘save good women from bad products’ and promote  
a deeper understanding of gender in product design. 

Leah Heiss

Agnete Enga
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