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the school
Design School India or DESI, will be 
India’s first degree design school to offer 
degrees. It will offer students a world-
class design education with a curriculum 
that emphasises design in the context of 
India’s culture and social needs. That 
is, while students will study the universal 
principles of design, such as typography, 
they will also get a unique opportunity to 
take classes in design and development, 
and study India’s rich artistic traditions 
through the lens of design.

The faculty will consist of leaders in the 
profession from India and abroad. They 
will teach a wide range of classes to chal-
lenge and stimulate students. The focus 
will be on innovation, experimentation 
and aesthetic artistry.

Initially, DESI will only offer under-
graduate graphic design degrees. Unlike 
other design schools in India which have 
2 or 3 year programs, DESI will offer a 5 
year comprehensive design program.

The annual tuition at DESI will be com-
parable to Srishti School of Art, Design 
and Technology, the only existing private 
design school in India. This means that 
over a period of 5 years, students at DESI 
will spend twice as much money as they 
would at Srishti. The additional time 
and money spent will be well worth it, 
since students will leave with a degree 
from what we hope will be the best design 
school in India. Furthermore, students 
in the upper middle class demographic, 
who usually go to western design schools, 
will have a comparable option at home 
for a price 10 to 15 times less.

the brand and audience
The audience for the branding campaign 
to promote the establishment of the 
school will primarily consist of designers, 
educators, businessmen and government 
officials.  The investment audience will 
primarily consist of bankers, business-

men and finance experts who work in 
leading Indian companies such as Wipro, 
Infosys. Tata and Reliance; and MNCs 
such as Unilever, Sony and Apple.

The initial brand plan is to send direct-
mailers to businessmen, government 
officials and designers. These mailers 
will explain how businessmen, the design 
community and the government will 
benefit from design and DESI. A website 
will give people more detailed infor-
mation about the project. In this way, 
the initial brand expression will be well 
targeted yet inexpensive.

The aim of the mailers is to help as-
semble a group of leaders from the 
professional world and start roundtable 
meetings to discuss funding options and 
plan seminars. 

The brand expression will be much 
more extensive in the next stage. It will 
use print ads, posters, billboards and 
TV commercials to involve more people  
from the design and corporate world. 

The third stage of the brand campaign  
will target high school students, the pub-
lic and the media.
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The Competition
The school will face competition from established schools such as the 
National Institute of Design and Srishti School of Art, Design and 
Technology. DESI will offer students a much more in-depth educa-
tion in design. Students will be taught by experts and will have an op-
portunity to study at the School of Visual Arts in New York City.

We strongly believe that the high standards of this school will not only 
benefit the students but it will also raise the level of design education 
in India, as other design schools will want to vie with DESI to get the 
best students and teachers.

Revenue
The primary source of revenue will be the tuition fee. Other sources 
could include government and private grants. The tuition will be 
used to sustain the costs of running the school. Initially, funds will 
be sought primarily from long-term investors such as the IT giants of 
India - Wipro and Infosys. Although they may not receive a significant 
ROI, they will benefit by raising the standards of Indian design in 
both education and practice. It is conceivable that students from this 
school will work at these companies and help them produce effective 
branding and communication strategies.

Aid in the form of software and hardware will also be sought from 
Apple, Adobe and Epson. These companies haven’t tapped into the 
growing consumer market in India. By funding this school, they will 
create a loyal customer base amongst designers and educators from 
Design School India.
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Six years ago, I lost most of my eyesight. Although brain 
surgery restored most of my vision, I was a changed 
man. I became obsessed with the visual world and  
decided to pursue Graphic Design.

At the time I thought I would study in India. However, 
I soon realized that there were no design schools in 
India that were on par with design schools in America. 
Moreover, none of the design schools in India offer 
degrees; they only offer diplomas.

I also found that student work from America was very 
vibrant and energetic, while most work by students 
from India, though technically sound, lacked aesthetic 
artistry and flair.

I believe in this thesis because I know that Indians 
deserve an affordable world-class design education. 
Design students in India should have access to schools 
that offer a comprehensive education, which will stand 
them in good stead in the professional world.

I am also motivated by the thesis because I can’t reconcile 
India’s rich visual culture and the simultaneous lack of 
vibrancy in contemporary Indian design. I want DESI 
to be the first school in India to offer students a design 
degree and for it to become a beacon for raising design 
awareness and responsibility in India. 
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The goal of the thesis is to examine the opportunities for design 
in India, develop a plan for establishing Design School India, explain 
the points of differentiation from existing Indian design schools 
and create a branding campaign that will be used to gather human 
and monetary resources for the school.
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It is ironic that India, a country with such a vibrant 
visual culture, often produces such uninspiring 
graphic design.

The reason for this is the dearth of design schools 
that understand design, a mostly Western idea, 
in the specific, multicultural context of India. 
Furthermore, most design programs in India are 
based on the Western model of design education. 
There are very few classes that deal with design 
and social development, and the deconstruction 
of past and present visual culture through design. 
I would like to help change that. 

What is the thesis about?
My thesis is about creating a model for a future 
design school in India. I grew up in India and 
did my primary and secondary schooling there as 
well. Despite having a vague idea of what design 
was, I never encountered any application of 
design in school. Schools in India emphasise the 
sciences and business. Indian schools offer few 
humanities classes, even fewer fine art classes and 
no design classes.

Design education needs to be included both in 
college and in high school curricula. Design edu-
cators in India need to be cognisant of the fact 
that ultimately design is a knowledge-based field 
that is very fundamental to the way we think.

My thesis will address the problems facing design 
education in India, suggest possible solutions 
and address how those solutions can be achieved.  
A major part of the thesis evaluates the potential 
for design in India and the points of differen-
tiation between DESI and other Indian design 
schools. I have also developed a curriculum and 
a marketing and branding strategy to help realise 
the school. The branding campaign will be used 
to present this model to the Indian design com-
munity, to corporations, the government and to 
high-school students. Design School India will 
be established through their support. The raison 
d’être for Design School India is to raise the 
standards of the way design is taught and learnt 
in India.

Why is this project important?
For most of the last 10 years, India has been 
one of fastest growing economies in the world, 
moving from one that provides raw materials and 
cheap labour to a knowledge-based economy. 
The growing middle class has a sophisticated 
understanding of the goods and services it needs, 
and is ready to pay more for better value. India is 
moving from a developing country to a developed 
one. Design will play a vital role in expediting 
this transition. Although design is still grossly 
undervalued in India, the country’s awareness of 
its potential significance is on the rise. A new, 
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forward-thinking design school 
will only help further that goal. 

My recent survey of Indian designers and 
teachers indicates that more than 90% of 
them believe that there is a definite need for 
another design school in India.

