“As a designer with a focus on visual communication and film, | strive to blend
creativity with impactful messaging. My portfolio showcases a range of work from
promotional campaigns to personal projects that reflect my ability to connect with
audiences through thoughtful design. | aim to create visuals that not only engage but
also tell a story.”

Tingxuan (Tiffany) Chen

Visual communication design & film 2023-2024

1234 Steelwood Rd, 439A
tingxuanchen0422@gmail.com
614-756-7457
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School of Rock

3 month 2024

Project Overview:

During my summer internship at the Music
Theatre Performance Center under Shanghai
Media Group, | worked with the marketing
team to promote the School of Rock musical.
My role involved designing a variety of
promotional materials, including posters,
merchandise, and supporting visuals, to
effectively capture the spirit of the musical
and engage the target audience.
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Self-Introduction Materials
for Young Actors

As part of the promotional work, | created
self-introduction materials for the young actors in
the musical. These materials were designed to
highlight the unique personalities and talents of
each actor, giving the audience an opportunity to
connect with the young cast on a more personal
level.
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Lyric Posters:

One of the most interesting projects | worked on was
creating lyric posters for the scHooL OF pock AFTER
PARTY . These posters visually represented key lines
from the musical’s songs. By incorporating a mix of
hand-drawn elements and vibrant typography, |
aimed to capture the raw, DIY spirit of rock culture.
The posters were designed to evoke a sense of rock
and energy while connecting with the after-party
audience on a deeper emotional level, keeping the
rebellious and fun atmosphere alive even after the
show.
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School of Rock Coaster Designs

As part of the promotional campaign for the
School of Rock musical, | designed a series
of coasters to be used as merchandise and
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The Telltale Hand
4 weeks 2024 Noir film

Project Overview:

Moving Images Production

This project was a collaborative group effort where we created a short film inspired by the classic noir style
of the 1940s and 1950s. Our aim was to capture the essence of film noir, incorporating its signature
elements like high-contrast lighting, shadow play, and morally complex characters. The story follows a
gambler who, through a series of interwoven scenes, confronts his overconfidence and hubris in both a
casino and a police interrogation room.

Gambling - Lookbook

Focusing on CUs of cards, chips, and the MC to
give impression of atmosphere and mood since
we cannot create a true casino set/production

The Lady Eve [1941)

Epelibaund (1945)

Spebound [ 1945)

Interrogation - Lookbook

= ]

The way the interrogation room is ¥ ] o

laid out creates a sense of » v
)

sernousness and tension.

2. Shadow of 8 DoubE (1943
Tive Deteclive

Wide shot of the Interrogation,
shows the room and the
coreerestion ooing &n

1. Casablanca (1942) - sitting alone in
interrogafion room o start

Qiiver Tivst (1948)

CUs will allow us to
have further control

| of associating the MC
within his own hubris,
especially with
adjoining narration

3. Casablanca [1942) - medium and
Close-up shot during the intermogation,
establish the body movements and facial
EXPressinn

Narrative and Visual Style:

The film’s narrative was structured with
alternating scenes between the protagonist’s
success at a poker table and a tense interrogation
session. This back-and-forth storytelling built
suspense, reflecting the protagonist’s internal
struggle and ego. We used black and white
cinematography to achieve the classic noir look,
focusing on intense close-ups of poker chips,
cards, and facial expressions to enhance the
atmosphere and mood. Our team worked
together to ensure the story’s emotional depth
and visual tension were maintained through
every shot.

The Link to watch: https://vimeo.com/1021815386
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Crew

Director - Nolan

DP - Tiffany
Grip/Gaffer - Georgia
e\ Sound - Clay
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Documentary - Design Serving
5 Weeks 2024 Documentary production
https://vimeo.com/1028597007

Documentary - Building blocks to live
4 Weeks 2023 Documentary production
https://vimeo.com/917755973

Projects Overview

What is the difference between design and art? My visual
communication professor once explained that design exists to
solve problems and follows specific rules and principles, unlike
art, which is often more focused on personal expression. Design
is something we interact with almost every day, seamlessly
integrated into our daily lives. But how exactly does design serve
people? For this project, | invited a graphic designer from the
Wexner Center at The Ohio State University to share her insights.
Through our conversation, | aimed to understand her perspective
on design, explore her daily work, and learn how design connects
to and impacts our lives.

