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This zine is the result of three workshops
conducted at Glasgow Zine Library, exploring
how the co-creation and self-publishing process
can enact and explore a critical and feminist way
of practising graphic design, expose what we
take for granted, and imagine alternatives.

In a culture that
celebrates big shiny
case studies, | wanted
to create a brief

space for working
designers to have
conversations about

a more just future,
beyond seeing design
as top-down problem-
solving, toward seeing
design as a medium
for the expression of
collective imagination
and a tool for care.

The three workshops (1: Graphic
Design, Al, and Feminism; 2: Graphic Design,
Power, and Aesthetics; 3: Graphic Design and
Social Good) introduced critical ideas and
included active discussions and hands-on
activities in which participants worked on their
own creative responses. Participants were then
invited to submit a creative response, which
are included in this zine and will be exhibite
at SaltSpace Gallery.

I would like to thank all participants
for actively engaging in the workshops and
submitting their work for this zine. | would also
like to thank Glasgow Zine Library for providing
the venue, and my partner Cam for being the
photographer for the events. My supervisor,
Prof. Michelle Keown, and Lucy Ribchester for
helping me to plan my workshops.

| hope self-organised and self-published
projects like this one provide a loose yet fertile
space for critically thinking about graphic
design, and could inspire others to start their
own conversations,
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Design & First
Culture published

in 2000,

No Logo
(Klein, 2021)
illustrates how the
culture industry is
deeply entangled
with commercial
brands, which feed
off “coolness” from
marginalised peoples
and treat their cultures
as props.

Expressing
unease about
commercial work, First
Things First Manifesto
(1963) is a famous
text (McCarron, 2001)
that calls designers to
“pursuits more worthy
of our problem-solving
skills”. Fewer designs
for dog biscuits, more
book covers. But who
can afford this shift
(see Who Can Afford
to be Critical? by
Matos (2022))? And
are cultural products
separate from
consumerism?
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First Things First 1964

Ruben Pater’s Caps Lock (2021) outlines
the various roles of graphic design within
capitalism, framing designers as branders,
engineers, entrepreneurs, amateurs, and
more, explaining how widely we entangle with
capitalism, whether we are selling dog biscuits
or designing charity campaigns. His other book,
The Politics of Design (2016), uses fragmented
examples to showcase how design is inherently
entangled with power, and like many things, can
never be “neutral”.

For this project, we talked about how
cultures influence design, and how design and
commercialisation influence cultures.

What We | would like to introduce feminist
Design  thinking here. Being in a masculine
vs How  culture (1), we designers take
We. hierarchy, competition, and praise
Design of “rationality” for granted. For
example, celebrity designer Paul
Rand (1987) asserts that design
is not “effeminate” decorators because it has
real modernist value in fuelling brand growth.
Feminist thinking can challenge this norm and
open us up to collective and caring futures.
Instead of assuming that designing book covers
is automatically socially good, a feminist lens
encourages us to uncover our own biases, so we
can demand something “good” that’s not at the
expense of other people’s suffering.

At the same time, I’'m attracted to
the idea of encountering and scattering. The
Mushroom at the End of the World: On the
Possibility of Life in Capitalist Ruins (Tsing,
2015) discusses matsutake mushrooms, a
commodity that cannot be cultivated, grows
only in ruins, and operates within a globalised
commodity chain in a capitalist world. Does
visual culture work like these mushrooms?
This project is an attempt to encourage
encounters and pick up loose artefacts to form
an unfinished, emerging narrative.

Where Some books propose to make
are We design more art-like. Speculative

Heading Everything (Dunny & Ruby, 2013)
introduces Speculative Design as
atool for designers to help society

dream new dreams without being pinned

down to simplified, singular meanings. On

the Edges of Graphic Design from A—Z— o

(Lutz & Hoepfner, 2025) showcases a range of

exhibitions and praises staying on the margins

to expand possibilities.