The simple fact is that there are no world-
class design schools in India. And those that 
exist, admit a very small number of students. 
For instance, the most prestigious design 
school in India, the National Institute of 
Design, accepts only 10 students a year into 
its undergraduate graphic design program. 
Ironically, it is easier to get into a better design 
school in the U.S. than it is to get into the few 
design schools of India.

How will I accomplish my goals?
Starting a design school is no small challenge. 
The key to realising the school is to have many 
small steps that lead to a bigger outcome. The 
school can be realised only with the help of a 
group of committed designers and businessmen 
- people who are convinced that a design school 
such as the one I propose will benefit the profes-
sion and society. Through a series of stages,  
outlined in depth in the Strategic Plan on page 34, 
I first plan to start roundtable meetings that will 
consist of financial experts, teachers, businessmen 
and designers. The roundtable meetings will  
be used as a platform to conduct a series of  
workshops and conferences leading to the  
establishment of the school. 

My primary objectives are to get private and 
government funding for the school, to get the 
government to recognise the design degree 
offered by DESI, to hire faculty and to get the 

school accredited.
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The audience will consist of students, corporations, the 
government, the design community as well as villagers, 
illiterate people and non-governmental organisations.

design in the indian context
The need for effective design education 
in India is pressing. There are three issues 
that DESI students will work on:

1. Design projects for the poor, the tradi-
tional and the rural: globalisation is a 
powerful force that is threatening the 
livelihood of many villagers, as they forsake 
the traditional arts for better paying jobs 
in urban areas. This has many obvious 
ramifications, such as an increase in 
the density of cities as well as in crime, 
disease and pollution. 

Thus, it is important to support the 
preservation of the traditional arts and 
crafts and enable artisans to successfully 
market and brand their products, empow-
ering them and helping preserve their 

way of life. The goal is to increase the value 
of India’s traditional art through design.

2. Social and environmental issues: 
Theresa Van Ert, a European designer, 
believes that design can help transcend 
linguistic barriers in India—a country 
with many languages and paradoxically,  
a sizable illiterate population. 

Van Ert observes, “India is a nation with 
over 22 official languages; therefore, 
non-textual communication through 
graphic design proves quite useful. It can 
become graphic design’s more important 
contribution to the society and to itself.”1 
She cites the example of the dabbawallahs,  
who are illiterate people that deliver home- 
cooked meals to individuals at their work-  
places and return empty tiffin boxes to 

their homes. The system uses various 
color codes and markings that indicate 
the place from where a dabba, or box, is 
collected, the station where it must be 
unloaded and the office where it is to be 
delivered. The graphic language they use, 
is the key to their efficiency. Designers 
can learn from their example and use this 
solution for many other applications.2

Designers at Development Alternatives 
are using graphic design to reach people 
who don’t speak either Hindi or English, 
the two main languages in India. They 
have created a website—tarahaat.com, for 
India’s diverse rural community to access 
information on issues like education and 
the news. 
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Points of differentiation 
There are over 600 million people 
under the age of 25 in India and yet only 
3 design schools – the National Institute 
of Design; Srishti School of Art, Design 
and Technology; and the Industrial 
Design Centre. Although many Indians 
study design in the West, this is not a fea-
sible option for everyone. DESI will help 
fill in that niche by providing students a 
world-class design education at a locally 
‘affordable’ price. Although, DESI will 
not solve the problem of the shortage 
of design institutions in India, however 
at 50 design graduates a year, there will 
be more graphic designers coming out 
of DESI than all other Indian design 
schools combined. 

By using graphic design, animation and 
voice-overs, these designers have allowed 
the site to reach its core audience, many 
of whom are illiterate, don’t speak Hindi 
or English and who have never used a 
computer before.”3

Designers also need to work with non-
governmental organisations (NGOs) to 
create effective communication campaigns 
to raise awareness about various local and 
national issues such as the AIDS epidemic 
in India. For instance, the Centre for 
Science and Environment in New Delhi, 
a non-profit research organisation, 
disseminates information to promote 
awareness and action on issues of the 
environment, governance, science, 
technology and sustainable development. 
They depend on graphic design exclusively 
to get their voices heard. Graduates of 
DESI will be of a big help to organisations 
such as these. 

3. Working on corporate advertising and 
branding: DESI graduates will work with 
corporations and entrepreneurs to develop 
their brands and create meaningful  
communication for them. 

Today, all Indian design schools offer two 
to three year diplomas. The 5-year design 
program at DESI will also make it India’s 
first degree school in design.

My recent survey of Indian designers 
and design educators revealed that many 
called for the inclusion of more well-
trained faculty who are also working as 
designers. They indicate that a significant 
number of the faculty in leading Indian 
design schools are under qualified. DESI 
will seek faculty who are highly trained 
professionals that are great at teaching.

Only Srishti has classes on design for 
social benefit, something that is an in-
herent part of our philosophy at DESI. 
Students  will understand the value of 
design responsibility and will get oppor-
tunities to work on social and environ-
mental development projects.

Apart from emphasising critical think-
ing, the DESI curriculum will train its 
students to understand the role of design 
in the Indian context. That is, they will 
learn how design can be used to help 
solve problems and create effective com-
munication in a multicultural society. 
Students will understand the importance 
of a designer’s role in social upliftment. 
The curriculum will also emphasise 
speech and writing - tools that designers 
need to master. Finally, students will be 
encouraged to adapt to changes in tech-
nology and to rely more on their mind 
than the tools they use.



design in the Indian context and who emphasise 
concept over technique. They will also gain from 
teaching students in a rich invigorating environment, 
since academia often raises questions that the work 
environment doesn’t. Foreign designers will benefit 
from DESI because its graduates will be risk-takers. 
They will be a window for an exchange of ideas and 
work between Indian and foreign designers.

DESI designers who will be well-versed in Indian and 
international design trends and needs, will use their 
skills to help corporations increase their bottom line.

Design is a part of the knowledge-based economy. 
By investing in Design, the Indian government and 
corporations will not only save foreign exchange, 
since many more students will stay on in India for 
their higher education, but they will also help India 
become a centre for outsourcing design.

TARGET CUSTOMERS AND THE 
COMPETITIVE AUDIT (THE AUDIENCE)
The initial audience consists of business-
men, government officials and designers. 
Once the school is established, however, 
the audience will primarily consist of high 
school students.

The deplorable state of design education  
in India and the Indian tradition of 
placing a high value on education are at  
odds. The demand for quality higher 
education, even design education, is high 
but the supply is paltry. This is the reason 
that many Indian students seek to study 
abroad. In fact, Indians now make up the 
largest percentage of foreign students in 
the U.S. There are an estimated 75,000 
Indian students entering the United States 
every year and this figure has been increas-
ing by 12% for the last two years.4 

India is a country of one billion people 
and the median age is 24.5 It has a huge 
market as far as such a school is concerned. 
Graduates will not have problems finding 
a job, as the demand for graphic design 
in India is increasing in the growing 
knowledge-based economy.