Projects Overview

| have always loved observing buildings throughout my life—their
appearances have always fascinated me. Whenever | come across
interesting architecture, | often take pictures to capture their
unique designs. However, I've come to realize that architecture is
not just about aesthetics; it holds deeper significance beyond its
artistic appeal. Buildings are designed with purpose, serving
practical functions in our daily lives. To explore this idea further, |
decided to interview an architecture student. Through this
conversation, | aimed to understand his perspective on
architecture and discover the connection he feels with this field.
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Aweight
4 weeks 2023 nearly silent film

https://vimeo.com/927601525

Project Overview

In this production project, | wanted to show that women's
bodies are a big problem today. Both my friends and | have
experienced mental issues tied to weight and body anxiety.
Through this video, | hope to reflect the excessive pursuit of
the perfect body in some areas today. And this is the first
video project | made after first learning about all the
techniques in video production class.

202371074 09:48

Celix  Scripl My Project

1 Aweight Script
5

abiul: bl ank

BODY SHAME

The society put a lot of chains on women and one of the big
issue happened recently is body shame. It greatly impact
women's physical and mental health.

2. HOME-IN BED

Michelle (college aged, female) is browsing social media
while lying in bed. There are snacks beside her.

Michelle saw a tweet that her very favorite star had posted a
new post and she rushed to click on it. She couldn't help but
yearn inside as she watched her idol wearing a very pretty
dress that showed off her perfectly proportioned body.

3.HOME-IN FRONT OF MIRROR

Michelle rollaed out of bed and stood in front of the mirror,
scrutinizing her figure repeatedly. She took a deep breath
and lifted her foot on the scale.

When she saw the numbers on it, she wore a sad expression.
She picked up the calendar on her desk and looked at the
weight data recorded on it.( 55 54 53 54 53.3...)

4 .HOME-WALL
[Goal:1101bs]

[How can someone who can not even control their weight
control their life? )

[People can forgive baby fat, but you're not a baby anymore,
recognize the truth,0KAY?]

[Think of al]l the nice clothes, the beautiful figures! How
can you still eat when you are so fat?]

5 .HOME-COLSET

Michelle pick up the clothes she brought last week. (It is a
very popular brand and girls are obsessed with it. HOW?) It's
like clothes for teenagers who are under 13 years old. She
picked up the dress and ran it cover her body, shaking her
head and putting it down.

6.GYM

Michelle started working out like crazy at the gym, burning
calcries in a big way, wanting to be able to lose weight

L5

nis project opened up a whole new world for me. | realized that | can use
moving images to express my perspective and deliver my message. From
writing the script and creating the storyboard to filming and editing, |
enjoyed every moment of the process. | found it fascinating to edit a video,
transforming countless pieces of footage into a polished final product. As the
saying goes, "Every edit is a lie," and for me, it’s exciting to see my ideas come
to life on screen. | also gained valuable skills in cinematography, lighting, and
audio, learning how these elements come together to make a great film.
Additionally, it was a pleasure to collaborate with my friends and involve
them in the production, making the experience even more fulfilling.




Analysis of Media Influence on Female Representation

Advertisement and Women
4 weeks English 1110 Project

This project explores how women are represented across various forms of
media—including advertisements, films, and video games—and examines the
significant impact these portrayals have on both women and society. Women's
roles and images in media play a crucial part in shaping societal values,
impacting perceptions, and influencing self-identity. Recognizing this, my
project highlights the importance of portraying women in positive and realistic
ways that affirm their rights and contributions as vital members of society.

