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ABSTRACT

The role of communication design as key to the diffusion and adoption of innovation
has yet to be examined. The relationship between communication design and innovation
is critical to developments in many diverse fields. This paper explores the relationship
between communication design and innovation with a review of U.S. historic popular
magazines and current media. The review shows that communication design was well
developed in the late 19" century in the U.S. Through design, imagery, and message, com-
munication design of these popular magazines reflected concerns of the day and educated
readers about new ideas and inventions. The Ladies Home Journal, 1889—1899, exempli-
fies ways that communication design engaged the public and helped mainstream new ideas
and technologies. By looking at two different developments in the 19" century, and their
counterparts in the 21%, this research supports the historical influence of communication
design on the adoption of new ideas and inventions, which in turn drives the design cycle

of innovation from past to present.
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I. INTRODUCTION
Statement of Objective

Communication of some form is natural to all creatures, but innovation is largely a
human endeavor (Brandt & Eagleman, 2017). The creativity of innovation, “the attribute
that distinguishes us, as humans, from other species—is now being let loose on an unprec-
edented scale” (Florida, 2002, pg. 4). As a part of this creative effort, communication
design has coexisted with innovation in an enduring association. Communication design
(has been a key component of innovation from early industrialization to our current tech-
nological revolution.

The relationship between communication design and innovation has yet to be exam-
ined, even though it is critical to developments in business, computer science, health,
machine learning, architecture, and other fields. This paper explores the relationship
between communication design and innovation with a review of late-19"-century U.S.
popular magazines and current-day media. Through design, imagery, and message, com-
munication design of these popular magazines reflected concerns of the day and educated
readers about new ideas and inventions. Communication design connects potential innova-
tive ideas, methods, or technologies to people through the skillful use of design, imagery,
and content. It provides a forum for feedback and support, helping move people to adopt
the innovation into their daily lives. Familiarity generates demand for improvements; in
response, makers innovate and the cycle continues.

Communication design of 19"-century popular magazines engaged readers with new
ideas and inventions, helping to integrate them into the home. This assimilation into daily
life created an ongoing cycle of engagement, adoption, and demand, which has influenced
design and innovation well into the 21 century. By looking at two different developments
in the 19" century, and their counterparts in the 21%, this research supports the historical
influence of communication design on the adoption of new ideas and technologies, which

continually drives the design cycle of innovation.



Comparative Audit

Technological innovations seem to be proliferating at an ever-increasing speed in the
21% century. It was also that way in the 19" century when industrialization disrupted the
norm in American society. Many of the current-day advances in technology we enjoy are
outcomes of sociological innovation over the past 130 years. Novelties such as cameras
in doorbells, high-performance athletic wear, and prepackaged meal delivery services are
commonplace for people of the 21%-century United States. Although adopted into everyday
lifestyles within the past five years, they all have been evolving for over a hundred years.

It is possible to track changes through the 20™ century. A clearer perspective can be
achieved by focusing on innovative developments of the late 19" century and their cur-
rent-day expressions in the 21% century. This research uses a compressed timeline to more
closely observe the influence of communication design on the adoption of emerging inno-
vations, past and present.

This study will review Century, Lippincott’s Monthly Magazine, Ladies’ Home Jour-
nal, and the illustrated, satirical Puck to explore representative magazines published in
the United States during the late 19" century; each of these magazines was launched in
the second half of the 19" century. Primary sources are accessible in print and in digitized
form. The Ladies Home Journal (LHJ) of 1889—1899 serves as a representative sample for
this study. Additionally, this research includes an investigation of print and digital media
channels within the period of 2009-2019, such as Instagram, Facebook, broadcast televi-
sion, streaming video, and popular print magazines.
Operational Definitions

Design. The term “design” has been evolving especially in the past 2—3 decades.
Up until then, it could easily define outcomes that exist “between high technology and
handmade crafts” (Margolin, 1989, p. 25). Today, the many areas that make up “design”
are shifting and growing in response to rapid technological change. To reflect that fluid-

ity, John Maeda proposed a working model defining 3 kinds of design: classical design,



design thinking, and computational design (April 2, 2019). Each of these labels essentially
describes different types of work designers do, or how they do it. Design is more than a
style or mode of making, but it has routinely been associated with commerce. Commu-
nication design (CD) supports innovation by connecting new ideas to people, through
design, visuals, and message; CD helps make new inventions and concepts understand-
able. It is an attractive, accessible, visual medium that demonstrates how the unfamiliar
can become familiar. CD is not above market forces, but its power goes beyond using type
and image to compel consumers to buy the newest product or service. CD has made salient
contributions using the same elements of type and image to engage people with new ideas
and inventions. It also provides a venue for interchange, feedback, as well as for improve-
ments. CD in the form of popular media includes, but is not limited to, magazines, news-
papers, advertisements, social media, websites, apps, broadcast, video, and kinetic works.
These materials utilize principles and elements of design, such as balance, hierarchy, and

grid, together with strategic content (see Figure 1).
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Figure 1. Examples of basic design elements and principles (Stribley, 2019).



Innovation. Broadly defined, innovation is the “introduction of something new; a
new idea, method, or device,” (Merriam-Webster Dictionary, 2020). We have seen bur-
geoning new technological developments evolve and gain momentum, especially over the

last 2—-3 decades. Innovation, however, is not limited to technology. “Innovations effect
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some improvement (beyond the creation of something new) and this improvement can
be incremental or transformational” (Brement, Jr., 2015, pg. 11). It can include improved
processes, such as on-demand ride-share services or new sociological directions such as
environmental sustainability. However, ideas do not always become innovations, or even
improvements, until they reach people (Berkun, 2010). Their value is in their adoption
into regular routines.

Design Cycle of Innovation. Along with innovation and design, the evolving cycle
of design development has progressed and been promoted across industries today. For the
purpose of this study, design cycle is defined as a multi-faceted process of iteration—a
recurring “sequence of operations” (Merriam-Webster).

All designers research and iterate, but the process was formalized and popularized as
“design thinking” by proponents, such as Tim Brown, former CEO of design firm IDEO
(Wilson, 2019). The purpose of the structured implementation of the design process is to
help generate new or improved solutions for services, devices, and social inequities. Over
time, different versions have been developed. The variations have slightly different terms

and emphases (see Figure 2).



II. BACKGROUND RESEARCH: COMPARATIVE LITERATURE REVIEW

Design
19t Century. Most sources suggest that the inception of the field of “graphic design”
was contemporaneous with the first use of that term in 1922 by American typographer and
designer W. A. Dwiggins (Thomson, 1997, pg. 1). However, in the United States, “graphic
design as a profession existed before Dwiggins’s article” (Thomson, pg 4). Graphic design
in the 19" century fell within the printer’s realm, so most sources dismiss the skill and
creativity evident in printed pieces of that time (Jury, 2012). Technologies transformed the
printing and publishing worlds. As a result, the roles and titles of those who would become
graphic designers also changed; this complicated the coalescence of a new profession
(Thomson, 1997). Even so, the term “design” in relation to print materials was used in the
1890s. As Thomson relates, “The trade journals urged printshop workers to learn design:
‘There is a commercial value attached to good designing; it makes a workman of more use .
.. he must have the imagination and the taste to originate or adapt a design’” (1997, pg. 62).
Many sources perpetuate a convenient summary that the graphic design field

emerged in the 1920s (Lavin, 2001). Most published works about 19%"-century graphic
design in the U.S. link it to Arts and Crafts and Art Nouveau (Hollis, 1994; Meggs, 2006)
with little acknowledgment, if any, of its already thriving existence. Many sources empha-
size British or European examples and posit that the United States depended on Euro-
pean design models for precedence and creativity (Hollis, 1994; Long & Penick, 2019).
One source, however, notes the influence of American design innovations, such as wood
type and reversing type to white, in Europe circa 1830s (Jury, 2012). Authors lament the
abundance of typefaces used in ephemera or mention the static, centered layout common
in books (Meggs, 2006; Jury, 2012). In one source the value of the variety of typefaces
and the experimentation of the era are considered “dubious” (Miiller-Brockmann, 1971).
In another case, an author makes a cursory mention of 19"-century media as she moves

quickly to the early 20" century to explain the development of Modernist design (Wright,



2008). In these cases, the focus is on the look of the printed piece and little attention is
given to the efficacy of the design, image, and editorial functions.

