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You don’t compromise your vision and neither does Epson.
Introducing the Epson Stylus® Pro 4800 Professional Edition. First impressions are important in any business, but in the graphic arts, they’re
everything. You know your designs will blow them away, but only if your vision reproduces exactly as you planned. Consider our revolutionary new 8-color
Epson UltraChrome K3™ ink technology. It delivers unrivaled color accuracy for stunning prints that will dazzle even your most demanding clients.
Print after print, day after day, meeting after meeting. For more information, call 1.800.241.5373 or visit www.epson.com/k3.

Actual price may vary. Epson, Epson Stylus, Exceed Your Vision and Epson UltraChrome K3 are trademarks/registered trademarks of Seiko Epson Corporation. All other trademarks are properties of their respective companies.
©2005 Epson America, Inc. ©Phil Marco



Epson Stylus® Pro 4800
Professional Edition

only $2495 (fully loaded)

Unique 8-color pigment-based ink system

Extreme printing resolutions up to 2880 x 1440 dpi

PostScript® Language Level 3™ Compatible
ColorBurst® RIP

PANTONE® Licensed & SWOP® Certified Color

Professional media handling, prints up to 17” wide

Built-in Ethernet for both Mac and Windows platforms 

Highly accurate photographic image quality

High resolution text and line-art

Accurate spot color matching

Rich blacks
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StockLayouts high-end graphic design templates, for users of professional layout and graphics programs, provide fast and affordable
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FROM THE EDITOR

Who doesn’t want the adulation of the crowd? At the 
same time, who is honestly willing to admit to being 
part of the audience? “I’m not one of them,” we pro-
test, even if secretly—implying that we are more ana-
lytical, more discerning, more scientifi c.

This sense of oneness and otherness is at the heart 
of the mystery of audience appeal, one-half of the 
theme of this issue. Among the best pieces of advice 
I ever received is this: “You don’t win people over in 
big bunches. You win them over one at a time.” Using 
design to capture the attention and then the allegiance 
of the individual in the crowd is the critical part of 
appealing to an audience. When the breakthrough is 
compelling, individuals can be connected in an emo-
tional web, and mass appeal becomes possible.

The other half of this issue’s theme has to do with 
events and special occasions. The heightened expecta-
tions for special occasions set the stage for successful 
audience appeals. Events can also serve as a kind of 
lens for examining the design ingredients that go into 
capturing mass attention; they make for instructive case 
studies here.

In this issue, we cover both events and the design-
ers who make them a prominent part of their prac-
tices. Invitations are the focus of “You’re Invited” by 

Tom Biederbeck, editor

p.s.  There’s still time to submit your project for a FREE DG makeover. Go to www.dynamicgraphics.com/
makeovers and fi nd out how.

32 685438 42

Raise your hand if you don’t want 
audience approval.

Michelle Taute on page 32. Football’s Super Bowl 
is the epitome of an occasion; designing for one 
takes special skills and preparation, as you’ll see in 
“National Sensations,” by Rodney J. Moore on page 
38. Design Army, a fi rm that plays a signifi cant 
role in Washington, D.C.’s political and fundrais-
ing scene, is profi led by Alissa Walker on page 42.
Frequent contributor Terry Lee Stone describes how 
employees were enlisted in a company rebranding 
in “Qpass Revival” on page 50 (also, check out her 
new volume, Color Design Workbook, from Rockport 
Publishers, reviewed on page 25). Script type is a 
natural element in many event designs; fi nd out how 
six rules can help you apply scripts for maximum 
impact in Allan Haley’s “Care and Feeding of Script 
Type” on page 54.

Finally, when it comes to your opinions, those 
of us here at DG are the audience. And because you 
have asked us repeatedly for real-world advice on 
purchasing hardware that’s essential to your profes-
sion—printers, scanners, monitors, and digital cam-
eras—we’re instituting a new department this issue, 
Smart[Ware]. Turn to page 68 for technology com-
mentator Eric Grevstad’s practical take on purchasing 
imaging essentials.

Comments? Ques-
tions? Suggestions?
Write us at Dynamic 
Graphics magazine, 
6000 N. Forest Park 
Dr., Peoria, IL 61614, 
or e-mail dgmeditor@
dgusa.com.
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Introducing PANTONE® essentials — the value package that’s the cost effective way to upgrade 

to a full set of our new 2005 edition guides. This powerful line-up gives you bigger size, added 

features and everything you need to select, spec and match solid and process colors in print 

and on the Web. With a special package price and free carrying case, you’ll row home a winner. 

Order your specially priced PANTONE essentials now at pantone.com or call 888-PANTONE.
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ENTER YOUR DESIGN PROJECT FOR A FREE MAKEOVER!

LETTERS
Creative Feedback

Referring to type
Thank you so much 

for putting together 

an extensive type 

reference guide 

[Oct/Nov 2005, 

V10N5] that I’ll have 

on my shelf forever! 

As someone who 

never had formal 

training, I found this 

latest issue invalu-

able for understand-

ing certain nuances 

and allowing me to 

speak more informa-

tively to my clients 

about type design 

and choices. 

Matt Stoffel 
Rochester, N.Y.

What’s the charge?
Since graphic 

designers earn their 

income charging for 

their design time, it 

would be very inter-

esting if you included 

total design time 

your staff takes to do 

your makeovers.

Sue McCallister
Visalia, Calif.

Thanks for the sug-
gestion. We are 
looking into doing 
this in our annual 
Makeovers issue 
(June/July 2006).

Building praise
I just read “Building Traffic” [Aug/Sept, V10N4, 
page 50]—very sharp and to the point. Ninety per-
cent of websites are not being promoted at all, and 
it’s important to educate our clients. I wanted to 
compliment you on your honest effort to share with 
others what comes only from experience.
Eugene Trak
Minneapolis, Minn.

Motion graphics?
When I fi rst opened DG, I was blown away with all 
the stuff that’s in one issue. I love the how to’s, the 
makeovers, the tips, and advice for designers. I can’t 
believe how much valuable information DG has. I 
look forward to every issue, reading it cover to cover. 
DG forces me to put my other subscriptions to the 
side until I read it all the way through. My request: 
I am a motion graphics designer who primarily 
works in After Effects, Illustrator, and Photoshop. 
Could you dedicate some articles to motion graphics? 
Things like work fl ow between apps, effects we see 
on TV, makeovers, how to’s, tips, and tricks.
Dirk Dallas
Riverside, Calif.

We-a culpa
I picked up DG for the fi rst time and I’m really 
enjoying it—but I was a bit frustrated trying to fol-
low the instructions on page 70 [“How’d They Do 
That?” Aug/Sept, V10N4]. Steps 2 and 3 were in the 
incorrect order: You have to Select > Inverse before 
you enter Quick Mask mode and choose your fi lter. 
Only then do you achieve the circular border.
Cindy Kelly
Warrington, Penn.

Our bad, Cindy. You are correct: We reversed steps 2 
and 3.

Color concept
I love how you publish the color circles with CMYK 
breakdowns. You should do a poster of a year’s 
worth of circles with all CMYK breakdowns. I often 
fi nd myself with back issues laid around my feet 
looking at all the circles trying to fi nd the perfect 
color. Thank you for publishing a terrifi c magazine, 
and hopefully you’ll consider my idea.
C. Hughes

Your idea sparked interest here. We’re investigating 
doing a poster along these lines in 2006. Stay tuned.

Look for this “free” icon
within the pages of the magazine.

Then visit
www.dynamicgraphics.com/downloads 

for instructions on how to download
your free images!

Paint Shop Pro: One in favor
In response to Ms. Cannon’s letter in the Oct/Nov 
issue [V10N5], our group also uses Paint Shop Pro 
exclusively. It can do nearly everything Photoshop 
can, but at a fraction of the price. We encourage 
DG to break away from the Photoshop focus in your 
articles. Sure, it’s a leading graphics tool ... but it’s 
not the only tool being used out there.
Charlie Teall of The Congaline
El Granada, Calif.

And one against
I sympathize with those who can’t afford expensive 
Adobe products, but please don’t waste a single 
page of DG covering nonprofessional software. I’m 
a design pro. I use professional tools. I read trade 
magazines. If you write about the lesser-used soft-
ware packages, some will benefi t, but you’d waste 
valuable real estate trying to tap into a smaller mar-
ket segment. If anything, cover how to get into the 
design game on nickels and dimes, and where to get 
cheap artwork and software.

And for the reader who is unable to afford 
Photoshop, why not fi nd an old copy of an earlier 
version? As people upgrade they inevitably get rid of 
their old software. I just upgraded to CS2 (love it!) 
and I’ll gladly sell you my Photoshop 5.0.
Brandon Little
Atlanta, Ga.



http://cp.jupiterweb.com/index.php/1556_default/5512e6777b4a02143159f4b4967d34ee


14 DynamicGraphics

The creative team I work with 
agrees we have a problem that 
needs to be addressed: We don’t 
function well together. Now what 
do we do?

DESIGN DYNAMICS |  Sheree Clark
Ask the Experts

Getting to Teamwork—Part 2 of 2
Direct, focused “creative therapy” is the best 
way to get teams back on track.

In my work as a consultant to creative professionals, 
I have helped many groups overcome interpersonal 
and organizational challenges. Although there is 
no single formula or template for addressing team 
issues, I do have a few suggestions as you tackle this 
common predicament.

A fi rst step in solving a group dynamics problem 
is for members of the team to individually refl ect on 
what they believe is the root cause of the tension.  
One method to accomplish this is for each member 
to fi ll out an anonymous questionnaire, which will 
later be used to develop an agenda for a group meet-
ing. (Completion of the survey is best done away 
from the work setting, when each person can be 
alone to think without interference.) Some examples 
of good questions to include in a feedback form 
might be:

• The best thing about working here is …
• The biggest challenge facing me in my job is … 
• I am disappointed with other people when …
• I am happiest when …
•  Something in/about our work environment that I 

really like is …
•  Something we don’t do—that I wish we did—at 

the office/studio is …
•  Something I wouldn’t mind changing about 

myself is …
•  One thing about myself that I hope will never 

change is …
• The best place I’ve worked was ____, because …
•  I am willing to change/accept/work on ____ in 

order to make our team grow closer.
• Right now I feel …

Choosing the best facilitator
The next step is to place the feedback in the hands 
of a trusted individual who will lead the group 

through an exploratory session. Often it’s best to use 
an outside consultant who has experience in group 
dynamics and facilitation. These people might call 
themselves counselors, business consultants, facilita-
tors, or organization experts. In any case, fi nding 
the right match is critical to the success of the ses-
sion, so a reliable member (or pair) from the team 
should be identifi ed to select the facilitator.

Some facilitators are loose and easygoing, oth-
ers are more directive in their approach. The best are 
good listeners and demonstrate a high degree of fl ex-
ibility. They are not rigid, nor do they believe that 
there is only one “right way” to address the issues.

These same attributes should be sought if it is 
determined that the guide has to come from within 
the organization or group. One big drawback to 
using a facilitator who is a member of the team is 
that this person cannot also be an active participant. 
Unfortunately, many times the best internal candi-
dates for facilitators are the same people who might 
bring the most benefi cial ideas to the group process. 
Almost always, the facilitator should not be “the 
boss,” especially if the environment is structured or 
corporate in nature.

Choosing the best setting
The setting for the group meeting is of utmost 
importance. I have found that the most productive 
sessions are held off-site. The best meetings are often 
scheduled for extended periods—perhaps half a day, 
or even a full day—to allow for complete explora-
tion of all issues. It’s advisable to prepare an agenda 
and share it with the group on arrival. Goals need 
to be established, and the group should be in agree-
ment as to what constitutes a successful outcome.

The actual session will probably start with an 
icebreaker of some sort, to get the team into a relaxed 
and interactive mode. When I facilitate, I take special 
care in selecting the opening activity, since it sets the 
tone for the day. I am careful not to pick something 
too silly or an activity that takes too long.

The next logical step is for the facilitator 
to summarize the fi ndings of the group survey. 
Depending on the size of the group, I sometimes 
bullet-point answers and ideas from the questionnaire 

Q
Recommended 
resources:
The 17 Indisputable 
Laws of Teamwork, 
by John C. Maxwell, 
$24.99, Thomas 
Nelson, www.barnes
andnoble.com

Building Teams, 
Building People, by 
Thomas R. Harvey and 
Bonita Drolet, $32.43, 
Rowman & Littlefi eld, 
www.amazon.com

The Five Dysfunctions 
of a Team: A Leader-
ship Fable, by Patrick 
M. Lencioni, $22.95, 
John Wiley & Sons, 
www.wiley.com

High Five! by Ken 
Blanchard and 
Sheldon Bowles, $20, 
William Morrow, www.
harpercollins.com

Quick Team-Building 
Activities for Busy 
Managers: 50 Exer-
cises That Get Results 
in Just 15 Minutes, 
by Brian Cole Miller, 
$17.95, AMACOM 
Books, www.amanet.
org/books

Team-Building 
Activities for Every 
Group, by Alanna 
Jones, $16, Rec Room 
Publishing, www.
gamesforgroups.com/
book4
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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 owner of 
Art/Smart Consulting, 
which provides self-
promotion and busi-
ness strategies to 
creative professionals.

on a fl ip chart I have prepared in advance, or I may 
develop a handout that shows a summary of answers. 
This sharing of the results is an important part of 
the session, because it marks the point at which the 
group begins to clarify the issues it faces.