Analytical Framework:

To organize our research, | used a worknet consisting of four key phases:
Semantic Phase: Highlighted recurring themes like sexism and internet
impact on advertising.

. Bibliographic Phase: Incorporated additional scholarly articles that analyzed
stereotypes, empowerment, and the psychological effects of advertising on
women.

. Affinity Phase: Examined the broader work of Ronald Paul Hill, focusing on
marketing ethics and advertising’s controversial role in shaping female
identity.

 Choric Phase: Contextualized current social issues, such as the 2022 Roe v.
Wade decision, alongside advertising trends in media, which reflect ongoing
challenges and opportunities for gender representation.

Key terms:
Advertising; Women's
developmant; Marceting
ethics; Reactarce

Nomen in domestic
roles
Dark-skinned women
and women older than
E0 are largely absent
from the ads.

| |

+

Choric
2022 Roe v. Wade : |

aborion rights l

Dove's femvertising
2022 Real Virtual
Beauty

Repeated phrase:
Women's

development, advertising. internet
. femvertising. sexisl
(words appears more than 30
tmes)

|

—

» Semantic

F 1

|

Can advertising
benefit woman's

development?

» Bibliographic "

Preliminary insights
from a multi-method
investigation

l_l

|

The Impact of

Violence Against

Women in

Advertisements

Affinity

Y

The Beauty Myth and
Female Consumers:
The Controversia
Fole of Advertising

Akestam, N., Rosengren, 5., & Danlén,

M. (2017). Advertising “like a gid™:
Toward a better understanding of
femvertsing” and its

effects. Psychology & Marketing, 34(8),

795-806.

Alves, E. E. C., & Steiner, A. Q. (2017).

Globalization, technelogy and female
empowerment Breaking rights or
connecting opportunities? Social

Indicators Research, 133, 850-877.

Amnesty International (2020), Twiter
still failiny wemen over online violence
and aktuse. Retrievad from hitps.//
www.amnestyusa.org/press-rzleases/
twitter-slill-failing-women-ove -onine-
violenca-and-abuse/

Alt Text

This worknet contains four parts. The middle of the
worknet is my focal article “Can advertising benefit
women's Development? Preliminary insights from a
multi-method investigation”. The whole worknet has
four branches which are semantic, bibliographic,
affinity and choric. For the Semantic part | have the
keywords draw form the focal article, such as
advertising, women’s development, and marketing
ethics. The repeating phrase including internet,
femvertising and so on. Then move on to the
bibliographic, | have three additional articles listed.
For the affinity part | have two articles written by
Ronald. One is“The impact of violence against
women in advertisements”and the other one is“The
beauty myth and female consumers: The
controversial role of advertising”. For the last part
choric, | have three things linked with the focal
article. First, the advertisement usually features
women in domestic roles and dark-skinned women
and elder women are largely absent from the
advertisements. Second, in 2022 Roe v. Wade had a
further step. Third, Dove'’s femvertising had made
lunched a campaign called Real Virtual Beauty.
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1958 advertisement for Nilfisk vacuum cleaners imagel 563 advertisemnent for Hoover irons

wormen s belonging to the family, which suggest a lower status.

often portrayed as?
2. Howr does this biased infermation negatively aftect women's physical and mental health?

Archival Collage

et

w3

1982 advertisement for Duval Pastis

o o Fa bls o Ple SVERAT

IEI-E-E adwe rtlsement for Hilfisk vacuum cleaners

1958 advertisement for Nilfisk Vacuum Cleaners: Free download, Borrow, and streaming. Intermmet Archive. (1958, January 10). hitps://archive.org/details/1958-adve rtisement-for-nilfisk-
vacuume-cleaners.