Sources that address the history of 19®-century periodical media focus on the news-
paper. Some that focus on magazines in the United States at this time portray them as
having helped create the new burgeoning middle class, or the woman as consumer (Peiss,
1998; Damon-Moore, 1994). Status and identity are often reported as the driving forces
behind the consumer’s purchases (Ohmann, 1996). When magazines are mentioned in
these sources, they are germane to a more elite readership; they were more expensive and
featured a narrower editorial focus than the lower cost, general-interest monthly magazines
(Daly, 2012).

Fewer published sources about cultural or racial diversity magazines are available
(Heuvel, 1991). Archival copies of the magazines themselves are also less available
(Rooks, 2004). These sources focus on the challenges faced by the magazines, such as
serving an emerging literate audience or balancing editorial emphasis within the societal
climate of the time (Danky, 1998).

21 Century. The landscape of communication design has grown from print and
broadcast to a gamut of digital outlets. Source literature on the design of media is almost
as broad.

Design commentary exists across media. For example, a Netflix documentary series
called Abstract: The Art of Design is available, as is a web magazine dezeen.com, and Eye
on Design print magazine. Online and print materials offer tutorials for designing new
media, including user experience for apps and websites. Articles about typeface selection,
or the latest work by a new designer, are available across both print and digital media.
Print magazines still exist, but most publishers have added online or interactive editions;
publishers understand the business model can be “print and digital, not [just] print or dig-
ital” (Braverman, 2019). The American Institute of Graphic Arts began its newsletter as a

digital publication first and introduced a print version later (AIGA). The publication hired



a guest designer for the inaugural print edition (AIGA). As leaders of a design publication,
the editors would have understood that “with such intense competition among magazines
for attention not just on the newsstand but in the home, a tremendous weight is placed on
the magazine’s design to entice, engage, and grab the reader” (Heller & Fernandes, 1996,
pg. 6). Heller and Fernandes further explain the value of design:
without design a magazine is merely a mélange of disparate elements; with it, it is a
disciplined entity. Therefore, all magazines are designed in some way or another—
for better or worse . . . The [good] is characterized by an overall intelligent scheme,
including lively pacing (the manner in which the editorial material flows seamlessly
from one story to the next), authoritative typography, sophisticated visuals, and an
element of surprise. (1996, pg. 7)
Even with the endorsement for the importance of design, the authors make it clear that
“when design works, it does so in harmony with editorial content” (Heller & Fernandes,
1996, pg. 8). This partnership of content and design helps entice the reader to engage with
the publication and the information within it; this is true of online and digital media as well
as print. Publications “use the power of design to communicate their messages” (Heller &
Fernandes, 1996, pg. 9).
The explosion of media, produced by both professionals as well as amateurs, has cre-
ated a problem of “clutter” (Gladwell, 2002, pg. 99).
There are now millions of web sites on the Internet, cable systems routinely carry
over 50 channels of programming, and a glance inside the magazine section of any
bookstore will tell you that there are thousands of magazines coming out each week
and month, chock-full of advertising and information. (Gladwell, 2002, pg. 98)
This accounting does not include non-broadcast video streaming services and online gam-
ing outlets.
With such a proliferation of media outlets, studies have been conducted to examine

the effects of “new media” on “old media” (Vishwanath, 2015, pg. 175). Recent studies



indicated that “adoption of new media increases the time spent with older technologies”
(Vishwanath, 2015, pg. 175). These results would suggest that “old media” of print
and broadcast remain relevant as means of communicating through design, imagery,
and message.
Innovation

19" Century. Innovation and change pervaded the late 19" century. Thought lead-
ers of the time voiced their objections to “the dehumanizing aspects of mechanization and
the lack of craftsmanship” (Raizman, 2004, pg. 66). Despite resistance, industrialization
disrupted all parts of daily living and in all strata of society; “the machine thus found a
troubled place in the culture of the times” (Trachtenberg, 1982, pg. 42). The integration of
innovation into daily life gained momentum as inventors and merchants looked for ways to
create improved processes, efficiency, or even “improved beauty” (Giedion, 1948, pg. 40).

Other sources about innovation in the 19" century discuss specific inventions, such

as the telegraph. Often the stories of specific inventions are told within an exploration of
larger sociological context and competitors (Standage, 1998; Rybczynski, 2000). These
sources indicate little of how these inventions were communicated to the public, or how
people became comfortable enough to adopt them into their lives.

21t Century. Much like the 19" century, society in the 21* century faces rapid
change. “We are going through a similar period today” (Florida, 2002, pg. xiv). The topic
of innovation is commonplace in media, especially in response to the proliferation of
technological products and services. The spread of design thinking, with its goal to inno-
vate, has also helped popularize innovation broadly. Print sources describe innovation as a
developmental process built on multiple ideas (Berkun, 2015; Winston, 1998). Many online
resources also exist (see Figure 3) to help explain what innovation is (Brement, 2015). An
important “part of the value of an innovation is linked to timely adoption—it should be use-
ful in the near future. In fact . . . unless the innovation is actually used by society, it cannot

be called an innovation” (Brement, 2015).
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Figure 3. Characteristics of innovation. (Brement, 2015)

The popularization of design thinking has created a newfound appreciation of the
value of the design mind. Consequently, communication designers have moved into lead-
ership roles in large corporations (Maeda, 2019); they impact and initiate the innovation
of apps, websites, interactive magazines, services, and solutions of social good. Designers
also have expanded their purview to an innovative area which is currently called “design
futures” (Davis, 2018). Design futures could be described as the conceptual exploration of
potential long-term directions, “trying to create tomorrow’s [world]” (Winston, 1998, p. 11).

Science fiction suggests potential future worlds; it has long been a source of inspi-
ration for innovation. This is evident in real-life examples of organ donation, palm-size
phones, and other devices presented in futuristic literature or video/film, such as Franken-
stein in the 19" century or Star Trek in the 20™. Yet, these fictional futuristic possibilities
depend on forms of communication design for their conceptual diffusion into society—
in a printed book or a marketed television broadcast or other media.

Design Cycle of Innovation

19" Century. The design cycle of innovation in the 19" century does not appear to
have been formally publicized in the way that it is today. However, innovators were sure
to secure patents for their developments, even for various component parts, to stay ahead
of competition (Winston, 1998). Looking back over the development of communications
technologies, Winston proposes that innovation and diffusion develop at a much slower

pace than “revolutionary change” might suggest. His model considers the importance of
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social influence to the adoption of innovations, identifying “supervening social necessi-
ties,” that work “on [the] prototypes to move them out of the laboratory into the world at
large . . . which transform such prototypes into inventions” (1998, pgs. 6-7).

In the U.S., slow, social influence of adoption can be seen in one example of the
many new processes described by Giedion: “The goal, a bath to every bedroom, stood
little chance of rapid achievement. Indeed, the process took over half a century to com-
plete” (1949, pg. 694).

It seems the “supervening social necessities” can differ by culture or geography.
Gideon relays a comment by an English observer who reported that “domestic labor-saving
appliances are more thoroughly appreciated on the other side of the Atlantic than with us.
Patented appliances are more numerous in America for the same reason” (1949, pg. 685).

Original inventions may be created, but they tend to be an iteration or combination
of previous ideas, rather than a wholly new work by a sole inventor (Berkun, 2010). It
would seem that successful timing and acceptance of innovation by the “right people”
have contributed to many innovations over time (Berkun, 2010, pg. 46).

The design cycle of innovation may not have been articulated in the 19" century,
however, it laid a foundation for the iterative process of today; the successful outcome is
the adoption of innovation by its intended users.