Designers will benefit from a new gen-
eration of informed and responsible 
graduates who understand the role of 



The Survey Demographic
The survey audience consists of the fol-
lowing groups of people:

Indian Professionals and Teachers
I surveyed 39 Indian professionals and 
teachers. Almost all live in big cities 
such as Delhi, Bombay and Bangalore. 
About 75% have studied only in India and 
around 15% have studied design in India 
and abroad. Three in four are working 
designers and one in four teach. There 
is a slight overlap between designers and 
teachers and some have taught or worked 
in the field.

Foreign Professionals
I surveyed 22 foreign professionals and 
teachers. Most of them are teachers and 
practicing designers. Some of the people 
who don’t teach work in book publishing, 
for magazines and do design research. 
Some of the places they work at are: 
Baseline magazine, Eye magazine, 
Farrar, Straus and Giroux, The New 

York Times and I.D. They teach at the 
Art Institute of Chicago, Parsons, RISD, 
SVA and UPenn. They live in USA, Canada 
and the UK.

Indian Students
I surveyed 80 Indian students. Most  
of them are in the 23-25 age group and 
have done or are currently doing their 
first design degree. About 60% have 
studied design only in India. Almost 
20% have studied design in India and 
abroad, and, about 15% outside India 
only. The rest are self-taught.

Foreign Students
I surveyed 48 foreign students. Most are 
in the age group of 26-30. Almost all are 
students and alumni of the SVA, MFA 
Design program.

The Results
Just over half of all Indian professionals 
are not, or really not satisfied with the 
profession in India. Only half of the feel 

that design education standards in India 
are worse or much worse than in the 
West. Despite this, almost 90% feel that 
there is a need for more design schools 
in India. Like the other 3 groups, Indian 
professionals strongly believe that the  
demand for design in India is on the 
rise. The country’s growing middle class 
and entrepreneurs are beginning to appre-
ciate the value addition design creates.

indian professionals
Indian professionals believe that the lack 
of design awareness is the major stumbling 
block for the growth and credibility of 
the profession in India.

Many people feel that the current design 
model used in schools is a Western one 
that lacks an Indian context. They want 
Indian designers to be aware of their rich 
cultural and visual arts tradition. 

Indian professionals believe that there 
need to be stronger links between  S
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Almost 90% of all Indian designers and design teach-
ers I surveyed, believe that there is definite need for  
more design schools in India.
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 “[GOVERNMENT POLICY SHOULD] 
MOTIVATE BREAKTHROUGH OPPORTUNI-
TIES FOR INDIAN INDUSTRY TO COMPETE 
IN THE GLOBAL MARKET AND CREATE 
INDIAN PRODUCTS AND SERVICES THAT 
STAND UP TO GLOBAL COMPETITION. 

DESIGN REMAINS AN INDISPENSABLE 
TOOL FOR EXPORT PROMOTION IN AN 
INCREASINGLY COMPETITIVE WORLD. 
THEREFORE, DESIGN FOR EXPORTS MUST 
BE FULLY EXPLOITED.” 
 –NATIONAL INSTITUTE OF DESIGN

academia and the industry. They feel that 
many of the practical issues faced in the 
workplace need to be brought back into 
the classroom.

Many felt that there needs to be a greater 
emphasis on using design for social and 
environmental development purposes. 
One person remarked that some factors 
that might determine her decision to 
teach at DESI include: whether students  
will work with NGOs, if they will be exposed 
to working in rural areas and if they become 
socially involved, rather than just work 
for big corporations.

Another issue is the shortage of quality 
faculty at the few design schools in India. 
The survey also confirms that design 
schools tend to emphasise the techni-
cal over the conceptual and don’t expose 
students to international design as much 
as they should.  

A challenge many expressed, is to get 
capable and passionate teachers. One 
person suggested that the system needs 
to be revamped so that all future design 
faculty should receive training at reputed 
design schools around the world. Some 
designers said that they would teach at the 
school only if it admitted people from 
low-income families. 

Other concerns include—the kind  
of people running the school, the cur-
riculum, the location, the class size, the 
environment and the philosophy.

On the question of why Indian design 
lacks the vibrancy found in traditional 
art and design, many designers felt that 
the blame lay with the tendency of some 
Indians to mimic the West without an  
understanding of their context and tradi-
tion. For instance, foreign-trained 
Indian teachers don’t teach design in the 
Indian context. Instead, they teach design 
in exactly the way they were taught in the 
West. They forget to include aspects from 
India’s tradition and culture when teach-
ing design.
  

Then there’s also the problem of the 
dearth of books on traditional Indian art 
and design.

Regarding the issue of a partnership with 
the West, many felt that design educa-
tion in India was already too Westernised 
and that a partnership with a Western 
school is not appropriate at this time. 
A few were against the idea and called 
a partnership with the West, “suicidal” 
because it would be detrimental to design 
education in India.

However, some professionals were sup-
portive, citing examples of other Indian 
schools, such as the Indian School of 
Business, that benefitted from its part-
nership with Harvard Business School.

Students
Indian students who have studied abroad 
did so because they felt that they’d get 
more out of a design education outside 
India, especially since Indian schools 
don’t offer degrees in design. 

According to students who have studied 
in both India and abroad, some of the 
classes that were taught abroad, but not 
in India were: Pre-Press, Psychology of 
Perception, Exhibition Design, Inter-
active Media, Senior Capstone, Film 
History and Appreciation and a thor-
ough understanding of type - its history, 
context and use. One student even said 
that her school in India used software ap-
plications that were considered obsolete 
in the Western school where she studied.

Most of students felt that there is no 
notion of design responsibility in India. 
There are very few, if any, foreign de-
signers who taught them at Indian design 
schools and there are none, or very few, 
classes that encourage students to work 
with traditional artists such as engravers, 
weavers, sign painters and etchers.

Most Indian students are excited about 
bringing in teachers from abroad, but 
were divided about whether they would be 
ready to pay more to get these teachers.
 

Most American students are also very 
optimistic about the future of design 
in India. They support a partnership 
between DESI and an American school. 
Most said that they would be willing to 
teach in India in the future.

regarding Branding
Most people in all four groups were very 

optimistic about the thesis and felt that 
the brand and the school can only succeed 
if the vision, philosophy, its distinct point 
of view, the faculty and curriculum have 
been established. 



It is estimated that by the year 2010, India will hold a 60% market  
share in global Knowledge Process Outsourcing (KPO) services.  
Mr. Manmohan Singh, the Prime Minister of India, has stated that he 
wants India to become a developed nation by the year 2020. 