Cambridge, MA: Cambridge Documentary Films, (L2987, January 1). Still killing us softly: Advertising’ s image of women: Kilbourne, Jean: Free download, Borrow, and streaming. Internet
Archive. https://archive.org/details/stillkillingussoftlyadwvertisingsimageotwomen

1965 advertisement for Hoover lrons: Free down load, borrow, and streaming, Internet Archive, (1969, April L2). https:/ archive.org/details/1965-advertisement-for-hoover-iromers
1988 advertisement for duval pastis: Free download, borrow, and streaming. [nternet Archive. (1988, October 17)_ https://archive org/details/1988-advertisement-for-duwval-pastis

1966 advertisement for Nilfisk Vacuum Cleaners: Free download, Bormow, and streaming. Internet Archive. {1986, Mowember 18). hitps:/farchive orgfdetails/1966-advertisement-for-
nilfisk-vacuum-cleaners

w3 Roovt Project 2 Media and Women
' 4 Weeks English 1110 Project

. Disadvantapge

Kilbourne's words, "It's an environment full of unhealthy images wihere they sacrifice women's health and well-being for profit”

The domestication of wwomen 15 al=o reflected in advertisements tor household goods. The advertisements constantly portray

1. Aside from the fact that women are often publicized in the same breath as domestic appliances, what else are women

The advertisement and Women

Women AND Media

Mowadays we live in a madia-filled era where people spend a lot of time avery day on a wide variety of
mediz. The infarmation we view can subtly influence peaple's worldview ard shape their perceptions of their
surroundings. Women ara nften parrayed in the media, and different madia portray wemen in different ways.
Howeaver, the media often portrays women in the wrong way, even with untrue infermation. The media often
portrays wamen from a male parspective, and this ocne-sided perspective makes it difficult to presant women s
messages correctly and leads to the marginalization of women.

Camman Media Facts
1. Women in video games dress revealingly
2. Women are subordinate to men in movies
3. Women are used to portray women as chjects
and housewives in advertisements.

1. Women's self-confidence decreases
1. Misconceptions of men akbout women
3. Hegative sodietal attitudes towards women

With thess starentypical messapes in the media,
worren's fiphts are greatly afferted. Whether it is the way
women viaw themselves or the way society views women,
When the imzge of women in the media is so periect and
bocomes the mainstay of what is sought after, womeon
bagin to doubt themselvee and traat themselves harshly.
VWoman then hepin ta doubt themselves and treat
themselves harshly, belizving that they are ror beautiful
encuzh. & lot of video games will combine female
sonsuality with abilicies, and it's rare to have a strong
charactor but not 2 sexy charactorization. This leads to a
Int of prejudice that female sexuality is part of the ability,
o BveEn the reaszon for cominance. Some women =g
unsure and anxizcus after plaving zames with saxuzlization
beocavsc they belicve they are less attractive and capable
than they arc in tha game.

The media also leads to prejudice and we can often see women being hindered in the workplace boczuse the
social ervirenment makes peaple think that women should give 1o their tamilies. This makes it difficult tor women 1o
utiliza theirralents in the warkplace. Warrean in Haance, for examiple, are ofren parcaived as (ess capakle than men and
not swkable for inance jabs. Hippel statad that  "This warkplace stereobyping may be esacerbated in the male-
dominated figld of finance to the extent that standing out in terms of gender promotes the ascription of stereotypic
traits and roles to the target”™ [Hippel, ct. al, 2015). Stereotyping of women reduces their motivation and croates
ncgative cmotions.

L

3 " The madia will more aften wiew women as an abject made up of parts rather than whole
parson. For example, in some beer advertisements, they will have women dressed scantily
holding a bollle of beer, which szemingly unconnecled conlent is lorcibly linked (ogelher,
Hecause many advertisements largel men as lhe main users, adverlisars will s more
intarested in aftracting men's attention. This causes women 1o hecome subardinate 1o
men and their autonomy is compromised. These gendered advertisements affect cociety's
perception of women and create a toxic anvironment.

