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Original campaign button for I Love New York



DAILY @ NEWS

Niw Yonu's Homevows NEWSFAPER

FIR3
Milton Glaser's reinterpretation of his celebrated 1975 poster "|l|““"l "
reflecting last week's terrorist attack on the World Trade Center.

Daily News cover after 9-11



Identity for Tony Kushner’s play Angels in America
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Theatre for a New Audience

Identity, communication, and signage

FOR A NEW

AUDIENLE

Identity

Shakespeare portraits for a variety of applications

Theatre for a New Audience Award Statue



TWENTY FIVE CURIOUS YEARS

THEATRE FOR A NEW AUDIENCE

ry POSZ’(,’}"



Ohio § |NQUISITOR
State

Murders




THEATRE FOR A NEW AUDIENCE

SORE THROATS

BY HOWARD BRENTON THE DUKE ON 42ND STREET APRIL 22 — MAY 21, 2006

DIRECTOR Evan Yionoulis CAST

SCENIC DESIGNER Adam Stockhausen Bill Camp, Laila Robins, Meredith Zinner
COSTUME DESIGNER Katherine Roth

LIGHTING DESIGNER Donald Holder

COMPOSER & SOUND DESIGNER Mike

Yionoulis

DIALECT CONSULTANT Elizabeth Smith

FIGHT DIRECTOR J. David Brimmer

Posters for Theater Hall



Theatre for a New Audiences Capital Campaign materials
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JOIN US FOR A SPECIAL EVENING JOIN US FOR A SPECIAL EVENING AT SHIESEARE wnﬁls IH HH“BH’JH
1 DEPEY

ELEVEN MADISON PARK

CELEBRATING SHAKESPEARE WORKS IN BROOKLYN CELEBRATING SHAKESPEARE WORKS IN BROOKLYN
THEATRE FOR A NEW AUDIENCE’S CAPITAL CAMPAIGN THEATRE FOR A NEW AUDIENCE'S CAPITAL CAMPAIGN

Brochures



Facade study

Signage study

Interior signage studies




Louis Armstrong House Museum and Archive

Identity, signage, and interior elements for a newly constructed museum

Identity Portrait (print proposal)

Exterior signage Backlit large-scale letter from Louis with a shifting color background



APRIL IN PARIS

AUTUMN IN NEW Y@RK

ST. LOUIS BLUES
SLUEBERRY HILL

B@UT TIME

D@ Y@U KN&@W WHAT IT MEANS T@ MISS NEW @RLEANS

DREAM A LITTLE DREAM @F ME

ELLE, DOLLY!
LET'S D@ IT, I_ET S FALL IN L@VE
N@W YU HAS JAZZ
ON A LITTLE BAMB@® BRIDGE

PO TAT® HEAD BLUE

SK@KIAA N

THAT LUCKY @LD SUN
WHAT A W@NDERFUL W@RLD




Gary Comer Youth Center

Identity, wayfinding and all other signage, communications, and wall murals

S AND
: CRAFTS

1’
S ROOM
—
(7]
GARY COMER -
YOUTH CENTER —
1.75" 7.75"
HOME OF THE
SOUTH SHORE
DRILLTEAM
Identity = % R
3 N C
S ——— L
1.75” 7.75

Flat surface is painted in specified RAL colors

1 1
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o © o
O

HEN
1.75” 575"

3-dimmensional signage specifications

Cast scuplture with glass base for inscription of graduate names



Gary Comer![’]

A SHO RT BIOGRAPHY

Decorative wall

4

GARY COMERYOUTHCENTER
HOMEOFTHESOUTHSHOREDRILLTEAM

Brochure

3-dimmensional accordian wall; reads Spring Summer in one direction, Autumn Winter in the other




Stony Brook University

Identity, communication, advertising, signage, and sculptural elements

ENTRANCE SIGN (FRONT ELEVATION)

102"

86.961"

36"

26.75"

Identity (signage specification)

Lib rary V

3-dimmensional campus signage

1

MAIN ENTRANCE

ST WNY

BRI\ K

Transluscent white
cutout letters

Transluscent white
cutout letters

Red and translucent white

Blue and translucent white

Green and translucent white

putt
BT

el

4.4
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Photographic mural outside the Jasmine restaurant
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New York Times Ad

Stony Brook's
Music Roots 28l < AW Revi
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FIFTIETH ANNIVERSARY

Identity for the 50th Anniversary

The alumni magazine



How Money Affects the Brain

These days, so many are sharing the same financial boat.