21* Century. The adoption of new ideas and technologies is closely tied to the
design cycle and diffusion of innovation. Business is also an important part of innovation
diffusion, adoption, and its design cycle. Sources explain the development of specific
types of new inventions or classes of technology (Winston, 1998) and their lengthy path to
adoption. In the same way that different design thinking diagrams have proliferated, var-
ious technology adoption cycles have circulated over the past several decades. Beginning
with E.M. Rogers’ ground-breaking model of the 1960s, several sources examine the chal-

lenges associated with marketing “disruptive innovation” (Rogers, 1983; Moore, 2014). To
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differing degrees, these diagrams (see Figures 4-8) emphasize the differences between the
segments, which suggest manufacturers of disruptive technologies must adjust marketing
efforts between the different stages of adoption (Moore, 2014; Rogers, 1983).

Gartner’s Hype Cycle (see Figure 6) indicates a series of highs and lows, culminat-
ing in a “plateau of productivity” (Gartner). When the Hype Cycle and the Rogers model
are overlapped (see Figure 7), the differences and similarities can be better understood
(Graves, 2016). A unique study repeats the Rogers diagram to demonstrate a process of
continual, recurring innovation (see Figure 8), in place of a plateau or the downward taper
(Badgley, 2014). These different diagrams are useful not just for new technologies; they
also apply to new ideas and methods (Rogers, 1983).

Each segment of the technology adoption models depends on varying marketing and

communications efforts that change over time (Moore, 2014). Outside of formal channels,
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word of mouth is identified as an important method that creates a network of support;
this helps educate and encourage potential adopters (Moore, 2014; Rogers, 1983). The
word-of-mouth contingent largely describes those who help “translate the message of the
Innovators into something the rest of us can understand” (Gladwell, 2002, pg. 203). The
sources focus on word-of-mouth as an in-person activity, without acknowledging other
means, such as interactions mediated by digital or print communications.

Business development diagrams (see Figure 9) have also proliferated, such as Busi-
ness Model Canvas and a successor, Lean Canvas (Greenwald, 2012; Maurya, 2012).
These canvases include a segment for communication channels, but they largely seem to
incorporate a more business-focused “top-down” approach, rather than helping educate
and encourage potential adopters (Vishwantha, 2011, pg. 203).

These diffusion diagrams and business canvases focus on an either/or, “binary logic
of adoption,” where a person either does or does not adopt the new technology (Vishwa-
nath, et al., 2011, pg. 62). Unrepresented is a “phenomenon of Re-Invention”—a point
in the process where the user is creatively “making sense of the innovation in question,
appropriating the innovation” (Vishwanath, 2011, pg. 63). This suggests the adopter can
move the plateau of productivity into ongoing iteration, through demands, creativity, and
assimilation into daily life; “adopters are themselves mediators in the process of change”
(Vishwanath, et al., 2011, pg. 221).

These diagrams are abstract illustrations that incompletely depict a complex,
multi-faceted process—a process that is iterative and evolving. “In today’s economy,
creativity is pervasive and ongoing: We constantly revise and enhance every product, pro-
cess and activity imaginable and fit them together in new ways” (Florida, 2002, pg. 5).
This supports the concept of the user, as much as the innovator, as an agent who creates
changes, demands, and networks of support.

The role of communication design as a key component of the diffusion and adoption

of innovation is not fully addressed in the business canvas or diffusion models. Business
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canvases focus on CD as a sales and marketing channel. While CD does connect potential
innovative ideas to customers, its value is in educating and encouraging people to engage
with a new idea, method, or device. The value of this education and encouragement is
evident in many examples as early as the nineteenth century, but continues in the present.
Even today’s behemoth that is Apple Computer was introduced by an article in a hobbyist
magazine, in 1977, just months after the computer’s creation (Clarke, 1977). The article
identifies the innovative system as the way of the future. In a casual and personal style, the
author, Sheila Clarke, addresses the reader directly. She anticipates and answers concerns in
accessible and encouraging layman terms, with headings such as “What you need to make it
go,” and brief instructions under the heading “Using the Apple” (Clarke, 1977, pgs. 38-38).
At the same time, a variety of advertisements offered information and put the new idea of

a personal, at home computer in context (see Figure 10) helping potential users understand
how to incorporate it into their homes (Petit, 2020). By also providing a forum for feedback
and support, CD helps move people to understand and adopt innovation into their daily
lives; familiarity then creates demand for improvement. In response, makers innovate and

the cycle continues.

Figure 10. Apple Computer advertisement (1977) showing and explaining how
the innovative device could be incoporated into daily life (Petit).
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III. COMPARATIVE AUDIT OF POPULAR MAGAZINES/MEDIA
19 Century

Background Review. A greater common awareness of design increased as industri-
alization expanded and became pervasive in western cultures. Building on a past culture of
printed materials, the mechanization of printing led business-savvy publishers to create low-
cost, special interest magazines in the 19" century (Tebbel & Zuckerman, 1991). Popular
magazines, those for the general reading public, also benefited from the favorable changes
to U.S. postal rates and regulations of the mid to late 19" century, which made much wider
distribution affordable (Schlereth, 1991). New magazines, unlike any print media seen
before, appeared in the national market combining “width of popular appeal with such seri-
ousness of aim and thoroughness of workmanship” (Schlereth, 1991, pg. 186).

Toward the latter part of the 19" century, U.S. publishers lowered subscription rates
dramatically, helping create “mass-market products out of magazines” (Tebbel & Zuck-
erman, 1991, pg. 66). Even accounting for magazines that did not last, figures indicate
that between 1885—-1905, “nearly 11,000 different magazines had been issued” (Tebbel &
Zuckerman, 1991, pg. 68).

Communal interest groups published magazines across demographics, language, eth-
nicity, gender, and income level. The reduced costs and improved distribution “lowered the
barriers to entry for all kinds of magazines; this had an especially strong impact on the via-
bility of magazines that targeted specialized audience segments” (Haveman, 2015, pg. 59).

Immigrant press in native languages proliferated. “Reading skills improved through-
out the 19" century mainly through self-motivation” (Robertson, 2013, pg. 45). Books and
popular periodicals were important to immigrant communities despite stereotypes of illit-
eracy. By the end of the 19" century, “over a thousand periodicals in languages other than
English had a total circulation of over six million” (Danky, 1998, pg. 18).

A similar misconception existed about the African American press of the time. “A

variety of periodicals written, edited, and owned by blacks had been available for most
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of the nineteenth century” (Tebbel & Zuckerman, 1991, pg. 39). This included Doug-
lass’ Monthly, founded by Frederick Douglass in 1858 (Tebbel & Zuckerman, 1991). As
with other periodicals, many magazines ceased operation during the Civil War but began
again afterward (Tebbel & Zuckerman, 1991). Many black periodicals were supported by
churches or Christian organizations, others were founded by individuals (Tebbel & Zuck-
erman, 1991). These, like the immigrant press, served an emerging literate constituency.
All periodicals initially faced struggles attracting advertisers to supplement subscription
income “to make publishing profitable” (Tebbel & Zuckerman, 1991, pg. 132).

Overall, the magazine industry of the 19" century grew rapidly in the United States
in terms of numbers of titles, circulation, and geographic area. The number of magazines
grew five-fold, in the 20 years between 1865—1885, to over 3000 titles. “In 1885, period-
icals in this country [U.S.] had developed well past their English counterparts in nearly
every respect—a lead never to be relinquished” (Tebbel & Zuckerman, 1991, pg. 66). A
confluence of factors including production of goods, increasing literacy, advertising indus-
try, editorial and pricing strategies, growing population, and distribution channels contrib-
uted to the rapid and lasting lead (Ohmann, 1996).

