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introduction
Today

important messages have to compete
with an almost limitless array of information. As
consumers of all this information, we become
increasingly skilled at filtering out seemingly
irrelevant communication that could otherwise
influence the way we think and act for the better.
Today’s graphic designers have an ever greater
responsibility to visualize the significant issues
facing our society and find new and powerful
ways to incite change in the way we behave.
When we approach these issues creatively, we
can make a real difference in the world.
Ultimately, it is time for us to apply our creativity
to shift thinking toward alternative solutions to
issues that impact our lives and the world
we live in.

The Social
Good Design
Awards gives
voice to the
important
work designers are doing and can
do to change
the way we
think and
act.
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about
rgd

The Association of Registered Graphic Designers (RGD) was created by an Act of
the Ontario Legislature to grant graphic designers who qualify the right to use the
designation Registered Graphic Designer (R.G.D.). RGD is the only graphic design
association in North America to have this kind of legislation.
The R.G.D. and Registered Graphic Designer designations are signals of quality and
competence to the profession, public and government. Successful candidates have
met a rigorous set of standards that includes documented levels of relevant, professional
education and experience, as well as demonstrated competence in the areas of business,
design principles, research, theory and ethics.
Representing more than 3,000 graphic designers, managers, educators and students,
RGD provides a unified voice for the community. The Association works to establish
and promote professional standards, best practices and design excellence throughout
our industry. RGD aims to help foster recognition of graphic design for its contributions
to commerce, culture and society.
For more, visit

www.
rgd
.cA
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about
gladstone
Recognized internationally as Canada’s premier Art Hotel, The Gladstone Hotel is a
stunning juxtaposition of old and new, historical landmark and contemporary art scene,
making it an icon of local culture and a gateway for international travelers. The hotel
houses 37 unique artist designed hotel rooms, each imagined by Toronto’s best talent,
with two restaurants, four event venue spaces and three exhibition spaces.
Building on our long history of providing a hub for artists and performers, the
Gladstone provides an exhibition venue for established and emerging makers from all
disciplines and is proud to have worked with Banksy, Ming Wong, Allyson Mitchell,
Jonathan Demme, and many others.
The Gladstone is also proud to have provided a venue for several of Canada’s most
respected academic institutions, including Ryerson University and the Ontario
College of Art and Design. We strongly believe in promoting the creative outputs
of these important institutions.
For more, visit

www.
gladstonehotel
.com
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our
judges

R.G.D., Creative Director,
Underline Studio

CLAIRE
DAW S ON
Claire Dawson R.G.D. is co-founder of Underline Studio,
a multi-disciplinary graphic design agency based in
Toronto, Canada. Underline has gained international
recognition for creating clear and thought-provoking
design solutions for clients from a wide range of sectors:
from corporate and retail enterprises, to media and
publishing organizations, to educational and cultural
institutions. In 2011, Underline was awarded Studio of
the Year by the Advertising and Design Club of Canada.

Having lived and worked in Buenos Aires, LA, New York,
Mexico City and Toronto, Vanessa brings a unique
international perspective to Blok Design, the studio she
founded in 1998. Highly idealistic and intuitive, she is a
passionate collaborator and works with talented thinkers
from around the world, taking on initiatives that blend
cultural awareness, a love of art, and humanity to
advance society and business alike. Blok’s work has been
recognized internationally, and has recently been
published in Masters of Design, Gestalten’s “Echoes
of the Future”, One by One, and Source Book of
Contemporary Graphic Design among others.
R.G.D., Founder, Blok Design

VANE S S A
ECK ST EIN
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Paddy Harrington R.G.D. is Executive Creative Director
of Bruce Mau Design (BMD). Since joining the studio
in 2003, he has led some of BMD’s largest projects,
including: designing the fan experience for the NFL’s
New York Jets and New York Giants New Meadowlands
Stadium; a global sustainability platform for Coca-Cola;
and a sustainable urban mobility program and vision
for Mecca, Saudi Arabia. Paddy is an award-winning
writer and filmmaker with experience in architecture,
broadcasting and advertising.

Principal, MINE™

CHRISTOPHER
S IMMONS
Christopher Simmons is a designer, writer,
educator and design advocate. He is the
author of four books; the most recent, Just
Design, focuses on designing for social
issues and critical causes. In addition to his
own blog, Teaching Design, he writes for a
variety of publications and organizations
including AIGA, HOW and Monster.com.
He is an advisor to Project M and an adjunct
professor of design at the California College
of the Arts.

R.G.D.,
Executive Creative Director,
Bruce Mau Design

PADDY
HARRINGTON

Sophie Thomas has been working in the
fields of sustainable design and material
process for over 15 years. In addition to her
position as Founding Director of thomas.
matthews, she co-founded Three Trees
Don’t Make a Forest to inspire designers
through practical tools and advice, and
Greengaged, an organization that
advances the design industry’s capacity to
address environmental challenges. thomas.
matthews’ client list includes Unilever,
ClimateCare, London Development Agency,
Olympic Delivery Authority, Design
Council, the Government of Hong Kong
and ActionAid.

Founding Director,
thomas.matthews ltd

S oph i e
Thom a s
2012 Social Good Design Awards

5

notforprofit
clientinitiated
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cascades
Award
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Not-for-Profit Client-Initiated Projects

Youth-Led
Community
Organizing
Reports
Designed by Una Lee
(Toronto, Canada) for
Laidlaw Foundation.

What is youth-led community organizing, and what
does it look like? As this
series of reports asserts, it
begins with youth but its
impact extends beyond. The
design envisions youth-led
community organizing as a
complex and kinetic force
– a power that communities can tap into, support
and cultivate for lasting and
meaningful change.

Initially intended to reach
the Laidlaw Foundation’s
existing and potential grantees, the reports have had
surprising reach, circulating
amongst non-youth organizations, public servants and
academics who have been
inspired to create similar
reflection pieces for the
work they are engaged in.

