
the 
design 
process
The creative design process may at times seem enigmatic, combining  
aesthetic whimsy with arcane technologies. The reality is, however, 
that any project follows a series of similar and relatively simple steps to 
achieve its goals. Having an understanding of basic design process  
and the ways in which you, as a client, can support it makes that process 
easier and results in more effective outcomes.   

This document describes the design process we apply as best practice, 
and have found to be most effective in producing clear and impactful 
communications. Please read through and familiarise yourself with it. 
We’re happy to discuss any questions you might have.   
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The first thing to be clear about is knowing what your organisation or 
business is and what it’s trying to achieve.

Your broader mission and goals provide a foundation upon which all  
other activities should be based. You should be able to articulate:

 •  Your organisation’s ultimate purpose

 • Your mission statement

 •  The values you want to embody both within your team  
and to your customers/audience

 •  The story that you want to share with your customers/ 
audience

 • Targets by which to gauge the organisation’s success.

Such information is critical when developing subsequent marketing  
or communications. And it helps us in strategically aligning projects  
with these.  

If you need help defining your strategic aims just let us know – we’re  
happy to assist you.

 

It begins with you
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Every project, no matter how small, requires a statement of intent and 
scope to direct it. A design brief is a document detailing the aims, scope, 
and specific requirements of a project.

A clear brief is instrumental in achieving effective outcomes – a vague 
brief will inevitably lead to mediocre results.

The length and detail of the brief often reflects the size of a project. While 
for small projects it is possible to have basic information, more complex 
jobs are best supported by detailed specification.

The basic components of the brief include:

 • reason for the project

 • key objectives 

 • target audience

 • competition and challenges

 • key outputs 

 • stylistic considerations

 •  desired outcomes (such as audience response or metrics,  
including measures of success)

 • project timeframe

 • budget.

Developing a good brief takes time and experience, and we’ll work with 
you to shape it. Remember: the brief guides all aspects of a project, and 
is critical not just for effective outcomes, but for keeping these on time 
and on budget.

Download 

   Our general design project template

   Our web project template

Project briefing

http://www.antipodestudio.com/s/DESIGN_project_tmpl.doc
http://www.antipodestudio.com/s/WEB_project_tmpl.doc
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While we often want the best of everything in a project there are inevitably 
constraints.

The Project Management Triangle models the three key project  
dimensions: having work done quickly, at high quality, and low cost. The 
catch is your project can be any two of these but not all three.

   Want work done quickly and high quality? It won’t be low cost.

   Want work done quickly and low cost? It won’t be high quality.

   Want high-quality, low-cost work? It won’t be done quickly.

From the outset you should be clear about what’s most important for the 
project so you can work within given constraints.

Additionally, there are things you can do to make the most of project  
resources and achieve a good outcome. See page 5 for tips on making 
the most of your project. 

Project scope
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While the size and scope of projects can  
vary considerably, we apply a general creative  
development process, outlined opposite.  
The process allows for standard creative  
development, client checking, and revisions.

Note that we are happy to adjust this process 
to suit project requirements, however, doing so 
may well impact project timeframe and cost.

Design process

1: briefing

Stage Process

2:  design phase 1 
concept development

3:  design phase 2 
refinement

4:  design phase 3 
finalisation

5: production

6: finalisation

• Development and agreement on project scope and requirements

• Research and concept development
•  Initial concept presentation (one, two, or more concept pathways)
• Client feedback on concepts

•  Further development of and/or adjustments to concept pathway(s)
• Presentation of refined design concepts
• Client feedback on concepts

• Refinement of designs
• Presentation of refined design concepts
• Final client feedback on designs
• Final refinement of designs
• Final proof sent to client for approval
• Client approval for designs to move to production

• Creation of production artwork
• Liaison with production facility; artwork supply
• Production house develops production proof; sends to designer (or client)
• Feedback, or approval, given to production house for production run
• Final production, and delivery to client/audience

• Project files archived
• Project debriefing meeting (optional)
• Planning for ongoing work (subsequent issues, updates, etc – as required)

potential for audience testing or feedback 
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There are things you can do to more effectively work with project  
constraints. Here are some tips:

How to deal with needing it to be faster 

 •  Be clear on what you want and try to avoid making significant 
changes to your plans. Have you carefully thought everything 
through before starting the project? 

