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The Big Brand Theory.

Creatas and The Art Directors Club present
a half-day seminar, in three cities, with presentations on

Brand Planning, Making a Mark and Realizing a Brand Strategy.

For more information or registration,
call toll-free 888.698.8545 or visit creatas.com/bbt

PRESENTERS:
Alina Wheeler Delivers a disciplined process for managing
a brand’s perception by explaining and sharing some
fundamental concepts, ideals, practices and trends. 
Design Director/Author, Designing Brand Identity: A
Complete Guide to Creating, Building and Maintaining
Strong Brands.

Steff Geissbuhler Shows and tells how his firm uses a
six-step process to design marks we know and recognize.
Partner & Principal, Chermayeff & Geismar, Inc.

Tom Birk Presents a case study on the effective and
budget conscious launch of the MINI Cooper brand.
Vice President, Director of Strategic Planning and
Research, Crispin Porter + Bogusky.

CRE ATASOUR SPONSORS

Three NEW dates. Three NEW cities.

FALL 2004
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34 Launch Time by Sheree Clark
         Answering all the right questions helps assure
         a successful introduction.

40 4 Type Rules for Rollouts by Allan Haley
         Manage your type options with these rules 
         for making decisions about type in launches.

46 Shelf Space by Michelle Taute
         Three new products harness the power of first
         impressions with smart package design.

50 Leveraged Launches by Rodney J. Moore
         Four PR strategies push product introductions
         beyond traditional boundaries of success.

58 Seize the Day
         Design shines in calendars that capture attention.

COLUMNS & DEPARTMENTS

18 Design Dynamics by Sheree Clark
         Strategies for making the jump from in-house
         to agency—first of two parts.

20 Color Management—Part 3 
by Michael Jahn

         Monitor your monitor to display color accurately.

28 Real-World Solutions
         A magazine for local businesswomen 
         gets a colorful update.

30 Make It Your Own
         Add pizazz to gifts with simple label packaging.

32 Color on Call
         Cosmopolitan: polished; global; sophisticated;
         metropolitan; urbane

68 Software Specific
         Crea te motion effects with InDesign or Illustrator.

Four successful product 
rollouts employ design 
to leverage PR potential 
(page 50).
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Verve,too

Create an impact with your next
project using images from our
brand new Verve, too collection.
Challenge, energize and inspire.

Badgirl?

1312083 Enamul H
oque

digitalvision.com

Authorized Distributors:

Artzooks.com
Creatas.com
Estockphoto.com
Firstlight.com
Fotosearch.com
Futurestock.com
Gettyimages.com
Masterfile.com
Matton.com
Mediabakery.com
Picturequest.com
Photosstock.com
Punchstock.com
Superstock.com
Veer.com
Wonderfile.com Circle 5 on Connections Card
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While talking to artists and designers in preparation for this 
issue, I was struck by how many times I heard “design is not 

just a matter of how things look.” Instead, I was told, design 
is “a mindset,” “a way of looking at the total customer experi-

ence,” a discipline for helping the client achieve business goals.
The preponderance of such comments must have something to do with this 

issue’s theme. Whether you call it a launch, rollout, or kickoff, introducing a new 
product or service seems to call on all the skills involved in the practice of design. 
Addressing the up-front methodology of designing for the new product is our 
esteemed (and frequent) contributor Sheree Clark, in “Launch Time” on page 34. 
Creating innovative packaging that wins “Shelf Space” is Michelle Taute’s topic on 
page 46. And on page 50, Rodney Moore examines how smart design creates public 
relations buzz to help new products succeed.

Introductions aside, we continue our series by Michael Jahn, this time address-
ing the all-important challenge of color-managing your monitor. And just in time for 
planning 2005, we tour some of our favorite recent calendar designs and offer tips to 
spark your calendrical creativity on page 58.

Before signing off on the subject of introductions, though, I’d like to draw 
your attention to a new feedback option we’re rolling out for readers. Go to 
www.dynamicgraphics.com/dgm and look for the 8-ball icon to take a brief survey 
and offer your comments. It’s another way for you to let us know how we’re doing.

FROM THE EDITOR

Tom Biederbeck, editor
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Don’t keep 
us guessing:

LETTERS
Creative Feedback

I have two observations about your last issue. 
First, on page 40, a design flourish on the new 
logo for IWGS causes the i to look like a v, even 
after I realized what it was supposed to be.

Second, on page 70, the old cover design 
for Velocity caused me to do a double-take. It’s the 
current cover design for DG magazine! I’m glad you 
didn’t criticize it too harshly before the makeover.
Brenda Somes
Keystone Heights, Fla.

Thank you for the feedback, Brenda. In regards to
your second observation, now you know why we had 
to make it over!
The DG staff

Pardon our miscue. 
The Bickley Script 
font is not bundled 
with Illustrator, but 
can be purchased at 
www.fonts.com or 
www.fontshop.com 
for $32.

Send your tips
We want your best 
design tips (including 
software quickies and 
low-budget solutions). 
E-mail tips or letters 
to slane@dgusa.com. 
We reserve the right 
to edit letters for clar-
ity or space.

Share your INSIGHTS,
win stuff!

Never underestimate the power of collective 
wisdom … and who has more of it than DG
readers? Here’s a way to share your design 
insights and be rewarded with cool stuff.

This is the deal. Each issue in this space, 
we’ll pose a question relating to the art and 
business of design, and invite you to respond. 
We’ll choose the best responses and publish 
them here, and the reader who provides the 
top response will receive a free design book 
(and we’ll throw in a surprise or two, too!).

This is the prize. Renowned for his ground-
breaking typography and logo designs, 
Doyald Young has teamed up with Smart 
Papers to produce an exclusive book, The Art 
of the Letter. This limited-edition volume is 
packed with insights into the creative pro-
cess, chronicling Young’s work for General 
Electric, Prudential Financial, and others.

There are only two ways you can get a copy 
of The Art of the Letter :
1. Attend one of the lectures Young will give 
in 2004 on his 25-city North American 
tour, sponsored by Smart Papers and the 
American Institute of Graphic Arts (contact 
your local AIGA chapter or Smart Papers at 
513.869.5288 for more information).
2. Answer this question and win!

This is the question.
What’s your best success story for 
handling a problem client?

Send your response to:
Marcy Slane, Assistant Editor
Dynamic Graphics magazine
6000 N. Forest Park Dr.
Peoria, IL  61614-3592
e-mail: slane@dgusa.com

Share your thoughts.

Your opinions about Dynamic Graphics 
magazine are very important to us. 
Beginning this issue, you can share your 
views online. To take a brief survey, go to 
www.dynamicgraphics.com/dgm and look 
for the 8-ball icon. Click on it and you’ll go 
directly to the survey form.

Once you’ve taken the survey you may, if 
you choose, register for a drawing of a book 
that’s reviewed in this issue, Eat Me: Successful, 
Seductive Food Packaging Design from Rockport 
Publishers (see page 71 for a review).

It takes just a minute or two to complete 
the survey. It’s more reliable than ESP. You get 
to sound off, and you might win a great book.

Q: Should you take
the survey?

A: SIGNS POINT
TO YES.

Font fudge
In your June/July 
issue, the IWGS rede-
sign information says 
Bickley Script is a 
font bundled with 
Illustrator. I couldn’t 
locate it on any of 
my Illustrator disks. 
Where can I fi nd it?
Veronica DeBoisbriand
Melbourne, Fla.
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I work in-house in graphic ser-
vices. I’m so sick of politics, lack 
of appreciation, and creative 
constraints—I have to get out! I 

want to go to a design fi rm or ad 
agency. How do I make the switch?

DESIGN DYNAMICS |  Sheree Clark
Ask the Experts

Leap … But Look First
Strategies for making the jump from 
in-house to agency—Part 1 of 2.

Before you tender your resignation to your current 
employer, take a moment. The lead of your question 
is that you are tired of politics and a lack of appreci-
ation. Does that mean you think there is no internal 
strife involved in working for a studio or agency, or 
that you’ll be more valued?

The truth is, no matter where you go there will 
be politics of some sort. In your current situation 
you may be experiencing the frustrations of having 
to go through channels, seeing favoritism occur, and 
having to accommodate egos. Switch to a design firm 
or agency, and guess what? You’ll probably encounter 
the same things.

Before you abandon ship, consider a simple 
change of scenery within your own environment—
different internal clients to work with, a new office,
fewer or more responsibilities. Maybe you need a 
vacation, or even a sabbatical.

If I sound conservative about taking immedi-
ate action, it’s because I am all too familiar—having 
experienced it myself—with the urge to say, “To hell 
with it, I’m gone,” only to find out the grass is not 
always greener.

But if you’re determined to go from in-house to 
agency, preparing for the change is similar to a new 
product launch—only in this case you’re launching 
yourself. Successful companies don’t rush a product 
to market without first investing time evaluating the 
needs of the marketplace. These companies thor-
oughly examine how the market’s needs blend with 
their own core values, priorities, and competencies.

So think of yourself as a new product, getting 
ready for an unveiling. Here are a few thoughts on 
preparing for the transition:

• Decide what you need.
Do you yearn to work on high-profi le projects? In 
an office that allows pets? At a place that shuns 
titles? These scenarios are easier to fi nd in an agency 

than in a corporate setting. Agencies can also offer
greater responsibility, accountability, and a wider 
range of projects. But you won’t fi nd all of your 
wants in one place. Rank in order what’s important: 
Attractive work environment? Smaller staff ? Flexible 
hours? Be realistic about trade-offs: Agencies, by 
and large, pay less than corporations. Likewise, in 
many cases the hours (especially when pitching new 
business) can be much longer and the benefit pack-
ages less competitive than at the corporate level.

• Learn what’s out there.
Odds are you know the names of the big players in 
your locale. It’s also a pretty good bet that there are 
a lot of people who want to work there. Consider 
looking at “second tier” groups—the rising stars, 
up-and-coming firms. Often they provide the more 
dynamic work environment you crave. To fi nd out 
who the players are, read newspapers and trade pub-
lications, and search the internet for information on 
them. Do they sound like people you can work for?

• Make yourself available.
If you don’t belong to a professional organization, 
it’s high time. Join a group or go to seminars where 
agency and design firm decision-makers are likely 
to be. If you work with outside agencies now, ask to 
have project meetings on-site at their studios. This 
lets you observe the firms’ culture and dynamics at 
no risk. Confide in suppliers that you’re looking—
you may get inside information about openings.

• Develop your strategy.
Create a marketing plan for yourself. Informational 
interviews, visits to sites, phone calls, and reading
trade pubs all count toward your objective. Invest 
time in learning what the real differences are be-
tween in-house and agency atmospheres, then work 
on understanding the individual cultures of the 
firms you identify. Determine if there’s a potential 
fit by comparing your “must-have” list to each firm.

• Be realistic.
Do some self-examination—and your home-
work—to ensure you’re not exchanging one set of 
difficulties for another.

Q
Recommended 
Resources
Careers in Advertising, 
by S. William Pattis, 
$14.95, McGraw-Hill, 
www.books.mcgraw-
hill.com

Orbiting the Giant 
Hairball: A Corporate 
Fool’s Guide to 
Surviving with Grace, 
by Gordon MacKenzie, 
$22, Viking Press, 
www.penguin
putnam.com

What Color Is Your 
Parachute? by Richard 
Nelson Bolles, $27.95, 
Ten Speed Press, 
www.tenspeed.com

Coming Up:
Part 2: In the next 
issue, I’ll cover strat-
egies for getting in 
the door, overcoming 
objections, and posi-
tioning your portfolio 
for success.

Sheree Clark (sheree
@saylesdesign.com) 
is managing partner 
of Sayles Graphic 
Design in Des Moines, 
Iowa; an author and 
speaker on organiza-
tional and business
issues; and the 
owner of Art/Smart 
Consulting, which 
provides business 
strategies and self-
promotion to crea-
tive professionals.
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Meet the PhotoshopWorld Dream Team!