Subsequent activities in the gathering will de-
pend on the nature of what needs to be fi xed. The 
next steps might include:

• Group brainstorming for solutions
• Small group breakouts by topic
• Presentations by team members or the facilitator
•  Facilitated team-building or consensus-seeking 

exercises

Holding the gains
Once progress has been made toward issue resolu-
tion, it makes sense to establish a list of action 

steps or “group accords” to carry forth and imple-
ment after the meeting. Action steps almost always 
require the team to identify who will be responsible 
for getting something done. Group accords—think 
of them as unanimous agreements or “rules of the 
road”—should be distributed to each member and 
reviewed periodically.

Finally, it is a good idea to evaluate the session 
and to determine if a subsequent meeting—perhaps 
of shorter duration—is necessary. In some cases, peri-
odic follow-up sessions can even take the place of a 
staff meeting.

Confronting group confl ict is certainly not 
something most people look forward to. Ignored, 
team confl icts tend to build and worsen. With a logi-
cal and direct approach, however, a team can become 
more cohesive and productive, and produce a more 
enjoyable work environment in the process. g

ONCE PROGRESS HAS BEEN MADE TOWARD ISSUE RESOLUTION,

IT MAKES SENSE TO ESTABLISH A LIST OF ACTION STEPS OR “GROUP 
ACCORDS” TO CARRY FORTH . . .  AFTER THE MEETING. 

http://cp.jupiterweb.com/index.php/1556_default/5512e6777b4a02143159f4b4967d34ee
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MARKETING MATTERS |  Sandra J. Blum
Build Your Skill Set

Understanding the Aesthetics of Value
Consider both psychology and proven strategies 
when crafting marketing messages.

Aesthetics is a fancy word that means a 
science, language, or philosophy of 

expression. Applied to marketing, it 
implies systematic thinking behind 
how art is employed in commerce—

what we can think of as the Aesthetics of Value. 
The second part of this phrase, Value, seems like 

a simple concept with a plain meaning ... but maybe 
not. Let’s look at various meanings of the word:

Value (noun) = price, cost, charge, worth
Value (verb) =  1) estimate, evaluate, appraise, assess;

2) appreciate, respect, esteem, treasure

Your promotion has to offer something com-
pelling to gain viewers’ consideration. It has to get 
attention. Of course, you need to understand your 
target audience and what it values. But realistically, 
the viewers of your promotional design are going to 
use automatic, mindless response—or shortcuts—to 
determine Value. Some specifi c feature, even a tiny 
aspect of the totality, can trigger a response. 

Expensive = Good 
One shortcut people use in determining worth is 
association with “class.” The palette used by Martha 
Stewart Living when it fi rst began publication had 
an association with New England class, helping to 
confer that status on customers of her product line.

High price is often associated with worth. Some-
times raising the price and prominently displaying it 
can move people to buy, as retailers can attest.

The principle of contrast in human perception 
says that when you present two things together that 
are fairly different, the second thing is seen as more 
different from the fi rst than it actually is. When 
presenting expensive and inexpensive items together, 
showing the expensive item fi rst causes the less 
expensive item to seem a better value. Presenting the 
less expensive item fi rst can have the opposite effect.

In other words, basic principles of psychology 
play a powerful role in the Aesthetics of Value.

It’s a deal!
A standard device that triggers an automatic Value 
response is the discount coupon. As an illustration 

of just how automatic the response can be, there’s 
the standard marketing story of the company that 
sent out coupons in error that offered no savings but 
produced as much response as the correct ones that 
offered a great deal.

The Aesthetics of Value also include a port-
folio of techniques that signal “good deal” to the 
consumer, from the standard burst to a technique 
like substituting a plain listing of items with prices 
crossed out and deal prices written in.

Branding and selling
Branding and selling can sometimes confl ict. For 
example, in direct response marketing you need to 
worry about one thing: getting a response. If the 
brand image is strong, recognized, and respected, 
you may be able to leverage it. But forcing brand 
imagery into direct marketing design or enforcing 
branding guidelines can be counterproductive to 
creating the feeling of person-to-person communi-
cation that’s often at the heart of successful direct 
response. Large logos and slick corporate graphics 
can even depress response to direct mail.

In direct marketing, graphical approaches that 
may appear naive or even crude are often the effect of 
deliberate tactics—and the resulting marketing met-
rics often bear out the wisdom of these choices.

“Packed but organized” creates confi dence
Home pages packed with information dominate the 
scene on the web today. Why? This design approach 
has proven to inspire confi dence in users that they 
will fi nd or discover Value on the site quickly. In 
online direct marketing design, a circus approach—
a “hot” depiction of Value—often works. The circus 
approach, however, is highly organized. Everywhere 
the eye is directed, Value is projected.

Give and get
No matter the marketing media, your job is to make 
people feel they will get Value. And, if you are ask-
ing the audience to respond, here’s a simple formula 
to keep in front of you while you’re creating. It tends 
to keep you focused!

Value = What they get ÷ What they give.

Seeking Value online
The recent Poynter 
Eyetrack III study of 
new websites had 
some provocative 
fi ndings that can be 
applied in an evolving 
Aesthetic of Value for 
the web. For example, 
the study reports 
that “Photographs, 
contrary to what you 
might expect ... aren’t 
typically the entry 
point to a home page. 
Text wins on the PC 
screen—both in order 
viewed and in overall 
time spent looking at 
it.” (See more at www.
poynterextra.org/
eyetrack2004.) And 
the study also found 
that “simple text ads 
had the highest view-
ing of all ads on all 
of the home pages it 
tested,” even though 
large image-laden ads 
were seen fi rst.

Author of Designing 
Direct Mail That Sells, 
Sandra J. Blum has 
created winning cam-
paigns and marketing 
communications for 
clients such as the 
National Geographic 
Society, The Atlantic, 
JPMorgan Chase, 
Smithsonian, and 
ACNielsen. She is a 
noted speaker at con-
ferences and consults 
on business strategy 
and market develop-
ment. Learn more 
about her at www.
blumdirect.com. g
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CREATIVE SOURCE
What’s New

Better wear shades
Designed to dazzle, 
Wausau Paper’s new 
Astrobrights Glisten 
and Royal Metallics 
papers have hit the 
market in 14 trendy 
colors. Astrobrights 
Glisten are pearles-
cent in six shades; 
Royal Metallics 
sparkle in eight. All 
are coated on both 
sides and guaran-
teed for offset print-
ing (formulations 
optimized for inkjet 
are available, too).

Extend the hand
Signifying the unity of humanity, a poster under-
written by the School of Visual Arts and designed 
by Milton Glaser is the keynote of a campaign to 
change political and social indifference to global 
poverty. “We are all African” posters were timed to 
appear during the UN World Summit on Poverty in 
New York; the poster directs viewers to One.org, an 
antipoverty site that lists African and global chari-
ties, including the Red Cross. Posters available for 
$35 at www.schoolofvisualarts.edu and www.
miltonglaserposters.com.

Choc-o-graphically speaking
Just by itself chocolate is hard to refuse. But com-
bined with a good cause and art from some of 
today’s visual innovators, it’s irresistible. Chocolate 
Bar, a chic redoubt in New York’s West Village, 
has teamed up with neighboring retailer Yoyamart 
to offer Artist Bars, with a portion of the proceeds 
going to kids’ art education. Featuring the work of 
Gary Baseman, Nathan Jurevicious, David Horvath, 
Sun-Min Kim, Rolito, Toy2R, Friends With You, 
Tim Biskup, Dalek, and J.D. Boujnah, the smartly 
packaged bars include standbys like milk chocolate, 
bittersweet, and crispy rice along with the boutique’s 
favorite, salty pretzel. Succumb to a “gallery box” of 
10 for $40 at www.chocolatebarnyc.com.

Print for the planet
Keeping pace with 
its commitment to 
the environment, 
Mohawk Fine Papers 
has produced Sense 
and Sustainability, 
a guide to printing 
on recycled papers. 
Mohawk describes it 
as the “what and how 
to” book on sustain-
ability. Impacts of 
paper choices and 
how to communicate 
same are among the 
topics covered … all 
the more appropriate 
given Mohawk’s status 
as the fi rst large-scale 
production facility in 
the U.S. to use non-
polluting wind energy 
to manufacture paper. 
Get one via www.
mohawkpaper.com or 
call 800.843.6455.

You can, too
“Look Good on 
Paper,” advises 
Neenah Paper’s latest 
promo. Arresting sta-
tionery/identity suites 
in a variety of stocks 
and fi nishes calculated 
to jump-start your 
creative journey are 
offered in a practical 
and persuasive port-
folio format (created 
by Design Guys—see 
page 35 this issue for 
more of their work). 
E-mail fi nepaper@
neenahpaper.com, 
visit www.neenah
paper.com, or con-
tact your authorized 
Neenah merchant.

Contact your Wausau Paper distributor for 
swatchbooks or visit www.wausaupaper.com.
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Don’t keep 
us guessing:
Share your thoughts.
Your opinions about Dynamic Graphics maga-
zine are very important to us, so we’re offering 
you the opportunity to share your views 
online. To take this brief survey, go to www.
dynamicgraphics.com 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 
register for a drawing for a book that’s reviewed 
in this issue, Color Design Workbook, from 
Rockport Publishers (see page 25). 

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.

Striking, not stuffy
If Bari Zaki’s Ardour Bookbinding sounds bookish 
to you, shake it off and head for her new website 
at www.barizaki.com. The literary life for Zaki 
consists of exquisite handmade books, boxes, desk 
accessories and inventive notecards and inspired 
envelopes. Well-known photographers present their 
portfolios in Zaki’s creations, but that needn’t 
intimidate the weekend shootist; why not commis-
sion your own album? Bari will build it for you 
with lush fabrics, ribbons, papers, and detailing that 
do justice to your memories. Shop live in the studio 
at the annual holiday sale Dec. 10 & 11 at 2119 W. 
Roscoe, Chicago.

Modern classic, improved
Avant Garde Gothic, the classic typeface created by 
Herb Lubalin and Tom Carnase for Avant Garde
magazine in 1968, is now available in OpenType 
format from ITC. Avant Garde Gothic Pro is com-
plete with all the original alternate characters and 
ligatures, plus a suite of additional cap and lower-
case alternates, new ligatures drawn for this release, 
many extras, and the usual OpenType features. 
Nothing says “swinging ’60s” quite so expressively. 
Available in individual fonts or as a complete family 
package at www.itcfonts.com.

ITC
AVANT
GARDE
GOTHIC

®

Images from type, revisited
A new process for producing images from text has 
been unveiled by Infi nite Image. Text Magic allows 
letters to grow, move, thicken, and distort to cre-
ate lightness, darkness, and color. Unlike other 
approaches where type is layered atop an existing 
image, creating in effect a fi lter for the image, in 
Text Magic the letters actually become the image. 
Works with any image, any font, any language, and 
can be animated, too. Visit www.infi nite-image.net.

Thoughts on time & 
timeliness

One good thing about 
punctuality is that it’s 
a sure way to help you 
enjoy a few minutes of 
privacy.
–Orlando A. Battista

How long a minute 
is depends on which 
side of the bathroom 
door you’re on.
–Zall’s Second Law

Punctuality is the vir-
tue of the bored.
–Evelyn Waugh

If you want work well 
done, select a busy 
man—the other kind 
has no time.
–Elbert Hubbard

So we beat on, boats 
against the current, 
borne back cease-
lessly into the past.
–F. Scott Fitzgerald

… the art of getting 
rich consists not in 
industry, much less in 
saving, but in … timeli-
ness, in being at the 
right spot.
–Ralph Waldo 
Emerson

There is one kind of 
robber whom the law 
does not strike at, and 
who steals what is 
most precious to men:  
time.
–Napoleon I

Time is the wisest 
counselor of all.
–Pericles
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WORKSPACE SAVVY
Tech Tools and Texts

Toolworthy

Tunes, anytime
Tired of hearing the same 10 songs repeatedly on 
the radio? Tune into the Magix Webradio Recorder 
and choose from 2,000 international preset radio 
channels. If you like what you hear, simply record it. 
Don’t worry if you missed most of the song—digital 
technology allows complete recording from the fi rst 
note. A fi ltering process also lets you select your 
favorite artists and songs and block the ones you 
aren’t keen on. Recordings can be converted into 
most formats (OGG, MP3, WAV), saved on mobile 
devices, and burned onto CDs/DVDs. Windows 
users only. $29.99, www.magix.com

Colorifi c
Get clued into color 
with the new Pantone 
Color Cue2, a hand-
held colorimeter that
combines the Pantone 
Matching System Li-
brary and the Pantone 
Textile Color System 
Library for easy cross-
matching of any mate-
rial or surface. This 
new model makes it 
easier than ever for 
designers to conserve 
time and money spent 
on identifying colors. 
The Color Cue2 points 
out related colors, 
records the last 20 
colors measured, and 
simulates various 
lighting conditions for  
fast matches. $349, 
www.pantone.com

Have office, will travel
Stay organized on the go with the new Adobe 
Messenger Bag and safely store your essential equip-
ment: laptop, cables, MP3 player, cell phone, etc. 
An oversized shoulder strap provides comfortable 
support, and durable, attractive leather and nylon 
construction will keep your gear protected and your 
image classy. Designed using Adobe Creative Suite 
software. $250, http://adobe.mediumdesigngroup.com

On the ball
Don’t be alarmed by the puzzling appearance of the 
Memory Ball Alarm Clock and Radio. It’s not just 
funky—it’s functional. Change stations simply by 
rolling the magnetized ball across the top grid to 
select one of 18 of your favorite stations. AA batter-
ies or standard AC/DC plug required. $60, www.
uncommongoods.com

Chicks rule
Hey ladies: Show 
your coworkers that 
your mind is constantly cranking with ceramic 
mugs that daringly declare “Smart women thirst for 
knowledge.” $22 buys a set of two, so keep one for 
yourself and give one to a gal pal. Mugs are dish-
washer and microwave safe. Visit www.uncommon
goods.com for other “Smart Women” items.