All of us struggling to do the job, while beset by ever-shrinking budgets. In education, cut-
backs are affecting schools from the East to the West. Just when other nations are turning
out more brainpower, the United States may be falling behind.

Only yesterday, the world was clamoring to get into America’s schools. We’re probably still
the ‘gold standard’, but the luster is dimmed. The world is catching up, and in some cases,
passing us by.

At Stony Brook University, we feel the pinch that everyone else is feeling, maybe even more.
Because to us, there is no larger issue than education. What else can turn out the brains to
master the burgeoning technology, than use it to create more and better jobs.

For each generations future, for the nation’s future, nothing comes close to the benefits of
enhanced brainpower.

But can we help shape those brains for the long haul, if we short-change our schools today?

STONY
BRAW®K

STATE UNIVERSITY OF NEW YORK

Education is our best investment.

New York Times and Wall Street Journal advertising



Stony Brook University Southampton

Identity, communication, advertising, signage
.
N
~——

STONY BROOK
SOUTHAMPTON

Identity

STONY BROOK SOUTHAMPT

Main Campus -
Parking

Al Gore

Lecture
October 6

Administration Bldg B7

Campus sign study

The Bigness of Small Things

!'.--'1'??.:.:"-’ "!‘

s

THE LOWLY COD

It shrinking population could
doom 20% of the developing
world. Are dragtraulers the
environmental drag?

OH-UH

As global warming hit

rainforests, frogs egg-pools

dry up. Forever lost are

cures from frog's skins; and a

24/7 hiller of mosquitoes
MANKIND'S BIGGEST CROP

Ablend of most promising,
or most terrifying.

SHAKESPEARE PROCLAIMED [

“Blow winds, rage, and crack your

cheeks.” Come help us tame the tempests i
into energy.

A FRAGILE SPECK
Our massive, 27,000 mile-
around planet is insignificant

. in the boundless heavens. We're

EINSTEIN WARNED US

“Lose the bee and in 4 years,

lose mankind. No bee,

no pollination, no harvest.”

(And the bee is disappearing.)

betting we can keep it healthy.

Stony Brook Southampton is a brand-new college, smart,
small, and utterly revolutionary. That’s why every professor we
hire, every student we accept must share our obsession with
Planet Earth and its fragile environment. We’re galvanized by
the hope of cures waiting to be found in ‘small things’. So

let’s do it. Let’s change the world together. Join your new home

on the Atlantic shore. You're in for a life-long ride.

The Second Most Important
Decision You’ll Ever Make.

‘ And this brand-new college on the Atlantic
== Ocean can help. We’re Stony Brook
Southampton and we change all the rules. And since
we’re worried about Planet Earth, we’re looking for

young people who share our doubts and dreams.

So we erased the line separating student and
faculty. Instead, you’ll be partners in inventing

the Environmental Studies, diagnosing the land’s
troubled harvest, _# and the ocean’s declining
health, and seeking local (and world-wide) cures.
Oddly, while working as a team, you'll start thinking

for yourself. A priceless habit.

But we never forget why the world’s  worth saving.
Well, neither will you. Without even tryinga, you’re
caught up in the sheer joy of literature at our
4 Writer’s Conference, the thrill of timeless
music, the wonder of certain paintings. And it sticks.

Pleasure for the rest of your life.
And as if that’s not enough, we try to - make
this the “greenest” campus possible.

STONYBROOK £0U

b

STONY BROOK
SOUTHAMPTON

VISIT STONYBROOK UNIVERSITY AT 4

New York Times Magazine advertising



How to Save the Bees.
(And us.)

i»

STONY BROOK

To change your life, our world, and even the planet:
SOUTHAMPTON

Enroll in Stony Brook Southampton. Visit stonybrook.edu/southampton.