The PhotoshopWorld Dream Team Book, Volume 1, 
Barnes & Noble Special Edition
PhotoshopWorld Dream Team
0-321-29393-2 • $29.99

Photoshop Classic Effects: The Essential Effects 
Every User Needs to Know, Special Barnes & Noble 
Edition DVD Bundle 
Scott Kelby
0-321-29364-9 • $44.99

Photoshop CS Killer Tips
Scott Kelby and Felix Nelson
0-7357-1356-1 • $29.99

Adobe Photoshop CS Down & Dirty Tricks
Scott Kelby
0-7357-1353-7 • $39.99

The Photoshop CS Wow! Book
Linnea Dayton and Jack Davis
0-321-21345-9 • $49.99

Real World Camera Raw with Adobe Photoshop CS
Bruce Fraser
0-321-27878-X • $34.99

Digital Photography Field Guide
Cynthia L. Baron and Daniel Peck
0-321-22054-4 • $14.99

Essential books for the creative community

Peachpit

>>Stop by your local Barnes & Noble 
    store to buy special editions of The   
    PhotoshopWorld Dream Team Book
    and Photoshop Classic Effects!

Bring home the excitement of PhotoshopWorld and meet 
the Dream Team that’s behind the hottest Photoshop 
techniques you’ll learn this year! Check out these new 
books from the PhotoshopWorld Dream Team, NAPP 
President Scott Kelby, and your favorite authors on 
Photoshop and digital photography!

Includes a Photoshop CS Down & Dirty Tricks DVD!

Includes a 16-month calendarfeaturing artworkfrom the Dream Team!
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I am certain this has happened to you, too: You 
use the computer of a client to look at a website 
you’re creating. To the surprise of all, the web-
site looks visibly different color-wise from the 
way you designed it.
Go into the video section of any department 

store and look at the screens—they don’t match. Go 
into a sports bar—same thing—no match, not even 
close, though you know they are all being sent the 
same broadcast signal.

Why is it so hard to get color to match? 
Monitor-to-monitor matching seems as difficult as 
getting your monitor and ink jet printer to match. 

For designers this is unacceptable. We need 
consistency in our work. When we enter three num-
bers like 411 into our cell phones, we always get 
Information, not something “close” to Information. 
Why can’t we enter three numbers and always get the 
same color?

Color is somewhat complex to understand 
because it is three-dimensional from a measuring 
and communication standpoint. You need at least 
three coordinates (or numbers), like you get in RGB 
or CMYK values, to describe it. Even single-color 
communication systems (like Pantone books) use 
LAB coordinates (see center column) to express 
what a particular color is to ink, paint, plastic, and 
textile companies that need to make something that 
matches a specific color. For example, Pantone 150 
in LAB is L:77, A:29, B:59, while in RGB it is R:39, 
G:167, B:86, a light peach/orange color.

Describing three-dimensional color spaces 
like LAB is difficult, so let’s use a simpler example. 
Imagine you are measuring a painting you need to 
have framed. Unbeknownst to you, the ruler you are 
using is inaccurate, or “incorrectly calibrated.”

When you measure length using this uncali-
brated ruler you come up with a measurement of 14 
inches. It follows that if you send the measurement 
to someone making your frame who does not know 
your ruler is wrong, you’ll get back a frame that is 
either too big or too small.

Let’s say that, measured with an acccurate ruler, 
the length is actually 12.8 inches. If the person you’re 

6 Steps to Better Color—Part 3
Monitor your monitor to ensure 
color is displayed accurately.

COLOR MANAGEMENT |  Michael Jahn
6 Steps to Better Color

sending your original measurement to knows exactly
how “wrong” your ruler is, they can do simple math 
to come up with a way to use your measurements.

In a way, the problem of color-managing your 
computer monitor is exactly the opposite of this 
situation. Even though your favorite software knows 
how to send perfect RGB or CMYK data to your 
computer display, it has no way of knowing if your 
monitor is displaying that color data correctly. You 
need a way of “fixing” your monitor so it displays the 
color values accurately.

To address the problem, we have to know exactly
how much your device is “off”—whether the device 
is a ruler or a monitor. To make the calculations, a 
special calculator (or software application) that does 
the conversion from one coordinate to another is also 
required. In the case of the ruler example, we could 
call this a “ruler management system.”

That’s how color management systems work. 
You need a way to check your monitor to see how far 
off it is. This means obtaining an optical device that 
sticks to the front of your monitor and measures the 
color values being displayed. The measurements are 
run through a calculator, usually software that comes 
with the device. When the measuring and calculating 
steps are complete, the software builds a profile. This 
profile helps your favorite design and imaging appli-
cations convert the actual color data into coordinates 
customized for your monitor so it displays color cor-
rectly. In effect, this approach converts correct color 
coordinates into measurements that are “perfectly 
wrong” for your particular monitor. But the result is 
accurately displayed color.

This may seem counterintuitive. So, let’s go 
back to the example of the ruler that measures 
wrong. Say we take a picture of this incorrect ruler 
with a very accurate camera that captures it to scale. 
We know the ruler is wrong, but now we have mea-
sured it perfectly and have software that understands 
what the marks on the ruler actually represent.

Essentially, this is what happens when you 
attach a color measurement device to the front of 
your monitor. The associated software sends accurate 
and specifically sequenced color information to your 

LAB
CIE L*a*b (CIELAB) 
is the most com-
plete color model 
used internationally 
to describe all the 
colors visible to the 
human eye. It was 
developed for this 
specifi c purpose 
by the International 
Commission on Illu-
mination (Commission 
Internationale d’Éc-
lairage, hence the CIE 
acronym in its name).

The three parameters 
in the LAB model 
represent the lumi-
nance of the color 
(L: the smallest L 
yields black), its 
position between 
red and green; (A: 
the smallest A yields 
green) and its position 
between yellow and 
blue; (B: the smallest 
B yields blue).

Since the LAB model 
is three-dimensional, 
it can only be rep-
resented properly in 
a three-dimensional 
space. One outstand-
ing characteristic of 
this model, however, 
is that the fi rst param-
eter (the L number) 
is extremely intuitive: 
Changing its value 
is like changing the 
brightness setting on 
a television set.
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monitor, which does its best to display 
these colors in the known sequence, and 
the camera-like measuring device—usually 
a colorimeter or spectrophotometer—cap-
tures the output data and reports back to 
the color management software.

Colorimeters and spectrophotometers 
are color measurement devices used in all 
sorts of color-critical environments. (For 
information on available monitor calibra-
tion devices, you can either type “monitor 

calibration” in Google and look under the 
Sponsored Links located on the far right 
of your screen, or visit www.color.org and 
click on Member List for companies that 
support color management.)

The color management software 
knows what color coordinates were sent, 
compares them to what the color measur-
ing device “saw,” and creates the profile, 
which is then applied by the computer’s 
Color Management Module, or CMM (see 

High resolution
stock photos and
original artwork

Exceptional 
design quality

Logo design
artwork in
vector format Press ready files, suitable

for offset printing or
digital color copying

StockLayouts high-end graphic design templates,
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menus, ads and more. View designs and download
our free sample template today.
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copy content

www.stocklayouts.com
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layouts and artwork as
many times as you like

Fully customizable layout
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my previous article, “Set Up Your System,” 
June/July 2004, V9N3). The CMM uses 
the monitor profile to convert color coordi-
nates from your application’s outputs into 
what your monitor needs to represent the 
color you specified.

So what’s the best way to monitor 
your monitor? The vendors that sell solu-
tions are far too numerous to mention—as 
I suggested, do an internet search or go to 
www.color.org for help in locating them. 
Ask your print or prepress service provider 
what they use; maybe they can offer sug-
gestions or even a solution. Some people 
decide they have no time to learn all this 
and simply hire a color management expert 
who will bring in equipment and provide 
the service. Others acquire the hardware 
and software so they can do monitor man-
agement themselves.

But whether you purchase the equip-
ment or hire an expert, it’s to your benefit 
to know how the process works. Color 
management is here to stay. g

Michael Jahn (mikejahn@jahn.com) 
is a speaker, writer, and consultant 
for digital workfl ow system vendors 
in the publishing and prepress indus-
try. He works for PC Mall in Business 
Development. His expertise is in PDF, 
PDF processing, prefl ighting, and 

color management.
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READER INSIGHTS
Sharing Collective Wisdom

What is your proudest 
moment as a designer? Q

In our last issue, we asked DG readers to share 
their wisdom. Here are the best responses.

“WHY PRIDE? 

NOT EVERYONE CAN PUT 

COLOR, SHAPE , AND WORDS 

TOGETHER IN A PROVOKING 

MANNER. FEW ACCEPT THE 

CHALLENGE TO PUT THEM -

SELVES INTO EVERY CREATION, 

AND FACE ACCEPTANCE 

OR REJECTION.”

Top response
I can’t recall exactly when my “moment” occurred, 
or where it was. It was one of those unforgettable 
private epiphanies. I was part of a large corporate 
IT group at the time. Engineers were worth their 
weight in gold. I was the round bohemian peg that
couldn’t fit in the square technical hole. Manage-
ment questioned my value. I yearned to be accepted 
and respected.

Design magazines offered insight, ideas, and 
the knowledge that a vast community of creatives 
were running around out there. I often thought, “I 
want to be a part of that.” Then one day in the midst 
of my pining, it happened: I realized, “I am a part 
of it.”

Why pride? Not everyone can put color, shape, 
and words together in a provoking manner. Few 
accept the challenge to put themselves into every 
creation, and face acceptance or rejection. Fewer still 
take criticism and return with a better result.

What designers do is awe-inspiring, in the tru-
est sense of the phrase. To think I get to be counted 
among them is an honor.
Phoebe Clemens
Ault, Colo.

In Tribute
I am responsible for the program book layout for the 
James P. Wilmot Cancer Center’s Annual Discovery 
Ball, an event where area companies, cancer survi-
vors, their families, and the community raise money 
for the center’s new facility and patient care. 

Dinner does her proud
My proudest moment as a designer was when I 
presented a complete identity system for a client’s 
brand-new salon business. We met for dinner for the 
presentation, and when I handed her the first piece 
she was so excited about the results that it literally 
brought tears to her eyes. She said she expected it 
to be good, but not as good as it turned out to be. 
She immediately got on her cell phone and began 
calling her business associates to gloat about how 
phenomenal the pieces looked and how she couldn’t 
wait to show them. She then went on to compliment 
the work all through dinner. By the time I left, I felt 
lighter than air!
Natasha Fletcher
Hudson, Ohio

First conquest is 
the best
My proudest moment 
occurred several 
weeks before com-
pleting my degree in 
graphic design. I was 
stunned and delighted 
to be informed that 
my design had been 
selected as the winner 
of a logo contest for a 
local nonprofi t group. 
Besides the pride of 
seeing my logo on all 
their stationery and 
brochures, I felt a 
surge of confi dence 
that others saw me as 
a designer and valued 
my work—plus I was 
awarded a $1,000 
prize! I have been 
working as a designer 
for fi ve years now, 
doing all kinds of 
projects, from logos 
to brochures to bill-
boards, but I will never 
forget the thrill of my 
fi rst accomplishment.
Nancy Smith
Brier, Wash.

Lunch with David Carson
One of my goals as a graphic designer is to learn 
from and model successful designers. I decided to 
invite David Carson for lunch. What a pleasure to 
spend time and learn all about design, photography, 
typography, and creativity from one of the biggest 
names in design today. In just a couple of hours 
David taught me many lessons. One of the photos 
from our lunch was published in his latest book, 
Trek: david.carson.recent werk.
Karmen Marasovich
Calabasas, Calif.

Continued on page 26
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Next Question:

What’s your best success story for 
handling a problem client?

Send your response to:
Marcy Slane, Assistant Editor

e-mail: slane@dgusa.com

“HEY MOM,
THE LOGO YOU JUST DID —IT’S 

ON THIS COOL SIGN.”