 •  Know your absolute deadlines and work to those – not assumed 
ones that create a false need to rush. Can the delivery date be 
pushed out? 

 •  Fail quickly. Doing a little and learning from that step saves time 
compared to doing a lot, making bigger mistakes and having to  
redo more. 

 •  What is the minimal viable product (MVP)? What scope and  
functionality is key to an effective outcome? What could be lost?  
Be ruthless. 

How to deal with needing it to be cheaper 

 •  Plan as far ahead as you can and schedule work with a long  
lead time. Let your designer and suppliers know your plans. 

 •  Have a conversation with your suppliers (designer, web developer, 
printer, etc) about the most effective approaches to achieve project 
outcomes. They will know strategies for shaving off costs. 

 •  Consider sources of external funding (grants, sponsorship, 
crowdfunding, etc) to increase project budget. 

How to deal with needing it to be better 

 •  Spend time planning. Get crystal clear on the project’s strategic 
significance, and clearly detail all the briefing parameters. Any  
uncertainties at the concept stage will make your project very  
messy during development and reduce quality. 

 •  Get your suppliers (designer, web developer, printer, etc) on board. 
Discuss the project with them and use their knowledge and exper-
tise. There may be ways of working you’re not familiar with that they 
can suggest.

 •  Enrol others into the project. Working together to produce excellent 
outcomes has its own appeal. Invite others into the project’s larger 
aims – and the satisfaction that can result in a job well done. 

Making the most of your project
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Over the course of a project we will need to work together to effectively 
share information, discuss issues, and make decisions as the project  
develops. The following are best practices we’ve found useful for project 
management:

Having single contacts for client and design

Projects involving multiple contact people takes more time and coordina-
tion, requiring additional communication, discussion, and organisation of 
group meetings. Ultimately this adds more time and cost to a project. 

In most cases it’s best to have just one person from each party  
responsible for project management and liaison. Each acts as coordina-
tor and point of contact for ongoing project discussion. This becomes 
important when there are multiple stakeholders, helping avoid digressive  
multi-way discussion around project issues, as well as maintaining a  
decision hierarchy within the project workflow.

Communicating concisely and clearly

Having clear communication between designer and client is paramount 
for smooth project development.

Within design projects discussion often involves critical qualitative  
attributes which are best discussed in person. Face-to-face meetings  
are important at key project decision stages. These can be supplemented 
with phone/skype meetings, which still allow multi-way discussion. Email 
should be avoided for discussing qualitative or complex issues – it eats 
time and lacks adequate nuance.

Email is most effective for succinct questions and answers, however, to 
avoid unnecessary to-and-fro aim to be concise in exchanges. 

For example, rather than asking someone “Can you meet next week?” 
initiating a multi-stream conversation, aim to provoke quick resolution:

“I have time to meet next week: Monday between 1-3pm, or Tuesday 
10-12. Let me know what suits you, or if none then your availability on 
Thursday or Friday.”

Project management and workflow
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You will be consulted at key stages during the design process 
allowing you to have input and provide feedback. Here are some things  
to keep in mind:

 1. Trust the process

  The design process is not a clear-cut formula that immediately spits 
out an answer. Rather, it’s a step-by-step methodology that takes 
time, thought, and skill. This involves research, experimentation, and 
testing things out. Going through the iterative development process is 
a tried and true way of producing effective outcomes.