Opportunities
There is a great opportunity for a design school 
in India, more so now then even ten years ago. 
And ten years from now, the demand for knowl-
edge-based services will be even higher. The 
global Knowledge Process Outsourcing (KPO) 
pie is estimated to touch $25 billion by 2010. 
By then, India would command a 60% market 
share, with an employee requirement of over 
300,000.6 The government is playing an active 
role in India’s economic surge. Mr. Manmohan 
Singh, the Prime Minister of India, wants India 
to become a developed nation by the year 2020.

In the past decade, two major developments have 
taken place in India. The first is substantial 
foreign investment in the Indian market, and 
despite stiff competition, many Indian businesses 
have prospered. The second development is the 
rise in number and wealth of a strong entrepre-
neurial middle class, which has grown to 350 
million people. The middle class is becoming 
more sophisticated in its choices for goods and 
services. The old mantra of ‘cheap is good’ has 
become ‘quality at any price’. This means compa-
nies will be dependent on branding, positioning 
and marketing like never before.

Towards a National Policy on Design, by NID states that 
government policy should “motivate breakthrough 

opportunities for Indian industry to compete in 
the global market and create Indian products and 
services that stand up to the global competition. 
Design remains an indispensable tool for export 
promotion in an increasingly competitive world. 
Therefore, design for exports must be fully 
exploited.”7 

Design will play a vital role in making Indian 
goods and services competitive in the world 
market. But for that to happen, India needs a 
lot of intelligent and capable designers. There 
are only 3 design schools in India, whose design 
undergraduates a year total less than 50 students. 
The demand for design is much higher than the 
availability of seats at design schools. My survey of 
Indian professionals and teachers, indicates that 
about 90% of them believe that there is a need 
for at least one more design school in India.  
According to Lalit Das, Professor, Indian Institute 
of Technology, “The number of designers in India 
per million population is 200 times less than 
[that] in developed countries.”8 India needs 
a design school that understands its own cultural  
context and the inner workings of the field abroad, 
so that it can make use of the best of both worlds 
to create a new generation of intelligent, innova-
tive and responsible designers. DESI will be one 
such design school.O
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 “THE NUMBER OF DESIGNERS IN INDIA PER 
MILLION POPULATION IS 200 TIMES LESS    
 THAN [THAT] IN DEVELOPED COUNTRIES.”
 —LALIT DAS, PROFESSOR, 
 INDIAN INSTITUTE OF TECHNOLOGY

Challenges
The biggest initial challenge is to get funds 
to hire the faculty and get the school built.

Another hurdle will be to convince the  
Indian government and the National Accred-
itation and Assessment Council (NAAC) 
to recognise the design degrees given out 
by DESI. This will only happen after they 
realise the importance of design.

While a core group of long-term faculty is 
essential to giving the curriculum focus, and 
the school a vision, a challenge will be to not 
only attract great faculty, but to ensure they 
remain at the school.

The curriculum will need to change with 
time, requiring an ongoing search for new 
faculty and guest lecturers with specialised 
and diverse skills.

There is also the task of  attracting talented 
students into the program. Affluent students 
usually go to the West for their design educa-
tion. A similar offering available in India, 
at a cost 10 to 15 times cheaper, would be 
much more favourable to many middle- 
class students.

Since there is no design and practically 
no art education in Indian primary and 
secondary schools, it will be very difficult to 
judge the artistic merit and thinking ability 
of prospective students. And it is extremely 
difficult to judge students solely on the basis 
of their writing abilities and by an interview.

If this design school does make a difference 
in the way design is taught in India, other 
design schools will take notice. This added 
competition will be welcomed by DESI, 
since it will help raise the standard of design 
education in India. It is still considered a 
risk, because DESI has to make sure that it 
continually gets the best students and faculty 
in the country.

The branding campaign will have to develop 
enough momentum to not only interest the 
target audience, but to convince them to 
support the project.



POSITIONING
Design School India will offer students 
the most comprehensive and ‘appropriate’ 
design education in India. By appropri-
ate, we mean, design will be taught in the 
context of India’s traditional arts as well 
as in the context of the needs design can 
serve in modern India. We also strongly 
believe that DESI will offer the best 
value-for-money design education.

The curriculum will include classes on 
issues that are not addressed by most design 
schools in India. Some issues are  the  
role of the designer in the nation’s socio- 
environmental development as well as a 
class on design education.

Students seeking an education in graphic 
design will want to study at DESI, since it 
will be the first and only design school  
in India to offer degrees. DESI will also 
expose students to a comprehensive design 
curriculum comparable to the standards 
 

and expectations of the leading design 
schools of the West.

PRICING AND SOURCES OF FUNDING
At $2,250 per year, the tuition at DESI 
will be about the same as Srishti, a private 
school, but, it will be about twice that of 
NID and IDC, which are government 
funded schools. The higher tuition will 
allow the school to hire leading design 
professionals from India and abroad and 
become self-sufficient in a few years. The 
Operating Deficit of the school will be 
eliminated one year after establishment 
and the Cumulative Deficit after two 
years. For more on this, please see the 
school budget on page 60.

The higher costs will be offset by the fact 
that students will earn a design degree at 
DESI. Since, these prices will be beyond 
the budget of students from low-income 
families, DESI will offer full scholarships 
to 2-5 students a year. 

The target market for DESI will be 
slightly wealthier students who would 
usually pay much more for their education 
abroad. A world-class education at prices 
10 to 15 times cheaper than private  
designs schools in America, would be 
irresistible to a number of families in 
India’s growing middle class.  

ACCREDITATION 
Unlike the National Association of 
Schools of Art and Design (NASAD) in 
America, India doesn’t have a Visual Arts 
accreditation organisation. However, 
there is an overall accrediting body in 
India called the National Assessment and 
Accreditation Council (NAAC). While 
accreditation is mandatory for government  
and government funded colleges and 
universities, it is optional for private 
universities and colleges.

In May 2004, 6% of 18-23 year olds 
sought higher education in India. In just 

DESI will be India’s first design school to offer a degree in  
design. We will have more graphic design graduates per year 
than all other existing design schools in India combined.
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3 more years, that figure is going to rise 
to 10%.9 The increased demand calls for 
a greater number of colleges and univer-
sities offering students a higher standard 
of education in a greater number of 
fields of study. Accreditation is the most 
effective way of ensuring a minimum 
standard for higher education in India.

the process10

The NAAC has formulated a three-stage 
process for assessment and accreditation. 
The first step involves the preparation of 
a ‘Self-Study Report’ by the institution 
or department based on parameters de-
fined by NAAC. The second step entails 
the validation of the self-study report by 
a team of peers through an on-site visit. 
And finally, the third step involves the 
presentation of a detailed quality report 
to the institution, including the final 
decision on assessment and accreditation 
by NAAC’s executive committee council. 