Even though society is now progressing and paving more attention to women, these prejudices and influences
are still being perpetuated. Society empowers women, but the reality is that because of the toxicity of this
perception, women are still being marginalized and overwhelmed by men (Hsu, 2019). Women need more attention
and help to deal with misinformation in the media and te avaid being harmed by such content through regulation
and literacy.

Referance

¥ Hsu, T, 12009, Dac 230, 57l a "Mad Man" World: The adverdsing industry bas publicly embraced doing more 1o
ernpseer waornenn aal e b anteoesd tescdeliee anc sderee g o, Sew Yok T (1953 )
bbrpetfproxy lip ohis-stateecus cEin iy i=hopsy sy prooue stoemyhisterical-news paperssztill-mad-men-
st | e i 2T ARGECAN 1 ism 3

* won H ppal, C., Sekaquactesa, O, & K oFarlane, B, (202 5] Stereotyca Threat amorg Samen i FInence:
Hegative Effects or dent ty, Warkplace Wzll-Baing, and Bearuiting. Psyvchzloay of Warren Quarterly, 3534,
ANE 412, bl psee Lo 16 T TFTA035T REAE1 5574501 k
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Women AND Media

Video Games

The videns pame industry 15 heroming mare and mors
poapular these days, and it has bacome ane of the quickest and
easiast ways for people (o heve fun, Howevar, thase gemas often {7”' v
contain violent and sexualized content toweards wormen, and .‘:,E
high selling vidco games tend to have those issucs. At the same
tire, the 3aming ‘ndustry tends 1o ignore female gamers, they
faciis mare o the needs of male Jamers. AR a resilt, gaming s
an important part of the media and thera is a lat of contant that
negatively affects women,

In the history of video games, manipulable fomale game charactors anly appearcd in Girl's Garden in 1983, and in 1596 the A
farnaue Lara Croft female zame chas2cter was created, who has both a sexy body and powsrful abilities. Althaugh these 1:’
characters hava certain ah-ullrlsu the sexuality of thase famale characters s nﬁpn rl:-rrmﬂng, [2ading to nepative arIIth:IE;,_;.r_.,nlfﬁ
towzrds wioman, Also, many games portray women as wezk and waiting to be rescued, such as Princess Peach, the damsatiqr :=
distress that we all know, anc thess games lal to inspire Wwomen to DECOME 2amers. o _-.

Gaming companics bolieve that men are the main core plavers in the gamlrfg] ”i:g'-.ﬁ
“THEY JUST DON'T industry, so they prefer to make games that appeal 12 male players. This hasled e
GEE YOU AG A female gamers baing astracized and even subjected to vicious attacks that aften
. YOU'RE . involve sexual harassment and wviolence Fox arpues that  “survey on onling
JUET E0ME FIECE herassment, respandents wentifizd zaming as the mest inegwitable community in
OF LEAT TO GET tarms of its treatment of woemen” | Fox & Tang, 2017, Because of the imbalance in
the ratio of men toowomen in the gaming crvironment 12ads to structural sexism that
ipneres wamen's contributinas, experiences, and concams. Many male pamears
canvey a toxic Greek Masculinity, as=erbng that gaming is a man thing. this antion

can lead them to attack female gamers, devalue skills, and maks sexist statzments,

OFF TO®

Wwhen games continue ta spread this idea, the gcceptance of this ineguelity
riscs and imcreases the likelihood of harassment and discrimination. When

women encounter thess issues, they usually protect themselves by gonder “THAT'S THE
mazkiag and reparting tha glayer, buT mare womes choate ta au't the gamea o ONLY WAY I
avoid neing vichmized. These attacks can lead to women blaming themssleas ' COULD FEEL LIKE
and enduring the harm they receive, THEY WON'T

ATTACK ME™

200%

Examples of Sexualized

Female Video Game Characters

I ara Croft Chunli
a<haracter and Lhemain The firsk Fanale Tgh tern acheracier i theSoal
protagenist ot Tomb Racer thesaries o Streat feries of fiahting partes
Tizhiber <Iwi