The proliferation of magazines disseminated ideas to the expanding literate public
about design, science, philosophy, commerce, and emerging social changes. These mag-
azines were the social media of the day—informing, mirroring, and changing popular
opinions and demands. The medium embraced the visual technology of the era; the attrac-
tiveness seduced readers to directly interact with communication design and the ideas it
conveyed. This was true not just for experienced readers, but “to early readers, the material
quality of the object they handle is as powerful as the text itself” (Robertson, 2013, pg.
45). In the U.S. by 1890, social scientists understood the power of magazines “in shaping
the thought of their mass audiences” (Tebbel & Zuckerman, 1991, pg. 83).

To add to the visual appeal of the magazines, editors and advertisers utilized the

newest technologies available for using varied typography and imagery in their publications.

18



Type designers in the U.S. had innovated the use of wood for creating type sets, leading to
the availability of a wide variety of experimental fonts that were faster and less expensive
to produce (Jury, 2012). Some measures indicate that illustrative material was as much as
15% of the publication (Tebbel & Zuckerman, 1991). The development of halftone screens
made it possible to reproduce continuous tone photographs in printed media, which was less
expensive than the wood and metal engraving processes. (Sloan, 2005)

Each of the19"-century publications under review (Century, Lippincott s, Puck,
and LHJ) shows interest in literature as well as international activities, ideas, personalities
and, to varying degrees, fashion, new technologies, and developments in science. They
also include articles of innovative thought by Americans. One example is Louis Sullivan’s
essay, “The Tall Building Artfully Considered,” which was published in 1896 in Lippin-
cott s. In his essay, Sullivan used the phrase, “form ever follows function,” a version of
which became associated more than two decades later with the ground-breaking ideology
of the Bauhaus in Germany and the modernist movement (Droste, 2006; Meggs, 2006).
As always, editorials were available in newspapers, but the longer, more in-depth feature
articles of the magazines provided a new opportunity for readers to engage with topics of
substantive interest and impact (Tebbel & Zuckerman, 1991).

Several of these publications were similar in size and format to books. Their size
was in the range of 5.5” or 6” wide by 8.5 or 9” tall, with text set as a single block. The
typography was deliberate; the text size, leading, and line length was comfortable for
reading. Ornament was restrained or nonexistent. The design of these publications showed
discipline: typography, page margins, and columns were consistent within a publication; a
grid was used and alignments were considered (see Figure 12).

Covers began to be thought of differently in the late 19" century; publishers began
to change the covers with every issue, “a final contribution to the making of the modern
magazine” (Tebbel & Zuckerman, 1991, pg. 71). Taken as a whole, the magazines of the

late 19" century were “for the most part handsome publications, rich in heavy paper, fine
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press work and tasteful typography, well edited. . . They are pretty generally successful”
(Tebbel and Zuckerman, 1991, pg. 82).

Engravings, illustrations, and photographs were used to add interest and infor-
mation. The images, text, and content show sensitivity to scale and relationship. In some
cases, the images were incorporated within the text with the type “wrapping” the image
(see Figures 12 and 13). The new halftone process used to print photographs was more
cost-effective, which meant even more photos began to appear in magazines.

The half-tone plate had first appeared in the Century in 1884 and followed in the
other quality magazines. By the early 1890s, the half-tone was firmly established
in the industry. Almost a third of the pictures in Century were half-tones in 1893.
(Tebbel & Zuckerman, 1991, pg. 75)

Most of the smaller-size, more elite and literary periodicals, including Century and
Lippincott s, relied on higher subscription rates. They did not include advertisements until
closer to the turn of the century. By then, these joined the others in including advertise-

ments, but restricted them to the back of the publication or the inside of the back cover.
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Figure 14. Advertisements in Puck magazine, 1892.

Advertisement content and design vary somewhat depending on the focus of the
publication. However, in many cases, similar advertisements can be seen in multiple publi-
cations, demonstrating the understanding by the advertisers and manufacturers of a consis-
tent brand identity, messaging, and voice. This was accomplished even while each magazine
utilized different designers.

In other publications, like Puck, an illustrated satirical magazine, commentary is
contained within its images rather than text (see Figure 14). It had a slightly larger trim
size (97 x 12”) than some of the others and had a 4-color cover (see Figure 15). It grew to
include color on the interior pages as well. In 1900, Puck ran an editorial cartoon (see Fig-
ure 16) that reflected society’s concern and popular understanding of germ theory, risk of
disease, and ways to reduce exposure; it satirized that long skirts stirred up dreaded tuber-

culosis germs not long before dress lengths began to shorten (Mullin, 2016).
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Figure 15. Cover of Puck magazine, 1892. This Figure 16. Puck magazine cartoon, 1900.
magazine touted a full-color cover since the 1880s.

Magazines were published in the United States in the 1700s before the founding of
the country, “although books and newspapers are older still, they do not surpass period-
icals in their influence on life in this country” (Tebbel & Zuckerman, 1991, pg. v). In a
small survey of 19™-century publications, it is evident

how magazines have reflected and moulded [sic] American tastes, habits, manners,
interests, and beliefs; how they have shaped opinion . . . have crusaded effectively
for social and political reforms; [and] how magazine advertising, as well as mag-
azine editorial content, has affected the American home and standard of living
(Wood, 1949, pg. v).

Ladies Home Journal (LHJ). The Ladies Home Journal (LHJ) of 1889—1899 was a
low-cost, monthly magazine of wide-ranging topics that enjoyed a large and varied
readership. A prime example of communication design in popular magazines in 19"-cen-

tury United States, the LH.J, was established in 1883 (Tassin, 1916; Wood, 1949). Ladies
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Figure 17. “Bright Things for Boys” regular feature. Ladies’ Home Journal, 1891.

Home Journal, despite its name, was not just for the “lady of the house.” LHJ supported
trending editorial content such as gender issues, health, employment, leisure, education,
and travel (Damon-Moore, 1994). It also considered the interests of everyone in the
home—male, female, and children (see Figure 17).

The communication design of the publication played a major role in educating and
encouraging its readers to engage with new inventions in 4 major ways: 1) the design of
the publication itself, 2) the editorial content/articles, 3) the advertisements, both their
design and content, and 4) by stimulating feedback.

Design. The magazine had an inviting design—without that, people would not have
picked it up to read (see Figure 18). The magazine garnered a broad swath of readers,
becoming the first U.S. magazine to achieve one million in circulation at the turn of the
19" century (Bok, 1922; Krabbendam, 2001; Tebbel & Zuckerman, 1991; Sloan, 2005).
The magazine distinguished itself from others with its oversized tabloid trim size, which
attracted subscribers from across the country. The publication grew from 32 to 48 pages by
the 1890s.

The design made the content easy to access—it highlighted regular features and differ-
ent subject areas by putting them in dedicated sections. It had clear hierarchy of headings

and text (see Figure 19). Different from the smaller publications, LH.J used a multi-column
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Figure 19. Clear headings, margins, and typographic hierarchy. Ladies’ Home Journal, 1889—1895.

grid. It utilized the grid dynamically to make the pages attractive and engaging to the
reader. The designers were creative with their layouts, even wrapping text around images

(see Figure 20).
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Figure 20. Dynamic layout, asymmetrical balance,
interesting imagery, text wrapping on the “Chil-
dren’s Page.” Ladies’ Home Journal, 1889.

As with many magazines of the time, LH.J incorporated many images of different types,
(see Figure 21) including photographs as soon as innovations in printing processes made
that feasible by the 1890s (Daly, 2012; Jury, 2012). The intention of the art program for the
magazine, according to Wood, was “decidedly modern;” the value and quality of the images
closely matched the importance of the editorial content (Wood, 1949, pg. 112).

Images of different types supported nearly every feature and article. In some cases,
the photographs, with their captions, created a photo essay. It is evident that the designers
thought of the magazine as a cohesive whole and as two-page spreads rather than simply a

series of individual pages (see Figures 22 and 23).
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Figure 21. Example of the use of a variety
types of imagery on the front page to attract
readers. Ladies’ Home Journal, 1893.