The NAAC has identified seven criteria 
(each weighted differently) to serve as the 
basis of its assessment procedures. The 
scale for comparison varies for the dif-
ferent types of educational institutions. 
The NAAC assesses universities, affiliated 
colleges and private colleges on differ-
ent scales. Since DESI will be a private 
institution, the following scale applies: 
Teaching-Learning and Evaluation is 
given the highest value and is evaluated 
out of 30 points, Curricular Aspects is 
weighted at 15 points, Infrastructure and 

Learning Resources is also weighted at 
15 points. All the remaining criteria are 
given an equal value of 10 points. The 
remaining criteria are: Research, Con-
sultancy and Extension, Student Sup-
port and Progression; Organisation and 
Management, and Healthy Practices.

If the overall score is above 55, then the 
college is accredited by the NAAC. If 
the score is below 55, then the college 
will be considered “Assessed and Found 
not Qualified for Accreditation” by the 
NAAC. In either case the assessment out-
come is valid for 5 years.

The Cost
Accreditation fees depend on whether 
the educational institution is a college or 
a university. Universities pay Rs.75,000 
to Rs.300,000 (this is reimbursable by 
the government run University Grants 
Commission). Colleges are charged 
according to whether they have faculty 
in more than one field, such as in the 
Arts and Sciences, or if they have faculty 
in only one field, such as the Arts. The 
former will have to pay Rs.50,000 and 
the latter Rs. 25.000. In addition, indi-
vidual departments, schools and centres 
within universities pay Rs. 7,500 per 
subject for accreditation.11

STRATEGIC PLAN
The Vision
DESI will provide students with a world-
class standard of design education in In-
dia - an education that will help students 
use their own creative vision to develop 
an Indian design identity. 

The Mission
To create a greater awareness and cred-
ibility for the profession and to foster a 
deeper understanding of India’s visual 
heritage. We strive to help create respon-
sible designers and critical thinkers.

There is a 4-step process to get the 
school established:
Step 1. The thesis process. This is the 
stage where the school philosophy, the 

curriculum, the need and points of differentiation are developed. A 
branding campaign has also been created to promote the school in 
the future.

Step 2. Round Table Meetings: I will organize these round table 
meetings by first contacting designers and businessmen I know. I 
will be also sending out direct mailers to other designers and busi-
nessmen in India to invite them to the roundtable meetings. The 
research and information contained in this thesis book will be used 
at the roundtable meetings to help launch workshops and seminars.

Step 3. Workshops and Seminars: The workshop participants will 
include design educators and corporations from India and abroad, 
as well as the Indian government. The goal of the seminars will be to 
raise capital, to find and recruit qualified teachers and to convince 
the government to offer accredited design degrees to DESI students.

Step 4. Recruiting Students and Hiring Faculty . This is the stage 
where it all comes together and the school is ready to begin classes. 
The branding campaign for high school students will be activated at 
this stage and they will be recruited and teachers hired.

For more information on how the brand works in each stage, please 
turn to ‘Branding the School’ on page 36.



There will be three steps that will lead to the establishment 
of the school. Each stage has a specific target audience and 
brand strategy.
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THE DEMOGRAPHIC
The DESI brand will target many dif-
ferent audiences for different purposes. 
The target audience for the campaign 
is the urban elite. Most of these people 
speak both Hindi and English. While the 
primary audience consists of corpora-
tions and the government, the second-
ary audience consists of designers and 
educators, and high school students, 

The primary audience will be the tough-
est to convince to contribute their time 
and money into the to project. This is 
because they may not see an immediate 
return on investment. Yet, they’re the 
ones who stand to benefit the most from 
DESI and its students. DESI will also 
target design and advertising profession-
als and educators for their involvement 
in the program.

THE BRAND STRATEGY
After the thesis, there are 3 stages that 
will lead to the establishment of the 

school. At each stage, the branding 
campaign addresses the specific target 
audience. These audiences usually consist 
of more than one kind of demographic 
group. Please refer to the Strategic Plan 
on page 34.

Stage 1: Roundtable meetings
Target Audience: businessmen, designers 
and design educators.

Brand Expression: to use direct mailers 
that consist of compelling facts related 
to the state of design in India versus the 
most developed countries in the world, 
testimonials by Indian design students 
studying abroad, the importance of 
design in India and the differentiating 
points between DESI and other design 
schools in India.

Purpose: to get a group of people from 
the target audience to commit time to 
the roundtable meetings and to develop 
a month-by-month plan for funding, 

branding, media promotion and for 
starting seminars to promote the creation 
of the school.

Stage 2: workshops and Seminars
Target Audience: Indian and foreign 
design educators and the government.

Brand Expression: will consist of print 
ads, billboards, posters and TV commer-
cials. These brand elements will promote 
the school by emphasising the dearth of 
design programs in India vis-a-vis the 
developed world and the points of differ-
entiation between Design School India 
and existing design schools.

Purpose: to raise capital, to find and 
recruit qualified teachers and to get the 
government interested in the project.

Stage 3: recruiting students and 
 hiring faculty
Target Audience: designers, design edu-
cators and design students.



KIT OF PARTS
trademark

Oz Extra Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Wilma base
abcdefghijklmnopqrstuvwxyz

wilma interior b
abcdefghijklmnopqrstuvwxyz

c = 10, m = 100, y = 100, k = 5 brand typefaces

usage 01

usage 02

colour

trademark typeface

“THE KAMAL OR LOTUS IS A COMPLEX AND ENDURING SYMBOL OF BOTH BUDDHISM 

AND HINDUISM. IT IS THE SEAT ON WHICH THE PANTHEONS OF BOTH RELIGIONS REST, 

REPRESENTING THEIR SPIRITUAL POWER AND AUTHORITY. IT ALSO SYMBOLIZES THE 

MATERIAL WORLD, AND ITS MANY PETALED DEPICTION IN MANDALAS REPRESENTS 

THE MULTIPLICITY OF THE UNIVERSE. IT ALSO REPRESENTS PROSPERITY AND  

MATERIAL WEALTH ASSOCIATED INTIMATELY WITH THE GODDESS SRI LAKSHMI.” 

zahid sardar, architecture & design editor,  

san francisco examiner magazine

telegu

malayalam 

tamil

Brand Expression: designers will be 
targeted through direct mailers that 
encourage them to join DESI. The 
mailers mention the points of dif-
ferentiation between the school and 
existing design schools in India. 

Students are targeted through print 
ads that feature testimonials by Indian 
design students who decided to study 
abroad because there were no world-
class design schools in India. Students 
will also be targeted through campus 
visits where they will be given freebies 
like T-shirts and buttons. They will 
be encouraged to talk to their peers 
about the school as well as to visit the 
website and apply to the school.