In additicn to the gameors, the charactors of the 2ames are also very damaging to wonmen, Women ang und:rn:pn:sm‘n:d

sexualized, and arc sccondary to male characters. Many video games avoremzhasize womnen's gendercd traits, 2nd they ton

to drags revaalingly and have very sexy badies, whichk is hardly pver seen in real life. Many video pames ovesamphasine th-
gendered nature of womean, wha tend to dress revealingly and have very ssey bod es, & perfect partrayal of a charactar that =
amaest impossible to s=e in regl life, sccel compansion s very comman, 2nd upward comparson reters to the feeling of
inadequacy that comes from comparing oncself to somcoona who is porceived to be superior to oncsclf. Downward
comparizon involees positive feclings when a person porecives themselves as superior {Tompkins & Lynch, 2018], Wamcn tend
1o make comparisons to character rolas in games, which are mastly upward comparisans, leading to negative feslings.

Flaying a sexy character may zffect a woman's self-perception of her body. It was found that after women playec the
rale of a slim, bikivi clad female charactior in a beach volleyball gamie, their respect for thoir own Dodics significanthy decrzasad
{Barlztt & Harrie, 20081, Ch ectif cation theary tuggects that womean view their badies from the perepactive of othare, ane that
women may engape in self-cepreciation and Intarnalize negative evaluations. This can lgad o anxiety In wamen and create
mispercephions shous their bodies. Also men are mare inclinad to nhpecofy women after nlaying these gamas, which l=ads to
discriminztion and hostility. It has bean found that whan men have vigwed content from games that chjectify women, they gre
more tolerant of seoual harassment (Dill, ot al., 2008).

Raferences:

& Fex, L, & Tarpg, W. ¥ (2017 Werwer' 2 caprficncss with gersral and wemoal haraszmens nonnline widsa sames: R inasinon, orasnization al
respensiveness, withdrewal, and coping stratemes Mew Media & Socety, 108, LI30-230 7, attpsy Sdonorgs 1011 T T80 14t pk 45 T8

* Darlett, T, P, & Hars, B o, [200E) The rmioact of body emphagizing video games or body imags corcerns in men ans women. 3ex Aales, S3[7-£),
S RN Dlljpe s dauore 1010075111499 404 945 13

= [ill, €. E., Brawn, B. ., & Calins, M. A (2004). Effacts of exposwre to zax-stareatypad video game characters on bolerance af 2eaual harassment.
Jermal af Feperi meertal Sacial Peychology, 44050, 1402 140k bitpsdedaierp 10101 & L e sp2 D08 05 02

= Tomprams, JE. % Lynck, T (28018). The Comcerme Surroundingg Seast Zonterl oo Digilal Sames, n: Fagoson, © feda) Vidse Gene nlluentes cn
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This project builds upon themes |
explored in a previous project
focused on the portrayal of
women in advertising.

The left two pages of whole my
research show case. | have
divided the topic of women and
media into three main sections:
advertising, games, and films. The
portrayal of women in these
media contains both positive and
negative content that affects
people in one way or another.

| hope to be able to use this
infographic to enable more
people to recognize how the
media misrepresents women and
the issues women face.



Have you ever been on a Ferris wheel
that feeling of standing on top of the world
and looking down on everything below - unforgéttable, isn'tit?
Well, let me tell you, thereis a treat that can give you the same pure joy:
donuts! It's all about the doughnuts!

Ad Campaign
with Emotional Appeal

Donut Worry, Be Happy!
Playful Donut Ad Campaign

2000x1500, 300 resolution 2023

Project Overview:

This ad campaign was designed to create a fun
and emotionally uplifting connection with the
audience, using the theme of amusement park
rides to associate donuts with feelings of joy and
adventure. The campaign consists of three
distinct print ads, each created using Photoshop
Layer Comps to highlight different variations of
the same core message: enjoying a donut is like
experiencing a thrilling, joyful ride.



