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Book Title: Al Seera Al Nabaweya Lel Atfal (Prophet’s Biography for Kids)

Target Audience: Kids (aged 6-12 mainly)

About the Book:
The book describes Prophet Mohammed’s  (PBUH) life from his birth until his 
death. The biography is divided chronologically into stories and incidents, in 
order to keep the targeted kids attracted and not to divide their attention. The 
book cover does not refl ect the spirit of the book or attract the target group; 
it is busy, unattractive, scary and most importantly irrelevant to the content.
 
Art Direction:
Images and elements from the Islamic culture as well as Prophet’s life are going 
to be composed in a collage to create a visually attracting cover. Traditional cut 
and paste style with colored/textured papers is going to be included as well 
to capture the eye of targeted audience. I will use different papers/cardboards 
and scan them. The collage will help me to approach my concept, which is to 
show bits and pieces from Prophet’s life, i.e. places he went/lived, events hap-
pened, &/or Islamic duties introduced by him, all in chronological order.
 
Keywords:
Religious, Islamic, Narrative, Interesting, Unusual, Educating, choronological...
 
Photoshop Techniques:
Masking/Clipping Mask
Color Adjustments: level, curve, color balance, brightness/contrast...
Smart Object
Cloning
Filters: mainly Blur and Distort
Transformation and Wrap

Original Book Cover: Front and Back

Book Cover Re-Design
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Images from the Internet

Scanned Materials
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Page Layout Re-Design

Original Page Layout: two pages from 
Computer Arts Magazine

Images Used in Production:
scanned (top) and
from the Internet (bottom)



SHARED RESPONSIBILITY

So how does the creative design 
community fit into this equation? 
Our responsibilities are twofold. 
We’re both consumers and 
contributors to the economy 
through our creative work. Illus-
trators, designers and animators 
all have the potential to make a 
difference, not only through 
changing our own habits, but also 
by using our role as communica-
tors to put across ideas and influ-
ence other individuals.

Although the world is waking up 
to the scale of the challenge we 
face, there are mixed messages 
about exactly how we can help. 
According to John Sauven, UK 
director of Greenpeace, one of the 
biggest problems is that the issue 
is being muddied by too much 
political and commercial spin. 
“There’s a huge amount said about 
climate change, every company 
and government is falling over 
itself talking about how much it’s 
doing,” he says. “But there’s still 
a need for us to cut through the 
‘Green wash’ and spin and get to 
the heart of what we actually need 
to do to solve climate change.”

As designers, we can play a part 
in fostering a new greener culture 
by promoting environmentally 
sustainable solutions. “Four-wheel 
drives, for example, have been 
advertised as being sexy and 
desirable in the past,” says Sauven. 
“Things could have been

Climate change, the destruction 
of natural habitats and dwindling 
natural resources are among the 
biggest challenges facing the world 
in the 21st century. The threat of 
climate change above all shows 
that our present culture of 
consumption is unsustainable. 
From the cars we drive and the 
electricity that powers our homes 
and offices, to the food we eat 
every day, everything we consume 
has a ‘carbon footprint’, a measure 
of emissions that are heating up
the atmosphere.

According to the recent UK 
government-commissioned Stern 
Review, if current carbon emis-
sions remain unchecked, “Climate 
change will affect the basic 
elements of life for people around 
the world – access to water, food 
production, health and the environ-
ment. Hundreds of millions of 
people could suffer hunger, water 
shortages and coastal flooding as 
the world warms.”

In addition to the obvious moral 
obligation to tackle climate 
change, there are also practical 
fiscal issues at stake. The Stern 
Review also states that “the overall 
costs and risks of climate change 
will be equivalent to losing at least 
five per cent of global GDP each 
year, now and forever”.

Our businesses will suffer if we 
don’t play an active part in curbing 
global emissions. These are issues 
that need to be tackled and, while 
there are still questions to be asked 
about the actual impact of climate 
change, and possible economic 
solutions to the problem, it is clear 
designers as individuals and 
professionals must look at the 
effect they are having on the 
environment.

differrent – you could make it seem 
that if you had one of those you 
deserved an ASBO – and you were 
the equivalent of a vandal. The 
way we project and sell these 
things has a massive impact.”