Some books explore
how to keep doing
commercial design
while embracing more
open approaches.
Caps Lock (Pater,
2021) advocates for
commoning amongst
designers and
between designers
and their wider
community. What

is Post-Branding?
(Videb & Grant, 2024)
purposes Post-
Branding: a more open
approach to branding.
The Imperfect Index
(Vickress & Parke,
2024 & 2025) and
Feminist Designer
(Place; 2023) .
include contributions
that examine the

‘intersection of design

and feminist theory,
with concrete case
studies of more
feminist ways of
designing.

(1): According to a UK and
US survey in 2015, graphic
designers overwhelmingly
understand the industry
as being more masculine
than feminine (Roberts et
al., 2015). New data shows
that 74% of graphic design
students are women,

yet only 47% of working
designers are women
(Gitnux, 2026)
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Three workshops
were conducted on
weekday evenings at
Glasgow Zine Library,
inviting working
designers to join me
on a two-hour journey
with a presentation,
casual discussion, and
time for activities.

In the first workshop, we invited participants to
explore how Al's “replacement” of designers
reflects both a patriarchal and capitalist way the
design industry functions. Participants in this
workshop considered: How feminist thinking
might lead us toward a resilient future? Can we
change our design processes to become less
scalable and machine-readable? What are some
of the examples of these? Participants used a
discussion of Al as an anchor to explore how the
design industry could change.

Recognising the world we live in

The graphic design industry can reflect
these assumptions about the warld

Feminist bell hooks uses the phrase
¢ “Imperialist White Supremacist
> Capitalist Patriarchy” to describe
1 thecurrent system we live in. These
> systems of oppression intersect and
reinforce social hierarchy.

Feminism challenges these interlocking
systems, it invites us to rethink what we
often take for granted.

Adding friction: Protest-inspired fonts by
GenderFail and Vocal Type
y S

GenderFail Open Sourced
Protest-i i
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Discussion

Homogenised
design outputs
and how Al
works

Designers
feeding Al

Pressure of
efficiency and
monetising
hobbies

The language
we use to talk
about design

What if we add
friction to the
design?
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What if we
design against
market logic?

What would
be prioritised
if products are

free?

Replicating
“authenticity”

Generating
new assets
based on
training data
that it cannot
understand

Extracting
values from
inspirations

Appropriating
marginalised
cultures to
dress up
commercial
products

Real inclusion
in the design
process
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Graphic design is everywhere and it has the power to influence
people. At the same time, what designers do is shaped by the

industry norms, which are not neutral, but shaped by various powers.
Take aesthetics as an example. This workshop explores how power
legitimises itself through co-opting trendy, marginalised aesthetics,

I”

distilling “cool” and “authenticity” into templated graphic styles.
At the same time, we discussed the power dynamic between the
client and designers, and whether individual designers have the
privilege of insisting on authenticity.

< -
i
'-.:»-""' LT,
D : n
o ctesfetics
WRIRIEIE = s

participants to take a
brief look at graphic
design’srole, its
power, and how it is
influenced by power
and social norms.
We challenged what
designers take for
granted, and explored
how aesthetics are
not neutral, and
what makes designs
authentic.

What's shaping our norms?

Tools Procass Goals Values

How da we deline What do they
Whose actually mean?
sts matler? Who is empowered?

What do thasa tools What type ot
decide for us? outcome do these
processes produce?

croativity.
® e —

defying the norm

Ml'l.lﬂ_ BELIEVE iN BRAVE

The - Brand iientity

Pzn-PMJ

Authentic look vs. “authentic” look

Shaped by resl » Mimics of the
conditiona nngmall onatraints

Meaninatul within Takaen out of
a community contax!

“If we ignore capital for a few minutes, we can
imagine another model for.design based on (he
tived experience of the communities we exist within.
Coemmunities created through shared values and
knowledges, based on lived experience, concrelised
thirough design into cultural ohjects.., then
circulates back info an expanding communiey.”
Kevin Yuen Kit Lo, Destgn Against Design



Workshop Two Participants

Participants were tasked with creating a collage using existing packaging
to alter the meaning of the original text and images. The collage

on the left is a fun exploration of dialling up the advertising language.

The collage on the right talks about the experience of being an artist.