2012 Social Good Design Awards

The reports were printed
on Cascades Rolland
Opaque50 60lb text using a
waterless printing process.
Rolland Opaque50 is
EcoLogo and FSC-certified
and manufactured in Canada
from 50% post-consumer
recycled material from
North American recycling
programs by Cascades using
biogas energy. Using paper
manufactured by Cascades
Fine Papers is a simple,
concrete way to address concerns for the environment.
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Side By Side
Conference
branding
Design by Hagon Design
(Kitchener, Canada)
with creative direction by
Ben Hagon R.G.D.,
designed by Lesley Drago
and Joshua Emberlin,
project managed
by Tracey Schlosser for
St. Joseph’s International
Outreach Program.
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The purpose of this conference, organized by
St. Joseph’s International
Outreach Program, was not
just to provide a forum for
North American doctors
to impart their knowledge.
It was also an opportunity
for cross-cultural learning
in healthcare – for doctors
to sit side-by-side and learn
from each other’s experiences. In particular, it was
vital to have the input of a
delegation of doctors from
Uganda so that this organization could augment
its work in Africa.

Not-for-Profit Client-Initiated Projects

The conference’s new name,
Side by Side, evolved from
this insight. The brand
mark, an interconnected
infinity loop, was designed
to represent the importance
of continued dialogue. To
build out the Side by Side
brand, Hagon Design created a system that is bold,
graphic and simple. Strong
typography and striking
images create a credible,
serious presence for the nonprofit conference.

2007 Hungry City
– Make Your Mark
Campaign
Design by Pivot Design
Group (Toronto, Canada)
with creative direction by
Ian Chalmers R.G.D.,
designed by Marc Sullivan
for the Daily Bread

To take its message of fighting hunger to the streets
and influence the passing of
legislation to protect children from poverty, the Daily
Bread Food Bank needed a
full communications strategy and advocacy campaign
that would create curiosity
and engage individuals to
petition for anti-poverty
legislation.

Food Bank.

The campaign’s bright
colour palette and spraypainted style are a highly
visible call-out that engages
citizens in the campaign.

2012 Social Good Design Awards

Advertising, a website, web
banners, bus designs, sidewalk chalking, posters, buttons, bags and collateral all
helped to spread the word.
The campaign garnered
public and media attention prior to a provincial
election. More than 15,000
signatures and pledges were
gathered in support of the
anti-poverty movement.
Pivot’s work with the Daily
Bread Food Bank is credited
with influencing the passing
of the Child Poverty Bill in
2007.
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Women Lovin’:
A SEXUAL HEALTH
GUIDE FOR QUEER
WOMEN
Designed and illustrated
by Jayme Spinks
(Montréal, Canada) with
project management by
Nav Bhatia for ACT (AIDS
Committee of Toronto) &
CATIE (Canada’s source
for HIV and hepatitis C
information).
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This nationally distributed
sex resource for queer
women is a playful, cheeky
take on the often dry information. It is one of few (if
any) printed sexual health
resources for queer women
in Canada.

illustrations – a nice counterpoint to the very serious
and dense content. The
heart motif lent itself to
embossment on the
cover, and worked well as
a recurring visual element
throughout.

Since the resource is meant
for a diverse range of people
who self-identify in different ways, it was important
not to alienate any specific
group. As a result, the design
focuses on objects rather
than people, which allowed
for bold colours and unique

The fun and unpretentious
visual style was also an
entranceway into subject
matter that to some can be
daunting, awkward or
embarrassing.

Not-for-Profit Client-Initiated Projects

not myself today
Campaign
Design by Blok Design
(Toronto, Canada) with
creative direction by
Vanessa Eckstein R.G.D.
and Marta Cutler,
designed by Vanessa
Eckstein R.G.D. and
Patricia Kleeberg, written
by Marta Cutler for
Partners for Mental Health.

The subject of mental health
is one that often provokes
fear, anxiety and misunderstanding. This first initiative
from Partners for Mental
Health had an ambitious
goal: to raise awareness for
the need to improve mental
health in Canada, and to
gather pledges of support
to send to the government,
coinciding with the release
of the country’s first mental
health strategy.
Blok needed to draw
people into a conversation
and inspire their support.
The concept is based on a
universal experience: all
of us have days when we

don’t feel like ourselves.
This opened the door to
convince people that paying
attention to these feelings
is part of looking after their
mental health. To encourage
dialogue and create impact,
the identity of the campaign
had to be bold yet personal
and comfortable. Blok created a spectrum of Not
Myself Today moods and
corresponding colours that
people could identify with,
select and wear. These were
used in communications
on the street, online and in
newspapers to drive people
to a website where people
could learn more and pledge
their support.
2012 Social Good Design Awards

The final event in the
month-long campaign was
a day of action. It needed a
high-impact installation to
engage people, attract media
and encourage pledges.
The solution was a wall
constructed out of mood
pins strategically located in
a heavily travelled intersection in downtown Toronto.
The bold rainbow of colours
drew people in, while the
simple act of selecting their
mood sparked dialogue,
released stories and inspired
hundreds of pledges of
support. After the monthlong campaign, over 28,000
pledges were collected from
across Canada.
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SHE BRANDING
Design by Blok Design
(Toronto, Canada) with
creative direction by
Vanessa Eckstein R.G.D.
and Marta Cutler, designed
by Vanessa Eckstein R.G.D.
and Patricia Kleeberg,
for SHE (Sustainable
Health Enterprises).
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SHE (Sustainable Health
Enterprises) is a New Yorkbased organization whose
mission is to improve the
quality of life for women
and girls in developing
countries. This, their first
initiative, addresses the lack
of affordable menstruation
supplies in Rwanda.
Blok set out to capture the
heart and soul of a brand
that empowers women
and girls to stand tall. We
designed a wordmark that,
through its striking typographic treatment, “stands
tall”. This is emphasized by

Not-for-Profit Client-Initiated Projects

the bold underscore. The
deliberate space beneath
“SHE” allows initiatives to
find their place within the
parent brand. The vibrant
colour palette creates a
feeling of optimism, and the
spirit of a brand in action.
The text, pulled from SHE’s
mission statement, creates
an empowering dialogue
that strengthens the brand’s
values and further builds the
brand’s story.

Girl Guides
of Canada
100th
Anniversary
logo
Design by AmoebaCorp,
(Toronto, Canada) with
creative direction by
Mikey Richardson R.G.D.,
Mike Kelar R.G.D. and
Adam MacLean for Girl
Guides of Canada.