 2. Remain open 

  While you may have pre-conceived ideas about what you want,  
remain open to alternative outcomes. You can certainly input your  
initial thoughts into the brief, but be aware there may be other ideas 
and approaches that you have not considered. The research and  
design process may uncover more effective options.

 3. Remember, it’s not all about you

  There may be instances where certain qualities jar against your own 
likes and dislikes. Remember, you don’t necessarily need to personally 
like all the features of a design, but you should be satisfied that they 
will fulfil the aims of a brief and effectively engage the target audience. 
Try to put yourself into the shoes of your audience and experience 
things like they do.

 4. Tell us why – not what

  When giving feedback, focus on the why of what you think rather than 
telling us what to do. Inform us, but don’t direct. 

  For example, rather than saying ‘the layout doesn’t work, enlarge the 
feature image and make the headline font 36 point’, say something 
like, ‘the layout looks unbalanced, can we find a way to emphasise the 
heading?’ 

  Focusing on qualities is helpful when dealing with designers, and it’s 
our job to translate those using the tools of design. Don’t be afraid to 
say, ‘I think it should feel warmer’, or ‘sleek and modern; a bit Apple 
but more organic’.  

Dealing with designers and the design process
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During the job briefing stage we’ll devise a schedule outlining the  
development stages of a project. Often you’ll be focused on final delivery, 
however, for any project we need to build in adequate time for the full 
design process, including research, testing, evaluation, feedback, and the 
like (refer to Design Process on page 4).

A project can certainly be accelerated for a more expedient outcome, 
but there are trade-offs which result: cost more, not as good – as per the 
project management triangle (see page 3).

Some additional things to keep in mind:

Factor in your own internal turnaround

A common issue with multi-stakeholder projects is coordination of  
internal process: finding times to have meetings; people being too busy 
to respond in time; approval delays caused by people being away. Try 
and anticipate internal issues or delays and budget for them – you’re the  
expert on your own  organisation or business.

Standard turnaround time

We plan and schedule work to effectively manage the multiple projects 
we have underway at any given time, and which allows us to deliver to 
agreed deadlines. We call this ‘planned’ work, and it means you can  
be assured of getting your job on time (to date we’ve never missed a 
deadline!).

Standard design turnaround time is 1–3 days depending on the scope of 
the work – and which is factored into the project schedule. While we can 
certainly respond to urgent ‘unplanned’ work, please keep in mind that 
this requires us to juggle and reschedule existing project commitments. 
Consequently, urgent work is charged at a higher rate than standard 
work – following the Project Management Triangle relationship.

Delays and overruns

Finally, any delay to the planned project schedule has the risk of  
pushing out the delivery date. If at any point you think you will not be  
able to keep to the agreed schedule you should let us know as soon as 
possible so that the timeframe can be adjusted. Any substantial delays to 
a project mid-course have consequences which may increase the time 
we have to spend on it and, subsequently, the final cost.

Project scheduling – or ‘how soon can I have it?’
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Design by committee results when multiple parties are involved in the  
design process and all of their input is treated equally. This is further  
exacerbated when all final design decisions are made collectively.

Design by committee generally starts from a good place: wanting to  
be democratic, and allowing other stakeholders to contribute to the  
development process. However, the danger of engaging the ‘wisdom of 
the crowd’ is in creating something that tries to satisfy everyone in the 
room which, paradoxically, leaves no-one truly happy with the end result 
– let alone your target audience.

Here are some tips on managing collaborative design process:

 The design process should be managed

  It’s important to agree on a design process during project briefing. 
For the client, the project lead should have the authority to direct and 
manage the project throughout implementation. Project feedback 
points should be clearly defined as to what kind of feedback is sought 
and when.

 Invite input early on

  Input from stakeholders should be gathered early on, agreed upon 
collectively, and fed into the design brief. The briefing document  
defines a project’s vision and thus direction, and is a critical touchpoint 
for making ongoing assessments.