Let’s do it again!
Inasmuch as DG 
readers are an inex-
haustible source of 
collective wisdom, 
it’s only fair to ask 
that they share a 
little more … and 
give themselves the 
chance to win a very 
cool book, The Art of 
the Letter, by Doyald 
Young, published by 
Smart Papers. This 
limited-edition volume 
is packed with insights 
into the creative 
process and chron-
icles Young’s clas-
sic work for General 
Electric and other 
major clients.

Her proudest? With family
It’s when my husband or children recognize some-
thing that I have designed. They tell their friends 
or call me to say, “Hey Mom, the logo you just 
did—it’s on this cool sign.” Or, my husband will see 
an ad I designed published in the newspaper and 
call to tell me how impactful it was.
Annette Hartman
Lanark, Ill.

This past April I was overcome with emotion 
when the sister of a man honored three years ago 
with the center’s Inspiration Award e-mailed me 
that the ad I had designed in tribute to her deceased 
brother brought her to tears. His widow also saw the 
ad and she too e-mailed me her heartfelt thanks for 
my attention to the tribute.

In our day-to-day work as designers we some-
times forget that it touches people. They reminded 
me of why we volunteer our services and talent 
whenever we can.
Diana Bish
Victor, N.Y.

Inspirational experience
I was working on a low-budget project for a non-
profit organization called the Courtney Children’s 
Foundation, formed to help teenage mothers develop 
parenting skills. My job was to create a new identity 
package and brochure for the organization. I recre-
ated the logo by tracing it in Adobe Illustrator, and 
introduced three new colors to give it a more youth-
ful feel. I designed business cards, letterhead, a sec-
ond page, business envelopes, an A2 notecard and 
envelope, plus a trifold brochure.

When my boss presented the complete package 
to the client, they loved the redesign. This inspired 
my boss to try to secure complimentary printing. 
She telephoned our printer and they offered to print 
three sets of business cards, free! My boss was so 
moved by their gesture that she paid for printing 
the brochures out of her own pocket. This is when I 
felt proud as the designer; my redesign moved these 
people so much that they were willing to donate their 
personal funds towards the completion of the project.
Athena Mejia
Las Vegas, Nev.

Persuading others
I’m responsible for producing informative/persuasive 
materials for Virginia Baptist Children’s Home & 
Family Services, a nonprofit residential child place-
ment facility. Last summer on vacation it struck me 
how much our residents at the Children’s Home 
have in common with the seashells my family and I 
were gathering. I took some pictures, brought a few 
shells back to my office, and created a pamphlet. 
I think it’s easily one of the best pieces I’ve done 
where the imagery and the message complement 
each other so well.

The pieces are being distributed to churches 
all across Virginia at the beginning of the vacation 
season. Our hope is that even if there isn’t an over-
whelming initial response to the appeal for help, then 
the imagery of the seashell will stay with people as
they go on vacation this summer and think of the 
Children’s Home residents while they are spending 
time with their own children.
Mark Early
Salem, Va.

Continued from page 24
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Local publications, produced on a limited 
budget, generally struggle for attention on the 
newsstand, and The Peoria Woman was no

exception. Jan Wright Vergon, publisher 
of the local business magazine, decided 

the monthly publication needed an update to keep 
its audience of smart businesswomen captivated, and 
to attract new and younger readers. “We had the 
same two-color layout for years,” she explained, so 
she challenged the magazine’s art director, Mandy 
Barrett, to come up with a fresh, professional look.

Barrett’s two main concerns were the cover and 
integrating color throughout the magazine. She first 
attacked the nameplate. “The fonts were very out-
dated,” says Barrett. “Also, everyone here was so tired 
of the burgundy color that I knew it had to go.” She 
replaced the typeface with a combination of Avenir, 
Avant Garde Demi, and Garamond Bold. Barrett 
maintained the horizontal nameplate because the 
magazine is at local newsstands and offices and she 
wanted it to be easily recognized. 

The cover was next to be updated. Barrett 
decided to go with more dynamic photos of the 
women featured in the magazine and to switch the 
nameplate color each issue to complement the photo. 
“It doesn’t need to look exactly the same every issue 
for people to recognize the magazine,” notes Barrett. 
“The nameplate should do that by itself.” She also 
made the cover lines bolder and larger to grab read-
ers’ attention, and adds numbers in cover titles 
whenever she can.

The change to a full-color cover promoted an 
innovative shift to color throughout the magazine, 
and at very little cost. By placing a colorful house 
ad in the first run of the new design, the magazine 
was able to sell color ads to advertisers. Now that 
more color ads are being sold, the advance to color is 
beginning to pay for itself. “We hope to eventually 
move most of the magazine to color,” says Barrett. 

Publisher Wright Vergon is pleased with the 
results. “The magazine has been received extremely 
well since the redesign,” she remarks.

REAL-WORLD SOLUTIONS 
Design Makeovers from the Pros 

Feminine and Functional
A magazine for local business-
women gets a colorful update.

1. Original concerns
The Peoria Woman 
needed a modern look 
to attract a younger 
audience as well as 
more advertisers, says 
art director Mandy 
Barrett. The fonts 
were old-fashioned 
and the absence of 
color in the magazine 
further dated its look.

2. Nameplate
Folks at the maga-
zine were tired of the 
burgundy nameplate.  
Barrett’s redesign 
features color that 
changes to work with 
the cover photo of 
each issue. She also 
got rid of the boxes 
around the nameplate, 
lending a cleaner look 
to the cover.

3. Fonts
Barrett used varying 
thicknesses of Avenir 
for the nameplate (The 
and Woman), head-
lines, and titles. Peoria 
is set in Garamond 
Bold, similar to the 
Palatino body copy 
that was maintained 
for its readability.

4. Color
Once the decision was 
made to use color on 
the cover, color ads 
were an easy sell. 
Eventually, this will 
result in little or no 
increase in cost for 
the company.

1
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7. More images
Barrett includes 
an image in stories 
wherever possible, 
especially to show-
case themes. She 
uses liquidlibrary 
(www.liquidlibrary.
com) to fi nd whatever 
she’s looking for. 

8. Redesigned ads
“We encourage small 
businesses who cre-
ate their own ads to 
use us as a design 
resource,” Barrett 
says. “The redesigned 
ads make everything 
look a little cleaner.”

9. Lock it in
Paragraphs originally 
were manually lined 
up. “They were not 
locked to the base-
line, which can make 
life a thousand times 
harder,” says Barrett. 

5. Color cover
Barrett decided that 
a color cover would 
bring more attention 
to the magazine. She 
also wanted to change 
the photography style 
to show more dynamic 
pictures of the women 
featured on the cover. 
The result is a pro-
fessional edge for a 
magazine devoted to 
professional women.

6. Bold lines
Cover lines are now 
much bigger and 
bolder. “I want people 
to see something that  
makes them pick up 
the magazine,” says 
Barrett. “I also try to 
use numbers when-
ever possible.” This 
trick helps to grab 
the attention of news-
stand grazers.

10. Pull quotes
Sometimes a pull 
quote helps bring the 
reader into an article. 
This can be especially 
effective when placed 
next to an image.
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Quick Tip
You don’t need to 
stick to one font when 
choosing the right 
typeface. Barrett 
didn’t like Avenir’s 
W for The Peoria 
Woman’s nameplate, 
so she changed the
W to Avant Garde 
Demi, keeping the 
same thickness.

MW
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Their take. The classic, elegant labels 
for the Lollia line (see “Leveraged 

Launches,” page 50) grabbed our attention,  
so we decided to look further into this 
approach to package design. The beauty 

care company producing the line, Archive, was 
founded by Margot Wells, who is also the brains 
behind every Archive packaging concept. Wells
truly believes in the importance of creative packag-
ing, a philosophy she adopted as a fan of Japanese 
design. The thought that how a gift is presented is 
just as important as the gift itself is a credo she has 
firmly embraced.

The Lollia line is “designed in keeping senti-
mental emotions close to your heart (and perfect 
gifts for sharing with others),” according to its press 
release. “Inspired by the vision of ‘relaxed romance,’ 
each Lollia gift evokes sweet memories of a special 
someone from the past.” 

The options are limitless with label packaging. 
Wells chose a vintage-inspired, airy, romantic touch 
for her line of bath products and gifts, but inex-
pensive labels can make any colorful statement you 
desire, with a little ingenuity. Lollia, 888.856.5542, 
available at Nordstrom, Anthropologie, Shabby Chic & 
Studio at Fred Segal, and specialty stores nationwide.

Our spins. Gift packaging ideas (opposite page) 
from DG art director Kathie Alexander demonstrate 
customer appreciation and help promote business at 
the same time. Clients will remember you through-
out the season and beyond with a basic round holi-
day ornament including a greeting and/or company 
information. All it takes is an inexpensive glass or 
plastic ball ornament and a sheet of clear adhesive 
paper. Print a short, one- or two-line greeting with 
your company information, or just your name and 

MAKE IT YOUR OWN
Thrifty Spinoffs that Inspire

contact info, across the sheet. You should be able 
to do this at least 10 times on each sheet. Then cut 
the label sheet into strips containing your text. Place 
one strip around each ball, and give them out indi-
vidually. If you have a tree at your office, you could 
decorate it with lots of these—show pride for your 
work and spread some holiday cheer while you’re at 
it. If the ornaments are clear, you can place goodies 
inside, such as little candies, tinsel, or glitter. Use 
your imagination.

Another idea is a miniature bucket (or a big one 
if you’re feeling generous) filled with anything your 
customers (or invitees for private functions) might 
enjoy—cookies, golf balls, toys, etc. Just print out a 
circle label to place on the bucket to remind every-
one what the party’s for, or include your corporate 
logo on the sticker. Another basic address label with 
any kind of cutout and name printed on it can serve 
as an added reminder. The result is a cheap and easy 
token the recipients will treasure.

Looking for the ultimate parting gift? Make 
their eyes water with sentiment. This idea is for a 
wedding or anniversary party, but it can be tailored 
to fit with the theme of any function. We found a 
sweet poem about love and gardening, printed it a 
few times on a full sheet of white label paper, cut 
out the labels, and wrapped them around bottles 
of water. To bolster the motif, we included little 
envelopes filled with flower seeds to tie around the 
bottle necks. Just print out circle labels (see previous 
paragraph) to stick on the envelopes, and you won’t 
be forgotten. g

Other twists. These 
cheap options lend 
fl air to client gifts:

• Whether you’re giv-
ing your client CDs 
of your work or your 
favorite holiday music, 
use a standard label 
as the CD case clo-
sure. You can easily 
print your company 
information on the 
label, and your client 
will often be reminded 
of your creativity.

• Give clients book 
labels (i.e., “From the 
desk of” or “Please 
return to”) in various 
shapes, sizes, and 
colors. Make them 
want to use the labels 
by inventing fun and 
original designs, or 
classy, attractive cre-
ations. Added bonus: 
Discreetly include 
contact information. 

• Free stuff is good, 
especially when it’s 
useful. Create a label 
to stick to a can or 
jar for a fun offi ce 
gift that can hold 
offi ce supplies, candy, 
votives, and more.

Creative Offerings
Add pizazz to gifts with 
simple label packaging.
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1. Blissful bonuses
Give a gift that tugs 
at the heartstrings. 
Art director Kathie 
Alexander printed 
a sweet poem on a 
label and wrapped 
it around a water 
bottle. She included 
an envelope of fl ower 
seeds to strengthen 
the poem’s love/
gardening theme. 
Bottle label: Color 
Printing Labels from 
Avery, $15.99, 20 
sheets. Circle label: 
High Visibility Labels, 
Round, $15.99, 20 
sheets, 20 labels per 
sheet. To order call 
800.462.8379, or visit 
www.avery.com.

2. Merry measures
Send your clients holi-
day ornaments—you 
can give away clear 
ones with goodies 
inside, or choose bold 
colors. Simply print 
greetings on a full 
sheet of clear adhe-
sive label paper and 
cut into strips. Avery 
Clear Mailing Labels, 
$26.99, 25 sheets.