Large scale advertising

FOUR DATES YOUR EARS WILL TREASURE

MUSIC AT SOUTHAMPTON JSTAINABLE PLEASURES
MUSIC AT SOUTHAMPTON

SEASON TWO, SUSTAINABLE TREASURES
Saturday, July 14 Anthony Dean Griffey, Tenor

VE RS T N

) 6
, Saturday, August 4 Kristine Jepson,-Mezzo-soprano
L f
& . 5 .
-

Wednesday, August 15 Liz McCartney, Broadway Cabaret

é

e Gl S
— i ,. ] fi
R &

Wednesday, August 29  Christine Goerke and Friends

in )
August 28 Liz McCartney, Broadway

THURSDAYS AT 8 PM, AVRAM THEATER

’ 3 \
e | A LR
55 7:30 P Avram Theater p

ST

Posters for music events



The Brooklyn Brewery

Identity, communication, advertising, and packaging

Lobster

FOR MORE INFORMATION ON MAKING YOUR FAVORITE FOODS TASTE BETTER VISIT WWW.BROOKLYNBREWERY.COM

Subway Ad campaign

Different Identities

Truck Poster



How this beer will change your
mind about all beers ... forever:

Packagin
We know what you're thinking. Why ging

did they put the heer in a Champagne
bottle? Well, the funny thing is that
the reverse is actually true — the
Champagne is in a beer bottle. For
centuries, French and Belgian
monks re-fermented heer in the
bottle to give it complex flavors
and naturally high carbonation.
The wine folks later cottoned
onto the idea and eventually
called it Méthode Champenoise.
Nice, but let us tell you about the
Méthode Brooklynaise.

perature of 77°, our new yeast goes to
work, consuming the sugar and creat-
ing natural carbonation and wonder-
ful aromas and flavors. After weeks
of re-fermentation, the beer goes
into cold ageing for a further few
weeks. Only then is it ready to be
labeled and sent to your table.
What's in the bottle?

A pop of the cork, a golden color,
a fluffy white head, and a rush
of pinpoint bubbles. Aromas of
spices, oranges, apricots, earth
and rum, all created by our spe-
cial yeasts. A soft insistent effer-
vescence on the palate. A quick
burst of refreshing bitterness
followed by sweet bready malts.
A delicate interplay of flavors
leading into a dry finish. A beer
that is better with cheese than

We brew Brooklyn Local 1 from
Catskill water, German barley
malt, Austrian hops and first-
pressing raw sugar from Mauri-
tius. We ferment it with a Belgian
yeast strain and age it for several
weeks. Now begins the Méthode
Brooklynaise. The original yeast any wine. A heer which is a per-
is filtered out and a new yeast is fect accompaniment for seafood.
added, along with a dose of sugar. { r % mo § Real beer made by an ancient
The flat beer is then bottled, ‘ﬁ,: bbbl method and a judicious e
. Birwyy s . QOOKL >

corked, and carried across the hand. A beer that will /4 v
street to our Re-Fermentation change your view of @

Rooms. Here, at a constant tem- allbeers...... forever. Q'PsWa?‘*

DN ¥3SY19 NOLIW A9 dINOISIa

NIFTH MIHLLYW A8 QIHIVIOOLOHd

BROOKLYN BREWERY, 79 NORTH 11TH STREET, BROOKLYN, NEW YORK

HAPPY HOUR FRIDAYS 6-11PM; TOURS SATURDAYS AND SUNDAYS AT 1, 2, 3, AND 4PM  BROOKLYNBREWERY.COM

1ap handle

New York Times advertising



Seed: Schlumberger Excellence in Educational Development
Identity, communication, web consultation, books, and animation prcia .
o
of Youth
Megting |
21st Century
Water
\ Challenges
THE WATER BOOK
Identity
t___ﬂ, SE/ED
i www.seed.slb.com
Brochure

* LIVING STORIES ABQUT L'IV.ING SYSTEMS -.

Cohn_ected Wisdom

r""
-

by Linda Booth Sweeney, Ed.D.
W

Icons Children’s science book



Limited edition giclee print

[PRFSTPR P

Animation Web consultation



The Rubin Museum of Tibetan Art

Identity, communication, signage, windows, sculptural elements, and advertising

Identity

Metamorphic window Exterior flags

A 17-foot copper-gilt illuminated wall based upon Tibetan cloud imagery



Facade

Close up of the
deconstructed logo showing

the three planes.

