curriculum vittae

contact

nume Anna Grozavu

data de nastere 17.05.1995

mail annagrozavu@gmail.com
site www.annagrozavu.com

educatie si formare

2014- prezent Universitatea Nationald de Arte, Bucuresti
design grafic

2010- 2014 Liceul de arte Victor Brauner, Piatra Neamt
design textil

2008-prezent Asociatia culturala ARTE.RO

expozitii

2016 Concept, Galeria Mora, Bucuresti

Nucleu 0004, Combinatul Fondului Plastic, Bucuresti
Sounds like a book, UNAgaleria, Bucuresti

2015 Design the llly Can, Bucuresti
2014 Arte.ro, editia V- Balcik
2013 Arte.ro, editia IV- Paris

Formaje Sketch-up Page, Bucuresti
Arte.ro, editia Ill- Piatra Neamt

2012 Arte.ro, editia Il- Londra
2011 Arte.ro, editia |- Venetia
publicatii/ web
2016 experimentalist.ro
2015 sub25.ro
2014 luste silkscreen studio, Letonia
2013 All Hollow, I must fit in
reart.ro

Popper Mag, Lituania

social media

facebook.com/annagrozavu
behance.com/annagrozavu
ello.com/annagrozavu
instagram/annapardeaur

abilitati
calculator Adobe lllustrator
Adobe Indesign
Adobe Photoshop
cunostinte editorial, layout, fotografie,
editare imagine
ilustratie
limbi straine
engleza



revista

experiment editorial,
68 de pagini, color

[ among photographers today, wolfgang tillmans
occupies 3 unique position. in the '80s and '90s,
german photography came to be associated with a
sensibilty that was cool and measured-with highly
conceptual and pictorially minded artists. simulta-
neously, an american style of diaristic photography
emerged that was kinetic and emotional.
his picturemaking addresses his own life, the world
around him, his social and political concerns, and
it lso directly engages the history of the medium.
in the mid'90s, he became wellknown for portraits
and images of youth culture or ecstatic bodies on
the dance floor-that seemed to effortlessly trans-
Iate the spirit of the times. growing up in the ‘80,
questions of style and music and youth culture all
seemed inherently political-like gay rights issues,
dressing up, wearing makeup, arms protests. a lot
of attitude and opinions were expressed through
clothes, and they all were meaningful. so in that
way, | was 5o excited about the connection be-
tween our private lives and politics-who I kiss, how
Ilike to dance. if you went to a nightclub where
you couldn't wear sneakers, you were rejected at
the door. but then in the late ‘80s, with acid house,
everybody was just wearing sweaty t-shirts and
suddenly there was no dress code. but | didn't aim
to publish these pictures simply because they were
of my social scene. | ruly believed that there was
something new happening, that there was a new
language in music and a nonhierarchical socializing
that seemed radically new. ]
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so | got a plan

| think the primary function for me of
a pho-tograph is that it allows me to
think about the world in a non-ver-

bal way which is very direct and at the
same time incredibly subtle.an ongoing
process of observing cause and effect,
a locked and unsolvable coexistence
of intentions and results. and with
cause | don’t just mean outside influ-
ence but my own influence in a situa-
tion. the moment | put a camera




reeditare llie Grigore- Poeme
volum de experiment editorial,
poezii 72 de pagini, alb negru

RS

o v D s sy

R p——"—
b, ol - sl

rpep -

prabiata s u

e e




il i ook

w kel e

srprriledmerad




reeditare Raymond Queneau- Exercitii de stil
carte 86 pagini, alb negru
citire in ambele sensuri

raymond queaneau

exercitii de stil




raymon queaneau




ilustratie How woman are portrayed in the media

editoriala

How woman are portrayed in the Media

Advertising is everywhere:

he average American consumer

sees over 3,000 commercials messages each day. In man, Y
of these messages women are depicted as sexual objects

seauy s the e o e ebolder,or e
saying goes, but wiho feeds the beholder's view
eSSy betve the lnguage of st

sy cad and above al.

Images in advertisements, television,
‘and music usually portray the “ideal
woman” as tall, white, and thin, with a
“tubular” body, and blonde hair.