3. Party favors
Guests remember you 
as the host with the 
most when your gift 
is not only functional, 
but attends to their 
sweet tooth as well. 
This mini bucket, fi lled 
with cookies, is cus-
tomized for a “Sweet 
Sixteen” party with 
an easy round label 
and an effortless tag. 
Avery High Visibility 
Labels (see “Blissful 
bonuses”). The tag is 
a standard address 
label, folded over the 
handle. We printed 
it in purple with the 
party girl’s name in 
white, and punched
it with an image.

3
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COLOR ON CALL 
Trouble-Free Palettes

Cosmopolitan: polished; global; 
sophisticated; metropolitan; urbane

Take a look at images of city life, and 
you will undoubtedly notice the bright 

lights and colors constantly encountered by 
urbanites. This cosmopolitan character acts 
as its own color palette, a mix of darker 

neutrals accented with bursts of bold color. Any 
bright color will work in this color combination, 
especially when paired with gray or black.

Artist Scott Thigpen, who created the image at 
right while on a Sex and the City-inspired kick, bril-
liantly employs the sophisticated colors of this palette 
in much of his work. Hailing from Atlanta, Thigpen 
knows a thing or two about hot cities. With illustra-
tions appearing in Atlanta magazine, Modern Bride,
and Women’s Health & Fitness, among others, a hot 
and hip edge redolent of the city is often revealed in 
his art. 

Tossing aside traditional paper, Thigpen instead 
begins with a digital photo of his subject(s) and 
imports it into the computer. He then sketches in 
Painter, and after this spends hours using Illustrator 
to achieve his final effects.

Thigpen is not afraid of big, bold color fields. 
“When I think of the color red, I think of nightclubs 
and romance,” explains Thigpen. “Red is devilish, 
sexy, striking, and fast.” He uses red as his signature 
starting point, and admits a lot of trial and error 
occurs from there in his color matching. 

Going for multicultural appeal, Thigpen 
attempts to capture the spirit of the city in his illus-
trations by reflecting different races and ethnicities. 
“I work very hard at that,” he says. 
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Urban exchange
This digital illustration  
is confi dent, playful, 
sexy, and sophisti-
cated. View Scott 
Thigpen’s other work 
at www.sthig.com or 
www.theispot.com.

Bright lights, big city
Night life—lights in 
windows and fl ashing 
red and yellow street 
lights, shifting shad-
ows, and varied build-
ing colors capture the 
metropolitan palette. 
Image 00602FRL, 
www.creatas.com.
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iPod mini*

BUY ANY 3 IT STOCK FREE CDs, GET A
FREE iPod mini*! YOUR CHOICE OF
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BananaStock CD Bundle Super Savings!
The more CDs you buy, the more you save!
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Chic type
Sans-serif faces with
rounded letterforms
complete a look of 
savoir faire. Try Jive 
(metro), free from 
www.fontface.com, or 
buy the slick and pol-
ished Lightline Gothic 
MT (downtown) from 
www.fonts.com. Dense 
Compacta (skyline, also 
from www.fonts.com), 
suggests skyscrapers 
springing up right next 
to each other. 

Patterns
Urban patterns that 
suggest metal tex-
tures, peeling paint, 
brick, graffi ti, or apart-
ment windows (left) 
blend easily with a 
cosmopolitan palette. 
Image IS209-006, 
www.creatas.com. 

Map paper
Set your next project 
apart with these cool 
envelopes from JAM 
Papers. They feature 
maps (shown at left, 
Manhattan) to lend a 
big city, metropolitan 
touch. Order them at 
www.jampapers.com.

Inspiration
Gather ideas from MTV, 
fashion magazines 
(look for purses, shoes, 
clothes, anything vogue 
and sophisticated), im-
ages of businesspeople, 
or settings of city life. 

HEX C02A26HEX 141C15

HEX E1BCBBHEX A15C1F

HEX E2D216HEX 3F1B0A

HEX 485B4CHEX B8AF99

HEX F0ECE4HEX A7AA92
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Answering all the right questions helps ensure a 
successful introduction.

by Sheree Clark

Attractive graphics 
are important to a 
successful kickoff, but 
a purposeful meth-
odology and lots of 
research come fi rst. 
When the product 
represents a brand-
new category, as was 
with Pay By Touch, 
the up-front work is 
even more critical. 
“Without it, all we’re 
doing is aesthetic 
work. Beautiful design 
has to fulfi ll a strate-
gic vision,” stresses 
Jacqui Ghosin, partner 
at Design One, which 
did the branding for 
Pay By Touch. See 
pages 38-39 for more 
on this program.
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What makes one innovation succeed in a competi-
tive marketplace, while another—an equally good 
idea—fails? Part of the answer can be found in the 
old saying “You never get a second chance to make a 
first impression.”

But first impressions are also affected in large 
part by the context in which the introduction is 
made, also known as the marketplace. Designing for 
a new product can be some of the most challenging 
yet rewarding work you’ll ever do. While it would be 
nice to offer up universal truths about designing for 
successful intros, so many factors have to be consid-
ered that a foolproof approach can’t be codified. Still, 
there are important variables that, once addressed, 
provide some assurance of a successful marketing 
plan for your latest launch, whatever form it takes.

Initial questions: Is the offering tangible or 
intangible? Is it an addition to an existing product 
group or a breakthrough in a brand new category? 
Let’s examine the different marketplaces and see how 
they might affect your design approach.

Tangible products
It’s estimated that more than 13,000 new consumer 
products are introduced in the United States annu-
ally. From appliances to zit cream, Americans have 
more choices of products—and brands of prod-
ucts—than any other country in the world.

When rolling out tangible products for con-
sumer use, there are a number of factors to take into 
account. Start by asking:

• Who is the target audience; who do we think will 
buy this product?

• Is it an impulse buy or planned purchase? 
• Is the product something that solves or prevents 

a problem? Is it a necessity or a luxury? Do con-
sumers want to buy it or need to buy it?

• Does the item fit into an existing family of prod-
ucts the company currently offers? What should 
the visual relationship to existing products be?

• What alternatives to this product exist currently? 
What does the packaging, marketing, and adver-
tising of those products look like?

• What colors, if any, are normally associated with 
this type of product?

• Where does this product fall compared to its 

competition? More or less expensive? Higher or 
lower quality?

• Are there advantages or features that set this 
product apart from the pack?

• Does the brand name enhance marketability? 
Does the consumer already know the brand?

• Where will the product be sold? What does the 
display area look like? What quantity of product 
will be visible?

Intangible products
This term applies to insurance, investments, hospi-
tality and travel products, fundraising campaigns, 
service agreements, and so forth. These products 
often must be purchased from a professional, 
and are typically not offered in a retail setting. 
Questions to ask in designing the launch of an 
intangible product include:

• Does the marketing for this product need to be 
within existing brand or legal guidelines?

• What level of credibility does the company 
already have in this product arena?

• What are the vehicles and methods available to 
reach the target audience?

• What alternatives to this product exist and how 
are they marketed?

New product categories
Is this both a new product and a new product cat-
egory? Launching a product that doesn’t already 
exist poses special challenges because the task 
involves educating the buying public about the 
product’s purpose and use, as well as why the brand 
being promoted is now (and always will be) the best. 
Examples include new technology (fax machines, 
cell phones, and PDAs were all once in this cat-
egory), new investment vehicles (such as alternative 
retirement accounts), etc. When your product cat-
egory is as new as your product, it’s smart to ask:

• Why is there a need for this product?
• What was the prior solution to the problem that 

this product was designed to solve?
• How much educating will it take for the market 

to understand this product? Should efforts center 
on consumer education or product promotion?

Recommended 
Resources
Design and Marketing 
Of New Products 
(2nd Edition), by 
Glen L. Urban and 
John R. Hauser, $128, 
1993, Prentice Hall, 
www.prenhall.com

Lessons from a Chief 
Marketing Offi cer, by 
Bradford Kirk, $29.95, 
2003, McGraw-Hill, 
www.books.mcgraw-
hill.com
 
Designing Brand 
Identity: A Complete 
Guide to Creating, 
Building, and 
Maintaining Strong 
Brands, by Alina 
Wheeler, $35, 2003, 
John Wiley & Sons, 
www.wiley.com

Challenging the 
Big Brands: How 
New Brands Win 
Market Share With 
Innovative Design, 
by Judith Evans 
and Cheryl Dangel 
Cullen, $30, 2004, 
Rockport Publishers, 
www.rockpub.com

IT’S ESTIMATED THAT MORE THAN 13,000 NEW CONSUMER PRODUCTS 

ARE INTRODUCED IN THE UNITED STATES ANNUALLY. 

Eat Me, a new book 
on packaging design 
from Rotovision, is 
reviewed in this issue 
on page 71.
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• How can we make the product’s purpose easy
to understand?

• What type of logo or icons can be developed to 
aid in understanding what the product does?

• If the product is tangible, can its packaging 
and/or display be designed to allow an inter-
active experience?

• Are there products with similar characteristics 
that you can look to for case studies on what to 
do—or what not to do—during the launch?

If I could name one universal truth that can make 
your role in designing for a new product a little 
easier, it would be:

Get into the process early
Most new products are developed over a period of 
months, even years. During the evolution process, 
studies are done, product refi nements made, and 
marketing plans developed. All too often, graphic 
designers aren’t called in until the later stages.  
Forward-thinking organizations involve those who 
will be creating product packaging, collateral, and 
advertising much earlier in the action. The best of 
them have graphic design represented in the initial 
product development team.

Designers who are on board from the begin-
ning develop a true understanding not only of the 
product, but also of the company’s expectations for it 
and how it might be positioned and marketed. This 
allows big picture creative strategizing and ensures 
that everyone is on the same page in preparation for 
the launch.

No matter what type of new product you find 
yourself designing for, you’ll find the process goes 
more smoothly if you ask the right questions first. A 
related step is visiting the marketplace and mentally 
assuming the role of a potential consumer of the 
product. And finally, in evaluating your initial design 
concepts, ask yourself, “Will this direction make a 
first impression we can live and grow with?”

Sheree Clark (sheree@saylesdesign.com) is 
managing partner of Sayles Graphic Design in 
Des Moines, Iowa; an author and speaker on 
organizational and business issues; and the 
owner of Art/Smart Consulting, which pro-
vides business strategies and self-promotion 
to creative professionals.
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1. Ask questions fi rst
BlueBolt Studio is a 
subscription-based 
software tool for 
architects and interior 
designers. Created 
by software company 
BlueBolt Networks, 
the product’s identity 
and marketing materi-
als were handled by 
Alexander Isley Inc. 
(www.alexanderisley.
com). Alex Isley, prin-
cipal and creative 
director, explains, 
“Our approach to new 
product introduc-
tions always consists 
of a careful study of 
the client. We don’t 
assume answers or 
anticipate a graphi-
cal destination until 
we are sure we have 
done the background 
work.” In the BlueBolt 
identity, oversized 
fonts used in head-
lines ask “What is it 
anyway?” and “What 
can BlueBolt do for 
me?” to establish an 
approachable product 
persona.

2. Low-carb launch
Food products giant 
Unilever has weighed 
in on the low-carb 
trend by introduc-
ing two new lines, 
Carb Smart and 
Carb Options, ver-
sions of familiar 
brands like Breyer’s, 
Wishbone, Skippy, 
and more. Branding 
fi rm Smith Design 
(www.smithdesign.
com) developed both 
identities. With a 
brush-script signature 
set at a slight angle 
and endorser brand 
at lower right, there 
is room for an appe-
tizing photograph 
and product details—
including the net carb 
bullet—on each label.

2
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1. New brand in a 
brand new category
A consumer payment 
authentication service 
that allows shop-
pers to access their 
fi nancial accounts 
with the touch of a 
fi nger, Pay By Touch 
is the fi rst mass appli-
cation of biometric 
identifi cation tech-
nology. Design One 
(www.designone.com)  
developed a compre-
hensive program to 
establish the brand 
among consumers and 
merchants.

2. Goal and content
According to Jacqui 
Ghosin, partner at 
Design One, careful 
research led up to 
determining the pro-
gram’s goal: to show 
how Pay By Touch 
enhances the con-
sumer shopping expe-
rience with speed and 
security while reduc-
ing merchant costs 
associated with pro-
cessing transactions. 
Program elements 
included the look and 
feel system, interac-
tive media (including 
website and Flash 
panels shown at left),  
capabilities brochure, 
environmental appli-
cations, and corporate 
uses like stationery.