AmoebaCorp set out to create a brand for Girl Guides
of Canada that would
celebrate the century-long
tradition of building selfesteem through positive
experiences and stewardship without alienating an
increasingly diverse group
of young women.
The amalgam logo focuses
on the joy of guiding using
a contemporary visual
language that is culturallyneutral and forward-looking
enough to be compelling for
a younger demographic.

2012 Social Good Design Awards

When attempting to meet
the challenge of creating an
appropriately-considered
messaging strategy, many
well-intentioned organizations resort to tokenism
which can belie a message.
Instead, Girl Guides of
Canada opted for meaningful representation in all
communications and an
identity system rooted in
a culturally-neutral vernacular.
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Observance
and Memorial
Exhibit
Designed by
Emilio Genovese,
Exhibition & Graphic
Designer at the
Royal Ontario Museum
(Toronto, Canada) for
Royal Ontario Museum.
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This exhibit features prisoner photographs from a
secret Cambodian detention centre. The individuals
pictured represent 103 of
the estimated 2 million
victims of the Khmer Rouge.
This massive loss of life –
one-quarter of Cambodia’s
population – was the result
of untold numbers of killings
carried out in more than
19,000 execution sites, and
Khmer Rouge policies
that led to hundreds of
thousands of deaths from
overwork, starvation, and
disease. The atrocities that

Not-for-Profit Client-Initiated Projects

occurred are not well known
to Canadians because Cambodia has been largely sealed
off from the rest of the world,
and little was reported in
Western news.
In conjunction with the
Cambodian community, the
exhibit acted as an impetus
to create dialogue with the
public. Extensive programming was developed to raise
awareness and encourage
activism to help build
domestic and international
political will to confront
crimes against humanity.

www.
voiceofindustry
.com

Voice of Industry
Website
Creative direction
and design by
Gil Martinez R.G.D.
(Toronto, Canada) for
Voice of Industry.

This project was born out of
a belief that history can help
us to see familiar institutions and practices from a
fresh perspective. The aim
is to explore a lesser-known
period in history when workers questioned the newly
emerging economic system.
This website showcases
a worker-run newspaper,
which presented the moral
vision of American working men and women in the
1840s, when corporations

first began to dominate economic life. Workers writing
in the Voice raised questions about the emerging
economic order and also addressed social issues such as
war, women’s rights, slavery
and capital punishment.
The website’s design draws
people into this material,
which is being made available for the first time and
allows them to explore it
organically.

2012 Social Good Design Awards

The large, rotating block
quotes in the home page
slideshow pique initial
interest. The look and feel of
the site references 1840s typography with humour and
visual interest. The site has
a heavily graphic signature
while navigation and the text
are as unobtrusive as possible. These design choices
help bring the history to life.
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ArtHouse
Branding
Design by Branding for
Good (Oakville, Canada)
with creative direction
and design by
Roger Brenninkmeyer for
ArtHouse.
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ArtHouse is a charitable
organization that offers free
programs to children aged
7–11, helping them to develop their hidden talents,
experience the thrill of
creative and artistic expression and share experiences
in team building and social
cohesion. ArtHouse is living
its vision, building a strong
foundation that serves
children regardless of their
socio-economic status.

Not-for-Profit Client-Initiated Projects

Elevating the playfulness
and diversity of the organization’s goals, Branding
for Good created a simple
wordmark inside the form
of a house. Further use of
colour within the branding
and event graphics provide
flexibility and keep the
brand looking fresh.

http://youtu.be/
lqMzBoiRr30

Mozilla
Webmakers
video series

Design by Smart Bubble
Society Inc., (Toronto,
Canada) with creative
direction by Jonathon
Corbiere, art direction by
Suzanna Brusikiewicz,
principal design by
James Tuer and Suzanna
Brusikiewicz, sound
design by Allan Levy,
animated by Jonathon
Corbiere and Tyler Sammy,
live action by Trouble and

Mozilla Foundation’s
Webmakers campaign seeks
to have youth engage with
the web as a new and crucial
form of literacy. Smart
Bubble Society created a
series that accomplishes
this goal with testimonials
and interviews from various
groups of ‘webmakers’ who
inspire audiences to become
webmakers themselves.
These groups included filmmakers, kids, and educators.

Interview segments are
fused with infographics to
not only cover elements
of the discussions, but
display subtle nuances of
online code (javascript,
HTML, etc.) that established webmakers and web
experts would recognize.
In this way, the video
series becomes accessible to
audiences both new to the
web, and already literate or
established.

Maker New Media Group,
live action produced by
Peter Brusik for
Mozilla Foundation.

2012 Social Good Design Awards
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Fare Share Food
Bank branding
Design by Limelight
Advertising & Design
(Port Hope, Canada) with
creative direction by
Peter Gabany R.G.D., art
direction and illustration
by Luke Despatie and
web programming by
Barry Octeau for
Fare Share Food Bank.

The Northumberland Fare
Share Food Bank was created in the mid-1980s to fulfill a “temporary” need in a
community shaken by recession, job loss and corporate
closures. More than 25 years
later, Fare Share’s doors are
still open, and the original
need has only amplified.
Limelight began by replacing the Food Bank’s myriad
logos with one consistent
identity, and created a brand

http://
foodshare
.ca
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image system to be used
across all communication
touch points. With the new
identity, Limelight helped
the Food Bank present a
consistent look, feel and
messaging across signs,
vehicle wraps, event banners, fundraising kits, online
banner ads, presentations
and more. In addition, Limelight developed a robust
content-managed website
that integrates social media,
donor options and news.

A direct email program was
developed to address issues
of food security, raise funds,
schedule events and inform
recipients of foods available,
how to prepare nutritious
meals and how to move from
food bank dependency. Fare
Share has since attracted a
new board of directors and
is now the most recognized
not-for-profit in the region
next to the United Way.

Our Dreams
Matter Too
Report
Designed and illustrated
by Una Lee (Toronto,
Canada) for the Office of
the Provincial Advocate
for Children and Youth.

Tired of going to school each
day in crumbling buildings,
First ANations youth across
Canada created a report
about their right to equal education. The multicoloured
bubbles represent children’s
dreams – their optimism
and fragility. The red, yellow,
white and black bubbles on
the cover of the report bear
the colours of the medicine
wheel and are separated
from the other bubbles.
The artwork asks whether
the dreams of First Nations
youth are as important, and
therefore should be as well
nurtured, as the dreams of
non-Native youth.

