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Introduction of L'iris Cosmetics 

"Graphi c des ign is the art of vi sual canm unica t ion; its 

prim ary function is to canm unicate a message or pran ote a 

product or service." This definition is given by James Craig, 

author of the book, Graphic Design Career Guide.
1 

The dif-

ference between graphic and fine art lies in the intent of the 

artist. A fine artist creates for himself; interpretation of 

his wod~ is varied and the meaning not always obvious. A 

graphic art i st, on the other hand, creates hi s ''lork for others--

specifically, consum ers. A designer must be able to clearly 

canmunicate an idea as dictated by his client. Canm unication 

is, in fact, the Emphasis of graphic design. A designer must 

be able to canmunicate visually and verbally in oreer to be 

succes s fu=_ . 

The visual message may be presented through several 

m edi a, including m aga z ines, new·spap ers and te levi s i on. Verbal 

canmunication is vital in selling one's design, both literally 

and figuratively, to a client. 

In order to experience several possibilities of canmunicating 

through graphic design. I created a product: L'iris Cosmetics. 

I developed this product in theory and design. Contained within 

are the rationales for my design solutions, including preliminary 

sketches, storyboard illustrations and slides of the finished 

pieces. These include logo design, package design, introductory 

ad series, fractional ads, nelvspap er ad and two canm ercials. 
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L'iris COEmetics are targeted to the wanan on "the go." 

She may be a bus iness execut i ve wi th a dEm and i ng schedule, 

san eone v1ho travel s a great dea 1, for bus i ness or pleasure ... 

she's any wanan whose time is valuable and whose image is of 

utm ost concern. The thrust of the theory behind L'iris Cos-

metics is one of conserving time and space, while providing 

a product of highest quality. One unique feature of L'iris 

lies in the construction of the canpact; it is stackable and 

fits easily into any purse, briefcase or suitcase. 

Four products, and shade variations of each, are available: 

eyeshadow, blusher, lip color and powder. All of the can pacts 

contain a mirror, applicator and a generous supply of the cos-

metic. 

Another unique feature of L'iris is in the cOlor-coding 

systEm USE?d for easy identification. When stacked, or 

unstacked, a colored ruled line is visible fran the front, top 

and back of the canpQct. The typography, logo and contents 

sticker are also in a color matching the ruled line. The 

cod ing rEm a ins cons i sten t, as follm.,rs: green, eyeshadm.,r; 
p 

.A 
gold, llcolor; magenta, blusher; coral, powder. 

The color blac}c l.,ras selected to canmunicate an expensive 

Eurppean look! much the sam e way the nam e does. Trans la ted fran 

French, the word l'iris means "iris." The coded colors were 

selected because they seEm more pronounced on the black package. 

The carton in ,vhich the can pact is contained at the tim e of 
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purchase follows a reverse coding. The carton is printed in 

the coded color, while the typography and logo are in black. 

This allows for instant recogni tion of ea ch of the four 

varieties in a store display case, when many are shown together. 

The carton also has on it a sticker matching the shade of the 

particular co~etic it contains. with the use of this sticker, 

the cartons can be mass-produced, the sticker added on after 

printing, and cost is therefore greatly reduced. 

The Logo 

In ordl~r to be successful, a can pany or product logo needs 

to be simple in design. simplicity aids in instant recognition. 

~"li th few exceptions, consun ers merely glance at a logo and wi th 

tha t can es the a ssoc ia t i on to a part i cular product. In his 

book, ~ Designer's Art, Paul Rand relates a similar philosophy: 

"Ideally they (logos) do not illustrate, they indicate ... not 

t b d . h' . 2 represen -, ut suggest ... an are stated WI t brevI ty and v11 t. " 

Ra nd a 1 so stated that" the symbol can express many d i fferen t 

3 
ideas by juxtaposition, association and analogy." The L'iris 

logo follow·s this concept in that it suggests t"lvO form s, an 

abstractec5 flower and a fEmale figure. Many, many sketches 

were made before a final logo was decided upon . A defina te 

evolution of thought is seen. The logo began as complex and 

through rewoddng, became a very simple and quite subtle 

tradEm ark. 
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P. pa rtial showing of the 

L'iris logo evolution 

(from sketchbook drawings) 

•• 
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Final Logo Design 
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Introduction Into Print Media 

A three-ad series was developed to introduce the new pro

duct to the target market audience~ fElnale professionals. 