Cloud wall detail



Minds Art
Change Changes

Art Minds

Outdoor advertising campaign

iseum of Art

Patterns for printed materials Brochure



Stantions

Detail




The Minneapolis Institute of Arts

Identity, communication, graphic guidelines and advertising templates

i

Original logo

i

Remove horizontals

Look ar this painting

for twenty seconds,
Close your eyes, relax...open
B Youare -
ouare no longer the same person

Add back horizontals

Add color Kiosk advertising proposal

MINNEAPOLIS

J1NLILSNI

OF ARTS

New Identity Identity applied to the facade



B S et MINNEAPOLIS
OF ARTS -
5 2
William Setliff Divector Of Marketing
MINNEAPDLIS
=
OF ARTS o
Identity Pattern Stationery system
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OF ARTS

B —

Shopping bag variations



Windows on the World

Identity, communication, signage, menus, dishes, and sculptural interior elements

Identity Menus

Dishes

JAPA VALLEY

(hardonnay

1004

Glass beaded wall

Branded wine



The Rainbow Room

Identity, communication, signage, menus, dishes, and sculptural interior elements

RAIND@W!

Identity

LED Rainbow wall

Oversized umbrella

Dan Daily glass wall

Menus

Dale Chibulys glass installation



The Aurora Restaurant

Identity, communication, signage, menus, dishes, lighting, interiors and sculptural interior elements

Plaster cast ceiling sculpture

Original lamp study

Interior graphics, rug, tile and lamps

Commissioned sculpture of Aurora by Jordan Steckel Three-tiered colored light system



Trattoria dell’ Arte

Identity, communication, signage, menus, interior design and sculptural interior elements

TRLATTOMNIA

DELLAMTE

Tdentity

The green room with giant lips

TTONA DRANTE ‘S’rﬁirﬁ\.ﬁii
|

o L T

Entry with nose sculpture

The Italian sushi bar

Art studio interior with faux skylight



John Templeton Foundation

Identity, communication, web consultation and advertising

JOHN TEMPLETON FOUNDATION

SUPPORTING SCIENCE~INVESTING IN THE BIG QUESTIONS

Identity

Does the free market

To the

contrar Y.

Ican attest from personal experience
that ifyou try to talk about the

Yes, but...

other systems are worse. The free
‘market s a crucible of competition
that can bring out the basest in
human nature. Competition is fierce,
and when survival is a stake, there

ontoday
campuses, you will be buried in an
avalanche of criticism of globalization.
‘The opposition of faculty and students
0 the expansion of international
‘markets stems largely from a sense

of altruism. It procecds from their
concern about social and moral issues.
Simply put, they believe that global-
ization lacks a human face. I take an
opposite view. Globalization, I would
argue, leads not only to the creation
and spread of wealth but to ethical
outcomes and to better moral charac-
ter among its participants.

Many crifics believe that globalization
sets back social and ethical agendas,
such as the reduction of
child labor and poverty
in poor countries

and the promotion of
gender equality and
environmental protec-
tion everywhere. Yet, when I examined
these and other issues in my book, I
Defense of Globalization, 1 found that
the actual outcomes were the opposite
of those feared. ..

CONTINUED ONLINE.
Jagdich Bhaguati s University Profsor of conomiceand

ot Gl oy el it

e Relations and the
- widly
o publc ol andternational .

It depends.

Free markets corrode someaspects

is no room for morality: But, to para-
hrase Churchill, for all its flaws,
the free market s still superior to all
the other cconomic arrangements
that have been tried.
At first it scems obvious
that a system based
entirely on self-interest
would lead to the moral
decay of the individual.
Ifyou pause momen-
tarily to aid your brother during your
strggle toseach the p—tobeat

economies collapsed under their own

the takes ae o high,participantsin
also learn to watch and

pian exp
has proved to be a systematic failure.
Citizens who had endured long years
of cconomic, moral, and political
disaster were cager to get rid of them.
Of course, the market cconomy is
nota perfect system. But the market's
flaws stem from the actions and
motivations ofits human participants
rather than from its design. Experience
has taught us that a free marketis
closely associated with a free society.
And in free societies, people are

better able to actin concert to improve
their lives. Free societics afford people
the opportunity to make their own
political and social systems more

just. In general, these activities support
rather than corrode morality.