2012 Social Good Design Awards

In February 2012, a delegation of First Nations youth
presented this report to the
United Nations Committee
on the Rights of the Child
(UNCRC), where they testified about their experiences
of inequity in the Canadian
education system. After the
report presentation and media generated by the delegation, Members of Parliament
unanimously supported a
motion to ensure that First
Nations students have access
to the same quality of education as non-First Nations
students, and a UNCRC
rapporteur has accepted an
invitation for an unofficial
visit to Canada.
21

Do The Happy
campaign
Design by Oxygen
(Toronto, Canada) with
creative direction
by Alex Wigington R.G.D.,
designed by Jackman Chiu
and Omar Morson, written
by Andrew Payne and
Alex Wigington R.G.D. for
SickKids Foundation.
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The non-profit marketplace
has experienced an aggressive battle for attention:
causes don’t just put out
campaigns anymore, they
now own calendar months.
SickKids wanted to own one
in the GTA for children’s
health. May was chosen due
to the many events already
taking place that month to
support SickKids, a need
to boost fundraising in the
spring and no significant
competition in the month.
The main goals for the
campaign were: to increase
fundraising activity by 5%;

Not-for-Profit Client-Initiated Projects

to educate the community on SickKids’ role in the
arena of children’s health;
and to “own” the month of
May in the GTA.
This campaign reinforces
the mission of the Hospital:
Healthier Children. A Better
World. The activation, “Do
The Happy for SickKids”,
offers a fun, emotional way
to participate in this new
children’s health movement.
Participant badges, “I’m
Doing The Happy”, identify
support for the campaign.
Traffic was directed to do-

thehappy.com, where people
would upload their “happy”,
follow SickKids, share and
make donations.
Fundraising increased by
5.6% in May with 43 new
corporate partners and a
title sponsor secured; direct
marketing brought in almost
600 new monthly donors;
the microsite received
55,193 unique page views
and Facebook interactions
doubled. SickKids successfully owned the month
of May.

Mosquitoes
Suck tour
Design by Naomi Francois
Provisional RGD,
(Peterborough, Canada)
for SoChange.

Every 45 seconds a child in
Africa dies of malaria. This
entirely preventable disease
kills upwards of one million
people each year and affects
nearly half of our world’s
population. The Mosquitoes
Suck Tour pairs hard-hitting
statistics with entertaining
content to teach Canadian
elementary and high school
students about malaria,
international development
issues and the role students
can play in making the world
a better place.

2012 Social Good Design Awards

Schools where the show was
performed each experienced
enhanced social justice
participation on the part of
their students. Those efforts
include the formation of
malaria-related social justice
groups (60% of schools)
and/or working toward major school-wide fundraising
efforts planned for next year
(100% of schools), to joining
the fight to help those affected by malaria by purchasing
insecticide treated bednets
through the Spread the Net
Foundation.
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Equality Ping /
Equality Deng
POSTERS
Design by Sha Feng,
(JingJiang, China)
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It is only through equality,
love and respect that the
world can unite in harmony,
as an organic whole. We
must take action to combat
the social travesties that
continue to take place across
the world. By eliminating
injustices such as war, racism and sexism, there is hope
for humanity to thrive on a
peaceful planet.
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These posters, which
combine Chinese characters
with symbols representing
the male and female genders,
express both gender equality
and the meaning of peace.
The Chinese character for
the word “home” can be seen
in the background of both
pieces. Together these posters convey the notion that
gender equality is the only
path toward global peace
and true human happiness.

branksome
becomes
campaign
Design by Clear Space
(Unionville, Canada)
with creative direction by
Will Hum R.G.D. and Paul
Ratchford R.G.D., designed
by Ashley Vella, written by
Jack Liang, Spellingbee
Communication Inc. for

Branksome Hall is a Toronto
independent girls’ school
founded in 1903. In 2012,
the school launched a capital
campaign to build a new
Athletics and Wellness Centre to support its students’
athletic goals and encourage
healthy living, while also
strengthening its financial
aid endowment program
for deserving students who
would otherwise not be able
to attend the school.

Branksome Hall.

2012 Social Good Design Awards

This campaign focuses on
the notion of empowerment,
and how the new facilities
and endowment program
would enable Branksome
students to reach their full
potential now and in the
future as they go on to
become the leaders of
tomorrow. Headlines and
imagery leverage the athletics theme while relating it
to the larger goal of developing strong, healthy young
women who are fit to lead
tomorrow’s world.
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forprofit
clientinitiated
projects
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Ensemble
Branding

Design by TAXI (Toronto,
Canada) with creative
direction by Dave Watson,
art directed & designed
by Winnie Ma, written by
Cole Rosenberg-Pach,
music and sound by
Grayson Matthews,
developed by Michael
Balders, interactive
production by Raj Dhillon,
photography by Jim Tinios,
illustrated by Jon Krogh
and Esther Sanchez for
Brand Aid Project.

28
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INDEPCO is the largest network of micro-entrepreneurs
in Haiti’s garment sector.
Unlike much of its competition, INDEPCO pays fair
wages and allows its labour
force to work in their own
workshops or from home.
TAXI’s objective was to help
grow the company beyond
its borders in Haiti with
fashion retailers worldwide.
A secondary objective was to
raise awareness of a unique
business model in hopes of
inspiring change throughout
the industry.

Along with a new design
identity came a new name –
Ensemble. The significance
of the name is threefold: its
origin is French, reflecting
Haiti’s official language, it
means “a set of clothes that
harmonize,” and it connotes
a group of people coming together for a common cause.
To launch the rebranding,
TAXI crafted a sales kit
(video, poster and postcard)
for use at fashion trade
shows. TAXI also created
a business card stamp as
an alternative to expensive
printed cards and a spraypaint stencil to brand boxes,
demonstrating that good
design and communication
can be achieved without
costing a lot of money.