Editorial Content. While the design of the magazine embodied innovation, the edito-
rial content of the magazine communicated new ideas, social changes, and new products.
For example, articles explained how to use the novel technology of the consumer cameras
that were coming out. The text described what they could be used for—even how to help
children learn to take photos. The editorial content talked about women and employment,
travel, money, independence, and education—all trending interests of the time. Frequently,
articles explained how to apply the latest research in science and health to daily life in the
home, such as disinfecting to prevent illness (see Figure 24).

Advertisements. Together with the articles, the advertisements educated readers about
new ideas and new ways of doing things. The advertisements themselves were attractive and
easy to understand—headings were clear, images were interesting. The designers used type,

image, and white space to create hierarchy and direct the reader’s attention (see Figure 25).
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Figure 22. Double-page spread of related topics of fashion articles and imagery. Ladies’
Home Journal, 1895.
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Figure 23. Double-page spread showing extensive use of photographs and use of grid and
alignments. Ladies’ Home Journal, 1899.
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Figure 24. Articles educated readers on how to apply the latest scientific
research at home. Ladies Home Journal, 1889.
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Figure 25. Advertisements showing the use of type, hierarchy, and white space to direct
readers’ attention. Ladies’ Home Journal, 1889—1899.

As leading 19%-century ad-man J. Walter Thompson believed,
ads should include a “terse” statement of facts, “so cleverly displayed and illus-
trated as to be quickly noticed and held in the memory”; an ad that is “neat, attrac-
tive, bold, . . . fixes the eye, commands attention” (Ohmann, 1996, pg. 180).
The advertisements also contributed to the overall visual appeal of the publication.
Beyond clear headings and interesting images, many of the advertisements used narra-

tive storytelling, as the industry does today, to impart the message (see Figure 26). Ohmann
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Figure 26. An example of narra- Figure 27. “Simplicity, Economy and
tive storytelling and creative in- Safety,” Nestle’s Food advertisement
tertwining of type and imagery in includes narrative storytelling that re-
gas range advertisement. Ladies’ flects concerns of the day. Ladies” Home
Home Journal, 1890s. Journal, 1890s.

relays advice from J. Walter Thompson that is still effective today: “‘Always keep in each
and every Ad. [sic], no matter what the size may be, one leading Idea, Trademark or Design,’
wrote Thompson in 1895; but also ‘Tell your story over and over, with all its variations’”
(1996, pg. 193)

Telling the story helped explain the value of new technologies such as a refrigerator,
stove, or prepackaged foods. Advertisements supported new cultural ideas like higher edu-
cation, jobs for women, and making products and opportunities accessible to all (Ohmann,
1996). They often reinforced concerns of the day, like in the Nestle’s ad: simplicity, econ-
omy, and safety (see Figure 27).

Besides contributing to the visual nature of the page, LHJ advertisements enhanced

interaction with readers. Since the subscribers to the Philadelphia-based LHJ were
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— N */ Through the agency of Uncle Sam's Mail we
D AniiN® 0T again greet you with the latest edition of our Catas
53 &Y logue, THE CONSUMERS' GUIDE N. 104, and we wish to

1 B R ; NBE thank sur many and patrens for the very liberal patron.
A2 e age accorded us during the past season, YOUR PATRONAGE HAS
BEEN SO VERY LIBERAL that cur business has grown beyend sur most i ions; in fact, we b ¥

believe the remarkable growth of our business is without a parallel in the history of mercantile comverns,

WE CAN ASSURE YOU THAT YOUR TRADE HAS BEEN GREATLY APPRECIATED, and at no
time havc we been blind to the great responsibility taken in the endeavor to fill promptly the thous
ands of orders and answer the thousands of ilﬁ;éiirizs that reach us daily.

WE HAVE SPARED NEITHER TIME NOR MONMEY to care for our customers’ every want It has

our coustant aim to so please every customer that he would become our friend, and as a friend
would use hix kind influcnee among his friends and neighbors in cur behalf,

THE VERY REMARKABLE GROWTH OF OUR BUSIN 1S THE MOST SATISFACTCORY FROOF
to us that we have succeeded; and yet at times the volume of busincss offered us by our countr
friends has been alimest beyend our maximum capacity, But experience has taught us that it is sal
to anticipate the wants of cur customers. Experience has taught us that the people throughout the
length and breadih of the land gre anxious to give their material support to 2 house WHERE

Y CAN BUY THEIR GOODS AT WHOLESALE PRICES, where they can send their orders
and their money with the positive assurance that they will be treated in exactly the same way as
we would like to be treated were we in their place. . 5

THE THCUSANDS OF UNSOLICITED TESTIMONIALS which reach us from prominent people in
every state and territory, THE FLATTERING NOTICES WHICH APPEAR IN THE FFESS. the very apparent
increase in the number of erders we receive cach succeeding month, demonstrate to us beyond any
question of doubt that WE HAVE THE CONFIDENCE OF OUR CUSTOMERS. that they are in favor of
this mcthod of merchandising, that they arc using their influznce everywhere in our behall and in
consequense of this assurance we are making very cxtensive preparations for the luture, and, theugh
peinting to the past with no lile pride, for the future we can safely assurc you even better values,
prompter shipments, and we believe such treatmcat in general ascan be secured from no other concern.

QUR FACILITIES FOR HANDLING MERCHANDISE on a very large scale, and yei on o most cconounical basis. are unexceljed.

WE OCCUPY ONE OF THE LARGEST BUSINLSS BLOCKS FOR BLOCKS AROUND, The above illustration eograved
irom aphotograph will give you a very geod idea of the appearance of the bui].i.iu§- It was built expresaly for us. and to
Dscilitate the accurcte, rapid a6d economucal handling of merchandise. The building extends one whole block long on

ines 5L, reaching fram Fulton to Wayman, and about hali a block on Fulton St It has six full starics and basement,
and we cecupy it entire.  We alio utilize other space in other builsings lor storage.

IN THIS BU]LDM%’EH‘PIOY BETWEEN 600 AND 700 PEOPLE. whase eatire time is deveted to the wants and needs of
sur country custemers whe send iheir orders 1o us by mail, and receive in return the merchandite by” freight, express or
imailyin other words, OUR BUSINLSS 18 DEVOTED EXCLUSIVELY TO THE OUT-OF TOWN MAIL OHDER TRADE

Figure 28. Title page of Sears direct mail catalog, 1897 (Israel). Product
and store catalogs helped diffuse new items across the country.

scattered across the country and the advertisers were nearly as broadly dispersed, ads
indicated how or where a reader might make a purchase. Direct mail and mail order were
relatively new processes; the store or product catalogs were another way that CD helped
diffuse new technologies (see Figure 28). Many ads informed readers that a merchant or
manufacturer could provide an explanatory booklet, a user manual per se (see Figure 29),
These were created “by the journal’s advertising departments and fueled by data collected
through [the newly emerging field of] market research” (Tebbel & Zuckerman, 1991,

pg. 145). These would have served to assuage purchaser concerns about bringing a new
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E. & H. T. ANTHONY & Co.
591 Broadway, New York City

Figure 29. Examples of offers of free catalogs for extra information about how to use a product.
These helped readers become more comfortable with something new. Ladies’ Home Journal, 1890s.

product or service into their homes. Some of the booklets suggested creative uses of the
products to further entice users to engage with the novelty or new way of doing things,
“even as manufacturers stopped selling their goods by mail” (Morley, 2019; Ohmann,
1996, pg. 186).

Feedback. A highly active dialogue developed among the magazine’s readership
(Krabbendam, 2001; Bok, 1922). LHJ readers were encouraged to submit to the publica-
tion about a broad range of topics (Bok, 1922; Tebbel & Zuckerman, 1991). The answers
to reader requests, suggestions, and inquiries were a robust and regular feature of the pub-
lication (see Figure 30). The strong encouragement by the editors and the extensive partic-
ipation by readers differed from typical “letters to the editor” in other periodicals. Readers
could write in about all types of topics—to applaud a successful woman-owned business, to
ask questions of an editor, or to comment about the magazine itself or a new product. The
active interchange between LHJ and its readers fueled user involvement with communication
design and its content. The magazine provided a venue for interactions which created a net-
work of support that helped normalize new changes in society and new products in the home.