Froma historical perspec-

your
to buy a bigger hnuse*you will

be surpassed by those without such

qualms. How, in a truly free market,

can there exist consideration

" tive, we tend to define the market as

anall

distrust one another, to conceal their
plans, to betray their friends, and—we
know the rest, from Watergate to
Enron. They become “characters”in
familiar stories of corporate corruption,
political scandal, defrauded stockhold-
ers, and deceived voters. Let the

buyer beware! Let the voter beware!
CONTINUED ONLINE.

Michacl Waer i profsor emeritu inthe Scholof Swial
Science at the Intitutfor Adcanced Study n Princto,
New Jrey. e acontrbuting ditor of the New Republic,
eveditorof Dissens, and theauthr, s rcenty,of
Thiking Polially

No! And,

well, yes.

At America’s birth, most socicties
ized on th Satiom of

corrode moral character?

Certainly.
Or does it?

Market economies weaken this cul-
tural conspiracy in three powerful v
First, they introduce novelty; which
challenges established it hibis
and moral verities. Second, they stir up
individual desire in ways that can casily

Itis clear that
tion ofinterests and pa
mad rule of money, and materialism
as the measure of all things —in

short, the free market,released from all
rules and governed only by the greed

of the most powerful — fatally corrodes
our souls. This is what the great Alek-
sandr Solzhenitsyn thought at the

end of his life.

ons, the

This view was shared by the family of
French thinkers of the 1930s called
the “non-conformists,"which included
Charles Péguy and a few others. They
saw commodity exchange as a source
of depersonalization. It was also the
thesis of an entire group of Christian

e ing economic instituti

cithera

social relations, and culture. But when

we analyze th between

for the good of one’s fl

Despite the scemingly cruel nature of
unregulated market forces, there are
two important ways in which they can
improve the well-being of society,
much as Darwin's unsecing laws
generate the best-adapted forms of lfe.
First, if moral character is valued by
asociety,it can be in onc’s self-interest
to practice and preach moral behavior.
Tt may seem to make litele sense

for a company to donate a share of

its profits to charity when that money
could instead go to improving its
competitive position. But we know
that such giving can enhance a com-
pany’s image in ways that do improve
its competitive position. In a free
market,reputation s based on popular
d that perception can

‘Whether the resultis good, on balance,

depends on how one envisions a good
life. Much also depends on whether
one believes other cconomic systems
can do better, The question can only be
answered by comparing realistic
alternatives and by understanding how
different systems promote divergent
types of human character.

Itis important to avoid thinking in
terms of ideal models. In recent years

become a material benefit.

Second,ifa society (orat least a
majority in a society) reaches what we
might call astate of surplus, where
survival is no longer in doubt, individu-
als have the luxury of indulging their
moral character. No one would take
desperately needed food from the
mouth of his own child to give it to the
hild of another. Our giving, moral

, but they

the market and morality, it makes sense
to use a narrower definition of the
market as the rules that coordinate
economic activities...

CONTINUED ONLINE
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Qf course
it does.

Competition in the market puts
people under great pressure to break
the ordinary rules of decent conduct
and then to produce good reasons
for doing so. Itis these

orastrong military extablishment. The
American founders rejected these
models and argued strenuously that a
new society, built upon free commerce,
would both engender a higher set of
virtues and prove safer for, and more
committed to, the rule of law. Such a
society would be dedicated not to

the pursuit of power but to the creation
of plenty. As Alexander Hamilton
noted in Federalist #12: “The prosperity
of commerce is now perceived and
acknowledged by all enlightened
statesmen to be the most useful as well
as the most productive source of
national wealth, and has accordingly
become a primary object of their
political cares.” Commerce would
distract men from previous sources of
division and faction. Their passions
would turn from political causes

to market acuviry,and the spirit of

— the endless self-deception necessary ary for free markets
<o meet the bottom linc and seill feel | OUId eraduallyattach thirloyalties
to the larger republic.

okay about it—that
corrode moral character.
But this st in itselfan
argument against the
free market. Think about
B the ways that democratic
politics also corrodes moral character.
Competiion for poltcal power puts

A commercial society also would be far,
far better for the poor, and it would
have a beneficent effect on public and
personal morality. Through their
careful study of history, the founders
had learned that a society rooted in
military power tended to become

to the imperative to fourish. Bounty
makes charity feasible..