Niagara
region wind
corporation
branding
Design by Clear Space
(Unionville, Canada)
with creative direction by
Will Hum R.G.D. and
Paul Ratchford R.G.D.,
designed by Ashley Vella
for Niagara Region

Niagara Region Wind
Corporation (NRWC) is
currently developing a 230
MW wind power project
in Niagara Region and
Haldimand County. This
project will provide power
to thousands of Ontario
homes with clean, emission
and pollution free energy,
while creating employment
opportunities in the region
and supporting local economic development.

Wind Corporation.
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Clear Space developed an
identity that is approachable, accessible and conveys
the beneficial nature of wind
power. The flexible identity
system incorporates a series
of interchangeable motifs
such as the leaf, butterfly
and kite, with a friendly
typeface in lowercase letters
– all to humanize the brand.
In addition, the supporting
brand imagery reflects the
harmonious integration of
new technology within the
rural community, reinforcing the positive benefits
that the project will deliver
to people in the region and
throughout the province.
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Food Drive Poster
Designed by Jose Garcia
and Tomas Hinojosa
(Toronto, Canada) for
PosterOne.
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PosterOne is a for-profit
company that offers easy-touse poster templates to help
its customers design and
print one-off posters. Each
year the company designs a
series of posters for use by
the Commercial Real Estate
Industry in Canada and the
USA to promote awareness
of a great cause. This year
the company designed a
poster to support its customers’ own food drives.

For-Profit Client-Initiated Projects

Clients can customize the
poster by adding their corporate logos, and/or changing the copy as required
prior to purchasing the
poster through PosterOne’s
website. PosterOne donates
a portion of the proceeds
to the Daily Bread Food
Bank to help fight hunger
in the GTA.

Una Lee
Business Card

“Designers have the power to
create desire, and the kind of
desire I want to create is for
a better world. I do this by
attempting to make visible
Designed by Una Lee
what is often invisible – the
(Toronto, Canada)
for Una Lee. work that our communities
are already doing, the wisdom and power we possess
– and to make the seemingly
impossible appear inevitable
and irresistible.

2012 Social Good Design Awards

My card needed to communicate the transformative
impact of what I do, and it
needed to provide the sense
of delight that people can
expect from my work. Looking at/through the tagline,
the world is altered by the
hatching, which appears to
be a pattern but on closer
inspection is an organically
shifting series of lines that
convey the way I see change
happening. My name and
contact information are engraved and thus less visible
in this change-making
process. It’s more about
what I do than who I am.”
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Level Ground
BRANDING &
Packaging
Design by Subplot
(Vancouver, Canada) with
creative direction and
design by Roy White and
Matthew Clark, written by
Derek Perkins and Matthew Clark, illustrated by
Matthew Clark,
photography of producers
by Hugo Ciro for Level
Ground Trading.
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Founded in 1997, Level
Ground’s mission is to trade
fairly and directly with
small-scale producers in
developing countries, and
to market their products
in North America. The
company has a loyal local
following for its coffees, raw
cane sugar and dried fruit.
However, as the company
grew and Level Ground
began competing with more
sophisticated brands farther
afield, the company failed
to connect with a broader
consumer audience.

For-Profit Client-Initiated Projects

This packaging celebrates
farmers with intimate, inviting photography “in situ”
and labels that underscore
Level Ground’s deep knowledge of the origins and taste
profiles of each of its coffees.
Engaging copy expresses
the duality of “direct fair
trade” and “superior coffee”,
and mixes images of the
producers themselves with
product shots and prominent logos to drive this
new brand’s awareness and
recall. Innovative posters,
retail displays, banners,
flags, vehicles, t-shirts, coffee cups, event booths and a
mini-brochure all help Level
Ground to get the word
out in the community, at
events and in retail.

CMYK
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سليمان لـ"النهار" يف الذكرى الـ  36لـ  13نيسان:
املطلوب تصحيح اإلشكاالت الدستورية يف الطائف
تفاؤل  8آذار بحكومة الخميس

َّ
يتخل بعد عن الداخلية
وعون لم

والتقى العريضي والصفدي وخليل

ب�ي��ن ال �ي��وم �ي��ات ال��رت�ي�ب��ة ل�م�ج��ري��ات ال �م �خ �ط��وف �ي��ن وال �م �ع �ت �ق �ل �ي��ن ف��ي
عملية ت��أل�ي��ف ال�ح�ك��وم��ة ف��ي لبنان السجون ال�س��وري��ة أم��س ف��ي وسط
واالنشداد الى التطورات االقليمية ب �ي��روت ق��د ش�ك��ل طليعة االط��ال��ة
المتعاقبة وأبرزها في سوريا ،يحيي ع�ل��ى ه��ذه ال��ذك��رى ،ف��إن "ال�ن�ه��ار"
�رى ال� � ّ 36
لتفجر ش ��اءت ان ت�ط��ل بحلتها ال�ج��دي��دة
ل�ب�ن��ان غ �دًا ال��ذك�
الحرب فيه في  13نيسان  ،1975ع � �ل� ��ى ق � ��رائ� � �ه � ��ا ب� � �ك � ��ام ل ��رئ� �ي ��س
وهو على انقسام حاد ال يزال يثير ال�ج�م�ه��وري��ة م�ي�ش��ال س�ل�ي�م��ان على
الذكرى ،من باب استطاع موقفه
الكثير من الهواجس.
11
واذا ك � � ��ان اع � �ت � �ص� ��ام أم � �ه� ��ات م��ن ال��وض��ع ال��دق�ي��ق وال�ح��رج

أنباء عن قتيل يف جامعة دمشق

The tone has authority, yet
maintains an elegance. A
sculptural approach to the
design makes each and every
character a story in itself.
The style of the typeface is
that of a classical newspaper
headline. Its treatment,
though, is modern in its
open counters, the tension
in the curves, and the boldness of its presence.
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نهاركم يتجدّ د

افتتـاحيـة النهــار
بقلم ادونيس

شباب النهار ،شباب لبنان
سيدة مسنة تغطي وجهها في اعتصام ذوي المخطوفين

والسجناء أمس في وسط بيروت ،عشية ذكرى  13نيسان.

Gebran2005 is dedicated to
the assassinated editor of the
newspaper.

Gebran2005
Headline Typeface

The concept is simple: a bold
design for bold times. This
is a typeface that stands
tall, and is able to deliver
the message: “I am here,
and I am here to stay” – that
the free press will not be
intimidated by political assassinations.