There are quali ties in develop ing a series Ivhich must be con-

sidered. The ads must be consistent in style, layout, amount 

of copy and presentation of the product. Those consistencies 

hel pin pre~:;ent, i nC] a new prociuct to the consum er by aid i ng in 

recognizing the product. Theoretically these ads would be 

placed in separate publications, or scattered throughout the 

same one, but are not intended to be viewed consecutively. The 

publications might include wanen's magazines, such as Ms. and 

Worldng We rru. n . They ,vould be located on the right-hand page, 

the page most often read or locked-upon. 

There are subtleties contained in these ads which may not 

be obvious initially, but which contribute greatly to the over 

all "feel" of the design. All of the body copy is stacked, 

much like the compacts. Color bands break through a black 

border, as on the compacts then sel ves. These intricate details 

serve to suggest elements of the product. 

A minimal amount of copy ,'Tas used, follovring the advertising 

adage, "LE~SS ism ore. " A sophi st i ca ted vocabulary was used to 

appeal to a part i cular consum er, the "L' i r i s vran an." By not 

requiring the reader to spend a great deal of time sifting 

through long copy, the im age of the product can be the focal 

point and the mood cornnunicated visually. 

product basically speaks for itself. 

In other words, the 
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A different product is viewed in an open compact in each 

ad, communicating variety and revealing the quality of the pro-

duct; the C03Il et i cis 3Il ooth and rich in color. Other series 

consistencies include Avant Garde Light type style, two or more 

stacked compacts and having the product reflected in the mirror. 

The consum er learns fran the ads that the compacts fi t together, 

contain a mirror and applicator and therefore must be perfect for 

travel. 

Newspaper advertising would seem to pose a problem for a pro

duct whic~ relies so heavily on color as a selling point, espe-

cially the color-coding. This problem is solved by retaining 

elements fran the magazine series, the blac:k border and hori

zontal lines, as well as the lim i ted cop y in Avant Garde Light. 

The viewer is able to associate the ad with the product, even 

though it is in black and white. 

Several techniques were used with the ne~spaper ad that would 

not be feasible in a magazine. The edges of the newspaper ad 

are rounded, further conveying the im age of the compact shape. 

A marker rendering is used, rather than a photograph; photos often 

do not reproduce well in newspapers. A horizontal fo~at was 

chosen because fran observation, most newspap er ads run verti

cally. A horizontal fo~at helps the L'iris ad stand out fran the 

rest, as coes the bold, black border. This ad is simple, but 

strong. I t can be not iced even by the reader who is s]<imm ing 

the ne\Vspa~ er. 
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A fractional-ad series is theoretically introduced after 

L'iris has been on the mar:ket for six months. Because of the 

initial expense of three full-color, full-size ads, the budget 

has been cut. The ads are designed in such a manner that each 

uses only two colors: black and the coding color. 

Severa 1 notable differences are seen. The im age of the 

stacked compact is no longer necessary. By now that is a well-

known quality. A close-up of the compact reveals only the 

nam e and logo; these el Em ent s are l..rha tis be i ng sold here. 

Three characteristics fran the original ads are maintained for 

transitioc:} and recognition purposes. They are: minimal copy, 

Avant Garde Light type style, and four graduated color bars. 