CONTINUED ONLINE.

Formersonichs chunpioGury Kisprosva oo

e pr-demasy st T Ot R e b i
bk o i ming, Hov Lt Iniacs s an
ket s e orlfsie. Helsn Mo

No

Overthe past th

people under great pi
lies at public meetings, to make prom-
ises they can't keep, to take money
from shady characters, to compromise
principles that shouldn't be compro-
mised. Al this has to be defended
somchow, and moral character doesnit
survive the defense—at least, it doesnit
survive intact. But these obvious

flaws don't constitute an argument
against democracy.

world has cen dlemanyw:ysmwhlch

there has been a tendency to think
that free markets emerge spontane-
ously when statc interference in the
But free markets are not
simply the absence
of government. Markets
depend on systems of
‘be traded as a commodity and what
cannot. Slavery is forbidden in modern
market economies; o are blackmail
and child Free markets
of this sort, which are policed by
governments. More generally, free
markets rely on property rights,
which are al d often

and social progress while at the same
time strengthening moral character. By
contrast, people who have lived under
the free market’s primary modern
rival the i planned

To be sure, d political
competition also produce cooperative
projects of many different sorts— part-
nerships, companies, parties, unions.
Within these projects, empathy, mutual
respect, friendship, and solidarity are
developed and reinforced. People learn

] cconomy s removed.
=

law to decide what can
always involve some moral constraints
created—by government...

CONTINUED ONLINE
Syttt Lo S

e Among bissent ook ars False Do The
s i Capielism (Granta) and Black Mass:
‘Apocalypric Religion nd the Death of Utopia (Penguin).

cconomy of state socialism, have
suffered as economic
performance stagnated,
civil society withered,
and morality was
corroded. In recent
decades, as planned

the ke of collective delib-
eration. They stake out positions, take
risks, and forge alliances. All these

processes build character. But because

touchy and quick to fight
wars of njured pride —at great and
repetitive expense to the poor. Genera-
tion after generation
had seen scant progress
out of poverty, the
Scottish philosopher
David Hume averred.
Wars of honor and
revenge and quarrels among emperors,
monarchs, and barons repeatedly crased
any small steps of progress made

by the poor.

As for landed aristocracies, their courts

(or simply spiritualist) thinkers

‘who saw in the idea of the “free market”

the death of moral values and the
end of mans faith and aspiration fo
the absolute.

Tewas also—and this should put us
on alert—onc of the main themes of
fascism and one of the reasons the
masses were seduced by it. “‘Stop.
ism”it was prockaimed. “Put
an end to destructive
and the

weaken the self-discipline and moral
obligations that make free markets
flourish. (As the socologist Danil

Bell end

We'd rather
not know.

Most of us are consumers who try

o getthe bestpossible dealsin the

continually improve their goods and
services. The free market establishes
ameritocracy and creates opportunitics
for better jobs for those students who
work hard at school...

CONTINUED ONLINE.

! up cannibalizing their
own moral infrastruc-
ture) And third, as they
advance, market econo-
mies become more
likely to treat the yet-to-

be-socialized child as an autonomous,

adult-like actor rather than as an
immature dependent. They often turn
the pliant student of moral
obligations into a skeptical, even
resistant peer...

CONTINUED ONLINE.

Bornin Somatis, Ayaan Hirs A cmigrated i 1992 t0 e

‘market. Most of 1!

beings who ty to o theright thingsin 200102004 S il
ecars il tthe American Enterprie Ininte,

our and societies. Unfor-

tunately, our market desires often
conflict with our moral commitmer
So how do we cope with this conflict?
Alltoo often, we avoid it. We would
rather the decisions we make as
consumers not reflect upon our moral
characters. That way we don't have to
make uncomfortable choices between
the products and services we want
and the ideals to which we aspire.