Design by Nadine Chahine,

2012 Social Good Design Awards

غباغبو من القصر
إلى االعتقال

ايلي صعب
لكل نساء العالم

نهارنا نهاركم ،معنا ومعكم ،ال فارق بيننا ،هو "النهار" أمس واليوم وغدًا،
ّ
حلة جديدة .تعود
كذلك هي "النهار" .ال تتبدل في الجوهر وإن لبست
أك�ث��ر ال��ى ال �ج��ذور ،ال��ى ال �ب��داي��ات ،ال��ى ال �ش��ارع ،ال��ى ح�ي��ث ن�ش��أت وت� ّ�رب��ت
وترعرعت وكبرت .تعود الى الساحات ،الى ناسها.
اليوم "النهار" في حلة جديدة ،وقد اضافت الى ابوابها الثابتة ،نوافذ
ّ
الوفي ،وتفتح المجال أمام
جديدة تطل بها على العصر ،تقدمها لقارئها
قارئ جديد ،وهمها أبدًا لبنان ،واالنسان فيه ،واألرض والبيئة والسيادة،
ً ً
أوال الحرية والكرامة فيه .قيم دافعت عنها "النهار" ،ودفعت من أجلها
وأوال
الكثير والغالي جدًا ،وهي مستمرة وشعارها اليوم "لكل ُح ّر نهار جديد".
"النهار"

متمسك باألسس الدستورية
ميقاتي
ّ

ل �ط��اب ف ��ي دم �ش��ق م ��ع "ش �ه ��داء"
االح � � � � ��داث ال� ��دام � �ي� ��ة ف � ��ي ج��ام �ع��ة
أب
ال ت ��زال دب��اب��ات ال�ج�ي��ش ال �س��وري مدينتي درعا وبانياس.
واف� ��اد ن��اش �ط��ون ان ط��ال�ب��ًا قتل
تحاصر مدينة بانياس لليوم الثاني
ت��وال�ي��ًا ،بينما شيع أرب�ع��ة اشخاص ل ��دى ت�ف��ري��ق االح �ت �ج��اج ال�ط��ال�ب��ي.
قتلوا االح��د ب��رص��اص ق��وات االم��ن وتضاربت التقارير عن سبب وفاته،
11
ال�ت��ي ف��رق��ت أم��س تجمعًا تضامنيا اذ أف � ��اد ب �ع �ض �ه��ا ان� ��ه ق�ت��ل

10

26

Linotype GmbH

(حسن عسل)

(تحية الى غسان تويني)

18

designerinitiated
projects
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dolphin’s smile
CAMPAIGN
Design by Antonia Goga
RGD Student Member
(Kitchener, Canada) from
Conestoga College
Graphic Design Program
with instruction
from Andrew Kolb and
John Baljkas.
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This series of illustrations
and patterns was inspired by
The Cove, a documentary
that questions Japanese
dolphin hunting. Every year,
in the small Japanese town
of Taiji, more than 20,000
dolphins are slaughtered,
and the meat, containing
toxic levels of mercury, is
sold as food in Japan, often
labeled as whale meat.

Designer-Initiated Projects

This school project was
designed to help stop the
practice. The style of the
drawings is simple with the
focus on quotes from the
documentary. The drawings
were applied to several items
that could be made available
for purchase to raise funds
for the cause.

Mexico
Ciudad Futura
BOOK
Design by Blok Design
(Toronto, Canada) with
creative direction by
Vanessa Eckstein R.G.D.,
designed by Vanessa
Eckstein R.G.D. and
Patricia Kleeberg.

Mexico City exemplifies
conditions that dominate
megacities in developing
countries: uncontrolled
population growth, pollution, a lack of public space
and infrastructure, and a
diminishing water supply. Enter this bold plan
to rejuvenate Mexico City
through the rescue of the
dry Texcoco lakebed, just
10 km from the city centre.
Despite the project’s tremendous importance, there was
a great deal of confusion
and lack of understanding
surrounding it.

Blok distilled the project’s
ambitious goals into an accessible, easy to grasp book
with enough weight to give
the reader a sense of the
project’s enormous importance. The book is presented
as though it were an x-ray
of Mexico City, revealing
all the layers that will be
impacted by the plan.
The information is laid out
simply and clearly, drawing
upon history, culture and
society to paint the picture.
In keeping with the project’s
environmental goals, it is
a completely green book
printed on recyclable paper
using vegetable inks.

The book launch generated
articles in over 15 major
publications in one day,
including four of the most
important newspapers in
Mexico, raising tremendous
awareness for the project.
The project’s founder has
been invited to speak at
prominent museums and
universities in Mexico City,
and the project is now on
the political agenda of the
government.
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Difference Engine
Initiative:
Ripple Effect
poster

The Difference Engine
Initiative consisted of two
six-week game jams for firsttime women developers. As
a participant and later a jam
leader, Una Lee volunteered
to create this visualization
to demonstrate the growing
impact of game-making
initiatives for women such as
the Difference Engine.

Designed by Una Lee
(Toronto, Canada).

This poster was a key point
of discussion at the Feminists In Games conference
in Toronto (May 2012) and
has led to the development
of an interactive version of
the infographic. It continues to be referenced by
women-in-games leaders
and academics.