The media s littered vith images of females

ggles
ofpersonal dentity, it mostof us end up con-
stantly glancing around if we measure up
to those around us - anmm.mmm»s Super-
charged media models. W rselves far it
opesially 1 we can'66 Gxactly what butios the
advertisers are pushing, but many of us buy into
the images just enough to wish we could do it all
coud be that i o that ich o tha happy
hat

media influences youth in America into believing
that youth, beauty and sexuality are the driving,
forces behing a s vlues

media’s sexualization of women s ines-
capable. You turn on your computer, you wall
doun the stree, you ide he b, you 't on

Bt anacm by advsmsmg e indour-
fie crcting outfor he
ripayehe iy jre o
televiion, im and new media 0 be sexuatly
atractive—and sexually active—is profound.
lany would agree that some strides have been

the TV -~ the
oy seraad by standards or
women are set by the media: white, thi
s tonedab, clemvage, an i Sexsels
oblern i not only women copying
Sarhars, ot he medts et T s
neanereteese drde o i bt

made in how the media in fim,
television and magazines, and that the last few
Gecades have ale seen 3 rowin i the pres
ence and influence of women in media behind
the scenes.

Nevertheless, female stereotypes
continue to thrive in the media we con-
sume every day.

i Graydon, former president of Canada's
Medacion Média, argues that women's bodies

the media todayproject an unreaistc and even
dangerous standard of feminine beauty that can
bave s pertul influence on the way women

w themselve:

in
the same way they do with celebrities or news
story. Even if everyone can achieve ‘media ter-
acy” and realize that what they see in the media
is not real, that understanding von't invalidate
the root, the already existing standard the me-
dia maintains and promotes.

This s an issue of how much power the
media has over all of us and how it's one
part of a destructive, systemic cycle in
Which certain people proft from woner's
bodies.

Women are also being approached and
persaded intoworing i this e of ucatve
industry where the
feoin provoctive anES on marketing ads are
considered okay, acceptable Also many of the
fages can b misieadingas well nthe sense
that sometimes things are not what it seems,

n news and entertainment media, vomen have

thinness is ide
women to be consvdered ‘atractive’

From the pe!specnve a!!he mass medra,
alize

changes in proportions over the past decade.

How woman are portrayed in the Media

Advertising is everywhere: the average American consumer
sees over 3,000 commercials messages each day. In many
of these messages women are depicted as sexual objects

Beauty is in the eye of the beholder, or so the
jing goes, but who feeds the beholder's view
of desirability? 1 believe the language of adver-

sexily clad, and above all, submissi
struggles to develop a sense of security,a sense
of personal identity. But most of us end up con-

Images in advemsemems, television,
and mus:( usually portray the “ideal
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couldbe tha thin or that rich, o that happy.
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o that confidentAnd then
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e scenes.
Nevertheless, female stereotypes
continue to thrive in the media we con-

sume every day.

Shari Graydon, former president of Canada’s
Media Action Media, argues that women's bodies

H
H

when their bodies and their sexuality are linked
to products that are bought and sold. Images in
the media todayprjectan unrealistic and even

he same way they do it colehriesor rews
story. Even if everyone can achieve ‘media lier-
26y and ealize tht what they s6e i he media
is not real, that understanding vion't invalidate
the root, the already existing standard the me-
dia maintains and promotes.

his s an issue of how much power the
mediahas overal of us and how it one
part of a destructive, systemic cycle in
which certain people profit from women'’s
bodies.

Women are also being approached and
persuaded into working in this type of ucrative
industry where the plastering of women's bod-

e oovarr e way women
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rom the perspective of the mass media,
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O

coperta Vladimir Nabokov- Lolita
de carte

i Viadimir Mabokav

Lolita



O

coperta Herman Hesse- Siddhartha
de carte




O

coperta Virginia Woolf- Doamna Dalloway
de carte

DPoamna
DPallowa

Virginia
Woolf




Eugen lonesco- Rinocerii
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proiect personal experimental
fotografii analog printate pe hartie gasita
15x20 cm
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proiect personal experimental
fotografii analog printate pe hartie gasita
15x20 cm




proiect personal colaj
imagini luate din revista Femeia, anii "60-"70
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