The attractive presentation of information about new ideas and inventions, in popu-

lar magazines such as LHJ, helped readers assimilate innovations into daily life. It also
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Figure 30. Interaction between editors and readers helped create a network of support. Reader
engagement was a high priority for the Ladies’ Home Journal since its inception. These exam-
ples are from the 1890s.

21**Century.

pelled consumer demand for updates to products and services.

provided a forum for user feedback and interchange among readers, editors, and advertis-

ers. These characteristics created a repeating cycle of engagement and integration that pro-

Background Review. While some of the 19™-century publications still exist in the

and motion are increasingly used to engage readers.

21% century, communication design extends beyond print magazines. It powers websites,
apps, and social media platforms. Even more visual and far-reaching, the current-day
media has expanded the level of public engagement with design, innovation, and media
that was first evident in the 19" century (Davis, 2018). Digital media, like its print coun-
terpart, still utilizes type and imagery, hierarchy, balance, and white space to direct viewer

attention; editorial content educates and encourages (see Figure 31). Additionally, sound

Integrated Systems. The nearly incomprehensible quantity and reach of digital
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Figure 31. Media uses design, imagery, and message to keep readers aware of
changes in design and innovation through articles and advertisements. Medium
Daily Digest, Wired magazine, LinkedIn, and Samsung web ad, 2019.

innovation. Similar to the editors of LHJ, current-day editors and designers also request
input from users; businesses respond to feedback. Current media invites the general user
to participate in dialogue with others in real-time and around the globe. To facilitate inter-
action, business media includes easily accessible links to their social media accounts (see
Figure 32). Active engagement and interchange can be a large part of business social
media plans and those of individuals. These media posts employ design, branding, imag-
ery, and message to entice readers to interact.

The reach of popular magazines in the United States (see Figure 33) has grown to
immense quantities despite the proliferation of online media (Watson, 2019b). Within
the past 5 years, readership of magazines increased to an estimated 216 million adults;
the number of readers of digital magazines saw a nearly five-fold increase in the period
between 2011 and 2015 to 16 million (Watson, 2019b). Several popular magazines from
the 19" century continue to be published, such as Scientific American, Architectural

Record, Good Housekeeping, Atlantic Monthly, and others (see Figure 34). Ladies Home
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Figure 32. Even more than the interaction cultivated by LHJ editors, feedback is encour-
aged in current-day digital media. Wired magazine, LinkedIn, @Elon Musk, 2019.
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Figure 33. Reach of popular magazines in the United States in June
2019 (in millions). (Watson, 2019b).
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Figure 34. Online article announcing the new visual identity of
The Atlantic’s print and digital media. (Goldberg, 2019).
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Journal lasted into the 21% century; it changed from monthly to quarterly distribution in
2014, then quietly ceased publication in 2017 (Becky King, personal communication,
October 17, 2019).

Print magazines continue to launch—nearly 200 in the United States in 2018 (Wat-
son, 2019a). Special interest magazines proliferated in the 19" century, and are the fast-
est-growing segment in the 21% century (Watson, 2019a). The focus on narrow, special
interest content means no one title today contains the same array of feature sections as did
the Ladies”’ Home Journal of the 19™ century. Separate titles address the different areas
once contained within the LHJ: literature, fashion, international personalities, interior
design, gardening, needlework and sewing, cooking, health, features about and for chil-
dren, features for men, household finance, etc. New magazines have been launched in print,
digital, or both, over the past 100-plus years, yet they make up only a part of a media com-
pany’s integrated, multi-media portfolio of print, web, and social combined (see Figure 35).

Legacy magazine publishers creatively utilize the benefits of digital channels to sup-
port print editions; advertising revenue continues to support print (Braverman, 2018). Even
while brands choose to spend on print campaigns (see Figure 36), advertising expenditures

also fuel online media outlets (Braverman, 2018).

Figure 35. Diagram of Us Weekly multi-media portfolio.
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Figure 36. Digital media allows users to curate their experiences. It also allows content providers and adver-
tisers to target more strategically. Hulu, YouTube, Instagram, AdAge, Facebook.

Due to the vast array of media options and versatile technology, large portions of
the population curate their own selections of audio and video media in place of the linear
broadcast media of the 20™ and early 21 centuries. With the increased usage of algorithms
in online communications, viewers are now exposed to highly targeted content in all they
view, including advertisements.

Despite the dramatic developments in 21%-century media, design, type, imagery
(still or moving), together with a message, continue to attract, educate, and engage. These
elements work together across platforms to create an interactive exchange of information

and feedback.
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IV. RESULTS: EVIDENCE OF INFLUENCE

Communication design of popular magazines of the 19" century engaged readers
with new ideas and inventions through the skillful use of design, imagery, and message.
The medium provided a network of support which helped readers integrate innovations
into the home. This assimilation into daily life created an ongoing cycle of engagement,
adoption, demand, and responsive innovation; starting the cycle again. The following two
examples in the 19" century, and their counterparts in the 21%, offer evidence supporting
the influence of the communication design of popular media on the design cycle of innova-
tion that continues today.
Photography and Camera

19" Century. Much like all innovations, the invention of photography was one that
came about from several different directions synchronously (Winston, 1998). Photography
has a commonly agreed upon start date of 1839, but “like most inventions can only be
arbitrarily dated” (Leonardi & Natale, 2018, pg. 2). Along with the telegraph, photography
was considered one of the “protagonists of the technological revolution of the nineteenth
century” (Leonardi & Natale, 2018, pg. 36). The original equipment and chemicals used
by early adopters were large, unwieldy and expensive. In 1877, amateur photographer
George Eastman

wearied, however, of having to lug about cumbersome paraphernalia: glass

plates, a camera the size of a soap box, a heavy tripod, several lenses, and, since

the pictures had to be developed on the spot, a darkroom tent of chemicals. The

equipment even for a single day’s outing commonly weighed more than a hun-

dred pounds. (Schlereth, 1991, pg. 198)
The cumbersome setup was satirized in a cartoon in the British magazine Punch in 1862
(see Figure 37), characterizing the photographer as a “curious animal” called the “Ele-
phans Photographicus” (Leonardi, & Natale, 2018, pgs. 21-22). However, these early

photographers were willing to haul the equipment to distant or dangerous places. In many
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Figure 37. “Elephans Photographicus” cartoon, Punch mag-
azine, 1862. (Leonardi & Natale, 2018)

cases they were commissioned to do so; photographers were hired to document battlefields
of the Civil War and new territories in the west (Meggs, 2006).

Photographic imagery captured imaginations and altered the way images were repro-
duced in magazines.

Before it was possible to print photographs, photography was used as a research tool

in developing wood-engraved illustrations. The documentary reality of photography

helped illustrators capture current events. . . . it [helped] people understand their his-

tory was formed with the timeless immediacy of photography. (Meggs, pg. 147)
Popular magazines, including the Ladies’ Home Journal, used many different types of
illustration and began using photographic illustrations as soon as the innovations in pre-
press processes made printing of photos feasible. The visual allure of the printed photo-
graphs further promoted the popularity of the innovative technology of the camera.

By the late 1880s, Eastman had invented a compact, box camera, the Kodak #1, mar-
keted to the amateur masses (Fineman, 2004). “Included in the price of a Kodak was a roll
of film, together with the processing of its hundred pictures” (Schlereth, 1991, pg. 198).

Other brands of small amateur cameras also became available. These small, inexpensive
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portable cameras overcame previous barriers of size and complexity, which made it possi-
ble for the general public to create photos for themselves.

In service and response to the growing interest in amateur photography, articles
began appearing in the Ladies’ Home Journal in the 1880s. The articles educated readers
about the basics of photography, starting with what one might want to photograph. Other
articles explained how to help a child learn to use a camera and what equipment might be
needed (see Figure 38). The comforting tone encouraged the reader that photography was
an easy, feasible process that would not be very expensive (see Figure 39). One LHJ article
of the time explains, “advertisements and circulars were breaking down the very walls of

299

the ‘dark room’” (LHJ, 1889). Another explains the process step by step: ““ with your right
hand remove the cap from the lens tube” (LHJ, 1889). The frequency of published articles
like these reinforced each other and offered the reader support.

