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Description Learning Objectives
As organizers or non-profit staff, we e Anunderstanding of basic design
sometimes have to wear multiple hats. It principles and how they work
can be daunting to sort through colors, together
fonts, and elements to create something e Tips for creating social media
that is clear and compelling. graphics

e An opportunity to get feedback in
This is for people who are new to graphic small breakout groups (which is
design and are looking to build their skills great for testing how well you can
in simple graphics for social media. distill your call to action!)

Why care about graphic design?

It’s how our brains work! Visuals > Words Alone

It takes 13 milliseconds for your brain Dual coding theory shows that visuals
to comprehend what you’re looking at. are more likely to be remembered than
Versus the average reading speed of words alone; retention increases

200-300 words per minute. significantly when you combine the two!

Clear, effective, and persuasive Builds trust & recognition
communication

Visual systems can make a

We can use it to synthesize brand/organization instantly
complex/abstract topics through recognizeable. This helps when
visualization to make it accessible. building a ladder of engagement.




Design Principles

C

Contrast Repetition Alighment Proximity
Color Cohesiveness Unity Grouping info into
Size Rhythm Structure digestible chunks

Shape Interruption Composition Cregtin_g
Typography Balance association

Funnel of Information
This is a title o

This is a subheader

(Important Info)

This is
the bod 0
parzg:;p»;\. * Most detailed

Call

Actt?on Th e AS k

the objective is to create visual

HIERARCHY

To get people’s attention, keep them engaged,
and make it really easy for them to...




Design Principle Examples

Contrast

CONTRAST

CONTRAST

Size and Scale

This is a title o

This is a subheader

o« o . This is body text
This is a title This is bady text
This is body text
This is a subheader
BUTTON TEXT »

Typographic Hierarchy

o

This is a title

P This is a subheader.
This is a subheader This is the body paragraph. Lorem ipsum dolor sit amet,
ipiscing elit. Mauris eu sem, sit
. . . amet laoreet mauris. Morbi fringilla tempus efficitur. Class

JRislsithelbodyparantap Mo il sl o et aptent taciti sociosqu ad litora lgorquenl’:)er conubia nostra,
; el ianyceu 2CE, per inceptos himenaeos.

sit amet laoreet mauris. Morbi fringilla tempus efficitur.

Class aptent taciti sociosqu ad litora torquent per conubia

nostra, per inceptos himenaeos.




Event Graphic

el il el /%Nameovaent

Mention if it's
BUILDING ELECTRIFICATION part of a series
101 WEBINAR
Event summary Z\ Join us to learn why getting fossil fuels out of
What will you be buildings is necessary for protecting public

doing and why is it health and stabilizing the climate! /‘S Date & Time
important?

You can also add
the day of the

week, start and

Logo = )\ stop times, and

Increases i
o SIERRA CLUB timezones
cred|b|l|ty and WASHINGTON STATE
recognition

Carousel Graphic

@womensearthalliance @womensearthalliance

Take Public |.eal'n MOI’E
Transportation Read more on our blog by
clicking on the link in our bio.
Find out how your local government
is working to improve access to P!Jbl-lt
b icsieee b ko Lo 000
friends to do the same.

o Title e |[tem Number & Header e Call to Action
e Logo e Summary e Logo
e Arrow e Logo ¢ |nvite to share or interact

e Arrow



Advocacy Graphic

Defend Call to Action
Environmental Act Now to What are you
Protections to Defend the asking people
Cut Methane Endangered to do?

7 Species Act
Methane is over 80% more powerful b Trump is once again trying to weaken

critical wildlife protections. Tell

USFWS to protect imperiled species

and keep safeguards strong.

sc.org/ESARegs Vo G raphics

Add something

Action summa ry than CO, and drives one-third of

today's climate warming. The EPA

\Nhy isit ’umely? methane rule is a vital safeguard—don’t

let Trump and polluters weaken it.

What’s at sta ke’) Demand action now!

/'\ sc.org/Methane

Link to Action eye-catching that
Where should O gives people a
people go to SIERRA ' visual of what’s

CLUB

take action? at stake.

Logo

Increases credibility and recognition

What is the purpose of this graphic?
o Event? Infographic? Advocacy?

Can you glean the important information at a glance?
o Title, Date, Location, Call to Action (CTA)

If you can’t, then what is making it difficult?
o Contrast?

o Emphasis / Color? Clich here

o Size & Scale? to Wa.tc.h

o Alignment / Hierarchy? the tranjlng
recording

What confused you?
What did you like? What drew your attention?

Want to schedule time to talk?

emily@climateadvocacylab.org
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