
First you have to get
their attention!
Men�s Health Campaign  Dept. of Human Services

etting people to notice the
message is the first and most
important part of an

educational (or promotional)
campaign. Getting people to keep
the material so they can benefit from
it is the next step.

In this men�s health promotion for
the Department of Human Services
we used intense colour (orange) and
quirky illustrations to attract
attention and engage interest.
The illustrations also serve to avoid
issues such as age and race, making
the message more universal.
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Long-term exposure

A poster was used for the
detailed information to suit
display in health facilities and
schools, extending the cost
effectiveness of the campaign.
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Spend the right amount
for cost effective
communication
Parenting Calendar  Parenting SA

A calendar to explore and use

Useful note-making space for the
working family, with lots of visual
interest to ensure exploration of
the messages.

There�s no point in saving on design
and development if the result is that
no one wants to hang the calendar.
The printing and distribution costs
will still be the same, but the cost per
calendar hung will be a lot higher.

Parenting SA is dedicated to
providing information and support
to parents. The messages that they
have to communicate are complex
and extensive.

Showing collages of real families in
everyday situations provides plenty of
opportunities to deliver information
with lots of human interest to
encourage the exploration of the
information on each page.

calendar is a great way to
keep your message in front
of someone for a whole year.

But how do you maximise your chance
of getting yours hung?

The answer is to tailor it to the
intended audience, make it interesting
and make it useful. Doing this takes a
lot more effort and planning than the
work that goes into the average
promotional calendar. But the payoff
is in effectiveness.
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The form is a direct result of the
simplification of the assembly and
functional details, with
embellishment added only where it
can be done for minimal or no cost.

The finish colours are loud and proud
(purple, lime green and charcoal).
They are an exaggeration of
Dembicon�s corporate colours used
with the specific intention of
attracting attention to the new model
at its trade-show launch.

Designed for
no-nonsense
functionality
(and to turn
people�s heads)
Brikscape Bricksaw  Dembicon

he brief was to develop a
low cost, knockdown
bricksaw based around a direct

drive, flat motor. The unit was
designed to be packed into a car and
reassembled by a single person.
As the unit is intended for the hire
market, it must be cheap to purchase
and withstand inexpert handling
and usage.

The solution evolved from the
simplest components that the saw
could be broken into, while still
allowing rapid, reliable and
repeatable assembly.

Simple and stylish

Designed for rapid knockdown
and reassembly in the hire
market, the Dembicon Brikscape,
finished in lime green and purple,
is a real crowd stopper.
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Helping people
to become your
customers
Explorer packaging  Minelab

ppeal to a broader client
base in a retail environment
was the intent behind this

colourful packaging design for
Minelab Electronics.

Minelab had developed a new, all-
plastics construction metal detector
that has the ease-of-use features to
appeal to a non-specialist user.

The packaging needed to help people
identify themselves as potential
customers for a metal detector, and to
show them the results of ownership.

Picture success

This pack has been designed to help
people picture themselves as a successful
user of the product and, through the
quality of the presentation, also give them
confidence in the value of the product.

Colourful strips of scenery were used
to depict the variety of treasure-
hunting locations. The scenery was
also selected to appeal to an
international audience.

The models used suggested the
product�s suitability to both a range
of ages and male/female users. Each
model is celebrating a successful find.

Other details on the pack emphasise
ease of use and comfort features,
show the product in use and provide
other supporting information to help
people make a decision in the
retail environment.

Icarus Design Pty Ltd
ABN 23 008 152 065

10 Martha Street
PO Box 329
Melrose Park
South Australia 5039
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Tel +61 8 8357 6400
Fax +61 8 8357 6411
design@icarus.com.au
www.icarus.com.au
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