For example, when the products we
want can be made most cheaply
overscas, the best deals we can get in

the may come at the

Kay.

Manbatian Isite and a contrbuting ot ey Joural
Hr ot rsnt bk is Marriage and Castein America
Seqarate and Uncqual Fanilics i a Pose- Maricl Age.

No, on
balance.

Inmatters of morality, the frec mar-
ket functionslike an amplificr. By

social atomization
againstwhich fascism
presents its good, safe,
organic,and natural
communities!"In short,watch out for
the rule of “gencralized equivalence”
among human values (another term
for the “market”), which the fascisms
of every age have found anathema.

So then?

£

‘Wel, the problem i actually more
complicated than it seems. We can-
not—we must not—declare, as ifit
were a definitive truth, that the market
simply and only corrupts.

CONTINUED ONLINE.

Berod-Henri Licy, the Frenc plilnspher has it
moreth ity bk g e New York Times

our disposal, it tends to boost and
accentuate whatever character tenden-
cies we already possess. The net result
is usually favorable. Most people
wanta good life for themselves and for
their families and friends, and such
desires form a part of positive moral
character. Markets make it possible
for vast numbers of people, at every
Tevel of society, to strive for and
achieve these common human ends.
Other features of the free market also
encourage the better angels of our
nature and discourage our destructive
impulses. People who are good at
cooperating with others tend to be
better money-makers, for instance.
They find it easier to work with fellow
: :

in Dtk Times: A Stand Againse the New Barbaris
(2008, bth publishd by Ramdom House

Yes,

too often.

Critics rightfully grasp that the free
market undermines the traditional,

with customers, and easier to pitch a
business plan to venture capitalists.
‘The more we are rewarded for such
cooperation, the more our characters
move in a cooperative direction.
Inamore personal sense, the free
market also allows people to realize a
range of good intentions. Markets
allow productive people to provide

people
depend on to teach and sustain moral-
ity: Consider especially the experience
of children. They first learn morality
from their families, with whom they
are most emotionally bonded. Love
attaches chlld(en to moral conventions
and ial moral emotions

were too given tertain-

‘ments, seductions, and decadence.

Even though many chivalrous barons

and counts were good soldiers and

raised their own armics, their lives

were idle on the whole...
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To read these essays in their entirety, or to receive a printed version,
visit www. templeton.org/market

like sympathy d guilt.In a preindus-
trial society, these moral habits are
further reinforced by the tribe or the
village, s well as by religious institu-
tions and folk tales. The developing
child is surrounded by a kind of con-
spiracy of moral teachers, demonstrat-
ing lessons of character by word and
(less reliably) by deed.

rvice to generations
of their fellow human beings: by
inventing new drugs, developing

r-saving devices, or

expense of our own
neighbors jobs and
wages. Great deals also
frequently come at the
expense of our Main
Streets—the hubs of our
communities—because we can get
Tower prices at big-box retailers on the
outskirts of town. As moral actors, we
care about the well-being of our
neighbors and our communities. But
as consumers we eagerly seck deals
that may undermine the living stan-
dards of our neighbors and the neigh-
borliness of our communities. How
do we cope with this conflict? Usually
by ignoring i
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It all

depends.

‘The answer depends completely on
whatkind of market we are talking
about and what we mean by “moral
character.” Today's supposedly

“free market” could be described more
accurately as a “fettered” market. Our
financial and corporate regimes fall
well short of the classic assumptions of
perfect structure, perfect competition,
and perfect information.

In the first edition of Economics: An
Introductory Analysis,a textbook that
I read during my sophomore year

at Princeton in 1948,
the Nobel laureate
Paul Samuelson aptly
summed up the issue:
“the problem with
perfect competition is
what George Bernard Shaw once
said of Christianity: the only trouble
with itis that it never been tried.”

Another Nobel laureate, Joseph E.
Stiglitz, has been even tougher on the
recent failures of the free market.