 As you iterate, narrow the playing field

  As the project develops you become closer to reaching an effective 
final outcome. The agreed feedback schedule helps to focus project 
decisions, and avoids sending the project in novel directions during 
late stages.

 Not all input is valid

  Remember that feedback is often just someone’s opinion. Not all feed-
back requires attention – some is more valid than others. Returning to 
goals set out in the brief helps to gauge applicability of feedback.

 Defer to either expertise or evidence

  The most valid feedback should come from either reliable professional 
expertise, or from clear empirical evidence such as research, statistics, 
user feedback, or design principles. Experience and evidence should 
outweigh personal likes, dislikes, and attachments.

Avoiding ‘design by committee’
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Having high-quality content for a communications project is critical. How 
you develop content will depend on the specific use, your expertise, time 
available, and budget.

Text content development

Key factors to begin with are audience and medium. It goes without  
saying that you need to understand your audience and write for their 
specific interests and needs. Similarly, you will write differently for different 
media – whether a report, a website, or a poster.

Any writing should align with the defined communications strategy, or  
the specific marketing or creative strategy developed for a project.  
ie. following organisational ‘tone of voice’ set out in your brand strategy, 
or following specific qualities identified through audience research  

Don’t underestimate the importance of well-written content. In today’s 
media-saturated marketplace, the adage ‘content is king’ rings true.  
You are investing both time and money producing communications, and  
you’ll want to make these as effective as possible.

Writing well also takes time. It is easy to underestimate the time needed 
to first write and then edit high-quality content. This can quite easily push 
out your production schedule.

If you have budget, it’s worth considering working with a writer or editor 
to produce the best possible outcome.

We’re happy to assist with text development, editing, or proofing – just let  
us know at the briefing stage and we can factor this in to the project.

Text content supply

When it comes to supplying text content for the design stage, here are 
some key best-practices:

 •  Supply text in a readable document format: Word or RTF  
(Rich Text Format); not PDF, or a proprietary document format.

 •  Clearly show the intended hierarchy: heading, subhead, body 
text, caption, notes, etc. Use notation as needed – such as [sub-
head], [photo caption] – as well as text emphasis: bold and italics.

 •  Use notes to indicate layout or document structure – such as 
[This section to go in a separate box]. There is no need to try and  
design the document – that’s the designer’s job.

 •  Note or insert image thumbnails, but don’t embed high-resolution 
images – they unnecessarily bloat the document file size.

 •  Proof and consistently format text. You should define a ‘house 
style’ to make sure all communications follow the same formatting:  
capitalisation, dates, punctuation, etc. See for example:

    The NZ Government Style Guide 
https://www.govt.nz/about/about-this-website/style-and-design/

    The Guardian and Observer Style Guide 
https://www.theguardian.com/guardian-observer-style-guide-a

 •  Supplied text should be ‘final’ – 99% ready to go and having 
internal approval. While there will be allowance for text proofing and 
minor adjustments during the design process, substantial edits or 
changes to content take extra time and increase cost.

Content supply: text

https://www.govt.nz/about/about-this-website/style-and-design/
https://www.theguardian.com/guardian-observer-style-guide-a
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Images are a critical content feature and you should try to use the  
highest quality possible. Not all images are created equal, and in this day 
and age it’s easy to underestimate the value of quality images, deferring 
to those ‘found’ on the internet or snapped on a mobile phone. As a rule, 
you should employ professionally shot images that align with your visual 
branding.

Considerations when deciding on image use:

Using a professional photographer

This is the best way to get high-quality, brand-aligned images – if your 
budget allows. The photographer can be briefed to produce images  
exactly as required. 

Using image libraries

Photo libraries are a more cost-effective option which still deliver 
high-quality images. You will not have complete control over image  
subject and style, and will find limitations on the themes catered for 
(American audiences and mainstream themes like business, health,  
and family). Image searching also takes time and some amount of skill  
to locate the best images. 

