1989 Michael Giammanco

Rick Valicenti, founded Thirst, a design and

photographic collaborative, with photog-
raphers Tom Vack and Corrine Pfister on
April Fool’s Day 1981. Rick received his BFA
from Bowling Green State University, and he
has both a MA and a MFA in photography
Jfrom the University of lowa. Thirst’s clients
include contract and residential design,
restaurant, retail and cultural. Rick has
served on the American Institute of Graphic
Arts/ Chicago board of directors and as
president of the Society of Tvpographic Arts.
He is also a member of the 27 Chicago

Designers.
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Why did you decide to work in Chicago?

Rick Valicenti: Twelve years ago |
came to Chicago when its design
community was enjoying the attention
that Container Corporation of
America was receiving. The residual
effects—stylistically and conceptually—
made Chicago the last bastion of the
international style along with Toronto
and Zurich. Bill Bonnell’s “Post
Modern Exhibition” 0of 1980 and the
1981 April Greiman and Jayme
Odgers exhibition and presentation
announced, at least for me, the free-
dom to express. This freedom along
with the passion for earlier Chicago
typographic traditions—Cooper,
Goudy, Middleton and DeBall—
convinced me that design could be an
““artistic process™ and not just an
extension of business.

How has the role of the designer changed
and what changes do you foresee in the
next ten years?

Valicenti: In the future, we’re going to
find the designer’s portfolio being
preferred much like Ralph Lauren’s
clothes. They will each make an indi-
vidual statement. Clients won't just
go to the designer to get the job done,
do strategic planning, meet a deadline
or meet a budget. They’ll go because
of the look. That’s what I think has not
been existent here in Chicago because
most of the design offices have sold
themselves as marketing firms. But it’s
changing. It’s just starting to happen.
And even with a strong vision, it’s
important to be flexible. That’s what
is so exciting because now we can see
designer as personality and designer
as spokesperson.

Was your design education adequate
training for what you're doing today?

Valicenti: I came to Chicago having

completed graduate work in photog-
raphy at the University of Iowa. In an
effort to preserve my “prima donna™
approach to photo art, I found
employment as a keyliner. The 1978
ICOGRADA Congress at North-
western University changed my
awareness of design which I then
began to pursue seriously. I once
visited Mort Goldsholl. At the close
of the conversation, I asked if he had
a few words for a young designer to
practice by. He said, “Yes, three words:
Take a risk”

What do you think of the design work
being done in Chicago?

Valicenti: The Chicago design com-
munity, with few exceptions, will find
risk to be too hot a bed of coals. Risk
is unsettling for some because failure
is as visible during the process as
success. The safe route shrouds-failure.
It also shows up in the final product.
The experience with the final design
is more narrow, less engaging and
challenging.

Logo for Scarboro Fair, a women's clothing
store located on the North Shore of Chicago,
featuring high-end, American and European
designer lines with an ltalian emphasis. Rick
Valicenti, art director; Rick Valicenti/Michael
Giammanco, designers; Vita Juchnevicius,
artist.

“Punk-Heraldic" symbol for Bloomingdale’s.
Tuan Dao, art director; Rick Valicenti/Michael
Giammanco, designers; David Harrison,
illustrator.

Logo for Quadrant, a high-style housewares
store. Rick Valicenti, art director/designer;
Charles Moore Associates, client.

Cover, page and spreads for Legends
Company's autumn/winter color book. The
book had to express the essence of Terry
Siegel's words and fashion designs. Rick
Valicenti, art director; Rick Valicenti/Michael
Giammanco, designers; Rob Latour,
photographer.
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But a very small handful of
individuals are not playing the
design game by the same rules.
They’re being more honest
about who they are and what
they can contribute to their
clients and then to the whole
portfolio of Chicago design.
They’re being council rather
than vendor. Vendor asks the
questions “When do you need
it?” and “How much?” But
clients now are going to the
designer, and the designer is
saying, “Here’s what I think
would be best?”

What do you think of the design
work being done nationally?

Valicenti: Chicago designers are
one of the last groups to evolve
this way. It’s visible in every
major city. We’ve seen it in
Minneapolis with The Duffy
Group. We've seen it in Dallas
with The Richards Group,
Summerford and Pirtle. We've
seen it in Seattle. But we
haven’t seen it in Chicago
since Container Corporation.

This page: “The Continuing Saga of
Holly Fabric,' booklet. “For three
months prior to Neocon '88, Holly Hunt
Ltd.'s fabric department was under
construction. The largest residential
showroom in the Merchandise Mart
was able to make its clientele forget
the inconvenience through a fairy tale!’
Rick Valicenti/Michael Giammanco, art
directors/designers/writers.

Right: Poster for the Museum of
Contemporary Art in Chicago. “The
idea came from Man Ray's solarized
prints. | think of this piece as a friendly
tribute to him. | never dreamed that
two colors and no money can go such
a long way. Neither did the museum”’
Rick Valicenti, art director/designer;
Ken Reid, photographer.

Poster for the Lyric Opera of Chicago.
Rick Valicenti/Peter Sellars, art
directors; Rick Valicenti/Michael
Giammanco, designers/
photographers.

Cover and spread from promotional
brochure for Midwest Litho Arts, Inc.
Rick Valicenti, art director; Rick
Valicenti/Michael Giammanco,
designers; Ken Reid, photographer.
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Consolidated Papers, Inc. promotional brochure for Productolith
paper. Rick Valicenti/Gib Marquardt, product concept; Rick
Valicenti, art director/designer; Tom Vack/Corrine Plister,
photographers; Wardrop Murtaugh Temple, agency.

Right: Brochure for Harter Contract. Rick Valicenti, art
director/designer; Tom Vack/Corrine Pfister, photographers;
Todd Lief, writer.
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