T
DIFFE RENCE ENGIN E INITIATIVE RIPPL E EFFEC
AS OF MAY 2012
LADIES
LEARNING
CODE

ATMOSPHERE
INDUSTRIES

ALINA
SHOOTING STARS

SPACE AGE
BACHELOR MAN

UNTOLD
ENTERTAINMENT
SONY
ENTERTAINMENT

HELEN
CATCH THE TRAIN
KYRA
SHOP OR DIE
KAREN
TOY

JESUS
CHRYSLER

MAGGIE & CHRISTINE
MANIC MANATEES

MINOR
CELEBRITY

JESSICA
A WINTER WALK

DAMES MAKING
GAMES

CECILY
ADELINE’S
ELOPEMENT

SAGAN
ICARUS

ON A SCALE FROM
ZERO TO SPACE,
THIS GAME IS SPACE

ZOE
DAME GAME

BETH
KREAYSHAWN
THE GAME

YORK U
KIDS GAME
DEVELOPMENT
CLUB

JEFF GOLDBLUM
STARING
CONTEST

FEMINISTS
IN GAMES

UNA
UNICORN JUSTICE
FIGHTER/UNICORN
ROBBER BARON

STEPHANIE
SALSA LOCO

CANADIAN
GAME STUDIES
ASSOCIATION

ALISON
SUPER CAT AND
THE QUEST FOR
THE MYSTICAL BOX
WINDIEPEG

OMG BEES

SPAM JAM

SOONCON

GAME
CHANGERS

ACCESS
ALLIANCE
CAREER DAY

DIFFERENCE ENGINE I
AUGUST – SEPTEMBER 2011
FEMINISTS IN
GAMES CONFERENCE

ONYEKA
SAVE POP-PUNK

IT’S NOT
OKAY, CUPID

GENDER BODIES
AND TECHNOLOGY
CONFERENCE

TIFF NEXUS
WOMEN IN FILM,
GAMES &
TELEVSION DAY

DIFFERENC E ENGINE
INITIATIVE
DIFFERENCE ENGINE II
OCTOBER – NOVEMBER 2011

RADICAL GAMES
GROUP

BLAMMO
GAMES

UNA
DEI II
COORDINATOR

IMAGINING
BETTER FUTURES
THROUGH PLAY

MAKING
GAMES WITH
VERBS

ALLIED MEDIA
CONFERENCE

MARGUERITE
SPACE VICTORY

CHRONIC
DISEASE
PREVENTION
ALLIANCE OF
CANADA
CONFERENCE

HANNAH
THE IMMORAL
MS. CONDUCT

REBECCA
TYPECAT

QUANTUS
DROP IN
PLAYPEN

KATIE
THE
DISAPPEARANCE
OF EMILY
BUTLER

SAGAN
DEI II
COORDINATOR
ALEX
PSYCHLEPATH

CHILDREN’S
RIGHTS GAME

MIKAYLA
LADYQUEST

UCLA
GAME ARTS
FESTIVAL

MCMICKEY &
AIR JORDAN'S
HYPERSPACE
SAFARI!

OPEN EDUCATION
HACK DAY AT HARVARD
SITE 3
COLABORATORY

SUPER STREET FIRE

The Difference Engine Initiative was comprised of two
six-week game jams for first-time women developers.
The ripple effect of the DEI has been extraordinary,
with participants pursuing careers in game development,
creating new community initiatives, and making more
games. While some of these successes can be considered
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THE DISAPPEARANCE
OF EMILY BUTLER
(FULL VERSION)

FLAMIN’ RAINBOWS

under the rubric of “Women in Games,” more have been
due to the talent and dedication of the participants, the
excitement generated by their games, and their leadership
skills. The women of the Difference Engine continue to
make awesome things happen.

DEI I PARTICIPANT
DEI II PARTICIPANT
COMMUNITY INITIATIVE
GAME
EMPLOYMENT OPPORTUNITY
EXHIBITION/PRES ENTATION

“To Be”
Exhibition

“To Be” is an exhibition
that examined section 2(b)
in the Canadian Charter
of Rights and Freedoms,
which includes: freedom of
Designed by Atanas
Bozdarov (Toronto, thought, belief, opinion and
expression, and of the press.
Canada) while a student
At a time when freedom of
at George Brown College
expression is being chalwith instruction from
lenged around the world,
Shelley Warsh R.G.D.
people need to know what
their rights are and these
pieces set out to address

2012 Social Good Design Awards

that. The design serves as
an educational tool and a
reminder of these rights, but
also offers viewers ways to
become active participants.
The production focused on
analog processes such as
letterpress, and Styrofoam
block prints on newspaper.
Paint, ink, Styrofoam, paper
and other material were all
found and reused.
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Congo
Awareness
POSTER
Creative direction and
design by Audrey Chia
(Toronto, Canada).
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The purpose of this poster
was to raise awareness of
the civil strife that rages in
the Democratic Republic
of the Congo (DRC) and
the atrocities that have and
continue to take place. The
work covers the colonial
reign of King Leopold in
the 1800s, the current value
of its natural resources, the
plight of Congolese men and
women, foreign investment
groups that have exploited
the land, as well as creative
social justice responses.
Thorough research was
conducted by the designer to
ensure historical, geographical and cultural accuracy.
Designer-Initiated Projects

The result is a comprehensive overview of the country’s past, present, potential
and people. Although the
material contains minimal
colour (only yellow and
brown are used) to convey
the sobering subject matter,
the unexpected shape and
folds of the piece invite
the reader to explore the
content. With detailed maps,
captivating quotes and
impactful photos, the overall
tone conveys a sense of urgency and need for change.
This piece was used to
promote Congo Awareness
Week at York University.

Rape is Not Love
Poster
Designed by Samantha
Dirksen RGD Student
Member (North Bay,
Canada) from Canadore
College Graphic Design
Program with instruction
from Shirley van der
Staay-Mondoux R.G.D.
and Carol Bridle R.G.D.

The objective of this school
project was to design a
poster that addressed a
social issue of each student’s
choosing. People are often
ill-informed about the subject of rape. Many believe
that a stranger typically
carries out this crime, but
most cases actually occur
in relationships. This lack
of understanding was
Samantha Dirksen’s impetus
for choosing this subject as
the focus.

Taking a minimalist approach, the poster features
a photograph of Samanta
herself, as a way to give us
someone to relate to. The
lighting was adjusted to
create a dramatic mood,
while the imagery suggests
a sense of violation and
vulnerability – emotions felt
by victims of rape.

The impact of the message is
heightened by the inclusion
of Samantha’s own personal
story, in the form of a tattoo
on her back – reflecting how
the effects of rape on its victims can be so permanent.
As Samantha asserts, “If I
can tell my story and educate people on the subject of
rape, or help victims realize
they don’t have to live in
silence, I have fulfilled my
objective.”

In most cases, the rapist is someone who is close
to the victim. Learn to separate rape from love.
www.rapeisnotlove.com

2012 Social Good Design Awards
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Vegan Please
mobile app
Designed by Kate El-Bizri
(San Francisco, United
States) and developed by
Jonathan El-Bizri.
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This mobile app addresses a
problem many vegans face
when travelling: How do
you explain your choice to
wait staff when you can’t
speak their language? How
can you be certain that by
saying “No meat, please”
you will avoid meat broth or
seasonings? This app allows
vegans to quietly point
out their food preferences
without making a big fuss
or worrying about mispronouncing words.