Taking your own images

Unless you or one of your work colleagues has some real photographic 
expertise this option is the least effective in providing professional, 
high-quality images.

Beware ‘free’ images

Some photo libraries offer free downloads. However, while cheap, such 
offerings are often mixed in quality and subject matter. Images often have 
stylistic filters applied, making it difficult to control overall photographic  
aesthetic across an image set.  

Reproduction rights

Be sure to understand the copyright scope when reproducing found  
images. This will differ for educational versus commercial application,  
and by the rights attached to the image, whether standard copyright or 
creative commons licensing

Image library as an investment

Ultimately, the collection of images an organisation accrues becomes a 
valuable asset for ongoing communications and marketing. Approach 
photography as an investment in your service/business and brand.

Image content supply

For print, images should be as high-quality and large in file size as  
possible to get best results – and there are minimum size limits that can 
affect reproduction.

For web and social media, large file size is not so critical given the lower 
density of screen reproduction, however stylistic quality remains important.

(Refer to image file supply notes on page 12)

Content supply: images
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When supplying image assets for design, here are some key best- 
practices:

File format:

Images are generally best supplied as JEPG files, although other formats 
such as TIFF, PNG, PSD or RAW are acceptable.

GIF or BMP files are not acceptable. As well, do not send image files  
embedded within a Word document – just send actual image files.

File size:

Supply images in the largest file size you have. The bigger they are the 
better quality that results. Note that large images can be reproduced at 
smaller sizes, but small images cannot be reproduced bigger without 
significant quality loss.

Image file size gauge (for JPEG)

The chart opposite indicates reproduction limits for JPEG images.  
To check a file’s size, use ‘get file info’ to see its size in kilobytes (kb) or 
megabytes (Mb). Note that JPEG file sizes relate not just to the image 
pixel dimensions but also amount of file compression applied.

Image credits

Make sure to note and supply additional image details, such as  
photographer’s name or owning organisation, as well as copyright details. 
Additionally, supply a short caption that describes the image, including 
the names of people, events, or places.

Content supply: image files

JPEG file size Indication Print reproduction size Web reproduction size

100kb or 
under

image has small  
dimensions and may 
be low in quality

only at small size:  
approx. postage stamp 

only at small size:  
approx. business card 
or postcard

100-500kb image has small- 
medium dimensions 
and may be low in 
quality

only at small size: 
approx. business card 
or postcard

Small-medium size: 
approx. postcard to A5

500kb-1Mb image has medium  
dimensions with  
average quality

only at medium size: 
approx. postcard to A5

Medium-large size: 
approx. A5 up to A4

1-3Mb image has medium- 
large dimensions with 
average quality

Medium-large size: 
approx. A5 up to A4

Large size: up to full 
screen if needed

4-8+Mb image has large  
dimensions with high 
quality

Large size: up to A3  
or larger if needed

Large size: up to full 
screen if needed

Image reproduction guide (for JPEG)
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When dealing with communications and marketing there a range of  
assets commonly used. These include:

Brand guidelines

If you have brand or visual identity guidelines currently in use, please  
supply the full range of documentation.

Logos

Logos are commonly produced in a range of application formats.  
This includes assets for different reproduction purposes, such as full- 
colour and special-colour printing, as well as digital and social media  
use. And may include multiple file formats, such as EPS, PDF, JPEG,  
and PNG. Please supply all logo files. 

Graphic assets

If you have additional graphic assets, used to support your core brand-
ing, please also supply these.

File supply

When supplying asset files, keep in mind size and scope. For small  
assets, sending by email is fine. Be sure to collate and ZIP multiple files 
for ease of sending.

For larger asset collections, consider use of cloud tools such as  
Google Drive, Dropbox, etc or file sending services such as WeTransfer, 
FirefoxSend, etc. 

Content supply: other assets



thanks for 
your time
If you have further questions, 
feel free to contact us.
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