But it’s not just design’s role as a 
mouthpiece for the cause that is 
significant. We should also lead by 
example. Design is a commercial 
industry. In the UK alone the 
industry employs 65,000 people 
and contributes £4.3bn to the UK 
economy. Designers have signifi-
cant buying power and can make

 an impact through both ethical and 
environmental decisions, but what 
are we doing to help? Not enough. 
According to a recent British 
Design Innovation (BDI) survey, 
only 13 per cent of design busi-
nesses surveyed had a sustainabil-
ity policy in place. Clearly we need 
to be doing more.

Thankfully there are individuals 
who are leading by example. John 
Morse-Brown established his 
studio Morse-Brown Design ten 
years ago. Having originally 
trained as an engineer working on 
alternative technologies, including 
wind and solar power, he was 
interested in running his company 
in an environmentally
sustainable way.

“In terms of what we do as a 
company, it’s all quite small scale, 
but it’s an underpinning of the 
company ethos if you like,” he 
says. “We get our electricity from
a green tariff.

RIGHT: Work done by 
Laila Ali for CA’s “be
a greener designer”

“We need for us to cut through the ‘Green 
wash’ and spin and get to the heart of what 
we actually need to do to solve climate 
change.” John Sauven, Greenpeace.
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SHARED RESPONSIBILITY
Although the world is waking up to the scale of the 
challenge we face, there are mixed messages about exactly 
how we can help. According to John Sauven, UK director of 
Greenpeace, one of the biggest problems is that the issue is being 
muddied by too much political and commercial spin. “There’s a huge 
amount said about climate change, every company and government is 
falling over itself talking about how much it’s doing,” he says. “But 
there’s still a need for us to cut through the ‘Green wash’ and spin and
get to the heart of what we actually need to do to solve climate change.”

As designers, we can play a part in fostering a new greener culture by 
promoting environmentally sustainable solutions. “Four-wheel drives, for 
example, have been advertised as being sexy and desirable in the past,” says 
Sauven. “Things could have beendifferent – you could make it seem that if 
you had one of those you deserved an ASBO – and you were the equivalent
of a vandal. The way we project and sell these things has a massive impact.”

In addition to the obvious moral 
obligation to tackle climate change, 
there are also practical fiscal issues
at stake. The Stern Review also states 
that “the overall costs and risks of 
climate change will be equivalent to 
losing at least five per cent of global 
GDP each year, now and forever”.

Our businesses will suffer if we 
don’t play an active part in curbing 
global emissions. These are issues 
that need to be tackled and, while 
there are still questions to be asked 
about the actual impact of climate 
change, and possible economic 
solutions to the problem, it is clear 

LEFT: Work done by 
Laila Ali for CA’s “be
a greener designer”

Climate change, the destruc-
tion of natural habitats and 

dwindling natural resources are 
among the biggest challenges facing 

the world in the 21st century. The threat 
of climate change above all shows that our 

present culture of consumption is unsustainable. 
From the cars we drive and the electricity that powers 

our homes and offices, to the food we eat every day, 
everything we consume has a ‘carbon footprint’, a measure 

of emissions that are heating up the atmosphere.
According to the recent UK government-commissioned Stern 

Review, if current carbon emissions remain unchecked, “Climate 
change will affect the basic elements of life for people around the 
world – access to water, food production, health and the environ-
ment. Hundreds of millions of people could suffer hunger, 
water shortages and coastal flooding as the world warms.”

designers as individuals and profession-
als must look at the effect they are having 
on the environment.

So how does the creative design commu-
nity fit into this equation? 

Our responsibilities are twofold. We’re both consumers
and contributors to the economy through our creative work. 
Illustrators, designers and animators all have the potential to 
make a difference, not only through changing our own habits, 
but also by using our role as communicators to put across 
ideas and influence other individuals.

But it’s not just design’s role as a mouth-
piece for the cause that is significant. 
We should also lead by example.

Design is a com-
mercial industry. In the 

UK alone the industry 
employs 65,000 people and 

contributes £4.3bn to the UK 
economy. Designers have 

significant buying power and 
can make an impact through both ethical 

and environmental decisions, but what 
are we doing to help? Not enough. 
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