Discussion

Politics of
“authentic
design”

Making
important
information
appeal to a
wider audience

Authenticity

of images: stock
photo vs actual
event photos vs

internal image
bank



Everything can sound positive

positive change
social innovation

neighbourhood gentrification -
commercial entrepreneurialism

assimilation inclusion
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We invited
participants to take

a brief look at graphic
design’s role and
impact in society,
and how “socially
good” design is more
than good intentions.

Design is often framed as a forward-looking,
problem-solving activity that moves us

towards better futures. But better according to
whom? Who decides? Who is left behind? This
workshop explores why “better” is not universal
and discusses whether imposing a top-down
design solution on people is a form of violence.
Ben Green (2021) suggests that good intentions
are not enough; we need to think about “what
type of society they promote in both the short
and long term.”

rasisrsnsestnantenan

Are we biased?

Inthe UK:
Most graphic designers are in their

20s, anly 13% are over 40 years old
(Roberts et al., 2015)

B88% have at lcast an undergracluate
degree (Roberts et al., 2015}

88% are white, similar ta UK general
population (Roberts et al., 20158)

74% graphic design students are
waomen, yet only 47% working
designers are women (Gitnux, 2026)

When well-meaning systems are
designed mainly by people with similar
backgrounds and experiences, they
may unintentionatly overlock how thase
systems affect others and may also find
it harder to notice the harms or biases
that arise,

Why Western Designs £

Can we design good outcomes

without a good process?

How we work impacts whose problems What fS'IthC'Sigﬂ me{.’SS?

we are solving, and what approaches
we take when we are trying to do
“social good"” with design.

What is the structure of the
workplace? How stable is the

1 job? Can you decide how you

work? Do you fecl comfortable
challenging your boss?

Forexample, how much

are people who will end up
using your design involved
in the design process? Do you
solve problems you've never
experienced?

How does everyone define
success of a project? Is it client
happiness? Awards and features
in design blogs? Statistics? How
big the billboard is?



Discussion

Who has the

luxury of doing

socially good
design?

Who has the
power to
decide the
goals and
values?

The client and
the budget
have more
power than the
designers

Design co-op

Small
leverages we
can pullinthe
design process

Clients
commission
star artists
because they
expect brave
solutions. Who
gets to be that
star artist? Is it
a privilege?

Supporting
your own
neighbourhood

Difficult job
market

Design
conferences
vs the reality
of working as a
designer

Ground your
practice

Keep

accessibility in

mind

If a designer
does what
they are told,
are they
responsible
for the social
impact of the
results?

Are we
designing

for other
designers, or
are we really
thinking about
the impacts of
our actions?
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Workshop Two and Three
Participants

Participants were tasked with
creating a bank note for a
community they are a part of,
and consider what is considered
valuable to them.
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Workshop Three
Participants
Collaborative poster made
during one of the workshops.
Participants were tasked to
think about what conditions
are needed to build a more just
design future. They decided to
use the “five senses” as a starting
point and illustrated how cne
might notice their surroundings
and build communities. The
collage approach and the use of
visible neon tape further enacted
the theme of collaboration and
owning one’s actions.
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thase of efficiency [capitalism], we've
juick results and focusing on ourselves
tan do is cazre fox othezs.

11

lesources, skills and spaces. Care about
id why. The one thing a robot cannot do,
ill separate us and define wus.

Heather Scott
Video Designer
@heather.scott.mov
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In & world currently obsessed with the chase of efficiency [capitalism], we've
reduced ourselves to repeatable trends, quick results and focusing on ourselves.
The most radical thing we can do is cazre fox othezs.

Collaborate, question, challenge, share resources, skills and spaces. Care about
who you work with, and who it affects, and why. The one thing a robot cannot do,
is care deeply., That is ‘what will separate us and define wus.
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THESE DESIGNS CONTAINS A TRAP

DESIGN AND WRITTEN BY JOANIE CHUNG @PIXELSBYJOANIE

When it comes to “social good”, while these product
designs certainly include you, they actually also
include you in a broken system that really only
benefits your evil CEO overlords and government
institutions.

