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anre B Visual communication is different from verbal communication. We will examine
how our eyes and brains encode and decode visual messages and how we react to
visual messages viscerally, emotionally, cognitively and actively. Visual messages
also convey other layers of meaning: historical, cultural, ethical and social.
Students examine the nature of visual communication in everyday life; learn how
to manipulate the elements of visual imagery to deliver a persuasive message. The
purpose of this course is: 1) to study the distinctive contribution that visual images
make to persuasive communication, 2) to consider the fundamental characteristics
that distinguish visual images from other modes of communication, 3) to discover
how visual imagery influences behavior, develop strategies to avoid themselves
from the unwanted messages images convey, and 4) to learn how to use persuasive
imagery wisely in their creative design works.
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