Sneaky sounds
Perfect: Technology to help you 
annoy your cubicle mates. Check out 
the Mind Molester from the mas-
ters of hijinks at Thinkgeek. This 
simple gadget connects to a 9-volt 
battery and emits a one-second elec-
tronic chirp every fi ve minutes, then 
increases to once every three minutes. 
Plant it near an unsuspecting neigh-
bor’s cube and make him go mad try-
ing to locate the noise. $24.99, www.
thinkgeek.com
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Textworthy

Vital colors
Whether you’re creating websites, print documents, 
or product designs, color choice plays a starring role 
when convincing consumers to take closer look. DG
contributor Terry Lee Stone and her compatriots at 
AdamsMorioka outline communication tips, theory 
basics, and all-purpose color information in her 
latest work, Color Design Workbook: A Real-World 
Guide to Using Color in Graphic Design. This handy 
reference is loaded with examples of actual projects 
and is an essential primer for learning—or review-
ing—color fundamentals. $40, Rockport Publishers, 
www.rockpub.com

Good habits 
Deadlines got you 
down? Need new 
ideas for promot-
ing your business? 
Worried about putting 
together an effective 
creative team? See 
what other respected 
professionals have 
to say about these 
and other issues in 
100 Habits of Highly 
Successful Graphic 
Designers. The com-
mentators emerge 
from a variety of 
areas—typography, 
industrial design, 
fashion—to share 
practical and creative 
observations about 
issues many designers 
confront during their 
careers. $25, Rockport 
Publishers, www.rock
pub.com

Publications bible
Want to design magazines, newsletters, and annual 
reports with more pizzazz? Learn from success-
ful models—Timothy Samara’s Publication Design 
Workbook: A Real-World Design Guide analyzes top-
notch print designs from conception to creation. 
Case study profi les and real-world projects focus on 
practical applications, including planning, layout, 
and typography. This presentation of design funda-
mentals provides readers with lots of quality pieces 
to review and enjoy. $40, Rockport Publishers, www.
rockpub.com

Spectacular spectrum
Is your favorite hue blue? Does brown make 
you frown?  Explore the physical, psychological, 
and learned behavioral effects of color in Color 
Management and gain insight into using color to 
create meaningful messages. Tackle technical issues 
like theory, systems, mixing, inks, papers, printing, 
and perception. Ideal for designers in every fi eld of 
visual communica-
tion. Includes a CD 
with a 10,000-color 
swatch system. $40, 
RotoVision, www.roto
vision.com

Worldly design
Embrace cultural identity while expanding your 
horizons—go global with Worldwide Identity and 
view projects from 40 countries featuring over 300 
identities. Get inspiration from each country’s cul-
ture as bits of the economy, government, and social 
issues are refl ected in an assortment of identity 
elements, including logos, packaging, publication 
design, and other branding media. $45, Rockport 
Publishers, www.rockpub.com
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Story time
Revisit your favorite classic fairy tale and enjoy 
fresh, visually exotic artwork by some of today’s 
most talented illustrators in 1,001 Nights: Illus-
trated Fairy Tales From One Thousand and One 
Nights. This collection features 16 traditional tales, 
such as the Enchanted Prince, Sinbad the Sailor, and 
Aladdin and His Lamp, each showcasing a different 
designer’s handiwork. Perfect for your kids, your-
self, or as a gift for story (or art) lovers. $42, Die 
Gestalten Verlag, www.die-gestalten.de

Movin’ on up
Don’t be left behind 
as technology pushes 
visual communication 
and motion graph-
ics ahead. Type in 
Motion 2 explores over 
80 animated digital 
typography projects 
featuring the most 
innovative computer, 
fi lm, and video type-
styles, as well as 
trendy text designed 
for cell phone screens 
and car dashboard 
controls. Each chap-
ter strives to help 
designers stay in line 
with animated type 
design. $45, Thames
& Hudson, www.ww
norton.com

Imaginative imaging
Users of Elements 3 and Photoshop CS and CS2 
will discover that Digital Imaging is a must-have for 
the reference shelf. Explore essential basic techniques 
and work through projects to help build skills for 
popular digital imaging processes. An accompany-
ing CD-ROM includes video tutorials, supporting 
images, printable PDFs, handy links, and more. 
$32.95, Focal Press, www.focalpress.com

Visual identity
Two primary questions arise in the newest Basics 
Design series book, Image: 1) What exactly do 
images mean? and 2) How can we create them effec-
tively? Discover answers by exploring terminology, 
computer generation, iconography, and computer 
and print manipulation. Striking photos accom-
pany this text, serving as inspirational examples 
for all designers, regardless of experience. Be sure 
to also check out other titles in the Basics Design 
series: Format, Layout,
Typography, and 
Colour. $24.95, AVA 
Publishing, www.ava
books.ch
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Fiesta: carnival, festivity, feast, 
celebration, party, gaiety, revelry

From their people, uptempo music, food 
rich in taste and texture, and moving 

histories, Latin American cultures have 
many reasons to celebrate. You too can 

have a blast incorporating fi esta-inspired colors 
in your projects. For a lively palette, do as Rafael 
Lopez often does, and turn to Latin America for 
energetic colors that almost seem to dance.

Working out of his San Diego studio, Lopez 
fuses a strong graphic style with magical symbolism, 
refl ecting his cultural heritage and the colors of Latin 
life. Lopez cultivated his craft while growing up in 
Mexico City and was strongly infl uenced by Mexican 
muralists such as Diego Rivera and Rufi no Tamayo. 
Like much of Lopez’s art, “Wingworks” (shown at 
top right) has a bold, vital drawing style with roots 
in these traditions. “I was thinking of the revival of 
many urban areas and the infl ux of new, youthful 
life,” the artist remembers of his thought process in 
creating the piece. 

“I make conscious emotional connections as I 
paint,” explains Lopez. “Being from Mexico, I was 
raised surrounded by color. Color becomes an intrin-
sic part of who you are or what statement you want 
to make about yourself.” Lopez’s pieces draw particu-
larly from Latin America, but he’s also infl uenced by 
music and his travels as well. 

“Music inspires me in a big way and gives tex-
ture and tone to my work. I travel extensively, and 
the rhythms of life fi nd their way into my paintings,” 
Lopez says. “Latin jazz is the best music to listen to 
while I’m working—if you look closely, you’ll see it 
clearly between the brush strokes.” 

And soon, youngsters also will be sharing in the 
celebration of color as Lopez, inspired by his son, 
ventures in a new direction: children’s books. g
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COLOR ON CALL 
Trouble-Free Palettes

In tune
Bold choices in color 
and theme rock 
this painting titled 
“Wingworks,” by 
Rafael Lopez. www.
rafaellopez.com

Party places
Scenes of Latin 
murals, restau-
rants, and general 
celebration con-
vey a fi esta theme.
Image 23000174, 
MedioImages, www.
picturequest.com
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Fonts
For a bold take on 
a Latin look, call on 
Scurlock (hola) and 
Oliver (amigo), both 
free at www.fontface.
com; or try ITC Juice 
(chica), Arriba-Arriba 
(bueno), and Frances 
Uncial (adios), from 
www.itcfonts.com. 

Culture
Infuse the grace of a 
bullfi ghter, the energy 
of the tango, and the 
rich histories of Latin 
America into your 
project with terms like 
matador, Latin dance, 
Cinco de Mayo, and 
Mexican Revolution. 
Image 22376367, 
Stockbyte, www.
picturequest.com

Food
Draw colorful inspi-
ration from exotic 
foods like tropical 
fruits (papaya, guava, 
mango) or spicy pep-
pers (jalapeños, chiles, 
habañeros). Image 
22176127, Brand X 
Pictures, www.
picturequest.com

Texture
Brightly patterned 
textiles are saturated 
with creativity. Weave 
indigo, turquoise, 
natural greens, yel-
lows, and browns 
for impact. Image 
22173790, Brand X 
Pictures, www.
picturequest.com
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by Michelle Taute

Three strategies for making any occasion buzzworthy with the 
right invitation and event collateral. 

Invited
You’re

Can-do campaign
Designsensory in 
Knoxville, Tenn., 
designed these 
posters to promote 
Goodwill’s annual 
signature event. This 
year the fi rm played 
off a highly recogniz-
able image—Rosie 
the Riveter—to draw 
attention to the com-
munity fashion show 
and sale. After shoot-
ing their own image, 
the fi rm reproduced it 
as a duotone (Pantone 
123U and 541U) to 
stay within budget. 
Where yellow and 
blue areas are heavy, 
a tone close to black 
is achieved, giving the 
poster the appearance 
of three-color printing.
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In the business world, a poorly designed invitation 
can easily get lost in the daily pile of junk mail. 
That’s why it’s so important to make sure these 
pieces stand out from the pack. A good invitation—
and its corresponding event collateral—should make 
people excited to mark down another commitment 
in their calendars. These three smart strategies 
can keep those affirmative RSVPs rolling in and 
enhance the event experience itself. 

1. Think fi rst, design second
No matter how tight a project’s schedule, Joseph 
Nother, the creative director and founder of 
Designsensory (www.designsensory.com), believes 
that every good invitation starts with a strong con-
cept. Take the time to think about how a piece is 
going to be used and explore the ideas and details 
behind the event at hand. If you know what’s driv-
ing your design choices, he observes, you’ll also get 
quicker buy-in from clients.

Steve Sikora, creative director of Design Guys 
(www.designguys.com) in Minneapolis, echoes 
those sentiments. Materials should refl ect the event’s 
purpose, he says, rather than an aesthetic that the 
designer wants to experiment with. “Try to be evoca-
tive,” says Jay Theige, a senior designer who works 
with Sikora. “What does it feel like being at that 
event in the best possible interpretation?” An invita-
tion should set the scene accordingly.

Versatile ticket
The admission ticket 
for the event, above, 
did double duty for 
the raffl e door prize, 
with space for guests 
to write their names in 
... another great idea 
for tight budgets.

Strong program
The program at right 
outlines the evening’s 
agenda, providing 
attendees with a quick 
rundown of activi-
ties in a lively vertical 
format. Like all of the 
campaign materials, 
it’s emblazoned with a 
powerful slogan: “The 
American  Woman. 
Strong and Beautiful. 
Then and Now.”

“WHAT DOES IT FEEL LIKE BEING

AT THAT EVENT IN THE BEST POSSIBLE

INTERPRETATION?” AN INVITATION SHOULD

SET THE SCENE
ACCORDINGLY.  

Type selections
An eclectic mix of 
typefaces selected 
for the campaign 
include Railroad 
Gothic, Univers and 
Univers Condensed, 
Rosewood Fill and 
Rosewood Regular.
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2. Be detail-oriented
It’s also key to understand the parameters of a proj-
ect as soon as possible. For example, Theige learned 
from his client that the invitation for a recent proj-
ect would have to fi t in a No. 10 envelope, a detail 
that determined the invitation’s fi nished size. A cli-
ent’s preference for gathering RSVPs can also affect 
design decisions. At IE Design + Communication 
(www.iedesign.net) in Hermosa Beach, Calif., de-
signers put together invitations for one client’s com-
pany meeting with the understanding that RSVPs 
needed to be returned by fax. As a result, reply 
information was presented on a fairly plain 8½ x 
11-inch sheet as opposed to a small card or as part 
of the invitation itself.

In other cases, a tight budget might force you to 
grab attention with outside-the-box creativity. Nother 
recommends browsing the aisles of local hardware 
and secondhand stores: An affordable accessory just 
might be the perfect fi nishing touch. For one client’s 
event, Nother’s team created inexpensive take-aways 
from old records that were purchased for pocket 
change at the local Goodwill. The record sleeves were 
updated with event-related graphics, and guests got a 
memento they would be more likely to keep because 
they could check it out at home.