A former World Bank chicf economist,
Stiglitz notes that the corporate
scandals of the last several years
“involved virtually all of our accounting
firms, most of our major banks, many
of our mutual funds, and a large
proportion of our major corporations.”
His conclusion: “Markets do not lead
to efficient outcomes, et al

‘moral, letalone on what corrodes
‘morality. A man of faith measures
moral character by one’s ability to

that comport with social justice”...
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Jobn C. Boge e fonder and former CEO of inguardand.
Conte Hi

abide by the demand;

of his God. A socialist

might measure moral

strength by onc’s dedi-

cation to the redistribu-
Ee™ & tion of wealth. A liberal
— by which T mean a classical, Adam
Smith or Milton Friedman liberal, not
aliberalin its American meaning of
“pro-big government”— might be
religious, and he might see the merits
of income equality, but he will always
put freedom first. This is the moral
framework to which T subscribe.

According o this chool of hough,
freedom of tl  is the

finding cheaper,
‘more i ays to
supply the world with

food. The chance to
become wealthy is often
an incentive for such creative types,
and ego and ambition are also
prime factors. But we should not
confuse these motivations with
bad character....
CONTINUED ONLINE
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highest aim, and the ulumatc testofa
person’s characteris his ability to
pursue his own chosen goals in life
without infringing upon the freedom
of others to pursuc their own goals.
From this perspective free conomic

many ks includThe Livdle Book of Common Sense
Tnvesting and Enoughs True Measuresof Money, Business,
and Life, which il publshd his il

No.

In fact, markets require moral char-
acterif they are to be truly free, and
truly free markets, in turn, promote
moral character. But free markets arc
no guarantor of moral character. As
today's cultural environment shows,
the free market tends to heighten
certain moral risks.

Asa politician, I might
seem less qualified to
answer this question
than an economist. But
as a politician, I have
learned a great deal in
the many years I've spent discussing
freedom, d economics with

, corpora-
tions, nd nations boost such dess-
able qualities as trust, honesty, and
hard work. Producers are compelled to

JOHN TEMPLETON FOUNDATION

SUPPORTING SCIENCE-INVESTING IN THE BIG QUESTIONS

thousands of Americans. ..
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New York Times Ad demonstrating that Templeton promotes discourse




Big Picture Learning

Identity, communication, web consultation

LEARNING

Identity

The Big Picture Learning Method

Mentor

Students L4 ‘
., @ (]
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Adwvisor (] ()

Visual explanation of Big Picture Learning
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In 1995, Big Picture Learning
burst upon America's
languishing public education
system. This brainchild of
two daring educators, Dennis
Littky and Elliot Washor,

has grabbed the hearts, hands
and minds of young people,
inspiring them to become:
Lifelong learners.

Productive workers.

Engaged human beings.

Brochure

Here's why it works:

1) The Advisor works with the 15 member class
to find what interests and motivates each stu-
dent. 2) The Mentor, a lawyer, engineer, mer-
chant, etc., guides each student’s internship.
3) The Parent is actively enrolled as a resource
to the Big Picture Learning community. 4) The
Student (and his fellow students) interact to re-
inforce each other’s passion for real work in
the real world. The result is a self-teaching com-
munity of learners where no one feels left-out,

and each helps motivate the other.




School of Visual Arts

Communication, posters, and advertising

SCHOOL OF VISUAL ARTS

1965 poster

Art is...

@

2000 poster

WE ARE ALL AFRICAN

HALAH, A BAGHDAD TEENAGER

| was first in my class and
headed for college when my
street became a war zone.
My cousin was killed,

my father was threatened.
We left everything and fled.

Now we are refugees.

We're not allowed to work.
We've run out of money.

How will we survive?

SVA sponsored campaigns encouraging aid in Africa, Darfur, and Iraq, benefitting the International Rescue Committe
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The Visual Arts Theater

Identity, communication, interior and exterior elements, kinetic sculpture and signage

\\\\\Y

AR S S8RV \\0Y
‘AARNVNRNRNRR

AR R SR8 R\
AAVNVNRNRNRW
AR NSV 8 L\

\
AAGSVNVNRNRNRR

\ |
N
|
A

P8

VISUAL
ARTS
THEATER

Identity

Above the marquee sits a kinetic sculpture which rotates on the hour. It
is based on Tatlins Homage to the Third International
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Exterior mural which changes twice a year



Decorative interior ceiling panels and curved fiberglass wall

Steel paneled wall