3. Comfort zone
Demonstrating how 
easy the system is to 
install, enroll in, and 
use is prominent in all 
program materials.

4. Fresh colors
The signature green 
“sets this program 
apart,” says Ghosin, 
noting that the client 
liked the fresh colors 
as well as “our respect 
for white space.” 
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5. Personal appeal
Relaxed, engaging 
photos of people 
“bring a reassuring 
face to the product,” 
emphasizes Ghosin. 
“The images say, 
‘This product is for 
me,’ whether you’re 
the merchant or the 
consumer.” People 
photos were stock 
images, except for 
the close-ups, which 
were shot especially 
for the program. 
Images at the bottom 
of the print capabili-
ties brochure (above) 
stress the product’s 
ease of use and that 
it doesn’t replace 
shoppers’ existing 
credit cards or check-
ing accounts—it just 
makes them easier 
and safer to use.

5

6

6. Subtle motif
Subdued use of a 
checkerboard pattern 
in the presentation 
folder, Flash demo, 
and other elements 
grows out of the grid 
developed by Design 
One to give structure 

to the entire program. 
“It’s fundamental to 
all of the pieces built 
for Pay By Touch,” 
says Ghosin, and is 
designed to serve
the client for years
to come.
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Type

by Allan Haley

Every launch presents 
countless choices. Four 
rules for making deci-
sions about type help
you manage the options.

Case study
Hangar 1, a new pre-
mium vodka line, relies 
on a type-driven iden-
tity system to estab-
lish presence in an 
increasingly crowded 
market. See following 
pages for more.

Rules for

Rollouts
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Your new product has been nurtured through R&D, 
fi eld-tested by the engineering team, fi ne-tuned 
by market research, endorsed by management, and 
embraced by the sales force. OK, maybe research 
and development, engineering, marketing, and sales 
are just one person—you. Whatever the case, the 
last step in the creation and release of a new product 
is its unveiling to the public. Whether you are just 
one person in a large organization or an army of 
one, if it’s your job to create the product announce-
ment, you’ll want it to be as powerful and persuasive 
as possible.

Product announcements take countless forms, 
but they all have two things in common: a picture 
of the product and copy extolling features and ben-
efits—copy you want people to read.

Many things can affect readability—from the 
number of typefaces used, to the kind of surface on 
which the type is printed. Four rules, however, will 
guide your choices in this critical application: 
1. Choose the right typeface 
2. Establish the best line length
3. Ensure optimal word spacing 
4. Determine appropriate line spacing

If these are addressed successfully, the rest of the 
rollout process may not be a “slam-dunk” … but you 
can be pretty confident your typography will not get 
in the way of readability.

1. Choose the right typeface 
A catalog announcing a new line of Hawaiian shirts 
will probably use different typefaces than a brochure 
for lingerie, and announcements for a new legal 
firm will be best served by yet different typefaces. 
While each product may need a unique suite of 
fonts to appeal to its intended audience, the general 
guideline for picking the best typefaces for product 
introductions is that the type should “stand out and 
fit in.” You want to make your product announce-
ment stand out from the crowd, and still look like it 
is sympathetic with the organization’s other brands 
and consistent within the brand category.

If your corporate typeface is part of a large type 
family, use the heavyweights of the family to carry 
the headline of your new message. If you don’t have a 
corporate face or if it isn’t part of a large type family, 
choose a headline typeface that is distinctive without 
being ostentatious, and one that’s commanding with-
out being overpowering. Complement it with a text 
design that does not call attention to itself. You want 
the words to be more important than the typeface.

Choosing the right font
For that Hawaiian shirt catalog, Puamana 
combined with Franklin Gothic would be a 
good choice. The lingerie line would benefi t 
from headlines set in the script Pouty and 
copy in Galliard. The legal fi rm? Try heads in 
Felbridge Bold and text in Berkeley Old Style.

ITC Puamana Regular, 32pt

ITC Franklin Gothic Book, 11pt

Pouty Regular, 28pt

ITC Galliard Regular, 11pt

Felbridge Bold, 20pt

ITC Berkely Old Book, 11pt

Hawaiian Shirt Catalog

Women’s Lingerie Brochure

Legal Firm
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2. Establish the best line length
Next on the list is determining a good line length, 
or—a better way of looking at it—the number of 
words to put on a line. Contrary to what many 
think, the eye does not read individual words one 
at a time. Actually, the eye scans a line, pausing 
momentarily to record groups of three or four 
words. Studies have found that the eye can make 
about three or four of these pauses on a line before 
the process becomes tedious. Simple math says that 
somewhere between nine and 15 words ought to 
occupy a line.

Overly long lines are generally considered worse 
offenders of readability than lines that are too short. 
Long lines tire the eye, while short ones break up 
sentence structure.

A typeface’s design will also affect the optimum 
amount of words to use in a line. Serifs, since they 
serve as an aid to the eye’s horizontal movement 
across a page, allow somewhat longer lines than sans-
serif typefaces. Larger x-heights also permit longer 
lines than typefaces that are “x-height-challenged.”

3. Ensure optimal word spacing
Word spacing is the single most important factor 
contributing to good readability. If there are read-
ability problems, too much word space is almost 
always a culprit. Excessive word spacing breaks the 
copy into separate elements, forcing the reader to 
read individual words rather than phrases or blocks 
of words.

A quick check to determine if there is too much 
word space: Turn the copy upside down. If one word 
can be easily distinguished from another, there may 
be too much word spacing..

4. Determine appropriate line spacing
The right amount of line space serves as a guide for 
the eye. When there is too much line space, the eye 
must make conscious jumps between lines. This 
slows down the reading process. Too little line space 
creates dark, uninviting typographic “color” and 
undefi ned horizontal guidelines.

A good yardstick: Squint at a block of copy. Is 
it an even gray tone? If it’s dark or if there are obvi-
ous bands of white between lines of type, you should 
probably think about adjusting line spacing. g

Allan Haley (allan.haley@agfamonotype.com) 

is one type authority who needs no introduc-

tion. He is director of Words & Letters for the 

International Typeface Corporation.

Elegant Garamond BT Roman

Verdana Bold

1. Instant tradition
Designer Tom Ingalls 
(www.ingallsdesign.
com) created a sense 
of history for a brand-
new product in his 
identity system for 
Hangar 1 vodka. A 
mix of typefaces for 
the bottles is part 
of his solution. “Old 
package labels are 
incredibly eclectic,” 
he says. The H, which 
is printed on the back 
of the bottle and 
shows through a front 
window, is Matthew 
Carter’s Verdana, as 
are HANGAR and 
VODKA in the color 
band. The 1 printed on 
the front window is 
Elegant Garamond, as 
are the words Vodka 
“straight”. Above the 
band, HANGAR ONE 
VODKA is Cholla Sans. 
Most of the type was 
hand-customized. 
Bottles are screen-
printed and fi red, 
which according to 
Ingalls made using 
Pantone colors impos-
sible. “I used paint 
chips from the hard-
ware store for match-
ing,” he confi des.

1
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2. Collateral fun
Production of the new 
vodka took place in a 
former airplane han-
gar, hence the name. 
Ingalls capitalized on 
the linkage in collat-
eral items for the new 
product campaign. 
This enameled pin also 
employs Verdana. 

3. Hangar home
The real hangar where 
the brand was con-
ceived was not photo-
genic, so the designer 
invented a more pic-
turesque “home” from 
a restored 1920s-era 
German photo, adding 
aircraft warning lights 
for atmosphere.

4. Hangtags
Art for hangtags 
(small brochures hung 
around the bottles’ 
necks) features the 
hangar image and 
photos of exotic 
botanicals used in 
the fl avored variet-
ies. Each fl avor has 
its own signature 
color, carried through 
on bottle graphics 
(at right). Finding a 
readable yellow was 
toughest for Ingalls.

5. Industrial look
The image above, 
used in promotional 
material, incorporates 
a 1929 photo by noted 
modernist Edward 
Quigley. “I wanted this 
identity to look like an 
industrial product that 
had been around a 
while,” says Ingalls.

2

3

5

4
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1. NH relaunch
Natural Health maga-
zine was redesigned 
by publication design-
ers Danilo Black 
(www.daniloblack
usa.com) and re-
launched in 2004. Key 
to the revamp were 
two new typeface 
families, Amira and 
Prensa, both created 
by Cyrus Highsmith 
and available from 
The Font Bureau 
(www.fontbureau.
com). Amira is used 
mostly for headlines; 
Prensa mostly for text. 
In the cover at left, 
headlines are primarily 
Amira Bold, except-
ing ready, set, sum-
mer (Prensa semibold 
italic) and get active 
(Prensa light italic).

2. The perfect face
Amira was developed 
specifi cally for Natural 
Health. According to 
Robb Rice, Danilo 
Black design director, 
“Using custom faces is 
defi nitely appealing to 
us.” Amira’s newness 
was especially attrac-
tive, he says, calling 
it a “fresh, modern 
look that no one had 
ever seen before.” The 
use of differing sizes 
within headlines com-
plements the char-
acteristics of Amira: 
“The typeface is a 
study in thin strokes 
coupled with thick 
strokes,” Rice notes.

3. In harmony
Natural Health’s table 
of contents illustrates 
how various styles of 
Amira (Rain, Amira 
semibold; True, Amira 
bold) harmonize with 
Prensa (Don’t let a lit-
tle water, Prensa light) 
to give the magazine a 
pleasing aesthetic.

Prensa Light

Amira Regular

1 2

3
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4. Simply complex
Though the Amira 
family includes a wide 
range of styles (10, in 
fact), this page—all 
in Amira light—shows 
how the publication’s 
designers employ 
the type’s qualities 
to create a graceful 
composition through 
changes in just size 
and color. Robb Ogle 
of The Font Bureau 
explains there is inher-
ent variation in this 
kind of typeface; tech-
nically, it’s “a humanist 
or calligraphic sans 
serif, not a geometric 
sans serif.”

5. Natural hues
Soothing tones work 
with type to express 
the publication’s 
theme: good health,  
emphasis on natural.
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Plan comes together
Hand lettering and 
illustration make a 
memorable impact in 
this announcement 
for a new position by 
designer Phil Hamlett, 
director of MFA 
Graphic Design at San 
Francisco’s Academy 
of Art University, 
Inspired by cartoon 
character Wile E. 
Coyote, Hamlett and 
colleagues—photogra-
pher Jock McDonald 
and illustratior Chad 
Cameron—chose to 
“demystify the aca-
demic world” and 
send the message 
that the Academy of 
Art teaches practi-
cal know-how. “Now 
I really want a foam 
anvil for Christmas,” 
says Hamlett.



46 DynamicGraphics

Space
Three new products 
harness the power of first
impressions with smart 
package design. 

by Michelle Taute

The ultimate popularity contest doesn’t take place 
on the runway or at beauty pageants—it’s being 
held on store shelves near you. With hundreds of 
product choices in every aisle, it takes a strong pack-
age design to help merchandise fi nd its way into 
shoppers’ hands. Here’s an inside look at how three 
new products used effective package design to boost 
their in-store identities. 

shelf

Stand up strong
A strong name was 
required to help a new 
brand stand up to the 
giants of the coffee 
world. Seattle-based 
Hornall Anderson 
Design Works (www.
hadw.com) came up 
with TerraVida, Earth 
and life in Latin. The 
unique name drove 
packaging choices.
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Caffeine fi x
To stand up to Goliaths like Starbucks, competing 
coffee retailers need all the branding and identity 
power they can muster. Hornall Anderson Design 
Works’ packaging and identity system for TerraVida 
Coffee provides a healthy dose of both—and the 
success lies in careful preparation. Designers started 
the project by collaborating with the client on a 
brand positioning statement.

