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ArtCenter’s online branding
program Is developed for
working professionals who want
to acquire the next level of
strategic expertise in order to
advance in their career In the
leadership of global brands.
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Whatis
our mission?
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To develop global brand
leaders In the business of
design through strategic
thinking, leadership,
management and
Innovation. Where vision
meets execution.
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Whatis
our focus?
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We do not educate
designers simply to
make logos. We
educate brand
strategists to design
and manage brand
communications
across all media.
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In simpler terms, moving a
designer from a form-maker
reporting to someone else,
to a chief decision maker In
the C-suite with the skills
and tools to create real
iInnovation and change.
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We don’t want to educate
brand designers to make
people like things. WWe
want brand strategists to
make things people like.
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Basic
Design
Skills

Brand Messaging and Delivery

*
|
|
|
|

Theoxry and Writing

Research
Strategy
Management
Professional
Practice
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What do
we create?
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Diabetes means
needie sticks
14 X a day.

How about zero
limes a day?

NO MORE
FINGER PRICKS
NO MORE
NEEDLE STICKS
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Value Proposition:

Numeora is an innovative
patient ecosystem that
immmeasurably improves the
lives of people with diabetes.
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Fall 2022 | Term 1

Developing Strategic Models and Concepls for a
Global Brand.

Understanding the use of Observations, Insights, and
Opportunities.

The Business of Branding.
The Power of Brand Leadership.
Articulating the Brand Message through Words & Visual.

Learning from the pioneers of communicatich cesign:
Past, Present and Future.

Students wlll participate in shared graduate seminars, guest
speaker scries, workshops, and professional mentorship.

15 units

Spring 2023 | Term 2

Global Branding Strategies.

Consumer |nsights, Society and Tribes.

Influence and Create the Culture for Brand, Purpose, and
Meaning within the Organization.

Brand Laadership.

How will brands live in future landscapes and how might
we communicate in this space?

Students will participate in shared graduate seminars, guest
speaker series, workshops, and protessional mentorship.

15 units

Summer 2023 | Term 3

Execute a Global Brand Initiative.

Students will participate in shared graduate seminars, guest
speaker series, workshops, and professional mentorship

6 units

MDes Brand Design + Strategy | Curricular Map

36 units



Visiting Artists 2019-2021

Braulio Amado
Kim Baer

Marian Bantjes
Archie Boston
Janice Chang
Andrew Chiou
Tim Delaney
Vanessa Eckstein
Jessica Fleischman
Karin Fong

Kobi Franco

‘ArtCenter

Su Mathews Hale
Eric Heiman
Jessica Helfand
Kit Hinrichs
Habin Koh

Caleb Kozlowski
David Lai

Briar Levit

Joyce Liu
Jennifer Morla

Paula Scher

Arnold Schwartzman
Fred Seibert

Bonnie Siegler
Lucille Tenazas

Dr. Dori Tunstall
Michael Vanderbyl

2022 MDes TBD



This program is
about you.

Our gQal IS to And to change the world.
educate

you to be a

global brand

design leader.
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Faculty Directors Graphic Design and MDes Faculty

Sean Adams Chair of Graphic Design
Gerardo Herrera  MDes Brand Design and Strategy
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