Purpose: to recruit students and 
hire faculty.

THE TRADEMARK
The trademark has two main ele-
ments. The eight-petalled lotus 
flower and the rounded typeface. 
The eight-petalled lotus flower is an 
ancient Indian symbol and is con-
sidered auspicious by both Hindus 
and Buddhists. While the round 
node in the middle implies a strong 
connection to one’s own culture, 
the 8 petals signify an openness to 
foreign cultures. In Buddhism the 
number 8 is associated with the 
eight fold path to enlightenment.

India has been designing textiles for 
over 5,000 years. India continues 
to produce one of the richest and 
most diverse textile designs in the 
world. The trademark uses the same 
Lotus as seen textile motif. This has 

been done to acknowledge DESI’s 
commitment to the preservation 
of India’s rich tradition of textile 
design - which is also India’s oldest 
form of design.

The typeface selected for the trade-
mark reflects the rounded qualities 
of most Indian scripts - especially 
south Indian ones. Scripts from 
a few south Indian languages are 
shown to highlight this similarity. 

The signature ‘stand-alone’ color 
of the trademark is ‘Manjita Red’. 
However, the trademark will also 
appear as 100% yellow and 100% 
white where appropriate. 



Direct mailers will be sent to business-
men and designers. The goal is to gath-
er 15 to 20 people and start roundtable 
meetings. For businessmen, the mailers 
talk about how design will benefit 
their business. Designers are told how 
Design School India will revolutionise 
design education in India.

Stage 1: 
Roundtable meetings. 
audience: businessmen 
and designers.

The thesis book and prospectus will be used 
as a source of research and a guide for the 
curriculum. They will also be used to help 
bring people to the roundtable meetings.

THE BRAND IDENTITY
The DESI brand reflects the phi-
losophy of the school - that of mo-
dernity within a traditional context. 
These two aspects are reflected in 
the pattern and the typeface used in 
the collateral material.

While the pattern reflects India’s 
past and its rich tradition, the type-
face is meant to reflect the dynamic 
emerging India. Together they rep-
resent a symbiosis between past and 
future, tradition and modernity 
and, east and west. They reflect the 
new design identity DESI aims to 
create in India - an identity that is 
‘contemporary’, yet non-universal, 
because it is based on our unique 
culture and tradition.

The typeface, Wilma, was chosen to 
reflect modernity. It was also cho-
sen because the horizontal lines of 
the typeface resemble the horizontal 
lines found in many north Indian 
languages such as Hindi, Sanskrit 
and Marathi. Many other languages 
such as Assamese, Bengali and Pun-
jabi also consistently use horizontal 
lines in their letterforms.

The colour palette consists of both 
primary colours such as ‘red’ and 
‘yellow’ as well as tertiary colours 
such as green-greys and browns. 
While the primary colours reflect 
India’s rich vernacular graphics 
(past/present), the tertiary colours 
are used signal the advent of sophis-
ticated design in India (future).

hindi

bengali

punjabi



These ads will be used as print ads, posters 
and billboards. The usage will be deter-
mined by the budget

There are 3 kinds of ads:
1. The first kind lists facts relating to 
design in India versus developed nations as 
well as the number of designers versus the 
number of engineers and doctors in India.

2. The second kind of ads highlight the 
differentiating points of DESI vis-a-vis 
other Indian design schools.

3. Recently, both the President and Prime 
Minister of India have stated that they 
want India to be a world economic power. 
They also want India to be a part of the 
G8 and want India to become a developed 
country by 2020. The ads address them 
by highlighting how design has made a 
huge difference in all G8 nations as they 
have moved from industrialised nations to 
service economies.

Stage 2: 
seminars and workshops
audience: indian and foreign 
corporations, designers and 
design educators as well as 
the indian government.



A series of billboard ads that use traditional Indian objects such as Duppattas or traditional patterned scarves (top), 
and Jalebi or Indian sweets (above). The transformation of objects into typography represents the philosophy of 
DESI, that is, the synthesis of the traditional and the modern. The objects which in themselves are Indian, repre-
sent the traditional, while the form the objects take - that of typography represents modernity.



TV Spot 3 (Right):
This spot is about the philosophy of 
DESI - the co-existence of tradition 
and modernity. It shows the traditional 
Kolam painting going in reverse. It 
starts with a complex shape (tradition) 
and ends with a more simplified shape 
(modernity). The commercial also talks 
about the fact that in India, the word for 
yesterday and tomorrow is the same.

TV Spot 1 (Left)
This spot highlights the dearth of design 
schools in India. It talks about how many 
design schools there are in developed 
countries such as America and China, 
and ends with India, which has only 3.

TV Spot 2 (Not shown) 
Please view the CD at the end of the book 
to see the commercial. This spot is all 
about atmosphere. There are no images. 
You hear the sounds of a typical Indian 
street - people talking and vendors sell-
ing vegetables. The idea here is that the 
everyday life of India is really the essence 
of India - and that DESI is soon going to 
be a part of this everyday life.

Stage 3: 
establishing the school
audience: high school students
and prospective design teachers

Below: these are a group of postcards that feature inspiring quotes 
by famous Indians. 

Bottom: The DESI logo is used as a ‘vessel’ to contain various visual 
elements from India. These elements include, vernacular type, 
textile patterns, torn paper on walls, ‘local’ packaging and textures 
from the streets of India.



A series of exciting promotional 
T-shirts and buttons aimed at 
high-schools students. The goal 
is to get them interested in the 
school and learn more about 
design. The promotional materi-
als will serve as a medium to get 
their friends interested in the 
school as well.

A series of print ads that target prospec-
tive students of the school. They will appear 
in magazines and newspapers. These ads 
aren’t spreads. The first page with the image 
has actual testimonials by Indians who are 
studying abroad. They explain their motiva-
tion to study design abroad. A few pages 
later, you will come across the second ad 
which talks about DESI and how it will offer 
what no other Indian design school offers 
- a world class design education.



Curricular Philosophy
The DESI curriculum will be flexible 
enough to change with the times yet 
remain steadfast and bold in its commit-
ment to the context of India. The basic 
curriculum will have a structure that can 
withstand the forces of change.

One of DESI’s missions is to help create 
an Indian design identity. This is why the 
curriculum is designed to enable students 
to create work that not only has an Indian 
design aesthetic, but is appropriate in the 
Indian context. 

Guest lectures by Indian and foreign 
designers, artists, directors, publishers 
etc, will be held on a regular basis. In 
addition, the school will invite leaders in 
the profession from around the world to 
hold 2 week workshops. These workshops 
will specifically be for 2nd, 3rd and 4th 
year students, while the guest lectures will 
be for 1st year students.