The Ladies’ Home Journal, like other popular magazines, printed many advertise-

ments for consumer cameras.
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Figure 38. The article explains that photography is Figure 39. Article explaining step-by-step how to
accessible, what supplies and equipment would be photograph. Ladies’ Home Journal, July, 1889.
needed, and what approximate costs one might expect.

Ladies’ Home Journal, June, 1889.
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Figure 40. “Take the Baby’s Picture,” The Figure 41. In addition to relating the new camera to a
Premo Camera advertisement showing familiar item “like a book,” the advertisement offers for the
how the camera can be incorporated into reader to “prove our claims by your own experience” with a
daily life, Ladies’ Home Journal, 1889. trial period. This type of offer encourages the reader to tem-

porarily engage directly with the new technology, in order
to help assuage any fear or hesitation.

To promote the snapshot camera as “a universal hobby to make mementos for the

future,” Eastman advertised not only in the photographic press, but especially in

the mass-circulation magazines (Schlereth, pg. 198).
The advertisements helped the reader see how the new technology might fit within their
daily life by showing the camera in use. For example, an advertisement showed an image
of a mother photographing her child in a high chair (see Figure 40). Others demonstrated
that the camera was small enough to fit in a pocket, which reinforced the innovative idea
that cameras could easily go anywhere (see Figure 41). Many camera ads also included
information for ordering a supplementary catalog (see Figure 42).

The consumer cameras were used to create new kinds of images of life that

“revealed society’s lighter moments” (Schlereth, 1991, pg. 199). As the cameras became

more commonplace, it is conceivable a demand emerged for a method of displaying or
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Figure 42. Two camera advertisements. Ladies’
Home Journal, 1889. The top ad offers for the
reader to “ask the dealer about it or send for sam-

ple photographs and book.” The lower ad also Figure 44. A Ladies’ Home Journal regular feature in
offers a free catalog. These types of advertisements  the late 1890s that recognized women photographers,
helped the reader feel more comfortable with the providing feedback on how photography was incor-
idea of engaging with unfamiliar technology. porated into lives, and encouraging more women to

engage with the technology.

storing prints. In response, advertisements began appearing that offered picture frames and
photo albums to provide a place to collect, organize, and display the growing abundance
of images (see Figure 43). “Many family snapshot albums, assembled from the 1890s to
1920, share perennial themes. No two family albums are the same and yet all are alike”
(Schlereth, 1991, pg. 199).

As photography and the camera gained momentum, the Ladies’ Home Journal began
running a regular feature, “The Foremost Women Photographers in America,” by the late

1890s (see Figure 44). This type of coverage was a form of feedback indicating ways that
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Figure 45. Part of a reader letter describes a way to
create a composite image of multiple exposures the
size of a postcard for a gift. The writer also offers
support, “If any of the boys or girls of the Journal
sisters ‘get stuck’ in their photograph studies I shall
be glad to . . .” Ladies’ Home Journal, 1890s.

photography had been incorporated into lives. The recognition likely spurred more women
to engage with photography and the camera.

By the 1890s, LHJ had developed a robust culture of readers corresponding with the
editors through the publication and offering suggestions to other readers. This forum pro-
vided opportunities for readers to exchange feedback as well as offer a network of support.
Readers wrote in with information and suggestions about their experiences with cameras
and photography. Letters to the editors and articles both offered tips or ways to include
photography in the homes (see Figure 45).

In the 19th century, communication design of popular magazines helped diffuse the
innovative portable consumer camera into readers’ daily lives within a short period after
their introduction. Attractive design and informative content encouraged readers to engage

with the new technology.

43



21* Century. With the improvements in size and precision, consumer camera use
has grown dramatically since the 1890s. The growth of popular camera technology has
created many, many new kinds of innovations over the past 100-plus years that go beyond
the scope of this research. Communication design of the 21 century, however, continues to
engage potential users of new camera technologies. The digital camera emerged along with
other digital technology of the late 1900s. By the turn of the 21* century, manufacturers
provided digital consumer cameras at reasonable costs, including digital video cameras in
the early 2000s. At about the same time, cameras began to be included in cell phones. “By
the end of 2003, camera phones were really taking off in the U.S. and over 80 million had
already been sold worldwide” (Hill, 2013). The market continued to grow and different
versions of cameras were developed, including “stereographic 3D. As it turned out, there
was no real demand” (Hill, 2013). In 2007, the smartphone era began with the launch of
Apple’s first iPhone. “The race to improve the cameras in phones stalled a bit as smart-
phones took off” (Hill, 2013). Cameras became a regular feature of smartphones and have
nearly become ubiquitous. By 2015, “fully 92% of adults owned a cell phone, including the
67% who own a smartphone” (Rainie, 2015). Users are kept abreast of ongoing innova-
tions in camera and phone technologies through type, image, and message (see Figure 46).
In the same way, cautions or advice about the use of the new cameras and media outlets are
communicated (see Figure 47).

The ongoing growth of the consumer camera field has also created demands, out of
which have grown a number of new accessories and uses for small, high-fidelity cameras.
One of these is the “go-pro” camera accessory used for taking self-portraits (“selfies”) or
used by the outdoor adventurer. Demand has also led to the development of more safe-
ty-minded uses of cameras such as “nanny cams” and camera doorbells. Communication
design conveys information about the availability and viability of these new items, helping
diffuse them to potential users (see Figure 48).

Cameras and photography have become such a pervasive part of daily life that some
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ECBSNORIGN

Figure 49. The spread of digital cameras and the growth of digital media together have launched new careers
that depend on attracting, educating, and getting feedback from viewer/readers.

social networking outlets, such as Instagram, YouTube, and now TikTok, are devoted to
the taking and sharing of images and videos. Through these communication design and
support networks, people have embraced the creative and visual nature of these media
to launch new kinds of careers using the consumer camera (see Figure 49) for their own
media enterprises.

Exercise and Bicycle

19" Century. During the same time period that the camera and photography were
gaining momentum, tuberculosis was reaching its peak in the 19" century (Mullin, 2016).
Germ theory had been introduced, but the identification of the “bacteria that caused the
disease . . . helped germ theory gain more legitimacy” (Mullin, 2016). This newfound
understanding of disease prevention extended to all areas, including health, fashion, and
leisure (Mullin).

Coincidentally, popular interest in the bicycle was gaining momentum along with the
rise of sports. Between 1875 and 1900, following widespread changes in American society,
people filled their expanding leisure time with sports and taking care of their health (Boyle,
1962, pg. 54). No sport made a more significant “contribution, social or technical, than the

bicycle,” which merited robust endorsements from physicians (Boyle, 1962, pg. 58, 60).
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Figure 50. Articles educated readers on how to apply the latest health research at home.

The public interest in health, disease, exercise, and bicycles is evident in the design,
editorial, and visuals of the Ladies Home Journal in the 1890s. Science and health were a
fascination of the time because of the advancement of germ theory as a result of fatalities
from outbreaks of disease (Mullin, 2016). Magazines provided articles that explained the
latest in scientific research about how to disinfect to prevent disease or nurse a person suf-
fering from illness (see Figure 50).

Along the same lines, multiple articles and advertisements encouraged women to
participate in sports, to exercise, and to gain strength (see Figure 51). The editorial content
explained exercising in the home as a way to enhance health.