As a result, both firm and client agreed on three 
key communication goals:
• Position TerraVida as a high-end specialty retailer
•  Reinforce the company’s commitment to environ-

mental responsibility
• Cast the café as a place for people to connect

Then it was on to the naming process. The 
Seattle-based firm hired a writer to create a list of 30 
to 40 possibilities, and TerraVida, which means Earth
and life in Latin, was the eventual winner.

The name became the driving force behind 
design choices for the company’s packaging. Nature 
and lifestyle images sit side-by-side to point out the 
connections between Earth and life. A warm, earthy 
palette furthers the natural connection but is also 
bright enough to convey the energy of life. It’s a 
graphic marriage of two concepts that drive the core 
of the TerraVida brand.

The whole package
Hornall Anderson’s 
branding program 
for TerraVida Coffee 
consists of an identity 
system, packaging, 
merchandising col-
lateral, and retail store 
interiors (the latter 
developed in con-
junction with GGLO 
Architects of Seattle). 
Key attributes include 
portrayals of nature 
juxtaposed with 
lifestyle photos, an 
earthy color palette, 
and texturing on pack-
aging and in the logo 
and product name to 
suggest natural mate-
rials and the connec-
tion of Earth and life.

Nature speaks
The TerraVida logo 
plays on the connec-
tions theme with illus-
trations that allude to 
leaves, branches, cof-
fee beans, and yin and 
yang, conveying the 
wholeness of life. 
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Girl power
Brand giants like Tampax and Playtex own the tam-
pon category with marketing budgets big enough 
to make any upstart cringe. But a new competitor, 
Dittie, is determined to bring a little fun and per-
sonality to the otherwise lackluster packaging found 
in the feminine protection aisle.

“We decided to look to consumer products that 
women like to buy, such as high-end bath products 
and cosmetics,” says Dittie art director Jay Stakelon, 
“stuff women will buy and put out on top of their 
cart and display in the bathroom.” The result is a 
fun and funky package intended to appeal to young 
women, especially those in the 18–24 age group. 
Bright colors and stylish illustrations drive the 
design—and are intended to draw a shopper’s atten-
tion on the crowded shelves of mass-market retailers.

Stakelon’s best advice for other packaging 
designers? Think about the environment where your 
design will be viewed—and what’s competing with it 
for attention. “Bring your mockups down to Target,” 
he says, or wherever they’ll eventually be displayed. 
“It will teach you things you’re not going to learn in 
your office.”

Targeted appeal
Selected design cues 
in packaging from 
Dittie, a new feminine 
products brand, help 
capture interest in 
the target audience—
18–24-year-olds. Fun, 
funky illustrations by 
Gavin Reece bring 
personality to boxes. 
Bright, youthful colors 
add bounce and dif-
ferentiate products. 
The see-through win-
dow allows potential 
buyers to glimpse 
messages printed on 
each wrapper (sam-
ple: “Wanna know 
Victoria’s secret? It’s 
called airbrushing”). 
The Dittie logo is a 
modifi ed, lowercase 
Bernhard Modern. A 
swirl softens the type 
and adds movement.
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Everyone’s counting carbs
The low-carb craze has officially edged its way into 
the wine section. With a rollout over the Memorial 
Day 2004 weekend, One.6 Chardonnay and One.9 
Merlot—named for their respective carb counts—
proved that weight-conscious food doesn’t have to 
go hand-in-hand with cheesy package design. “We 
didn’t want to go down the path of the food prod-
ucts and go ‘low-carb, low-carb, low-carb,’” says Jill 
Jepson, marketing director for the new wines.

Instead, the clever product name frees design-
ers from the low-carb trap and clears the way for a 
sophisticated label that conveys the product’s high 
quality. “We realized this was a new category intro-
duction—not just a new wine introduction,” says 
Jepson. “We wanted to bring in something new 
and innovative in our package.” The fi nal design 
is the result of collaboration between PowerPact 
(www.powerpact.com) in Richmond, Va., and Rae 
Huestis Design (925.938.8807) in Walnut 
Creek, Calif.

To let customers know the product is new 
and fresh, designers made slight departures from 
traditional wine packaging. The Chardonnay, for 
example, is in a bottle shape typically associated with 
Sauvignon Blanc. And the label shies away from 
traditional wine-related illustration in favor of an 
understated, contemporary look. g

Michelle Taute (michelletaute@hotmail.com) is 
a freelance writer and editor in Cincinnati who 
specializes in design topics.

WEIGHT- CONSCIOUS FOOD 

DOESN’T HAVE TO GO HAND -

IN - HAND WITH CHEESY 

PACKAGE DESIGN. 
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Four PR strategies push 
product introductions 
beyond traditional 
boundaries of success.

By Rodney J. Moore

Let’s face it: A new product or brand faces signifi -
cant odds—even if it has the backing of a Fortune 
500 company. Which is all the more reason to start 
with great design sense and an effective public rela-
tions campaign.

According to Seth Godin in his latest book, Free 
Prize Inside, we’ve only touched the tip of the iceberg 
of what great design can do for a product, a service, 
a form, even an organization. Why shouldn’t design 
play the same role in a public relations strategy?

After all, it’s much easier to promote a product 
that gets attention virtually on its own. One of the 
best examples in the past few years is BMW’s Mini 
Cooper. Thanks to an aggressive and offbeat adver-
tising and public relations campaign, Mini’s brand 
awareness level was raised from 0 to over 25 percent 
in just nine months. Plus, Mini sold 25 percent more 
cars than anticipated.

I. Push design distinction
Launched in 1992, Archive (www.archivebath.com) 
is an $11 million beauty care company whose prod-
ucts are sold in 2,500 stores nationwide. Archive 
founder Margot Wells is the creative power behind 
every new product development and package design. 
As a fan of Japanese design she tries to emulate the 
philosophy that what a gift comes in is as important 
as the gift itself. Her newest lifestyle brand, Lollia, 
is case in point.

Archive public relations director Kerry Kane has 
found that people are attracted to Wells’ story and, 
by extension, her products. As a result, Lollia has 
been featured in top women’s publications like Lucky
and W.

“I think you have to set your sights really high 
in the beginning,” Kane says. “Once you penetrate 
magazines you are able to facilitate that press into 
other things. When you really believe in your prod-
uct, I think that translates well to other people.”
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Distinct design
Lollia is a new lifestyle 
brand from Archive, 
comprising bath 
and personal care 
products, candles, 
aromatherapy essen-
tials, and more. Lollia 
packaging puts the 
emphasis on simple, 
soothing themes in a 
pastel palette, refl ect-
ting the products’ 
intended effects. 

Archive founder 
Margot Wells cites 
Japanese infl uences 
in the Lollia style, 
which has caught the 
attention of major 
women’s magazines 
like Lucky and W. 
Media exposure, in 
turn, has led to strong 
sales and a successful 
launch. 888.856.5542, 
www.archivebath.com
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II. Reinvent the wheel
The slang term for cars—“wheels”—has taken on 
a whole new meaning, not to mention a hefty price 
tag. One of the leading suppliers of custom wheel 
rims is Davin Wheels, founded in 1997 by David 
Fowlkes and Ian Hardman. Each year Philadelphia-
based design firm 160Over90 rebrands Davin, but 
continues to present the company at the intersection 
of the automotive and fashion worlds. For this year’s 
launch, dubbed “Forward Motion,” a full press kit 
was created in addition to a catalog, website, and 
brand fi lm.

In addition to putting a fresh spin on the exist-
ing product line, Davin launched a new mid-tier 
product called Streetspin. “Not only did we rebrand 
Davin Wheels, but we came up with an entirely new 
brand for Streetspin,” says Nicole Lowe, public rela-
tions coordinator. “We opened the 2004 product 
unveiling at the SEMA show [Special Equipment and 
Manufacturing Association] with the Davin brand 
film. That set the tone for the entire year with dis-
tributors and the press. It’s just not something that 
usually takes place within the wheel industry.”

The slick presentation coupled with a strong 
brand story has captured the attention of national 
media. In the past year, Davin has been featured in 
Fortune Small Business, Time, VIBE, and Maxim.

1. Smart wheels
Continuous motion 
wheels have caught 
the fancy of street-
wise consumers, 
thanks to association 
with music, sports, 
and entertainment 
stars. Davin Wheels 
has become virtually 
synonymous with the 
product category, 
keeping its branding 
fresh by introducing 
a new product line 
every year. Under the 
direction of design 
and public relations 
strategists 160Over90 
(www.160over90.
com), this year’s 
extensive campaign 
includes web (2), CD-
ROM (3), press releas-
es (4), a branding 
fi lm (5), advertising 
(6), catalog (7), and 
more. The hot product 
and smartly styled 
campaign has built a 
national media buzz.

3

4

2

1
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Sustaining the buzz
Staying number one 
on the street is a 
challenge. Hip, slick, 
and priced at a pre-
mium, Davin products 
have remained hot 
because the company 
continually invests 
in its image. While 
the brand is renewed 
annually, each cam-
paign has a consistent 
style and features 
quality production 
(evident in atten-
tion to details like 
the wheel-themed 
CD and embossed 
press kit folder). Black 
backgrounds in the 
materials show the 
product’s metallic 
fi nishes to best advan-
tage. Product images 
are often manipulated 
to suggest speed and 
spin. Another key to 
the product’s appeal 
is associating it with 
the right kind of cars
—hip rides like the 
Escalade, Hummer, 
and classic sedans. 
All of these character-
istics are orchestrated 
to keep the Davin 
brand at the intersec-
tion of the fashion and 
automotive worlds.

6

7

5

DAVIN IS THE ORIGINATOR OF 

CONTINUOUS MOTION WHEELS, 

OR “SPINNERS,”  

AS THEY ARE COMMONLY 

REFERRED TO BY ENTERTAIN -

ERS AND ATHLETES.
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1. Real appeal
Mrs. Meyer’s clean-
ing products have 
gained attention by 
fashioning the brand 
around the mother of 
the founder, Monica 
Nassif, president of 
Minneapolis-based

2

Caldrea Company. 
“There’s a real con-
nection because it’s 
a real person and a 
real way of life,” says 
Nassif, citing her orga-
nization’s Midwestern 
roots and values as 
contributors to the 
brand personality. 

2. Color and type
A wholesome-looking 
color palette mirrors 
the typography, con-
tributing to the reas-
suring, comfortable 
experience consumers 
are intended to have 
with the products. 
While the appeal is 
surely retro, the prod-
ucts themselves are 
decidedly up-to-date, 
with sophisticated 
scents and eco-
friendly ingredients.

3. Getting noticed
Although the prod-
ucts are part of a 
category—clean-
ing supplies—that’s 
hardly considered 
sexy, Mrs. Meyer’s 
has been featured in 
The New York Times, 
The Washington Post, 
Time, Newsweek, and 
USA Today. 
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III. Break the rules
When was the last time you enjoyed cleaning house? 
Making cleaning chores more pleasant is the moti-
vating idea behind Mrs. Meyer’s cleaning products. 
Launched in 2001 by The Caldrea Company, Mrs. 
Meyer’s is now recognized across the country and 
sold in major retailers like Ace Hardware and natu-
ral food store chain Whole Foods Market. Founder 
and president Monica Nassif says Mrs. Meyer’s sells 
17 items in 3 fragrances, including a new scent, 
geranium. The spokesperson behind the brand is 
Nassif ’s mother, Ellen Meyer.

Minneapolis-based Werner Design Werks (www.
wdw.com) was tapped to create the brand’s look and 
feel. According to designer Sarah Nelson, the retro 
appearance and information-oriented approach to 
packaging was appropriate for the line of cleaning 
supplies—it reflects the straightforward and unpre-
tentious attitude of the brand. Product packaging, 
the website, and other elements have all been han-
dled by Werner Design Werks.

The combination of the folksy appeal of the 
spokesperson and the surprisingly unconventional 
notion that cleaning products can actually smell great 
instead of reminding you of toxic waste has proven 
irresistible to consumers and the media.

Nassif says, “I think designers are really good at 
trying to figure out how consumers make purchasing 
decisions. They know they are not making purchas-
ing decisions in a vacuum.” 