The curriculum will be structured so 
that students are exposed to a variety of 
issues that will help them transition from 

school to work. An important issue, 
especially in India, is the role of design 
in development.

Poonam Bir Kasturi, a graduate of the 
Cranbrook Academy and a founding fac-
ulty member of Srishti, believes, “India 
must create and reinforce the unique 
position for design in development - for 
is not design a powerful tool to help solve 
problems in a sustainable and participa-
tory manner?” She adds, “The problem 
is that student designers get tempted to 
prioritize commercial attractiveness over 
development concerns when deciding 
on projects and areas of focus of study. 
Even worse, students who [are] inclined 
towards development may not have any 
institutional support, or meaningful op-
portunities to work in this area.”12

Globalisation is creating serious rifts in 
Indian culture, especially between the 
rich and the poor, the modern and the 
traditional, the urban and the rural and 
the young and the old. Design can be 
used to help solve some of the rifts cre-
ated by globalisation.

The Curriculum
First-year DESI students will take theory, 
fine arts as well as software skills classes. 
Second year students will be introduced 
to core design and type classes, liberal 
arts and design history classes. Third year 
students will build on their type skills and 
will take more advanced classes such as 
‘Typeface Design’. Fourth year students 
will primarily take theory classes as well 
as specialized design classes like magazine 
design. Team-work will also be empha-
sised in some of these classes. The final 
year curriculum will emphasise design in 
social development as well as branding, 
marketing and self-promotion.

The following page charts the curriculum 
over the course of the five years. Follow-
ing that are course descriptions of a few 
selected classes.

DESI students will take classes such as Design and  
Illiteracy, Indian Type Research, Design & Myth, Calligraphy 
and Bollywood Poster Design.
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term 1

colour theory

visual literacy

drawing

world art 
history

photoshop and 
digital photo

bi-weekly guest 
lectures by 
designers/art-
ists from india 
and abroad

intro to design

painting

illustration

speech/writing

technology 
workshop: 
indesign & 
illustrator

bi-weekly guest 
lectures by 
designers/art-
ists from india 
and abroad

intro to type

2d/3d graphic 
design

photography for 
designers: basic 
techniques & 
lighting

history of 
typography

indian art 
history

behavioral 
theory

type II

design criticism 

history of 
design

ethics

sociology

 
 

 

type III

visual poetry

book design

design issues

writing for 
designers

interactive 
design & gaming
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Type iv

hands-on design

typeface design

calligraphy

3d modeling

design & 
social work

indian type 
research

design & myth

bollywood 
poster design

design for tv

logo design

information 
design

design & our 
surroundings

design &
illiteracy

design education

design 
criticism ii

senior capstone

advanced 
packaging

senior seminar

idea generation

traditional and 
modern tools 
for printing and 
production

professional 
practices

branding & 
marketing

business basics

portfolio 
development/
self promotion

web design

magazine design

exhibition design

term 2 term 3 term 4 term 5 term 6 term 7 term 8 term 9 term 10
other

profession
tech. skills

liberal arts
art history

fi
ne arts

theory
core design



course description

Foundation Year
Speech and Writing
This class will help students develop strong 
writing and oratory skills. Students will be 
taught the skills of writing essays, writing 
for editorials and for advertising, the art of 
editing, and speech writing and orating.

Photoshop and Digital Photography
Students will be introduced to the basic 
principles of photography, the digital SLR 
camera and color correction tips using 
Adobe Photoshop.

Visual Literacy
Students will be exposed to various visual 
principles and work by many artists, pho-
tographers and designers. The goal is to 
make them visually observant of their sur-
roundings and use their visual world as an 
inspiration for their work.

Introduction to Design
An introduction to the basic principles of 
design including grids, composition, scale, 
positioning and colour.

Technology Workshop: InDesign and Illustrator 
A class that teaches students how to use 
Adobe InDesign. From the most basic 
layout tips, to font management as well as 
more advanced topics such as nested style 
sheets and preparing files for pre-press.

Colour Theory
Students will be exposed to Josef Albers’ 
Interaction of Color and will be given design 
and visual art assignments to apply the 
principles they learn about colours and 
their interaction. Students will also be 
taught the concept of gamut, and how it 
works on the monitor, on the web, on 
television and in print.

Second Year
Indian Art History
Starting from the Indus Valley Civilization, 
to modern day India, this class chronicles 
the visual history of India.

Intro to Typography
An introduction to the various aspects of 
typography and their use in organizing 
and communicating. This class is taught in 
conjunction with the History of Typography 
class, so that students can apply what they 
learn about type and their different catego-
ries. Students will also be taught the basic 
principles of hierarchy, such as - position, 
scale, color, typeface and juxtaposition.

History of Typography
The history of typography traces the devel-
opment and use of typographical forms right 
from the cuneiform in Mesopotamia to the 
present day. While there is an emphasis on 
western type history, Indian type history will 
also be taught. The evolution of the way type 
has been used from rock to wood, to papyrus 
to paper and to metal and finally to pixels 
will be also studied. 

Intro to Graphic Design
An introduction to the basic visual vocabu-
lary such as - point, line, plane and volume. 
Students explore the effect of value, satura-
tion and hue on color perception. Develop-
ment of visual awareness, analytical thinking 
and form creation.

Graphic Design II (2D/3D)
This class teaches students proportion, figure-ground relationships, and the use of the grid. They also 
study the interaction of 2D and 3D forms, with an emphasis on color perception and application. Stu-
dents will also examine the effects of light and spatial factors.

History of Design
This class gives students a perspective on design, the way it started, how it evolved and what some of the 
issues facing us today are. During this journey, certain aspects and periods of design are highlighted, as 
are the works of famous designers from around the world.

Technology Workshop II: AfterEffects and Final Cut Pro. This second tech workshop focuses on these two important 
programs for motion graphics.

Design Criticism
The goal of this class is to introduce students to the complex issues that are essential to understanding 
design in today’s context. The course will expose students to various concepts such as deconstruction, 
the relation between word and image as well as learning how to draw relationships in images that may not 
have anything in common.



third Year
Calligraphy
The goal of this class is to expose students to some of the exquisite calligraphy done in India. Students 
aren’t expected to learn a language they may not know, but to appreciate the visual forms and the mean-
ing behind many calligraphic forms. There will be in class practice of calligraphy in English as well as in a 
few Indian languages such as Urdu.

Visual Poetry
The goal of this class is for students to have a left and right brain experience. They will write their own 
poetry - and translate that poem using ‘words as images’ to convey the same emotions as are present in 
the original poem. The aim of the class is to help students experiment and enjoy type, and to hopefully 
use type in new and daring ways in their other class projects.

Hands-on Design
In this design class students can use any 
tool, except the computer, to create their 
work. This will enable students to under-
stand the power of the concept. Students 
can use any materials or tools like collage, 
drawing and photography.