In addition to home “gymnasiums,” advertisements showed that bicycles were a
good way to exercise (see Figure 52). Bikes also made it possible to enjoy some indepen-
dence or newfound leisure time, both trending interests of the time. Popularity of bicycles
boomed in the 1890s in both Europe and the U.S., offering

A New York Times article from 1896 gushed that “the bicycle promises a splendid
extension of personal power and freedom, scarcely inferior to what wings would

give” (Andrews, 2018).
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Different types of bicycles had been developed since the earlier part of the 19" century.
Feedback about the difficulty and danger of the high-wheeler, “its four-foot-high saddle
made it too dangerous for most to ride,” led to revisions in the bicycle frame (Andrews,
2018). By 1884 the “safety” bicycle, designed more like today’s bicycles, made the sport
feasible for the masses, growing in popularity to 10 million cyclists by the end of the
1890s (Schlereth, 1991).

With the adoption of the new technology of bicycles, feedback and demands from
women arose from the complexities of exercising or riding a bicycle in the clothing of the
time. In response to complaints about stiff corsets, silk fabrics that would retain odors, and
skirts getting caught in the bike chain, innovations like leggings, bicycle cloth, and substi-
tutes for corsets began to be advertised. Encouraging articles outlined ways to make bicy-
cle skirts and other accessories (see Figure 53).

Communication design of popular magazines in the 19" century helped diffuse the
new ideas, technologies, and demands about health, exercise, bicycles, and athletic cloth-
ing. Design, imagery, and text encouraged readers; the magazines also provided a forum

for feedback that supported change.
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accommodated the growing interest in exercising and bicycling.
Ladies Home Journal, 1890s.
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21* Century. Health, disease, exercise, bicycles, and high-performance apparel con-
tinue to be items of interest that are conveyed through communication design (see Figures
54-55). All of these topics have become commonplace, although innovations are ongoing.
Broadcast, digital, and print media abound; they use design, imagery, and informative content
to educate readers about current and new developments in these areas (see Figure 56-58).
These outlets also provide forums for supporting and encouraging engagement with innova-
tions, or providing user feedback, such as the Peloton advertising backlash (see Figure 58).

Similar to the development of new “bicycle cloth” in the 19" century, user demand

for high-performance fabrics continues for both elite and casual needs. Leggings are a
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Figure 54. “Infectious Theory Figure 55. News announcement about the measles outbreak, December
of Alzheimer’s Disease Draws 2019 (left) and how to make a mask to fight against Coronavirus, April
Fresh Interest,” National Public ~ 2020 (right), CNN News..

Radio (NPR), September, 2018.
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Figure 56. (Left) This article about how to lift weights correctly uses bold type, color, and visuals, to attract
and educate. Women s Health, September 2019. (Right) Social media also encourages and teaches about
exercise, health, and demonstrates athletic wear.
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Figure 57. Fitbit, launched in 2007, is an innovative
technology that utilizes artificial intelligence to help
provide continuous health monitoring and feedback.
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Figure 58. Articles inform readers about new ways
to increase bicycle performance. Left: Popular
Mechanics, Fall, 2019; right: Popular Mechanics,
Winter, 2018-2019.
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from user demand and communicated through digital ~ jumpsuit for vacationers to the moon. New
media. Prevention, September 2019. York Times, October, 2019.
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popular garment, however, the demand for a way to carry a phone or keys has led design-
ers and manufacturers to develop leggings with pockets (see Figure 60). Recently, the
New York Times published an article about a jumpsuit for vacationers to the moon (Chang,
2019). The article uses clear text and compelling moving images to educate readers about
the innovative possibility of amateur space travel (see Figure 61).

Many past novelties have become well-integrated into current lifestyles. Most indi-
viduals use cameras almost daily. People understand ideas about germs, health, exercise,
independence, leisure, and convenience because of CD. Athletic wear like sports bras,
leggings, and high-performance fabrics are commonplace. Articles promote the latest in
health expertise and advertisements offer specialized exercise equipment, even some that
harness artificial intelligence.

CD introduces innovations of previous technologies, such as a camera doorbell
(Siminoft, 2014), internet-connected refrigerators, and prepackaged meal delivery ser-
vices. These enjoy great popularity but were only adopted within the last 5 years.

In the 21* century, CD goes way beyond print magazines. It powers websites, apps,
and social media platforms. These CD channels fuel people’s understanding and engage-
ment with new ideas and technologies; CD influences innovative developments and their

integration into daily lives.
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V. CONCLUSION
Summary

Popular magazines in America have been a significant cultural influence over the
past 250 years, both visually and editorially (Tebbel and Zuckerman, 1991). This review
of popular magazines demonstrates that CD was well developed in the late 19" century in
the United States. It showed intention, creativity, and strategy (Jury, pg. 107). Through
skillful use of design, imagery, and message, communication design of popular maga-
zines of the 19" century engaged readers with new ideas and inventions. LHJ exemplifies
ways that communication design of 19%-century popular magazines engaged the public
and helped mainstream new ideas and technologies. The medium provided a network of
support which helped readers integrate innovations into the home. This adoption spurred
continual user demand for ongoing improvements that are integral to current lifestyles; the
cycle continues today. By looking at two different examples in the 19" century, and their
counterparts in the 21, it is evident communication design of popular media continues
to have an influence today. A similar cycle contributes to the adoption and integration of
ideas, social changes, and innovations. This cycle moves innovations that are incremental
or transformational, from the present to the future.

The same process that shapes our useful objects—cameras, buildings, furniture,

computers, bicycles, knives, and forks—can be a tool for shaping how we live with

them and with each other (Caplan, 2005, pg. 201).

The relationship between CD and innovation is critical to developments in business,
computer science, health, machine learning, architecture, design, and many other fields,
but its value is often unrealized and underappreciated. The field of CD is undergoing
expansion, similar to the rapid developments of the nascent field in the late 19" century.

Some start-ups and innovators utilize the skills of communication designers to
improve the organization, visual clarity and interest, and overall communication of visual

materials. These improvements help make the innovators’ work understandable, which
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garners funding for production, making the next innovation possible. Consequently, the
value of the design mind is sought after—that of the “humanist technologist who asks
questions about what’s being made, who’s making it, and why”” (Maeda, 2019). Contribu-
tions by communication designers are being incorporated at earlier and earlier stages of
technological conceptualization (Kolko, 2010).
One reason for believing that designers could professionally address social issues is
that their primary competence lies . . . in the mastery of a process that can help us
solve problems or deal with predicaments (Caplan, pg. 201).
Communication designers are at the forefront, initiating the creation of cutting-edge prod-
ucts, services, and solutions of social impact. They are having an impact at all levels and
in all fields. Potential life-saving, food-generating, efficiency-creating items may never see
the light of day if the design, editorial content, and visuals do not communicate their value
and feasibility to developers, scientists, and funders.
Limitations and Further Research

Communication design makes important contributions to innovation; it influences
new advances and supports their integration into daily life by providing much-needed clar-
ity, explanation, and visual interest. The design, visuals, message, support and feedback
aspects of CD are key components that contribute to the introduction, integration, and
advancements of new ideas and technologies. Even so, these key aspects are missing from
innovation adoption cycles, business development models, and human-centered, design
thinking approaches.

The scope of this research has provided only an initial look at the influence of CD on
the diffusion and adoption of innovation. This topic could be expanded by deeper analysis
of the ways design principles are used in popular media, both historically and currently.
Further exploration could develop the diffusion and business canvas models to incorporate
and harness the contributions CD can make to understanding, adoption, and advancements

in innovation and business lifecycles.
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Figure 62. A few future possibilities of which CD is helping viewers/readers become aware.

Looking Forward

Today, CD is helping people become aware of new potential futures. Articles and
advertisements educate and encourage readers to engage with innovations such as camera
watches, voice-activated water faucets, interactive mirrors, the possibilities of automated
vehicles, or vacationing on the moon (see Figure 62). Social networks provide venues for

support, feedback, and demands for progress.

Figure 61. A few future possibilities of which CD is helping viewers/readers become aware.

In sum, for more than 100 years, communication design has helped people embrace
advances that have contributed to the transformative age in which we now live. As commu-
nication design continues to influence the creation and adoption of innovations, what might
the future hold? Still evident today—whether in an article, advertisement, or a posted com-

ment—is the power of communication design to move innovation to its next level.
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