The success of many invitations relies on shape, 
feel, or unusual touches. Designers at IE address this 
issue by taking the time to create detailed mock-ups 

Creative giveaway
Designsensory’s chal-
lenge was to develop 
attention-grabbing 
materials with power 
to cut through the 
clutter that business 
executives (the tar-
get audience) face. 
To capture interest 
on a budget, the 
design team added 
music to the mix: 
Each attendee at the 
campaign dinner went 
home with a real LP 
record—purchased for 
pocket change at the 
local Goodwill. CDs 
placed in the center 
of each record held 
fi nancial data and 
other details from the 
campaign. This con-
cept provided each 
attendee a keepsake. 
“We needed some-
thing that even an 
executive would have 
trouble parting with,” 
says Nother.

of proposed designs. “We’re cutting and folding and 
doing everything we can to make it as fi nal as possi-
ble,” says designer Kenny Goldstein. “It really fl ushes 
out a lot of problems.” This approach also means no 
surprises for the client, who gets to appraise the look 
and feel of the fi nal materials fi rsthand.

3. Use the right accessories
The fi rst job of event collateral is to make things 
clear for attendees—they need to feel welcome and 
know where to go. But before you dive into a sign-
age system, make sure you understand the venue 
where things will be displayed. For one client’s 
company meeting, IE Design wanted to create eye-
catching, oversized banners. But, ultimately, those 
just didn’t work in the rooms. Instead, the team 
went with 24 x 36-inch boards that could be set on 
easels in the appropriate locations.

When a client looks to you for ideas on what 
types of collateral to create, remember that some-
times the smallest items make the biggest impact. 
“Just try to come up with unique solutions,” 
Goldstein says. “They don’t have to be costly.” He 
suggests items that attendees can take home, such as 
coasters. They’ll add energy to the event and keep 
people talking after the last guest leaves. 

Michelle Taute (michelle@michelletaute.com) 

is a Cincinnati-based freelance writer and edi-

tor specializing in design topics.

Landmark look
These materials 
helped launch Restore 
America, an effort 
to preserve some of 
the country’s lesser-
known landmarks.
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Eames events
Neenah Paper held 
events in New York, 
Chicago, and Los 
Angeles to promote 
the launch of new 
papers based on the 
work of Charles and 
Ray Eames. These 
foldable “save the 
date” cards functioned 
as desk toppers and 
invited recipients to 
touch the elegant tex-
tured stock (Eames 
Furniture Cover here). 
Design Guys created 
the campaign.

Modernist invite
Design Guys chose 
Eames icons, images, 
furniture, and colors, 
all laid out on a mod-
ernist grid, to portray 
the namesake design-
ers while showcasing 
the paper’s capabili-

ties. Prominent among 
the images was the 
classic Eames lounge 
chair and ottoman; 
these were door prizes 
at the three receptions 
held in association 
with the launch.
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Design on a dime
Special touches don’t 
have to break the bud-
get. A twine tie was 
an inexpensive way 
to extend the western 
theme and capture 
attention. “It’s super-
cheap,” says designer 
Kenny Goldstein, com-
menting on the twine. 
“You can get it at any 
hardware store. It’s $2 
for a roll.”

Old West
An invitation by IE De-
sign + Communica-
tions for an Alliance 
Imaging company 
meeting plays off the 

est in the medical 
imaging fi rm’s event. 
Easily overlooked 
items—like a note 
about the weather

Casual response
Knowing that RSVPs 
would be returned by 
fax allowed IE Design 
to create a low-cost 
solution that was still 
in keeping with the 
campaign’s overall 
style. Printed single 
color on colored, tex-
tured stock, the reply 
form proved ideal.

Typographic presence
Display type used 
in the invitation and 
other materials re-
creates the look of 
vintage letterpress 
printing with big, 
bold letters and jus-
tifi cation. A mix of 
Rosewood and Gazz 
fonts makes the illu-
sion plausible.

event’s Dallas setting 
with a western theme. 
Playful graphics add 
an element of fun that 
helped generate inter-

or a reminder to bring 
an umbrella—were 
emphasized by plac-
ing them in colorful 
circles and icons.
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Banner issues
An extensive series 
of banners was origi-
nally planned for the 
Alliance Imaging 
event, but issues 
related to hanging 
them meant that, for 
the most part, easel 
boards were the 
default choice. The 
easel boards wound 
up functioning as a 
kind of signage to 
establish the event’s 
tone and direct traf-
fi c to the appropriate 
meeting rooms. As 
eventually produced, 
the signage fell into 
two groups: more 
formal “conditioning” 
messages (top row) 
and session and direc-
tional boards (lower 
row), which featured 
more casual colors 
and images.

Appetizing colors
Meal cards with clip 
art lent a light touch 
and employed the 
campaign’s color pal-
ette. The cards fi t on 
the same press sheet 
as the invitations and 
thus were inexpensive 
to produce.

C57
M0
Y5
K0

C26
M83
Y99
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C55
M44
Y100
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C1
M32
Y69
K12
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National 
Sensations

by Rodney J. Moore

High-profi le sports identities have to connect emotionally
with fans and be extendable across a variety of platforms.

Here’s how one designer is mastering the market.

New Nationals
Todd Radom designed 
the identity suite for 
the new Washington 
Nationals Major 
League Baseball 
club, including the 
uniforms. His tech-
nique begins with 
pencil sketches (he 
describes himself 
as “a hand-lettering 
guy”), which he then 
takes into Illustrator. 
With a dozen or more 
sketches in digital 
form, he mixes and 
matches elements 
from each, essentially 
taking a modular 
approach to arrive 
at his fi nal design.

AP/WIDE WORLD PHOTOS
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It’s the dream of nearly every design studio: a na-
tional sports identity project. But what happens 
when you fi nally do land that high-profi le job? After 
you pop open the champagne, it’s time to get down 
to business. Ideas may be coming fast and furious, 
but before you rush into the future, you should con-
sider the past. Where might you fi nd inspiration?

Todd Radom is an artist who has a knack for 
bringing the past into the present. You may not have 
heard of him, but there’s little doubt you’ve seen his 
work. After all, he has designed such high-profi le 
identities as the 2004 Super Bowl logo and Major 
League Baseball’s Washington Nationals.

Radom is one of the lucky few who have man-
aged to fuse passion with work. A graduate of the 
School of Visual Arts, Radom had aspirations of 
designing logos for sports teams as far back as age
13. He even remembers doodling logos on scorecards 
during Yankee games.

“A hand-lettering guy”
“I graduated from college a few years before the Mac 
revolution,” Radom says. “Technology has sort of 
leveled out the playing fi eld. Especially for designers 

who are just breaking in, it’s harder to get noticed 
now than when I fi rst started. You had hand skills 
then that aren’t as valued now. As a result of tech-
nology being as accessible as it is today, I always talk 
about being a hand-lettering guy. I think if you can 
fi nd a niche, you are going to break through the 
crowd, get yourself noticed, and have staying power 
in what is a difficult industry right now.”

After a few years designing book covers at a 
publishing company, Radom began to notice a trend 
developing in his work. He was designing primarily 
sports-related books, particularly those with baseball 
themes. Determined to extend his niche in sports 
graphics, Radom sent his work to Major League 
Baseball and won his fi rst job designing logos for a 
few minor-league teams. Pleased with his work, the 
big leagues hired him to redesign the Milwaukee 
Brewers logo in 1993.

“Like any other small niche segment in our 
design industry, people sort of gravitate to what 
they are interested in,” Radom says. “There are 
people who are gaga over music and eventually they 
are going to fi nd their niche there if they are good 
enough and aggressive enough.”

1. Genesis of a Super 
Bowl logo, phase one
The brief for the 2004 
Houston Super Bowl 
Host Committee logo 
was to use the col-
ors of the Houston 
Texans, the host 
club for Super Bowl 
XXXVIII, and to visu-
ally refl ect the com-
munity and the sport. 
(The Host Committee 
serves as liaison 
between the NFL and 
the Houston com-
munity, coordinating 
efforts leading up to 
Super Bowl Sunday.) 
In phase one of the 
process, Radom sub-
mitted six directions 
for refi nement. Several 
elements made it into 
the fi nal design—see if 
you can identify them.
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2. The direction after 
phase one was to be 
more specifi c with 
regard to the city of 
Houston, which has a 
distinctive skyline. The 
Texas fl ags are also a 
natural fi t. “I always 
know that no matter 
what I’m working on, 
there’s going to be a 
second round of the 
design process with 
mixing and matching,” 
Radom says.

3. Radom was asked 
to use only one 
fl ag, not two, and to 
remove the football. 
In hindsight, remov-
ing the football might 
have been a mistake, 
he says. “I think one of 
the most frustrating 
aspects of what we do 
for a living is revisions, 
but that’s part of the 
design process.”

Inspiration quest
Radom says the fi rst part of his creative process is 
looking for inspiration from past logos and ephem-
era. He has collected a large reference library over 
the years.

“Since I’m a lover of typography, part of my 
process right at the outset is to look at old logos of all 
kinds, such as luggage labels, travel stickers, postage 
stamps, road signs. I soak all this stuff in and if I get 
a project that needs to speak to a certain era—and I 
do get a lot of nostalgia jobs—I have a great library 
of stuff to look to for inspiration. Sometimes inspira-
tion evolves from strange and diverse sources.”

Sports branding issues
After years of getting his name on book covers, 
Radom says accepting a more behind-the-scenes role 
was an adjustment at fi rst, but it’s a small price to 
pay for the kinds of projects he gets to work on. He 
says the key to designing a logo for a high-profi le 
organization such as a professional sports team is 
understanding it as an identity for a brand.

“Doing logos for professional sports especially, 
you generally don’t get your name attached to these 
things for a multitude of reasons,” Radom says. “I’ve 
designed a couple of major league logos and I’ve 
done a Super Bowl logo. A logo for a Super Bowl is 
out there for one year—and yes, it is part of history 
and it will always be out there—but it has a limited 
shelf life. Designing for the Washington Nationals to 
me was a branding assignment that was no different 
than designing a corporate mark. A sports logo needs 
to have legs and it’s subject to the whims of the mar-
ketplace in a different sort of way than doing a logo 
for IBM or UPS, but it still needs to be practical and 
it needs to be out in the marketplace for years.”

Radom says creating memories and associations 
for fans provides another unique challenge in his 
work. “Designing a logo for a sports franchise is not 
like designing a logo for anything else because of the 
scrutiny put upon it and because of the brand loyalty 
attached to it. I like to say that people will paint their 
faces with the identity of their favorite football team, 
but they’re never going to do it for FedEx.”

Rodney J. Moore (rodney@brandmoore.com), 
a freelance journalist turned communication 
strategist whose specialty is crafting and mak-
ing media pitches for companies and entre-
preneurs, is the founder of Moore Creative 
Communications.

4. Uh-oh, let’s get the 
football back in some-
how! Radom says the 
trick was to provide a 
sense of movement, 
especially given the 
static nature of the 
skyline, which he 
thought looked good 
and didn’t need fi xing.

g
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A Logo for the
Big-Money Game

While the logo for the Super Bowl 
Host Committee on the preceding 
pages was designed for commu-
nity applications, the offi cial game 
logo shown here—also designed by 
Radom—is all business. Consider that 
by kickoff on Super Bowl Sunday, an 
audience of 800 million will be watch-
ing—and seeing the logo on every-
thing from TV graphics to the game 
ball to the fi eld itself.

The money starts fl owing before the 
game even begins, however, with the 
National Football League market-
ing machine licensing 50 or more 
companies to create products bear-
ing the logo. An estimated $2.9 bil-
lion in NFL-licensed merchandise is 
sold each year, with sales of Super 
Bowl-licensed products estimated at 
$100 million annually. And of course 
a licensing fee for every item of mer-
chandise goes to the league. Very big 
money, indeed.

5. As with most logos 
of this nature, a com-
promise was made, 
and it was for the 
best. The football is 
back in, leaving no 
doubt of the nature of 
the event. The lines on 
either side of the ball 
fi ll up the space visu-
ally, and complement 

the curvature of the 
bottom of the word 
Houston. Radom feels 
he achieved symmetry 
and came up with a 
mark that is complex 
but not chaotic. This 
design was very user 
friendly and translated 
well across a variety 
of platforms.

Final logo

12355395 187

In addition to the logos and identities 
shown here, Radom has also designed 
comprehensive programs for base-
ball’s Anaheim Angels, the Naismith 
Memorial Basketball Hall of Fame, 
the Women’s National Basketball 
Association’s Indiana Fever, and more. 
See it all at www.toddradom.com.
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PARTıES
Designing for political and fundraising

events has become a sustaining market niche for
Washington, D.C.’s Design Army.

POLITICAL
by Alissa Walker

ending in ion, set in 
graceful text treat-
ments that interact 
with images of young 
dancers from the 
organization’s presti-
gious ballet school.
A belly band holds
the book closed.

Stunning performance
Celebrating both the 
Washington Ballet’s 
60th anniversary and 
its seasonal gala, this 
dual invitation is built 
around the theme 
of “Generation.” The 
shortened pages fea-
ture a series of words 
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Print campaign
Fox River Paper gave 
Design Army carte 
blanche for invitations 
(above) to a promo-
tional event, simply 
instructing the design-
ers to use the theme 
“freedom” and keep it 
tasteful. The resulting 
invitations humor-
ously merged patriotic 
rhetoric with creative-
friendly terms, and 
generated praise, 
some controversy, and 
excellent attendance.