Target Audience:

The target audience for this campaign is young adults and
families who enjoy sweet treats and appreciate light-hearted,
whimsical messaging. The campaign is designed to be
displayed in digital and print formats, particularly in locations
where a vibrant, upbeat tone will resonate, such as cafes,
amusement parks, and social media platforms.

Research and Inspiration:

During the initial research phase, | not only looked into donut brands' ads online, but |
also decided to visit the donut shops to gain a first-hand understanding. | went to the
Dunkin’ Dount and Buckeye donuts on high street, observing the surrouding, customer
interactions, and, of course, tasting a variety of donuts. Through this experience, | could
better appreciate the simple and pure happiness that donuts bring to people. Sitting in
the shop, enjoying a frosted donut, | was instantly reminded of childhood moments.
This feeling of simple joy is what | aimed to capture in the ads.

Design Process:

Inspired by my research and store visits, | chose
amusement park rides as the core visual element
for the campaign. The round shape of the
doughnut reminds me of a lot of rides, some of
which include a general circle. At the same time,
donuts are more than just a treat—they offer an
emotional experience, much like riding a Ferris
wheel or a swing chair. Light, exciting, and fun.
This ad campaign try connected the experience
of eating donuts with the excitement and joy of
visiting an amusement park. Children and adults
can see this poster, think of their fun at the
amusement park, and buy doughnuts to get the
same sweetness.
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Cinemagraph and Multiple "Me"
—— A Reflection on Spring After the Epidemic

Cinemagraph: The Flower Mask
2023
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Project Overview:

This project consists of two interconnected parts: a Cinemagraph and a Multiple "Me" composite.
This Multiple "Me" project on the left shows me participating in various activities under the sun, on
the beautiful Oval—reading, running, playing, and spending time with friends. The Flower Mask
reflect my personal experience during the epidemic and my long-awaited return to enjoying life
outdoors in the spring. It aim to evoke emotions of renewal and freedom through storytelling,

motion, and hythm.
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Multiple "Me™: Spring on Oval

Project Background:

After years of quarantine and isolation, | was finally able to take
off my mask and enjoy the sunshine outdoors. This Multiple
"Me" project shows me participating in various activities under
the sun, on the beautiful Oval—reading, running, playing, and
spending time with friends. Each version of "me" represents
the freedom and joy that has been regained after the
pandemic.

Process:

| used the illusion of space to create a dynamic composition
with larger figures in the foreground and smaller figures in the
distance. By maintaining a stable shooting Angle and
capturing yourself in different poses, make as many different
movements as possible to help form a complete picture later
on. During the shoot, think about how to combine all the
images into one frame and be able to create a sense of
interaction and movement in the frame.




Cinemagraph: The Flower Mask

| made my own flower mask to symbolize the isolation and
lack of freedom brought on by COVID-19, and the flowers on
the mask represent a longing for outdoors and a yearning for
spring. The work draws attention to itself by using rhythmic,
circular movements, flower petals and subtle tremors of
clothing collars. | hope that this subtle action can arouse
people's sense of feeling, like smelling flowers, and invite the
audience to look forward to the beauty of spring after the

epidemic with me.

Project Background:
For three years, the epidemic kept me from experiencing the beauty of spring. | spent much of my time indoors,

quarantined, and wearing a mask whenever | ventured outside. Through this work | hope to express my desire
to reconnect with nature and enjoy the bright colors and fragrance of spring.

Research and Inspiration:

| explored the concept of cinemagraphs and
studied how subtle, repeated motions can create

emotional resonance. | decided to combine the
mask—symbolic of the epidemic—with flowers
that represent the spring season, illustrating my
desire for renewal.
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Tingxuan (Tiffany) Chen

Visual communication design & film 2023-2024

1234 Steelwood Rd, 439A
tingxuanchen0422@gmail.com
614-756-7457
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