Television Commercials 

To enhance the convenience and quality of the L'iris 

co~etics, two television commercials have been written and 

designed through the use of storyboards. Storyboards illu-

strate a commercial frame by frame, concentrating on the main 

ideas. The thirty-second spot personalizes L'iris cosmetics 

by introducing a member of the target market audience. The 

woman featured is young and business-like. Her clothes are 

conservative and she is found in an office environment. Her 

services are requested ... she is to represent her canpany at 

an important function out-of-town. She has very little time 

to prepare, but is able to fulfill her duties with the con-



9 

venience and reliability of her L'iris cosmetics. All she 

needs for her trip can es in four E=llI all can pacts which stacIc 

and fit neatly into her briefcase. For the "L'iris wanan," 

be i ng put on t-,1~le spot is" no problem." 

The second television spot is a ten-second filler. The 

method of canm unica t i on is can par i son (wi th other cosm et i cs) . 

There are many other brands featured, but their names are not 

visible. The shape and color of the canpacts serves to indi-

cate particular brands. A pan left to right begins with a 

variety of canpacts stacked and turned every which way, ma~ing 

them look awkward and inconvenient to carry or pa~~. The pan 

ends with a close-up of four L'iris canpacts. The lighting 

serves to highlight the sleek, expensive look of the canpact. 

The choicl~ is obvious: L'iris cosmetics are the most convenient 

high-quality product for any wanan on the go. 

Script for thirty-second spot: 

"Five O'Clock and All Is Well" 

It's 5:00 p.m. Mr. Davis buzzes his ,;:-cu'tary. 

Mr. Davis: "please send Ms. Alexander to my office." 

(shot of secretary, who is getting ready to leave. 
seen in the background.) 

A clock is 

(Shot of Ms. Alexander, also on her way out.) Her briefcase 
is open on her desk. She is putting on L'iris lip color. She 
gets the IT. essage by phone and quickly snap s together her four 
can pacts, placing than in her briefcase r ) 

Mr. Davis: (standing as she enters) "You'll be representing 
the firm in New York tonight. Here is your ticket; your plane 
leaves in one hour." 

Ms. Alexarder: (patting her briefcase) "No p roblan . " 

(a close-~p of her face is seen. 
looks E=llI ooth and pretty.) 

She is ::=m i 1 ing; her malee-up 



"What If ... " 

(Ten second filler) 

Pan left to right across a jum bled assortm ent of various 
cosmetic canpacts, ending at four neatly stac};:, elegantly 
lit L'iris canpacts. 

Voi ce over: "You may not need to take all of your cosm et i cs 
with you . . -.but wouldn't it be nice if you coule:?" 

The experience of creating a product and designing 

several advertising pieces for this product has been very 

valuable. As a design student, it is important for me to 
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be able to conceptualize and coordinate a variety of designs. 

As a graduating senior entering the professional world, this 

cI 
series of projects has enhance"my portfolio and iYc1prov(~d my 

skills as a designer and effective canmunicator. 





L'iris Cosmetics 

"5:00 And All Is Well" 

30 seconds 

She gets the message 
to go to Mr. Davis' 
office. 

"Here is your ,ticket. 
Your plane leaves in one 
hour." 

It's 5:00. Mr. Davis 
buzzes his secretary. 
"Please send in Ms. Alex-
and 

She snap s together her 
L'iris canpacts and 
pl~aces than in her 
briefcase. 

-::ar~--=-~ __ _ 

(9atting her briefcase) 

(secretary is on' her way (MS. Alexander, also on her 
out. A clock is s~en in way out, is applying L'iris 
the background.) lipcolor.) 

... and leaves her office. Mr. Davis: Yon'll be rep
resenting us in New 

"No p roblan ." (CloseUup 
of her face; her make-up 
is smooth and fretty.) 

York tonight." 



L'iris Cosmetics 

"What If ... " 

10 seconds 

(Camera pans left to (Dimly lit competitors) 
right) Voice over: "You may not need to take all of your cosm et i cs 

with you, but wouldn't it be nice if you could?" (fade out) 

**L'iris compacts and logo featured in glowing color 



Footnotes 

1 James Craig, Graphic Design CareeF Guide (New York: 
Watson-Guptill publications,1983), p. 9. 

2,Paul Rand. A Designer's Art (New Haven: Yale University 
Press. 1985).-p.24. 

3 Rand, p. 14. 
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