Cinematic design
Promoting the Nordic 
Film Festival meant 
representing all fi ve 
participating coun-
tries. Design Army 
created an image that 
references the cross 
found on each of the 
fi ve fl ags. This poster 
was inkjet printed in 
limited numbers.

Amidst the gridlocked graphics of Washington, 
D.C., Jake and Pum Lefebure are armed and ready 
to take on the capital’s biggest events.

For both, it was their fi rst job after college, a 
chance to live in a great city, and an opportunity to 
grow within a large company. But after countless 
late nights and weekends working as juniors at a 
large design agency, Pum Mek-arronreung and Jake 
Lefebure realized they shared something else: a deter-
mination to get themselves on the D.C. design map.

Quickly scoring their own freelance projects, the 
duo logged hundreds of hours together, winning doz-
ens of awards and the attention of the local design 
community. Soon they were managing a roster of 
clients as well as a budding romance; they married in 
2001. When Jake left the agency in 2003 to start his 
own company, Pum joined him, and their mission 
was underway.

Design militants
To capture their passionate work ethic and direct 
style of execution, the Lefebures searched for a 
clever name for their new fi rm. Taking cues from 
the patriotic culture around them seemed appropri-
ate, but they also wanted to incorporate the word 
design and their desire to sound big, even as their 
shop stayed small.

“After scouring for a URL and not having much 
luck, we joked about how two poor little designers—
one from the mountains of Pennsylvania and the 
other from the sprawling city of Bangkok—would 
ever stand out in the huge D.C. metro design com-
munity,” says Jake. “We said it would take an ‘army’ 
of designers to do it. So we keyed in www.design
army.com and there it was—just waiting for us to 
snatch it up. It was perfect. We are well-trained and 
organized, it’s easy to remember, and we plan to con-
quer D.C. creatively.”

Design Army was called into service. For this 
couple in the capital, it was crucial to cater to the 
ubiquitous political audience, yet Design Army’s skill 
with concepts and their polished look begged for 
more than annual reports. With the glitz of fundrais-
ers and galas before them, Design Army embarked 
on a campaign to bring intelligent design to events. 
“There’s a lot of demand on good invitations to 
attract the audience or donors who provide money 
to the organization,” says Pum. “We saw this as an 
opportunity to devote ourselves to specializing in 
high-end invitation design.”



44 DynamicGraphics

Infi ltrating the ranks
Invitations provided Design Army with exposure 
to the Washington elite: high-rolling clients and an 
A-list audience. Many of these organizations have an 
international presence and mailing lists that include 
former presidents. And since most of these events 
are recurring, promoting them provides unique 
challenges in capturing the interest of many of the 
same people each year.

When concepting a theme for an event, Design 
Army will often build an entire identity from the 
ground up, including logo and program design. In 
the process, they are given the opportunity to spec 
specialty paper stocks and printing techniques.

That said, it’s not always frills and full color. 
“While invitations are fun, they can also be very 
stressful because the names of the sponsors and 
honorary list are usually added, deleted, or changed 
at the last minute,” says Pum. By working on so 
many invitation projects, however, Design Army has 
learned to expect alterations and incorporates fl exible 
layouts to address the inevitable changes.

Even with the instability that last-minute 
changes bring, the stability of the event graphics 
business is a plus. Events are slotted ahead of time 
and must meet printing and mailing dates, so design-
ers get a solid deadline—and a solid paycheck. “We 
can always count on invitation projects,” says Pum.

A new home
When Human Rights 
Campaign wanted to 
announce its reloca-
tion to Washington, 
Design Army sug-
gested embracing 
alternatives to the 
traditional look of 
huge organizations. 
“We took headlines 
and paired them with 
hand-painted illustra-
tions to create a fresh 
look that refl ects the 
‘home sweet home’ 
image they originally 
wanted,” says Pum. 
The absence of insti-
tutional graphics and 
surprising use of color 
gave Human Rights 
Campaign a fresh 
identity that’s friendly, 
accessible, and expo-
nentially more human.

Partisan policies
In a town where some companies parade their politi-
cal motivations, Design Army has yet to declare 
their allegiances in order to pursue new business: All 
their clients have come to them by word of mouth. 
But Jake notes that an organization’s affiliation 
wouldn’t deter them from accepting a project. “We 
would never turn down a creative challenge, but we 
will reject close-minded clients,” he says. “I am a 
designer and regardless of their party I plan to give 
them the best creative I can.”

While the partisan leanings of their clients don’t 
create ideological confl icts, the Lefebures are still 
very selective about who makes it past round two of 
their recruitment process. “Anything we feel won’t be 
a good fi t for our studio, we don’t take the project,” 
says Pum. “Anyone who doesn’t click in our fi rst 
meeting, we don’t take it. If the fi rst question is ‘How 
much will it cost?’ we won’t take the project.” 

Design Army embraces a steady stream of work 
from nonprofi ts and lobbyist groups as not only a 
challenge, but an important part of living in D.C. 
“If you have no interest in politics, you shouldn’t live 
in Washington,” says Pum. “I’m a native of Bangkok 
and I’ve found American politics fascinating. I 
learned to appreciate it. Any good designer should 
be able to solve any problem. And good design starts 
with a good attitude towards the projects.”

DESIGN ARMY WILL SPECIFICALLY USE A COLOR LIKE

LIME GREEN TO MAKE AN IDENTITY STAND OUT.

“THERE ARE WAY TOO MANY RED AND BLUE LOGOS IN THIS TOWN!”
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Nutty is nice
A rethinking of The 
Nutcracker staged 
by the Washington 
Ballet was set in a 
Georgetown manor 
and featured George 
Washington as the 
Nutcracker and King 
George III as the Rat 
King. Design Army 
devised a witty and 
economical, holiday-
appropriate, two-color 
identity and translated 

Press credentials
When the Newspaper 
Association of 
America brought 
its annual conven-
tion to town, they 
wanted to convince 
potential attendees 
that D.C. was a fresh, 
hip destination. “Our 
solution was incor-
porating newspaper 
texture into a series of 
graphic illustrations of 
national monuments,” 
says Pum. Playing 
with the city’s tradi-
tion in an exciting way, 
plus the use of vivid 
colors (note Lincoln’s 
bow tie), contributed 
directly to a healthy 
turnout for the event.

it to a variety of pro-
motional materials, 
including invitations, 
programs, greeting 
cards, posters, and 
banners. The titular 
“nutty” fi gure, a 
colonial-era nut-
cracker with cocked 
hat, became a famous 
face in Washington 
throughout the holi-
day season, thanks to 
eye-catching graphics.
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Activist graphics
For ACT, a grass-
roots organization 
dedicated to electing 
Democrats, Design 
Army developed 
a series of “door 
knocker” kits to draw 
in potential support-
ers. The national 
awareness campaign 
also included these 
invitations to a fund-
raising party at the 
Democratic National 
Convention. Since 
the materials had to 
appeal to a highly 
diverse audience, 
red, white, and blue 
seemed appropri-
ate, but Design Army 
chose unexpected 
shades to give the 
pieces distinction.

Rules of Attraction

portrayed love with a 
naughty side. For the 
Young Voter Alliance 
logo, the designers 
had to incorporate 
fi ve organizations in a 
single, cohesive mes-
sage; the fi ve-pointed 
star represents the 
merged groups and 
features words from 
each of their missions.

Creating logos for 
fundraisers and orga-
nizations demands a 
lot from simple and 
often small graphics; 
they have to stand 
out from hundreds 
of competing marks. 
For the Washington 
Ballet’s “Love” gala, 
Design Army cre-
ated an identity that 
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Beyond stars and stripes
Considering some of the most famous graphic 
designs to come from Washington—currency, W-9 
forms—it’s obvious that political clients favor under-
stated concepts. Flags, diversity, and traditional 
fonts are all popular with this conservative crowd. 
But Jake and Pum jump at this opportunity to show 
what’s possible beyond the look that’s already on 
clients’ agendas.

“We are risk takers and will show a conserva-
tive client the wildest design,” says Jake. “While they 
may not select that design, it will often spin off some 
great conversations that elevate the more traditional 
options they love. It’s sort of like us turning the lights 
on for them, but they hit the switch.”

Not surprisingly, many of Design Army’s clients 
clamor for a very specifi c color palette. “Political 
clients seem to really like red, white, and blue,” says 
Pum, who notes that Design Army will specifi cally 
use a color like lime green to make an identity stand 
out. “There are way too many red and blue logos in 
this town!”

With so many organizations vying for public 
attention, it’s not difficult for Design Army to con-
vince clients of the importance of looking different, 
especially when donations are at stake. “There are so 
many political clients these days ranging from the 
mild to the wild, and they all are after the same dol-
lars, so the competition is fi erce,” says Jake. “But I do 
think that they are taking a bigger look at the picture 
and realizing the political landscape is changing and 
so must they.”

Staying on target
Propelling political messages beyond the conven-
tional, Design Army transforms these simple invita-
tions into beautiful pieces impossible to ignore. But 
by meeting the needs of their clients with appropri-
ate business-savvy style, they’re also changing the 
way this not-so-niche market communicates with 
constituents. As planned, Design Army’s strategy 
for addressing the D.C. social scene is making good 
design contagious.

“I think in the past two years we have made 
quite a impact on D.C., and we are starting to get 
more recognition,” says Jake. “But what’s even better 
is that we’re getting more competition, and some of 
it is quite good. I know I said that we want to con-
quer D.C. creatively and that it will take an ‘army’ to 
do it—but I never said they all have to be employed 
by us.” g

Foreign relations
The American Institute 
of Contemporary 
German Studies 
turned 20 in 2003 
and looked to Design 
Army to craft gala 
packages that would 
convey the institute’s 
history of energy and 
commitment. The 
designers managed 
to steer their client 
away from the unin-
spired style of previ-
ous collateral. “We 
have weaned them off 
clichéd images and 
pushed them toward 
a new idea of letting 
their words speak 
louder than their 
pictures,“ says Jake. 
These invitations, with 
their intriguing folds, 
clean layouts, and 
modernist-inspired 
graphics, have helped 
to bring the institute 
into the 21st century.

Alissa Walker (alissa
marie@mac.com) 
comes up with story 
ideas while wander-
ing the hills near her 
Hollywood home. She 
writes about design 
and culture, and is a 
regular contributor 
to DG’s sister publi-
cation, STEP inside 
design magazine.
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Colorful descriptions
This poster for the 
AIGA 50 “Call for 
Inspirations” offers 
CMYK breakdowns 
for every color used. 
Design Army came up 
with interesting names 
and corresponding 
colors: “City Rat” is 
brown; “Tourist Tan” 

is pink; “Motorcade” is 
dark blue/black; and 
“Tractor on the Mall” is 
green. There are sev-
eral other name/color 
combinations a bit too 
risqué to mention. “It’s 
hard to come up with 
250+ ‘safe’ names for 
colors,” says Jake.

Let’s talk about it
For a rebrand of 
Human Rights Cam-
paign’s National 
Coming Out Project, 
Design Army em-
ployed punctuation 
graphics to illustrate 
the campaign’s “Let’s 
talk about it” focus. 
The marketing tool’s 
loud-and-clear mes-
sage worked so well 
that it’s been through 
several reprints.
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A moving success
Since Design Army’s 
relocation occurred on 
April Fool’s Day, the 
designers created a 
memorable announce-
ment that included 
tabloid headlines such 
as “Design Army’s 
rover fi nds new PMS 
color on Mars,” and 
“Design Army rede-
signs the Potomac’s 
look and feel.”

Holiday fun
“Every Day Is a 
Holiday” is a coaster/
calendar set Design 
Army sent as a holi-
day promotion. “We 
wanted something cli-
ents would remember 
us by every day,” says 
Jake. ”And yes, all of 
these holidays exist!” 
The studio’s favorites 
included “Twin Day” 
(a two-headed sheep), 
“Hug Day” (a big, 
hairy, masked wrestler, 
“Nude Day” (a peeled 
banana), and Jake’s 
pick, “Unlucky Day” (a 
three-legged rabbit).
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Qpass 
Revival:
in the cards
A wild and crazy card game helps a software company

relaunch its brand to employees.

Not everyone thinks of branding as a game, but 
it turned out to be a perfect solution for Qpass, a 
high-tech company that provides infrastructure soft-
ware for global mobile telephone companies. When 
Qpass shifted its business focus from consumers to 
business-to-business, an important objective was to 
relaunch its brand internally with employees. Qpass 
called on Seattle-based brand fi rm Methodologie for 
a solution that would capture the interest of associ-
ates so they’d know the company was changing 
focus and understand the new context in which they 
would be working. In this way, each employee could 
become a “brand steward” for the newly trans-
formed organization.

No brand manual, please
“Our client was looking for an innovative reposi-
tioning solution that would capture the exuber-
ance of this digital company’s culture and educate 
employees about changes in their business struc-
ture,” says Methodologie creative director Dale 
Hart. “Qpass knew they didn’t want a manual, and 
they were willing to explore some fun and inter-
esting alternatives.” The company wanted to get 

By Terry Lee Stone

their employees excited about changes in business 
offerings as well. To meet this brief, Methodologie 
developed an unorthodox campaign that centered 
on a unique card game supported by promotional 
items and a temporary redesign of Qpass’ employee 
intranet site.