Designer-Initiated Projects

The app offers a simple way
for vegans to communicate
with wait staff in a host of
languages. The design is
clean, simple and informative with a fun, approachable
feel. By providing this app
for free, the designers hope
to ease the worry of ordering
food at foreign restaurants
and encourage more people
to go vegan.

Toronto
High School
ReBranding
Designed by Yana
Stepchenko (Toronto,
Canada) while a student
at OCAD University,
with instruction from
Lewis Nicholson.

The world is rapidly changing and schools need to be
more relevant to today. Old
ways of thinking should
be disregarded in order to
create environments where
student talents can flourish.
This research and design
project investigates how
design can improve student
quality of life in high school.
It covers the built environment, as well as effective
communications and the
school’s sense of identity.

2012 Social Good Design Awards

Currently Toronto high
schools are dull, uninspiring
and prison-like. Welldesigned environments and
communications in high
schools would be a major
investment in productivity,
efficiency and the well-being
of the students and staff.
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Riceland
branding and
packaging
Designed by Qiannan
Zhao Provisional RGD
(Toronto, Canada) while a
student at George Brown
College with instruction
from Ian Gregory R.G.D.
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This project raises awareness of fair trade rice in
Asia where rice farmers are
victims of an unfair trading
system that does not reward
the reaping and commercialization of rice.
The strategy with Riceland
is to target a more affluent
demographic that can
afford high quality, ethical
products. The initiative
would also help farmers
find their way out of debt
by teaching them how to
build farming structures
out of reusable materials.
A process book serves as
an informational guide.

Designer-Initiated Projects

Concepts for All
online image bank
Creative direction and
design by Nelu
Wolfensohn (Montreal,
Canada) with webmaster
Ronald Filion-Mallette Jr.,
Professor, School of Design
of UQAM. Project image
bank built and implemented
by computer specialist
Michel Fraser.

Concepts for All assists
non-profit organizations
at work in the developing world by providing
powerful, wordless visual
metaphors through which
messages and meanings can
be easily understood. More
than 1,200 images have been
created since 2007 within
the framework of a workshop attended every fall by
students in their final year of
the Graphic Design Program
at the School of Design of

UQAM (University of
Quebec, Montreal), who
generously renounced their
author rights.
The image bank offers immediate free downloads of
visual concepts related to
humanitarian causes. They
can be used for posters,
brochures, pamphlets, or as
digital images for websites
and electronic mailing. The
website is quadrilingual:
English, French, Spanish
and Portuguese. Other languages are presently being
considered.
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Secrets of the
Magic School
Book
Project facilitation, design
and editing by Monika
Krupa, Master’s student
(Toronto, Canada) from
York University, illustration,

Despite our many inspiring
and passionate elementary
school teachers, the pressure to deliver curriculum
leaves little room for exploration, genuine inquiry and
creativity in the classroom.
This project sought to help
teachers address the issue by
facilitating a design project
with students.

art direction and conceptual development by junior
and senior kindergarten
class at Pape Avenue
Public School with instruction from Debbie Halls,
Carol Anne Wien and
Angela Norwood.

46

The outcome, a book titled
Secrets of the Magic School,
represents the potential of
learning through design. It
is the result of the dedication, energy and creativity
of a group of four- to six-

Designer-Initiated Projects

year-olds. Throughout the
book, children’s illustrations
are laid over photographs of
the school, bringing the
spaces to life.
The project fostered an
environment where unique
skills and talents were
valued. The infinite ways
to get involved meant that
each child could build upon
his or her strengths and
contribute in meaningful
ways. Additionally, each
child received the necessary
support, from both adults
and peers, to take on independent challenges.

The feedback received
has been overwhelmingly
positive. Educators, parents
and, most importantly, the
children have expressed
gratitude, praise and
encouragement. The final
book was made available to
children and their families
to purchase online.

Pl a c e b r o f i s t h e r e

p r o p s t o a ll t h e w i n n e r s
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RECYCLED PAPER MADE
WITH RENEWABLE ENERGY,
A TRANSFORMATION
THAT BENEFITS NATURE.
ROLLAND

ENVIRO1OO
ROLLAND

TM

OPAQUE5O
ROLLAND

HITECH5O

Communicating sustainability with your print design is important to you.
It's important to Cascades as well. The ﬁne paper that we make contains
maximum recycled content and we use renewable biogas energy for over
93% of our mill's thermal energy needs. Cascades' products are independently
certiﬁed, and have been proven to have a small environmental footprint.
Printing your design on Cascades ﬁne paper produces effective design that
both looks good and reduces your environmental footprint.

www.fsc.org

www.cascades.com/papers

GREEN BY NATURE

TM

The mark of
responsible forestry

Environmental
Printing Statement 

ENVIRONMENTAL SAVINGS

Using paper manufactured
by Cascades Fine Papers is a
simple, concrete and effective way of conveying your
concerns for the environment. This piece was printed
on Rolland Enviro100 Satin
which is EcoLogo, Processed
Chlorine Free (PCF) and
Forest Stewardship Council
(FSC®) certified, and
manufactured in Canada
from 100% post-consumer
recycled material from
North American recycling
programs by Cascades using
biogas energy (methane
from a landfill site).

This alternative green
energy source is supplying
the paper mill with 93% of
its thermal energy needs.
Manufacturing Rolland
Enviro100 Satin produces
85% less greenhouse gas
emissions than the average
100% recycled paper and
94% less than the average
100% virgin paper.
To date, Cascades has
reduced greenhouse gas
emissions by 26% compared
to the year 1990.
For more information visit
cascades.com/papers

Based on printing 5,000 of these books on Rolland
Enviro100 Satin containing 100% post-consumer recycled
fiber compared to paper containing 100% virgin fiber,
the environmental savings are:
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108,200

trees

2 tennis courts

309 days of water
consumption

1,639

4,260

kg of waste

L of water

KG of Co2

33 waste containers

emissions of 1 car per year

48

13

GJ

222,756 60W light bulbs
for one hour

kg of NOx

emissions of 1 truck during
39 days
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