ACTIVISON BLIZZARD
WARNING:

This design is a trap that looks like Pride inclusion,
but hides this company’s misogynistic and
homophobic harassment lawsuits.

THE BAIT:

This gaming company has LGBTQ+ staff who design
and make queer characters and in-game seasonal
Pride Month items and “skins” for this game, letting
queer and marginalised players have some
representation,

White it is a labour of love by LGBTQs staff
members, and yes, the work and designs are an act
of “social good”, the company uses this work and its
inclusion of marginalised characters to signal values
that it does not practice internally. In a lawsuit by
the California Civil Rights Department (formerly
DFEH), they alleged there was a “Irat boy” culture of
harassment and inequality towards female and
marginalised employees, One female employee,
Kerri Moynihan, was subjected to severe sexual
harassment before she died by suicide at a
company retreat. Reportedly, male co-workers
shared and passed around an explicit photo of her
at a company holiday party. Activision Blizzard’s
design values “sales and representation”, not
“worker safety and empowerment.”

THE CARBON OFFSET BUTTON

WARNING:

This design is a trap that takes a fee to reduce your
guilt by 100% while the airline reduces their C02

emissions by 0%.

THE BAIT:
This optional payment button includes you, the passenger, in the
solution. Now you have the power to “offset” CO2 emissions and make
our Earth greener

THE FINE PRINT;
This is a smokescreen that commodifies activism. “Saving the planet” is
now a small micro-transaction and doesn’t do anything to transform the
airline industry's dependence on fessil fuels. While this design
“includes” the user by seemingly empowering you as the protector of
the environment through your generous act of paying a small fee, it
doesn’'t change the fact that CO2 from the jet engine still enters the
atmosphere. This design enables the airline companies to greenwash
and make no actual change to the environment

DELIVEROO FOOD DELIVERY APP
WARNING:

This design traps you in a system with no job
security, no benefits, and no worker rights.

THE BAIT:

This food delivery app means that anyone can be a delivery driver. with
§0+ languages and a great Ul, everyone, including someone without a
traditional resume, can “onboard” and get a job.

THE FINE PRINT:

While you can enter the system easily, this system is very precarious.
You are self-employed, which means you have no right to the UK's
Statutory Sick Pay. You also get no pension, no holiday pay. You can
get a hotel room for your family, but ONLY if you are hospitalised
during a delivery. This business structure funnels profit and security for
the top (shareholders and executives) and keeps you at the bottom

* Some better alternatives for food delivery apps: Locavare (Glasgow/
Central Belt), Edinburgh Food Social (Edinburgh), MealShift (UK), The
Drivers Cooperative (NYC)
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A small list of things
that inspired this zine

Glasgow Zine Library

A self-publishing library and
community arts space in Glasgow.
They have an international
collection of over 4,000 zines.
This is an inspiring space, showing
what design looks like when it’s
politically engaged, in the hands of
communities and non-designers.

32-34 Albert Road
Glasgow, G42 8DN
www.glasgowzinelibrary.com

Zine Fairs

Many cities have annual zine
fairs, where local self-publishing
artists sell their zines. Though the
publications are not often graphic
design-related, graphic design

is used to present topics that the
stallholders care about.

e (HUF

Good Press (bookshop in Glasgow)

bsigher

A workers’ cooperative thatis a
bookshop, events space, risograph
printer, and bookmaking studio
that supports self-publishing and
independent small presses. Most
of the books in the picture can be
found at Good Press.

32 St Andrews Street
Glasgow, G15PD
goodpress.co.uk

Offprint (book fair in London)

Alarge book fair that features
small publishers, distributors,
artists, and organisations working
in the art and design field.

www.offprint.org/en/

ninist.
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Caps Lock (2021) by Ruben Pater

The Politics of Design (2016) by
Ruben Pater

Design Against Design (2024)
by Kevin Yuen Kit Lo

Feminist Designer (2023),
edited by Alison Place

Lecture Zine series on Instagram
by Darren Raven @drnraven
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