The spirit of the game and its wild ‘n’ crazy 
graphics was tuned for the break-the-rules culture of 
the young company. According to Hart, “Our best 
and most successful work comes from clients who 
are risk takers. It’s rare, but great when it happens. In 
the case of Qpass, [the question] was how far can we 
push it?”

Each of the 29 game cards represents a brand 
element (mission, promise, etc.), company fact (year 
founded, company folklore), or company associa-
tion (primary market information, corporate icon). 
The entire staff became involved in playing the game 
over the course of what was, in effect, a month-long 
special event.

Collecting for employee interaction
The point of the game was to learn more about 
the company and brand by trading and collecting 

Cards (facing page)
The unique solution 
to the Qpass brand 
relaunch was to cre-
ate a card game, 
with employees com-
peting for prizes. 
Methodologie (www.
methodologie.com) 
designed both game 
and brand cards to 
fi t with the client’s 
youthful, irreverent 
culture. The graphic 
execution of this con-
cept was as varied as 
possible. The design-
ers leveraged a range 
of fun company and 
pop culture references 
to create the card 
backs. Some images 
are cryptic, inviting 
further examination; 
others are evergreen 
pop references.
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Card case
To heighten the col-
lectible aspect of the 
brand trading cards, 
Methodologie selected 
a keepsake steel box 
to house them. The 
card game became a 
credenza piece that 
employees wanted to 
hold on to and enjoy.
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“brand cards.” Each employee received a metal keep-
sake box and 10 random cards. Employees traded 
with each other to collect “suits” of like cards, which 
allowed them to win prizes.

The Methodologie project team had a few tricks 
up their sleeves: In some instances, senior managers 
held certain key cards, which caused staff members 
to have to come to them and respond to a quiz ques-
tion; with the correct answer, the employee would be 
rewarded with the prized card. Other cards were hid-
den around the company’s headquarters to be spotted 
by sharp-eyed employees.

The game created a frenzy of interaction and 
trading activity almost immediately. “We noticed that 
within days of the game’s launch, Qpass cards were 
being traded at a premium on eBay! This branding 
exercise really inspired a fun competitiveness within 
the company,” notes Methodologie marketing man-
ager John Carroll.

As “uncorporate” as possible
Designing the cards was a treat for Methodologie, 
an opportunity to be wildly creative with icons, 
imagery, and graphics that were playful, varied, and 
as satirical as possible, all in keeping with the atti-
tude of Qpass. All the designers on Methodologie’s 
staff were involved; they pursued a variety of stylis-
tic interpretations, mostly with a pop-culture spin. 
Images of clowns, children’s books, woodworking 
tools, the game Twister, the color blindness test, the 
moon walk photo … even Elvis made it into the 
deck. The game has a Joker card; just for fun the 
Qpass marketing director (Methodologie’s client 
contact) was the featured image.

All these cards, rendered in a variety of illus-
trative styles, work together in a crazy quilt of 
brand expression. Dale Hart summarizes the design 
approach: “The whole system is really a carnival of 
color, no two cards being the same. We did this to 
make the game feel as ‘uncorporate’ as possible to 
appeal to the young, high-tech staff.”

In addition to the cards, Methodologie created 
icons to represent aspects of the Qpass brand state-
ment that were then put on T-shirts in a spectrum 
of brand colors. And to further enhance the game, 
fi ve different “skins,” randomly rotating, were devel-
oped for Qnet, the employee intranet site; each time 
employees logged on during the campaign, they 
saw a variety of colorful patterns that promoted the 
brand game. A release party kicked off the campaign, 
which was concluded after a month with the award-
ing of prizes.

The Qpass card game put a human touch and a 
sense of play into branding, an engaging way to get a 
complex set of information into the minds of corpo-
rate staff. Who says branding can’t be fun? g

Brand apparel
Giveaway T-shirts 
were part of the brand  
relaunch campaign. 
Symbols (some of 
which also appear 
on the game cards) 
are featured as super 
graphics in a vari-
ety of brand colors. 
Qpass’ corporate 
identity system con-
tains a palette of 11 
colors used in various 
combinations. The 
symbols reference dif-
ferent aspects of the 
brand; for example, 
the airplane symbol-
izes “global,” while 
the camera’s mes-
sage is “security.” 
The shirts, modeled 
here by lead designer 
Gabe Goldman, fur-
ther enhanced brand 
knowledge in a less 
direct, but defi nitely 
entertaining way.

THE GAME CREATED A

FRENZY OF INTERACTION AND

TRADING ACTIVITY ALMOST IMMEDIATELY.

“THIS BRANDING EXERCISE REALLY

INSPIRED A FUN COMPETITIVENESS

WITHIN THE COMPANY.”
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Intranet skins
During the campaign, 
the Qpass intranet 
site featured a series 
of specially designed 
skins that promoted 
the Qpass brand 
awareness effort. 
Unorthodox graph-
ics sparked interest, 
publicized prizes, 
and provided further 
information. When 
employees logged 
on to the site, they 
were greeted with 
a rotating series of 
top pages, some of 
which are shown here. 
Design elements such 
as pattern and color 
were deliberately 
playful to portray the 
spirit of the campaign 
and encourage partici-
pation in the game.

Terry Lee Stone 
(terry@terryleestone.
com) is a design man-
agement consultant 
and writer/educa-
tor in Los Angeles. 
She is coauthor of 
the recently pub-
lished Color Design 
Workbook from Rock-
port Publishers.

Playing the Qpass Game
Simple to play, the game
developed by Method-
ologie spurred a tremen-
dous amount of interaction 
as employees acquired 
brand knowledge while 
competing to win prizes.

Setup:
Each player received 10 
cards to begin. The object 
was to collect a full deck 
(29 cards), which was 
divided into eight suits 
of varying numbers of 
cards, plus one Joker. 
Prizes and additional cards 
were awarded for collect-
ing a full suit, three of a 
kind, and instant winners. 
Platinum cards were the 
holder’s ticket to winning 
the grand prize.

Ways to collect cards:
•  Network: Trade with 

another player.
•  Knowledge is power: 

Correctly answer ques-
tions relating to the cards 
when asked by senior 
management.

•  Get lucky: Find cards 
located in mysterious 
places.

Rules:
•  The game’s duration was 

one month.
•  To redeem a full suit, 

employees were asked 
questions relating to the 
information on the cards. 
Cards by themselves 
could not be used to 
redeem prizes.

•  The Joker card was 
“wild” and could be used 
to complete a suit.

Complete sets of rules 
were posted on the com-
pany’s intranet site and 
throughout the company 
headquarters.
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Care&    Feeding
õf˜

by Allan Haley

Tend to your script typefaces carefully with these
six tips for appropriate use.

Script typefaces are emotional, lyrical, even passion-
ate communicators. They enhance the written word. 
Scripts have a soul and a heart. Words set in script 
are perfect examples of things that are greater than 
the sum of their parts.

Perhaps the most expressive of all letter styles, 
scripts can project a mood, create a sense of the era 
in which they were fi rst written, and refl ect the tools 
used to create them. The rotund strength of a type-
face like Forte has a very different personality from 
the passionate Bendigo, and both of these are distinct 
from the elegant Young Baroque.

Pretty—but not simple
The fi rst thing to remember when working with 
scripts is that they are harder to read than serif or 
sans serif typefaces. We are not as familiar with 
their character shapes as we are with those in more 
traditional typeface designs. This slows down the 
reading process … and can affect document com-
prehension and information retention. Studies have 
also shown that blocks of script copy are not invit-
ing to the reader. While scripts stand out, they also 
tend to create a busy visual texture that is subtly 
off-putting to readers. To thrive, scripts should be

employed in an environment where ease of reading 
is maximized. Here are six tips to ensure your scripts 
are well maintained.

1. Use with care in text.
Make lines of text in a script typeface more engag-
ing by setting copy in narrow columns. That way 
the eye does not have to travel far to catch every-
thing on a line. Adding a little extra space between 
lines of copy will also make the copy more inviting 
and help the reading process by reducing the chance 
of “doubling” (reading the same line twice). Scripts 
should also be set large. Their x-heights are usually 
quite small, which means that most are difficult 
to read below 14 or 18 point. A good script rule of 
thumb: When in doubt, go bigger.

2. Be brief in display environments.
Be brief when using a script typeface to set headlines 
or other large copy. Script faces are not that much 
easier to read in large sizes than they are small. 
Headlines, subheads, pull quotes, and other blocks 
of large script type should normally be kept to about 
six words. Very long words are also not as easy to 
read in a script typeface as are short words.

Recommended 
resources:
The History and Tech-
nique of Lettering, by 
Alexander Nesbitt, 
$9.95, Dover Publica-
tions, www.dover
publications.com

Fonts & Logos, by 
Doyald Young, Delphi 
Publishing. This clas-
sic book is out of print 
but well worth picking 
up used.

Allan Haley (allan.
haley@monotype
imaging.com) is the 
director of Words & 
Letters at Monotype 
Imaging. He is chair-
person of AIGA 
Typography and a 
past president of 
the New York Type 
Directors Club.

type FIX
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3. Don’t mix scripts.
There is a typographic tenet that cautions against 
using two sans serif typefaces in the same docu-
ment. Without going into a lot of design theory, 
the basic principle is that there will not be enough 
contrast between the two faces. Script designs are 
also included in this “no mix” category—but for a 
different reason. Trying to mix two script typefaces 
in a single document is like herding cats. Because of 
their strong design personalities, each design wants 
to go its own way and make its own statement. The 
result of mixing scripts is almost always typographic 
competition and chaos.

4. Avoid kerning, letterspacing.
Another important rule about using script typefaces 
is to keep your fi ngers off the “spacing knob.” Don’t 
kern or letterspace script characters. Script typefaces 
mimic their handwritten brethren. The individual 
characters fl ow into each other, creating a continu-
ous ribbon of typographic communication.

Connecting scripts—those with strokes that 
connect one letter to the next—are designed to fl ow 
across the page as if the copy were written by a prac-
ticed hand. Even calligraphic or spontaneous non-
connecting scripts should run smoothly across the 
page. Kerning and letterspacing script typefaces does 
nothing to enhance their beauty, readability, or com-
munication power.

5. Take care with capitals.
Never set all-cap copy in a script typeface. Why? 
First, because script caps are designed to fi t snugly 
next to lowercase characters. If set together, they 
will become entangled with the next character, 
creating a typographic jumble. Yes, you could let-
terspace the capitals … but this would only give you 
a string of fancy, difficult-to-read letters. There is a 
place, however, where script caps can work on their 
own: They make wonderful initial letters to intro-
duce a paragraph or block of copy.

6. Use scripts sparingly.
Because they are so engaging, it’s easy to overuse 
scripts. They should be put into service only when 
appropriate to the situation and message. Parts lists, 
quarterly reports, lengthy brochures, and the like are 
not the place to show off your collection of script 
fonts. Slide presentations and signage are also envi-
ronments where scripts can actually impede under-
standing and should especially be avoided.

Scripts have always been wonderful communica-
tion tools; they just need proper care and feeding to 
do their work best.

OpenType scripts
If you like working with 
script fonts, you should 
explore some of the new 
OpenType versions. While 
there are several technical 
aspects that differenti-
ate OpenType fonts from 
previous formats, graphic 
designers can basically 
enjoy three benefi ts from 
this newest kind of font:

1. Multiplatform support
2. Large character sets 
3. Glyph substitution

Multiplatform support 
means that the same Open-
Type font can be used on 
both Mac and Windows 
machines. And since all 
OpenType fonts use the 
same Unicode character-
encoding system, the 
chance of characters being 
dropped or changed when 
you open a fi le on a dif-
ferent machine is virtually 
eliminated.

The latter two benefi ts 
(large character sets and 
glyph substitution) are, 
however, what really make 
OpenType script fonts 
shine. Many have very 
large character sets that 
can include hundreds of 
alternate and swash letters. 
And not only are additional 
characters present in the 
font, OpenType fonts are 
smart enough to know how 
to use them. By enabling 
the correct attributes in an 
OpenType-savvy applica-
tion, fancy and alternative 
characters can automati-
cally be added to words and 
change depending upon the 
letters that surround them. 
Adobe’s Bickham Pro and 
Linotype’s Zapfi no Extra 
and Cézanne Pro are just 
a few of the script fonts 
that take advantage of 
OpenType capabilities.

Formal to casual
Script typefaces, when 
used in an appropri-
ate context, can be a 
highly effective way to 
lend a personal touch 
to a project. More fl uid 
than traditional text 
faces, they come in 
a wide assortment of 
moods and character-
istics, and are offered 
in both formal and 
casual varieties.

Formal scripts are 
best used to achieve 
an elegant, stately 
look. Employed in 
invitations, announce-
ments, and decorative 
initial letters, formal 
scripts carry a sophis-
ticated tone for your 
project. They are ideal 
for headlines or other 
concise applications.