1
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BLACKWELL SAYS THAT ARTWORK HAS BEEN KEY TO IMMACULATE’S 

GROWTH TO MORE THAN $1 MILLION IN ANNUAL REVENUE.

1. Art from the heart
Immaculate Baking’s 
growing sales are 
attributed by founder 
Scott Blackwell to 
tasty products and 
its brand association 
with folk art, featuring 
artists like Carl Dixon 
(below) who share 
the company’s North 
Carolina roots.

2. Why folk art?
A message on product 
packaging responds: 
“Because like our 
approach to baking, 
folk art is the very 
defi nition of hand-
made: simple, pure, 
and from the heart.”

3. Folk outreach
Immaculate Baking 
conceived and sup-
ports the Folk Artists 
Foundation, which 
provides community 
enrichment and edu-
cation activities. Five 
percent of company 
profi ts go to the orga-
nization. Learn more 
at www.helpfaf.org.

IV. Adopt a cause
Not every rollout has a megabucks budget. When 
kickoff funds are modest, it’s time to get creative. 
Perhaps there is an associated cause worth support-
ing. This approach has paid off for The Immaculate 
Baking Company (www.immaculatebaking.com). 
Founded in 1995 by Scott Blackwell, Immaculate 
Baking was searching for a way to stand out, so it 
embraced folk art in its branding and packaging. 
Now, folk art has become a passion for the North 
Carolina bakery, so much so that Blackwell plans to
build a folk art museum through fundraising events.

Blackwell says that artwork has been key to 
Immaculate’s growth to more than $1 million in 
annual revenue. “I like the fact that folk art tells a 
story a lot of times,” Blackwell says. “I approached 
[packaging my products] from the angle of how I 
want to be identified and what I could closely associ-
ate with myself that would let people know who we 
are and how we think. I felt like folk art would con-
vey the message that we are a real company and we’re 
very approachable.”

For his next creation, MochaLangelos (a mocha 
chocolate chip pecan cookie), Blackwell will feature 
art titled “Cowboy,” by Carl Dixon. Blackwell says 
he will launch the item at upcoming gift and distri-
butor shows as well as at the “Fancy Food” show in 
New York. He’ll follow up with press releases to food 
industry trade publications.

Rodney J. Moore is an author, freelance 
journalist, and founder of Moore Creative,
a full-service copywriting and corporate 
communications business in Nashville, 
Tenn. His fi rst book, Design Secrets: Layout 
(Rockport), will be published in October.

1

2
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Calendar designs never 
cease to capture attention.

Few things in life are as constant as the calendar. 
While the calendar is symbolic of our battle to con-
trol the looming chaos of everyday life, its practical 
utility can’t be questioned.

Since the calendar most of us in the West use 
hasn’t changed in more than 400 years, one might be 
excused for thinking that ideas for creative visualiza-
tion would have been exhausted long ago. In one 
sense that’s true—we’re still dealing with the same 
number of months, weeks, days … punctuated by 
the occasional leap year.

Most every designer has taken on the task of 
creating a calendar at least once. For many, doing cal-
endars for clients and their own practice is an annual 
event. And bright minds have never stopped coming 
up with new ways to both show the correct date and 
add usefulness to their calendars.

More than lists of numbers and days, calendars 
offer entertainment, inspiration, and guidance to 
daily living. In the following collection you’ll see 
examples with recipes, poetry, art, advice, scheduling 
aids, and more.

The calendar hasn’t lost its ability to delight 
when conceived with imagination. Seize the day 
with this selection of some of our favorite real-world 
examples, followed by ideas, tips, and resources.

Seize
1

g
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2. Seasons in SoCal
Capturing the char-
acter of Los Angeles 
and its AIGA chapter 
was the assignment 
for AdamsMorioka 
in this 11 x 15-inch 
wall calendar. Adams 
shot cover images of 
his pool (“Yes, it is 
that messy”) in each 
month as a commen-
tary on the lack of 
seasons in sunny L.A.

3. Interiors
The calendar’s inte-
rior spreads covered 
three months apiece 
and were designed by 
AIGA chapter member 
fi rms. The summer 
section was created 
by Jason Scheideman 
(www.scheideman
design.com).

1. Tiny & technicolor
This pocket-size self-
promotional calendar 
from AdamsMorioka 
(www.adamsmorioka. 
com) was a big hit 
with recipients and 
in competitions, says 
principal Sean Adams. 
Colors in the retro 
images were exagger-
ated in Photoshop to 
create a technicolor 
effect, which was 
appropriate consider-
ing their ’50s origins.

2

3
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4. Eclectic approach
Chen Design’s 
“Methodology” cal-
endar incorporates a 
wide range of visual 
styles, as well as some 
of our favorite fea-
tures: The board stock 
cover has a cloth tape 
binding, and pages for 
each month are held 
inside with a metal 
spring clip.

5. Self-standing, too
The front cover folds 
over to form a back 
rest. It’s notched at 
the bottom to accept 
the elastic band that 
is attached to the 
back cover. The elas-
tic band also serves 
to hold the calendar 
closed when it’s fl at.

6. Twelve principles
The calendar is subti-
tled “twelve principles 
of graphic design.” 
Each month employs 
a radically different 
style of art to illus-
trate a principle. 
Some are straight-
forward (balance, 
space), others are 
more abstract (struc-
ture, spontaneity). 
www.chendesign.com

6

4

5
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7

advice for families, 
tips from night work-
ers, and unique color-
coded scheduling 
stickers allow users to 
plan an entire year’s 
worth of work.

7. Working nights
That calendars really 
can be useful is shown 
by this “interactive”
example from Hull 
Creative Group 
(www.hullcreative.
com) for Circadian 
Technologies. It helps 
people who work 
nights and varying 
shifts to meet the 
special challenges 
odd hours can bring. 
Health and safety 

8. Multi-useful
Both calendar and 
notepad, this design 
from BBK Studio 
(www.bbkstudio.com),  
served to promote 
the design fi rm, 
the printer, and the 
Holland, Mich., Area 
Arts Council. It fea-
tures art from a local 
high school compe-
tition. “When you 
design something 
for dual purposes, 
it often does justice 
to neither,” observes 
designer Yang Kim. 
“That didn’t happen
in this case.”

8
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Events at a glance
For Cityview, an alter-
native paper in Des 
Moines, Iowa, art-
ist Jeremy Schultz 
(www.jeremyschultz.
com) created cover 
designs (including the 
identity at left for a 
new awards program) 
and the weekly events 
calendar. The paper 
is built on a four-by-
four grid, but for the 
calendar Schultz used 
a three-column format 
to distinguish it from 
the rest of the publi-
cation. To provide for 
strong entry points, 
he created a hierar-
chy of large subject 

headings (music) and 
smaller date subhead-
ings (Saturday). Type 
is based around Trade 
Gothic, which has a 
variety of weights. 
“Large type families 
are an important part 
of complex layout 
designs,” he notes.
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Classic and fresh
Traditional attributes 
like spiral binding and 
a self-standing format 
are given a fresh twist 
in a calendar designed 
by Rosemary Murphy 
(www.murphydesign.
net). It combines 
haikus, recipes, and 
acrostics about the 
seasons. “One way to 
connect these ideas 
was to design four of 
each and make them a 
calendar,” she recalls.

Cool cards
“Postcard” calendars 
are a practical, low-
cost alternative to 
bound calendars. They 
can be printed both 
sides to show two or 
more months per card 
and are handy when 
drilled for tacking 
up. Murphy says the 
concept for her 2004 
series “developed 
out of the idea of 
sun shadows—creat-
ing black-and-white 
photos of objects that 
have to do with the 
sun, moon, or stars.” 
Dates of astronomical 
events are noted on 
the cards, along with 
the usual holidays.

continued on page 66
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Dynamic Graphics Classifi eds is a forum for 
innovative desktop products and services. 
Ads include reader service numbers for 
fast, easy response.

Rates
Large ad:
1 issue $936 | 3 issues $889 | 6 issues $845
Small ad:
1 issue $343 | 3 issues $326 | 6 issues $310
Multiple ad per issue rates are also avail-
able. Prepayment must accompany each 
insertion. AMEX/VISA/MC are welcome.

Ad format
Large ad: 2¼ x 4¾-inch. 
Small ad: 2¼ x 1¼-inch. 
Specifications for electronic fi le types, 
fonts, and correct media are available on 
request. Publisher reserves the right to edit 
supplied ads to meet section specifications.

Classifieds rates (3 line minimum)
Per line:
1 time $25 | 3 times $22.50 | 6 times $20

Deadlines
Dynamic Graphics magazine is published 
six times a year. DG Classifi eds clos-
ing is four weeks prior to issue date. For 
more information, call Rania Abbassi 
at 212.260.2777, ext. 28, or e-mail 
abbassi@dgusa.com.
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CONNECTIONS
Reference and Interaction

Advertiser Page No.

Big Brand Theory Inside front cover  1

Comstock 2–3 3

Corel 11 7

Creatas  23, 32A&B, 65 13

Diamond Press 71 25

Digital Vision 7 5

Dynamic Graphics Training 21, 64 12

FontShop 64 16

ƒStop Images 64 17

Jam Paper 64 18

liquidlibrary 1, 65 2

Map Resources 64 20

MVB Fonts 64 19

Neenah Paper 16A&B —

Pantone 13 8

Peachpit Press 19 11

Photis 27 9

Photos.com Back cover 23

Photoshop Fix 24A&B–25 14

Photoshop World 17 10

Print Runner 4–5 4

Publishing Perfection 14–15 15

STEP 100 Call for Entries 9 6

Stock Layouts 22 24

STRETCH Inside back cover 22

UPM Kymmene 8A&B —

Within Reach Concepts 64 21

1. For inspiration, access this FREE information

2. Complimentary samples
Circle the number on the attached card to receive complimentary samples or informa-
tion on the products you’d like to know more about.

3. Drop it in the mail
Detach the postage paid card and drop it in the mail.

4. Need it fast?
Fax the attached card to 239.213.2199 or go to www.dgm-connections.com, your 
instant web connection to the samples and information available for the products and 
services offered in this issue of Dynamic Graphics.

Get
Images.

800.255.8800 liquidlibrary.com

Refreshing images and ideas  ... monthly

Get 300 new royalty-free 

images each month, get 

a monthly magazine that 

provides practical tips 

and how-to articles, get 

innovative layouts to inspire 

all your projects and get 

access to over 75,000 online 

images…for one low fee.  

Get liquidlibrary.

Circle 2 on Connections card.

CRE AT AS

Smart.
Compelling. 
Royalty Free.

Endless.

royalty free stock resources
800.255.8800 • www.creatas.com

SS13037PD / PhotoDisc

Circle 13 on Connections card.

http://www.liquidlibrary.com
http://www.creatas.com
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Creative Calendar Concepts
Don’t be stuck for ideas when the 
time comes to tackle your next 
calendar project. These concepts 
and resources will help make the 
next calendar your best to date.

Postcard Calendar
Low-cost and capable of carrying almost any message, 
postcard calendars have a host of virtues. Sending one 
each month will serve as a reminder to your clients 
of your capabilities—and recipients will start looking 
forward to the fun mail. To accompany your monthly 
installment you can send coupons, updates, samples, 
and more.

Photo Calendar
Why pay retail for scrapbooks and binders? Assemble 
albums by printing your memories on your color printer 
and having them spiral bound at the local copy shop. 
Get creative with paper and binding. Personalizing them 
makes for great gifts. Each month can have its own 
theme. Example: June—Mom and Dad’s Anniversary.

Portfolio Calendar
Create instant calendar content by incorporating 
your work as monthly art. Try to make each install-
ment about a different medium or category. Exam-
ples: January—logos, February—brochure covers, 
March—advertising, April—identity, May—websites.
If the work includes your clients’ names, so much
the better: People love to see their names in print.

Personal Favorites
Get your colleagues or local celebrities involved by hav-
ing them list their “favorites”: most memorable vaca-
tions, favorite sports, best excuses for missing a day of 
work, top 10 TV sitcom characters (don’t forget to ask 
for the why’s, too). Mix the categories, select suitable 
art (or shoot your own) and you have instant entertain-
ment ... and a built-in audience.