Typeface Design
The goal of this advanced class is to expose 
students to the intricate and highly skillful 
profession of type design. Students will 
draw out basic sketches for their typeface, 
then work on the computer to create 
a refined sketch. There will be visits to 
some of the local type foundries, espe-
cially those that design vernacular faces. 
Students will also have an opportunity to 
hard carve their typeface on wood.  In the 
future there might be an option for them 
to make lead type out of their designs.

3D Modeling
Students will be exposed to the world of 
3D modeling and animation. They will 
learn Maya and study basic animation 
principles such as keyframes and tweening. 
However, the focus will be on modeling 
and lighting objects in 3D space.

Design and Social Work
Students in this class will work with Non-
Governmental Organisations on actual 
social work projects which will vary every 
year. Some projects we would like DESI 
students to work on, could include: work-
ing with underprivileged children on 
collaborative design projects using various 
media. Students will work with their fac-
ulty advisor to create finished work for an 
NGO for one of their projects.

Writing for Designers
A design class, where there are no design 
assignments. Students will develop com-
prehensive storyboards and sketches along 
with all the copy that will be used in the 
ads. There will be lectures on writing and 
editing skills.

Design Issues
A class that looks at various issues related 
to design in the last 50 years. We will 
deconstruct advertising and graphic design 
work. Trends are uncovered and students 
learn how to get their ideas across to a 
specific demographic.

fourth Year
Design and Our Surroundings
This is an experimental design class where 
students will work with material collected 
from the city. None of the original mate-
rial can be bought, nor can they be created 
by the students. The aim of the class is to 
expose students to more experiences and 
to make them more observant of their 
surroundings. The class also aims to make 
students humble, by realising that they are 
very rarely sole authors of their work.

Design Education
A class that looks at the way Design is 
taught all over the world. Students will be 
exposed to teaching methodologies, prac-
tices, philosophies and student and faculty 
work of some of the most renowned de-
sign institutions of the last century. We 
will study programs such as the Bauhaus, 
Basel and Cranbrook.

Design and Myth
A class that studies Hindu, Buddhist and 
Jain iconography through the lens of 
design. Students are asked to relate these 
symbols and their metaphors in the same 
way as they would a trademark and its con-
notations and implications.



fifth Year
Senior Capstone Project
Students live and work in a village for one 
semester. They work in teams and the 
villagers are their clients. Students have to 
use design to solve some of the problems 
villagers face. At the end of the semester, 
the students are critiqued by the villagers. 
In this way, this capstone project not only 
aims to improve relations between urban 
dwellers and villagers, but it also aims to 
solve real problems.

Business Basics
Today’s designers must be able to bridge 
the gap between strategy and design and 
between businessmen and designers. This 
is detailed in Marty Neumeier’s The 
Brand Gap. This class plays an important 
part in enabling this to happen. Just as 
MBA students are learning basic design, 
it is important designers attend business 
classes. Of course, it doesn’t hurt to know 
basic business skills when setting up your 
own design firm.

Indian Type Research
This class is born out of the need for 
documenting the history of typography 
in India. Since there are no books on 
this subject, students will use this class as 
research for charting the history of type in 
India. Every class will build upon the re-
search done by previous classes. The goal 
of the class is not only to make students 
realise the importance of research, but 
to also make them appreciate India’s rich 
type history.

Bollywood Poster Design
This is a class where students work with 
Bollywood Poster Artists. Students break-
up into groups and work with ‘Poster Art-
ists’ on designing and painting billboards. 
The goal of the class is to expose students 
to this vibrant art form and to get them 
dirty - to challenge them to use tools 
other than the computer. The class also 
exposes students to design that is done on 
a much larger scale than they’re used to.

Logo Design
Building on student understanding of 
type and form, this class teaches students 
to move from the idea of what a company 
is, to what it represents, to its emotion 
and finally to the logo. Logos are the work 
of constant refinement and re-evaluation. 
Students are encouraged not to settle on a 
logo too quickly.

Design and Illiteracy
This is a theory class with projects that in-
volve creating signage and communication 
for the illiterate. Students will study the 
signage system developed by the dabbawal-
lahs of Bombay, and then work on a series 
of projects that involve creating a graphic 
language that is comprehensible by both 
literate and illiterate people.

Advanced Packaging
This class will build upon the 3-D Design class from the 3rd year. The class will not only 
trace the development of the package, but also make students think ‘outside the box’, 
when they design their packages. They will be taught the relationship between the prod-
uct and the packaging and the appropriateness of packaging, that is, why do certain pack-
ages conceal and others reveal. And they will understand how different materials work in 
conjunction to create a distinct appeal.

Portfolio Development and Self-Promotion
The idea of self-promotion is vital to the practice of design. Without self-promotion 
we can’t land a job or get work - at least when we’re starting out. This class will study the 
work of some of the best self-promoters of our time, such as Stefan Sagmeister. Students 
will be taught various principles of self-promotion such as humor, exaggeration and how 
to get the attention of the desired audience. Unlike most applications of graphic design, 
the target audience for self-promotional work is usually very small. Students will also be 
taught various means of self-promotion - through direct mailers, posters, websites and 
the resume. The students will be grouped in pairs and will be asked to  promote them-
selves to each other.

Senior Seminar
Students will work on short 4 week projects, with some of the leading professionals from 
outside the design profession. 

Idea Generation
As the title suggests, the primary focus of this class is to use various techniques to enable 
students to generate more creative ideas in a shorter period of time. We will study Brian 
Eno’s theories and techniques on brainstorming. The goal of the class is to see a signifi-
cant improvement in the ability of students to generate quality ideas in short periods of 
time. Students will be encouraged to use these principles in their professional practice as 
well. We will also go over concepts of sub-conscious thinking, lateral thinking and study 
our dreams as a source for idea generation. 

Traditional and Modern Tools for Printing and Production:
A study of the tools used for printing and production through the ages. Emphasis will be 
on current printing and production techniques.

Professional Practices
A class on how the profession actually works. What the trends have been, what they are 
and where they’re headed. Students will also gain insight on what is expected from them 
at the workplace and how they can smoothen the transition from school to work.
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(at $1 equals Rs. 43.66, as on March 24, 2005)

All prices in Indian Rupees unless specified.

1: The Indian Government gives land to Educational Institutes at one-tenth the original cost. The above price is 
based on average land price in Bangalore (Rs. 900/sq.ft.) for 10,000 sq.ft. The amount comes to 9 million Rupees. 
The price reflects the price after the government subsidy.
2: Building costs are taken at rs.800/sqft for 30,000 sq.ft. (3 storey building with each floor 10,000 sq.ft.). 
This comes out to 240 lakh for building costs. the remaining 60 lakh is for architect fees.
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