Casual scripts, on 
the other hand, can 
be selected when 
your project calls for 
a more friendly or 
intimate vein. These 
faces appear to be 
quickly drawn with a 
pen, brush, or similar 
writing instrument. 
Whether the strokes 
are connected or not, 
casual scripts convey 
a warm, personal, or 
relaxed feel and can 
be used in somewhat 
quirky ads, brochures, 
or other less-formal 
designs. Choose casual 
scripts wisely: Check a 
face’s legibility closely, 
and be sure only to use 
one of these strong 
personalities if it effec-
tively and appropri-
ately communicates 
your message.

Adapted from “fy[t]i,” 
www.fonts.com, by 
Ilene Strizver, The Type 
Studio, www.thetype
studio.com
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Formal ScriptsSCRIPT SPECIES
While there are lit-
erally thousands of 
script typefaces to 
choose from and they 
can be as varied as 
fl owers in a garden, 
most can be divided 
into four basic groups: 
Formal, Casual, 
Calligraphic, and 
Blackletter.

Formal scripts, like 
Balmoral or Flemish 
Script, are normally 
reserved for, as the 
name suggests, formal 
occasions. They are 
most comfortable in 
applications such as 
fancy invitations, cer-
tifi cates, and similar 
“important and offi -
cial” documents.

The Barbie look
Mattel’s überbrand 
is so instantly recog-
nizable it’s hard to 
accept that numer-
ous changes have 
been made to the 
identity through the 
decades. The latest 
signature, shown here, 
was created by brand 
strategy and design 
fi rm Parham Santana,  
(www.parhamsantana.
com). Associate cre-
ative director Maryann 
Mitkowski explains 
that the new mark in 
a sense brings Barbie 
back to her origins. 
“The original Barbie 
logo, created over 
40 years ago, was a 
‘signature’ with terrifi c 
energy and style,” she 
explains. Twenty-fi ve 
years after a “chunky” 
update in the ’70s, 
Parham Santana was 
tapped for a global 
rebranding that 
“returned Barbie to 
her fashion roots.” 
Mitkowski notes that 
the new logo brings a 
“fashionable, trendy, 
smart sensibility” to 
the brand.

Handwriting fonts
With technology omni-
present in our lives, 
there’s a resurgence of 
interest in approaches 
that carry a personal 
touch ... and in hand-
writing fonts. These 
typographic interpre-
tations of penman-
ship come in diverse 
styles—calligraphic, 
childlike, methodical—
and convey emotions 
effectively. Just about 
any mood is available. 

Handwriting fonts 
work well in personal 
projects that may be 
done on computers 
but are meant to look 
low tech. But don’t 
limit their use to pri-
vate designs; they can 
also be used effec-
tively in projects like 
book and CD covers, 
movie titles, advertis-
ing, and web graph-
ics—projects that call 
for an intimate, casual, 
or expressive sense of 
individuality.

Adapted from “fy[t]i,” 
www.fonts.com, by 
Ilene Strizver, The Type 
Studio, www.thetype
studio.com
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Casual scripts have 
a wider range of 
personalities. They 
can be laid-back 
like Swing, edgy like 
Smack, ingenuous 
like Andy, or playful 
like Benguiat Frisky. 
Casual scripts are also 
at home in as diverse 
places as posters, 
restaurant menus, and 
product brochures.

Casual Scripts

Valentine scripts
For Target, Parham 
Santana developed 
these seasonal “trend 
directions” used 
by the retail giant’s 
vendors to create 
Valentine’s Day prod-
ucts. They illustrate 
the power of scripts—
in experienced 
hands—to interact 
with color and graphi-
cal elements and 
make bold statements 
with captivating per-
sonalities. In this case, 
the type treatments 
are based on the font 
Creampuff, available 
for free at http://
desktoppub.about.
com/library/fonts/hs/
uc_creampuff.htm. 
The font was designed 
by Nick Curtis; check 
out his wide assort-
ment of script, text, 
and display fonts 
at www.nicksfonts.
com. Curtis based it 
in turn on an earlier 
script, Eclat, designed 
by Doyald Young in 
1984 for Letraset and 
still available at www.
fonts.com. Refl ecting 
their origins in histori-
cal handwriting, script 
typefaces have exten-
sive geneologies.

Calligraphic fonts
Calligraphic fonts 
often appear as if 
they’ve been drawn 
with fl at-tipped pens—
occasionally they even 
come with the irregu-
larities of actual hand-
drawn letters. 

How are these faces 
different from other 
scripts? Unlike many 
scripts, calligraphic 
fonts’ lowercase let-
ters aren’t usually 
connected. They work 
best in display type, 
and run the gamut 
from historical and for-
mal to edgy and whim-
sical. Calligraphic fonts 
are perfect for proj-
ects like invitations, 
announcements, and 
greeting cards, and 
lend a human, organic 
touch to posters, CD 
packaging—anything 
that requires personal-
ity, warmth, or charac-
ter. They are also ideal 
for use as decorative 
initial letters.

Adapted from “fy[t]i,” 
www.fonts.com, by 
Ilene Strizver, The Type 
Studio, www.thetype
studio.com
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Calligraphic scripts, 
as the name implies, 
mimic calligraphic let-
tering. They can look 
dashed-off, as in Tiger 
Rag, or carefully con-
structed, like Ophelia 
Italic. Calligraphic 
scripts are a perfect 
choice when you want 
a “human touch” in 
your graphics.

Blackletter typefaces 
are designed to look 
like manuscript letter-
ing prior to the inven-
tion of movable type. 
They range from the 
traditional but hack-
neyed Old English to 
more distinctive alter-
natives like Bollatica 
and ITC Tomism. Not 
subtle, they have 
strong personas and 
make powerful state-
ments. Because of 
this, they should be 
used sparingly.

Script versatility
Invitations are clas-
sic environments 
for script type. 
Gouthier Design of 
Fort Lauderdale, Fla., 
developed this invite 
for an event cospon-
sored by AIGA Miami 
and Mohawk Paper 
Mills. Here, a single 
letter is repeated to 
create a backdrop for 
event information, 
illustrating the abil-
ity of scripts to both 
serve as art and con-
vey meaning. www.
gouthier.com

Moving and greeting
This combination 
moving announce-
ment and holiday 
greeting from a fi rm 
of attorneys employs 
a hand-drawn script, a 
favored approach for 
Gouthier Design. In 
this case, a wide-open 
brief set the stage 
for a highly evocative 
piece. “They let us do 
whatever we wanted,” 
recalls principal 
Jonathan Gouthier. 
“For a law fi rm, that’s 
pretty progressive.”
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Italic Typefaces

Italic typefaces are fi rst cousins to 
scripts. Stylistically, they range from 
simple obliqued letters to characters 
that mimic cursive writing.

Originally, italic letters were not 
designed to complement a roman 
typeface. First used in the 16th cen-
tury, they were created as indepen-
dent fonts. Designed as single-weight 
families, they included only lowercase 
characters: no caps, numbers, or 
punctuation. The idea was to use caps 
and other characters as necessary 
from whatever font the printer had 

available. In the 17th century italics 
became a legitimate part of a type 
family and had slanted caps and num-
bers as part of the offering.

ITC Novarese, a design that has 
caused much confusion since its 
release because of its lack of italic 
capital letters, is really a traditional 
interpretation of the italic genre.

ITC Cerigo is another variation on 
the italic theme. The roman lowercase 
is upright italic characters, while the 
italic has the same characters with a 
“faster” slant.

Holiday hangtag
Script type, with its 
emotional expressive-
ness, was a natural to 
convey the “gifts of 
the heart” theme of 
this holiday self pro-
motion from Gouthier. 
The hangtag’s hand-
made appearance 
called out for a similar 
typographic strategy, 
Gouthier says. “We 
drew the type by hand 
to start, then con-
verted the lettering 
into a font so there 
was a perfect match 
on front and back. 
Special occasions and 
holidays are times 
when you want to 
make invitations and 
cards special tributes.” 
The combination of 
handmade type along-
side the craft fl avor of 
the card made this an 
extra-special greeting 
for recipients.

Spencerian scripts
Formal yet personal, 
lyrically beautiful 
yet authoritative, a 
Spencerian script is an 
appropriate typeface 
for elegant invita-
tions and ceremonial 
announcements. A 
fl owing style of cur-
sive developed by 
Platt Rogers Spencer 
in the mid-19th cen-
tury, Spencerian script 
handwriting was the 
most widely used form 
of penmanship of that 
era. Its strokes are 
graceful and rhythmic; 
letterforms are char-
acterized by fl owing 
loops and fl ourishes.

Offshoots of origi-
nal Spencerian scripts 
follow the same basic 
structure, but vary 
in width, weight, and 
individual details. Make 
choices depending on 
your purpose. Don’t 
use Spencerian scripts 
to set small text, and 
never use them in all- 
cap settings.

Adapted from “fy[t]i,” 
www.fonts.com, by 
Ilene Strizver, The Type 
Studio, www.thetype
studio.com

ITC Novarese Medium Italic

ITC Cerigo Book Italic
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All type is found, in one way or another. Where? 
“Everywhere,” answers Matteo Bologna, principal 
of Mucca Design. “Anything that man touched and 
had to leave some kind of message on is fair game 
for us.”

That means casting a wide net. There are the 
usual suspects for fi nding inspiration, of course—
type specimen books and the work of one’s peers. 
But a common trait of innovative type designers is 
cultivating a certain way of seeing: a form of vision 
that fi nds type riches where others see the ordinary, 
prosaic, and forgettable.

It is a faculty that is both learned and intrinsic. 
Bologna, who with Roberto de Vicq de Cumptich 
has crafted some of today’s most fully realized 
typographic creations, notes that the French phrase 
déformation professionelle (translation: “professional 
distortion”) has applicability here. “A painter sees 
everything as color and light. For an engineer, life is 
one big structure,” he says. “We designers understand 
the world as messages and type.”

While that may be true of most graphic design-
ers, developing the habit of discovering type in the 
environment requires a degree of commitment and 
discipline … as well as the ability to keep one’s eyes 
open with a sense of wonder at the surreal beauty 
and mystery of the letterforms that surround us.

fontsfound 

The allure of hidden wealth, the mystery of lost masterpieces,
the thrill of unique solutions: All these passions are combined in 

the pursuit of typographic treasures.

This invitation to an 
awards reception is 
the work of Roberto 
de Vicq de Cumptich 
of HarperCollins 
Publishers and Matteo 
Bologna of Mucca 
Design (www.mucca
design.com). Created 
for Adobe’s Design 
Achievement Awards, 
a premier student 
competition, the text 
message is created 
entirely from gaps 
between batteries 
stood on end. Part of 
a campaign that used 
a similar image that 
spelled Charge!, the 
invitation captures 
the energy of young 
talents ready to enter 
the design profession.
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Designer, typographer, 
and artist Jean-Benoit 
Lévy works in both 
San Francisco and 
Basel, Switzerland. 
The concept for his 
Inner State project, a 
“reinterpretation of 
the U.S. road sign-
age system” arose 
as he was studying 
the California Driver 
Handbook to pass 
his license exam. The 
texts on road signs 
suggested humorous 
ruminations on the 
experience of driving 
in the States. “With 
my Swiss French pro-
nunciation and foreign 
origins, some other 
words appeared to 
me,” he says. “The 
roads actually became 
very poetic and way 
more interesting than 
they are in real life.” 
Portions of the project  
were incorporated, 
along with contri-
butions from other 
designers, into a pic-
ture font called Signal 
Signifi er; a limited 
sample from the lat-
ter project is available 
free at www.typebox.
com (full version $39). 
Already known for 
his postcards (see 
page 67), Lévy’s now 
seeking an American 
publisher to produce a 
full-color postcard set 
of his whimsical and 
oddly intriguing signs. 
See more work at his 
website, www.and.ch.
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At Standard Deluxe, 
vernacular style isn’t 
an affectation of 
authenticity-deprived 
city dwellers—the 
design and screen 
printing studio is 
located in Waverly, 
Ala., population 225. 
Standard Deluxe 
designer Matt Lane 
Harris found inspira-
tion in a roadhouse 
sign (far left) in 
Meridian, Miss., for the 
musical performance 
poster at near left. 
This is what signage 
afi cionados call a 
“ghost” sign, because 
the business it origi-
nally advertised is 
long gone.

Adaptations of actual 
art on storefronts, 
billboards, signs, and 
other elements of 
Standard Deluxe’s 
rural surroundings 
often inspire the work 
of Harris and his fel-
low designers. The 
T-shirts shown here 
are exemplary. The 
Waverly Grocery Co. 
is strictly a product 
of Harris’ imagination, 
yet the type and art 
convincingly evoke 
a sense of time and 
place authentic to the 
studio’s environment.

Do not play in the 
street, another screen-
printed T, is based on 
schoolchild graphics 
circa 1950 (design by 
Nolen Otts). Despite 
its bucolic location, 
Standard Deluxe has 
become a prized 
source for screen-
printed shirts and 
posters with authentic 
Southern style. These 
and other designs are 
available for sale at 
the Standard Deluxe 
website; check the 
selection at www.
standarddeluxe.com.