Epic Facts
You won’t learn how to design one from Calendar: 
Humanity’s Epic Struggle to Determine a True and 
Accurate Year, by David Ewing Duncan, $13.50, 
William Morrow, www.harpercollins.com. But 
you will be treated to some fascinating facts and 
thought-provoking writing. Might as well know the 
beast you’re trying to tame!

Free Templates
Free calendar tem-
plates for Quark 
XPress are available at 
http://www.desktop
publishing.com/
templ_quark.html. 
(Other types of tem-
plates are available
at this site, too.)

1

26

12

22

continued from page 63
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Baby Calendars
Know any expectant Moms? Here’s a great gift idea: 
Design your own fun calendar with spots for pictures, 
hair clippings, stickers to mark baby’s fi rst step, fi rst 
tooth, etc. As the years pass, the calendar will serve as 
a special keepsake for Mom and baby.

Recipe Calendar
Here’s a great kitchen calendar idea: Compile new reci-
pes you’d like to try ... you know, the ones the neighbor 
gave you, or the ones you clipped out of your favorite 
magazine. Print the ingredients, cook time, etc., and 
garnish with art. Now you (or your clients) can try a 
new recipe each month!

Sheet of Stickers/Coupons
For some added fun, print a sheet of stickers or cou-
pons to go along with your calendar. A calendar’s 
always handy—everyone needs a reminder of doctors 
appointments, anniversaries, birthdays, etc. This way 
your audience can appreciate some special added sav-
ings. (Coupons could be for loved ones ... one hour 
massage valid through the month of June, stay up late 
one night in February, etc.)

Holidays and Salad Days
A calendar isn’t complete without accurate holiday infor-
mation. Citing anniversaries and events, both well-known 
and obscure, adds interest to even the most pedestrian 
calendar. For decades, Chase’s Calendar of Events has 
been the defi nitive reference. Chase’s Calendar of Events 
2004, $49.45, McGraw-Hill, www.mcgraw-hill.com

Family Tree
Use special dates on your calendar to give a brief 
history of members of the family. Examples: June 
12—Great, Great Aunt Bernice was born on this day; she 
was a nurse in World War I. July 15—Mark Jones & Jan 
Myer were born on the same day (20 years apart). Sept. 
8—Grandpa Phil and Grandma Jane moved to the U.S.A.

3

20

31

Paper Hint
Use cardstock for 
your calendars so they 
aren’t so fl imsy. Or, 
to save money, you 
can print the cover 
on card stock and 
the inside pages can 
be a cheaper, lighter-
weight paper.

Color Cost Reminder
When you’re doing mul-
tiple copies of calendars, 
print one, then get the rest 
color-copied at the local 
copy shop. This will save you 
beaucoup bucks on toner for 
your personal printer.
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Freeze Frame
Create the effect of motion 
with these easy steps.

SOFTWARE SPECIFIC
Solutions for Windows and Mac

Illustrator
Follow these steps to achieve a similar effect in 
Illustrator 10 or CS.
1.  After applying a clipping path in Photoshop, 

place the fi le in Illustrator.
2.  With the object selected, select the rotate tool 

from the toolbar. Click below the object and to
the right (imagine it as the center of the circle 
the balls will go around). Holding Option, drag 
the ball to the right. When you let go, the image 
is duplicated and rotated at the same time. Press 
Command-D four times to repeat the process.

1

3

InDesign
1. In Photoshop, draw 
a clipping path around 
an image of a ball.

2. In InDesign, place 
the image. Choose 
Edit > Cut. Draw a 
circle with the ellipse 
frame tool. Select the 
path type tool and 
click the line of the 
circle (the “+” will 
guide you to it). 

3. Paste six balls along 
the circle.

2

3.  Now you can scale the ball and 
apply transparency to show motion. 
Select the ball you want to make 
smaller, and double-click the scale 
tool. Select Uniform, and adjust the 
scale percentage (we chose 5 percent 
increments). Adjust Opacity in 
the Transparency palette, making 
smaller balls more transparent. 

Click here

Ever need to capture the sequence of an action? 
Here’s a simple way to show what’s happening.    
 Using InDesign’s Type on a Path, you can cre-
ate cool motion effects using graphics instead 
of text. g
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Type on a Path
In InDesign, experi-
ment with Type on 
a Path effects and 
see what you can 
accomplish. Draw 
a horizontal ellipse. 
Using the path type 
tool, add text instead 
of an image. Choose 
Type > Type on a Path 
> Options. Here’s a 
quick reference for 
each effect.
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Stair Step Gravity

4. Select the circle 
with the selection tool. 
Choose Type > Type 
on a Path > Options. 
Use the settings below 
as a starting point 
and make adjust-
ments. The higher the 
number you set for 
spacing, the closer the 
balls will overlap.

5. Select a ball you 
want to make smaller, 
and double-click the 
scale tool. Adjust the 
Scale percentage 
under Uniform in the 
resulting Scale dialog 
box (we chose 5% 
increments). Change 
the Opacity in the 
Transparency palette, 
making smaller balls 
more transparent.
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WORKSPACE SAVVY
Tech Tools and Texts

Toolworthy

70 DynamicGraphics

Good to go
Looking for a gift for the geek who has everything? 
The search is over, thanks to the new Swiss Memory 
USB, a handy all-in-one unit that provides portable 
USB storage, 64MB Flash drive, red LED light, 
ballpoint pen, scissors, fi le, and a key ring. This 
handy device is compatible with Windows 98/SE/
2000/ME/XP, MAC OS 9 or above, and Linux 2.4 
or above. A scaled-down version for air travel is also 
available. $64.99–69.99, www.thinkgeek.com

Audio shark
DAAH-dah … DAAH-dah.… If you were even 
alive in the ’70s, you know what happens next. But 
there’s no need to fl ee from this shark. Plug it in 
and ride the waves—audio airwaves, that is. Griffin 
Technology’s radioSHARK adds an AM/FM radio 
to your computer, allowing you to listen to and 
record radio both online and broadcast, pause shows 
and return to them anytime, and transfer record-
ings to your iPod or other AIFF-compatible digital 
music player. Currently available for Mac users only. 
$69.99, www.griffi ntechnology.com

Just in case
Tired of fumbling in your wallet for business cards? 
Get organized with these colorful card cases from 
Acme Studio. Choose from an assortment of art 
prints or unique designs. Great gift idea for co-
workers or yourself. $29, www.acmestudio.com

Wild for paper
Think your offi ce is 
a zoo? Embrace the 
wildness, compliments 
of Nexfor Fraser 
Papers. Pegasus Zoo 
showcases seven 
examples in Fraser’s 
Pegasus line (130-lb. 
papers) by making 
creative use of this 
heavyweight cover 
stock to form 3D 
cutouts of various 
animals. Want to see 
the versatility of gloss 
and matte foils, metal-
lic inks, die-cuts, and 
four-color processes 
for yourself? Contact 
800.543.3296 (opt. 7) 
or marketingservices
@fraserpapers.com to 
obtain a swatchbook 
or promotional item.
www.fraserpapers.com

Enveloping elegance
Reviving the fi ne art of the letter is oh-so au courant 
these days. Chicago artist and bookbinder Bari Zaki 
now offers handmade envelopes based on authentic 
19th century correspondence. Glorious handwriting 
and aged textures signal that the enclosed letter is 
truly special. Available in several standard sizes, all 
are ready-to-mail with the proper amount of post-
age in the form of vintage (but still usable) stamps, 
some from the ’50s and ’60s. All-occasion and 
Christmas-themed versions are stocked, and Zaki 
says more holiday and seasonal themes are coming. 
$5–10; Ardour Book-binding, 4608 N. Dover St., 
Chicago, IL  60640; 773.989.7569
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Eat Me: Successful Food Packaging Design

Textworthy

Exploring the alphabet universe
A is for apple, B is for boy, C is for … a 3D
doughnut? In Univers Revolved: A Three Dimen-
sional Alphabet, artist/author Ji Lee creates an 
innovative toolset for exploring visual and literal 
communication by revolving each of the 26 tradi-
tional Latin letters 360 degrees around a vertical 
axis. The resulting symmetrical “letters” can be 
read in any direction; Lee arranges them in strik-
ing compositions that speak both verbally and 
pictorially. Learn more at the author’s website, 
www.universrevolved.com. Univers Revolved travels 
in uncharted graphic territory. $19.95, Harry N. 
Abrams, Inc., www.abramsbooks.com

Food for thought
Forget Mom’s orders not to play with your food. Eat 
Me: Successful, Seductive Food Packaging Design by
Ben Hargreaves is all about digging in to come up 
with memorable identity branding. Hear what the 
pros in food packaging have to say about the indus-
try today while following the redesigns of numerous 
notable brands. Eat Me is a smorgasbord of informa-
tion. Read all you want—no calories, no carbs. $40, 
Rockport Publishers, www.rockpub.com

In training?
Haven’t yet traded in your old 35mm camera for 
a hip, new digital one for fear of change? It’s easy 
to learn the basics of snapping, manipulating, and 
printing digital images with Total Training Presents: 
Digital Photography & Adobe Photoshop. This CD 
provides beginners—and inquisitive semipros—with 
the fundamentals of digital photography, an intro-
duction to Photoshop, image manipulation instruc-
tion, and printing tips. Total Training’s step-by-step 
program will help whip your imaging skills into top 
shape. $49, www.totaltraining.com

Logos: loud and clear
David E. Carter cranks 
out another awesome 
collection of logos in 
The Big Book of Logos 
3. Thousands of logos, 
from pro sports teams 
to kiddie events, satu-
rate 380+ pages of 
this handy volume. 
Designers looking for 
ideas and inspiration 
will fi nd both here. 
Now available for the 
fi rst time in paper-
back. $29.95, Harper 
Collins, www.harper
collins.com
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COVER TO COVER
Up Front, Start to Finish

Options
To illustrate the theme 
of new product intro-
ductions, we consid-
ered images of speed, 
velocity, and explosive 
power. Some we dis-
carded because of 
negative associations 
(slingshots). Some 
didn’t lend them-

Coming Up
With economic recovery comes a much-awaited 

upsurge in new ventures. The idea behind this 
issue was to get on top of the wave of new prod-

uct introductions and cover all the ways graphic 
design can contribute to a successful launch.

Choosing a cover image for the issue proved surprisingly difficult.
A cover first of all has to capture the reader’s eye. It must in some sense 
be memorable or even iconic … without accomplishing this too liter-
ally. Throw in the necessity to accommodate readable coverlines, and 
there’s never a shortage of reasons to toss out candidates. We looked at 
lots of strong images built around the concepts of rollouts, launches, 
and kickoffs, but none quite caught our editorial eyes the way this shot 
of darts on target did. g

Cover photo from PictureQuest, www.picturequest.com: 955665wv

Staying on top of the latest color trends 
is a must in this age of 15-minute fame. 
Pick the right shade and you’re in sync 
with the times; pick the wrong one and 
you’re so last year. In the next issue we 
offer color forecasts from top designers, 
along with guidance on employing the lat-
est hues effectively. And it’s not too soon 
to start planning how you’ll recognize the 
new year, so we’ll examine memorable 
and innovative ways to ring in 2005. And, 
of course, you’ll fi nd the latest DG mix of 
real-world software tips, design resourc-
es, and advice from the experts.

Design ideas for the real world

dynamicgraphics.com/dgm
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LAUNCHES
on TARGET

Career Change
READY TO GO AGENCY?

• PACKAGING
• PUBLICATIONS
• WEB

Cosmopolitan Color
GET SUAVE FOR THE CITY

selves to coverlines 
(rockets). Others were 
rejected because of 
limited appeal (foot-
ball), and still others 
were too literal or 
literally over the top, 
like fi reworks. Creatas 
images from www.
creatas.com.

PictureQuest: 138482 Creatas: SS21098PD

Creatas: 083064B Creatas: HIC0063CB
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