Photo by Charlie Boyd
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Tracy Seneca’s street-
wise website, Mildred’s 
House of Signage 
(www.signs.miss
tracyjo.com), draws 
mostly from Chicago 
neighborhoods rich in 
one-of-a-kind signs. 
A web developer and 
artist, Seneca has 
selected hundreds of 
signs for their com-
pelling combination 
of ordinariness and 
idiosyncracy. The 
passage of time also 
tends to bring out the 
distinctiveness of cer-
tain signs, she notes: 
“There’s nothing more 
retro than something 
that at some point 
was supposed to be 
futuristic.” Among the 
attractions at Seneca’s 
site: Sections on good 
names, bad spelling, 
just chickens, lovely 
fonts, recycled signs 
... and amusing com-
mentary throughout.

Transplanted visions
Individual imaginations develop their own strategies 
for fi nding type, and often the process is activated 
by a change of scenery. Michael Hodgson, a partner 
of the design office Ph.D, came to the U.S. in 1979 
with a background in Europe’s older type traditions. 
He remembers it this way: “Having studied photog-
raphy and printmaking, I wasn’t a typographer per 
se. But I had the equivalent of an apprenticeship 
working for the magazine Harpers & Queen, which 
was still set in metal type when I started in ’74.”
Arriving in Los Angeles exposed him to a new set 
of infl uences. “I was struck by the neon, by the 
Holiday Inn signs, and the music industry changed 
my way of seeing, too,” he says, noting that his work 
on album covers and music posters began to refl ect 
the “States vernacular” while retaining its connec-
tion to European styles.

“For a long time Gill Sans tended to be our type 
du jour, and people commented on it,” he recalls. “It 
was when I went back to England that I noticed that 
probably half of the older signage was in Gill Sans.” 
His birth records, a keepsake shared by his mother, 
contained a further revelation: It, too, was in Gill 
Sans. “So I guess right from birth it was predeter-
mined that I would use a lot of it,” he says.

Yet Hodgson notes that as time went on, the 
pull of Southern California style was more evident 
in his work. In recent years this has shown itself in 
a fascination with letterforms and type treatments 
associated with buildings and architecture—and his 
fi rm has become more active in designing signage for 
buildings, partially as a result of this interest.

Lure of the open road
Jean-Benoit Lévy is a graphic artist and visual 
designer working in both the U.S. and Switzerland 
whose typographic interests also refl ect a change in 
scenery. Like many visual communicators, he fi nds 
typographic inspiration “everywhere—in the streets, 
magazines, billboards, a piece of paper on the fl oor,” 
but in his case (and at this point in his life) a big 
infl uence on his work has been the American road-
scape. “To arrive in a new country demands some 
mental adaptation. Through my visual profession, I 
am used to observing,” he says. “I fi nd it funny that 
on the road in the U.S., which is an international 
country where you would expect more symbolic 
signs, you have all these texts that you have to read 
while driving. They’re almost like the subtitles in 
a movie. I feel like I am driving in a place where 
someone has many things to explain to me in order 
to let me travel on their roads. With these texts, 
the U.S. road system becomes full of mysteri-
ous, romantic, surreal, and even poetic messages, 
depending on how one feels inside while driving.”
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Peter Bain, a self-
described “designer 
who specializes in 
letters,” tends to fi nd 
infl uences in historical 
type. For antecedents 
to his announcement 
for a competition held 
by the Type Directors 
Club, he was “thinking 
of Dada-infl uenced 
typography from 
Bruno Monguzzi and 
Czech bookjackets 
from the 1960s that 
mixed up type.” On 
the card’s front (near 
left), he placed a non-
sense phrase listing 
all the typefaces used: 
Davida Bold, Walbaum 
Fraktur, Bank Script, 
Stop, and Bulmer. 
“Since many in the 
audience will recog-
nize a lot of typefaces, 
I wanted to give them 
a hint,” he says.

For a New York Public 
Library exhibition 
of rare maps detail-
ing the exploration 
and settling of the 
American West, Bain 
developed the ornate 
lettering on the cata-
log cover at right. 
Based on samples of 
actual frontier maps, 
the hand-rendered 
gothic or blackletter 
type was “meant to be 
readable for a modern 
audience, but sugges-
tive of historical prec-
edents,” he says. More 
of Bain’s hand letter-
ing and examples of 
his complete fonts can 
be viewed at www.
incipit.com.

Credits: Ann Antoshak, Art Director, New York Public Library; reproduced with permission of NYPL
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Identity and pack-
aging by Ph.D for 
ceramic candle plates 
imported from Mexico 
were inspired by the 
town where the plates 
are made. “On every 
sign, the type was 
black with a red initial 
cap,” recalls Hodgson. 
“When I did the logo 
for the product, I did 
it that way.” Letter-
press printing helped 
retain the feeling of 
the town’s signage 
and architecture.

sign junkyard. When 
installation time came, 
the letters were laid 
out on the ground to 
create a baseline and 
painstakingly spaced, 
often working back-
ward, to ensure they 
fell on the right parts 
of the facade. “Nerve-
wracking” is how he 
describes the process.

From highway to city
The typographic landscape of the city is crammed 
with competing messages, and the visual cacaphony 
has a tendency to become numbing, closing one’s 
eyes to the potential for clarity, uniqueness, and 
charm. Reclaiming the sense of wonder—and pre-
serving the hand-rendered styles fast disappearing in 
our age of mass-manufactured signage and corporate 
blanding—is the mission of a group of artists and 
enthusiasts who fi nd deeper meanings in the letter-
forms of urban signage.

Tracy Seneca is a librarian, web developer, and 
artist working in a variety of media who has made it 
her personal quest to see that city type is fully appre-
ciated. “I fi nd these signs and images comforting 
because they’re not landmarks,” she says. Although 
now in California, she lived for years in Chicago, 
the signscape of which her site Mildred’s House of 
Signage documents.

She describes her motivation in creating the 
site as “a combination of being in a new place, get-
ting to know it, and somehow still seeing things that 
are familiar.” Chicago is an ideal environment, she 
says. “One of the things I love about Chicago is that 
it’s a healthy city. You lose that as things become 
more franchised and less distinctive. There are lots 
of mom-and-pop businesses in Chicago, and to me 
that’s the sign of a healthy community.”

From city to country
“Urban environments have their own vernacular,” 
acknowledges Matt Lane Harris, a designer at screen 
printer Standard Deluxe, while noting that his 
employer’s rural Alabama setting exposes him to an 

A pro bono project by 
the design fi rm Ph.D 
for the Mark Taper 
Center/Inner City 
Arts complex in Los 
Angeles was based on 
found lettering in a lit-
eral sense. Ph.D part-
ner Michael Hodgson 
recalls that the letters 
used in the project 
were salvaged from a
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entirely different but similarly rich and lively set of 
infl uences. “When you come out here to the rural 
South, you understand that you have to be affected 
by this environment.”

Harris’ surroundings reveal a more traditional 
sort of typographic landscape, yet one that exerts 
equally powerful infl uence. “It’s hard not to use 
found type here—it’s all around us. When I’m stuck, 
all I have to do is walk outside my door.” Harris and 
studio owner Scott Peek collect old signs and keep 
folders full of samples from old magazines and books.

“One of my biggest inspirations is church 
signs,” he says. “The smaller the church, the smaller 
the budget, so a lot of what you see is hand lettered.” 
Sampling the basic appeal of hand-drawn type helps 
him reconnect with his environment, he says, “and it 
also gets me out from behind my computer.”

A broader environment
There’s more to the lettered environment than archi-
tecture and signage, of course. Peter Bain is a noted 
type designer and educator who often fi nds inspira-
tion in antique works that are more purely typo-
graphic. “I tend to look for samples that are readable 
but suggestive of historical precedents that interest 
me,” he explains. “My background as an educator 
helps broaden the range of infl uences I can draw 
on.” Those infl uences range from Asian calligraphy 
to constructed Bauhaus alphabets to 18th- and 
19th-century maps. “I think like a typographer,” he 
says, even though “sometimes I do things that are 
more calligraphic.”

The familiar becomes new
For these designers, fi nding a new way of seeing 
type—despite the presence of a predecessor or infl u-
encing work—contributes to the distinctiveness of 
the design solutions they develop. As de Vicq de 
Comptich observes, “Every project is different, so by 
defi nition each design should be unique.”

Water fl asks used on 
café tables in Paris 
gave Hodgson the 
concept for a music 
consultant’s identity, 
shown at left. (Ricard 
is an anise-based 
liqueur typically con-
sumed mixed with 
water.) “Designers 
are always looking 
at stuff like this,” he 
says, “taking it in and 

storing it” for the 
appropriate moment. 
The critical talent, 
of course, is being 
able to transplant 
the concept from its 
original context into a 
new setting where its 
freshness captivates 
an audience. See more 
of Ph.D’s creative 
transformations at 
www.phdla.com.

g
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Recommended 
resources:

Online galleries
Interesting Ideas 
(www.interestingideas.
com)—Bill Swislow’s 
kaleidoscopic site 
encompasses signs, 
outsider art, songs 
of praise for Don 
Knotts, and the Gyros 
Project (an ongoing 
effort to document 
Chicagoland’s ubiq-
uitous meat-on-a-
skewer iconography).

Ruavista (www.
ruavista.com)—In 
Portuguese, ruavista 
means “street sight,” 
and Marc Voelckel’s 
site is loaded with 
colorful street scenes 
from around the 
world, contributed by 
correspondents, in the 
form of photos, words, 
and sounds. Also 
includes links to perti-
nent exhibitions.

Books & more
Blackletter: Type 
and National 
Identity, by Peter 
Bain and Paul Shaw, 
$19.95, Princeton 
Architectural Press, 
www.papress.com

By Jean-Benoit Lévy:
• Live/Love: Lenticular 
Postcards, $9.95
• Live/Love: Lenticular 
Journal, $12.95
•Note/Quote: Lenticu-
lar Journal, $12.95
—all from Chronicle 
Books, www.chronicle
books.com

Pretty Vacant: The 
Los Angeles Dingbat 
Observed, by Clive 
Piercy (book design 
by Ph.D), $24.95, also 
from Chronicle Books

Three-dimensional 
objects become two-
dimensional “signs” 
in these posters from 
The Remingtons 
(Ludovic Balland and 
Jonas Voegeli). The 
poster at right, for 
open-air concerts 
in Basel and Biel, 
Switzerland, had a 
soccer theme, so the 
designers created a 
typeface on the green 
out of small stones. 
From a distance the 
letters are reminiscent 
of dot matrix type, 
with its bitmapped 
appearance. For the 
three-language poster 
below, the concept 
was to create an 
image of a demon-
strating crowd using 
just type. The mes-
sages in the posters 
are formed by people 
holding between them 
sheetlike banners on 
which the lettering 
appears. See more 
examples of innova-
tive type at www.
theremingtons.ch.
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buyers guide

Digital cameras, scanners, printers, and monitors are imaging 

essentials, but how to choose from the countless offerings? Buying 

more capability than you need can be a big waste of money; get-

ting less than you need can mean having to spend again before 

recouping your investment. Here’s expert advice on how to sort 

through the confusion and make smart purchases.

[ware]*

* ware / war / n 
1. Goods—often used in combination (hardware)
2. The latest technology designers use to excel in their industry

’06
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by Eric Grevstad
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Printers // p. 74
If you remember when creating text 
meant typesetting and designers had 
to send projects to a print shop to get 
comps or transparencies, the output 
quality of today’s $50 home printer 
can boggle your mind … and even 
design professionals can be happy 
with a printer priced under $500.

Monitors // p. 75
The future is fl at: Notebook PC-style 
liquid crystal displays (LCDs), once 
ritzy status symbols, are pushing aside 
classic cathode ray tube (CRT) tech-
nology in all sizes and price classes for 
desktop monitors. That includes CRTs 
labeled as fl at screen or “fl at square” 
for their curveless front surfaces; these 
are not to be confused with skinny fl at-
panel LCD monitors.

Scanners // p. 72
Scanners and digital cameras are tech-
nological siblings (with a shared sec-
ond cousin, the optical mouse): Their 
sensors look at real-world patterns of 
light and convert them to digital data. 
While a digital camera can transfer 
its images directly to a PC, it takes a 
scanner to turn a glossy print or paper 
document into a computer fi le for edit-
ing, use in a publishing project, or digi-
tal archiving on CD or other media. 
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Peripheral Thinking Mac versus PC? Nonissue. No matter what combination of CPU and software 
turns your ideas into images and pages, the pieces of hardware that make it possible are peripherals—devices that attach to a 
computer for input or output. Take away your keyboard, mouse, and monitor, and good luck using your computer.

Some peripherals, such as keyboards and printers, were essential before PCs and Macs existed. Others, such as digital 
cameras, are relative newcomers that have become requirements for imaging and design work. In this overview and in detailed 
guides in upcoming issues, DG will translate tech buzzwords and brief you on buying decisions for four categories of peripher-
als. Two—digital cameras and scanners—help you put data into the computer for creative manipulation and editing. Two oth-
ers— printers and monitors—deliver the results.

Eric Grevstad (egrevstad@jupitermedia.com)
is JupiterWeb’s executive editor for personal technology. A former editor of Computer Shopper 
and editor in chief of Home Offi ce Computing magazines, he is the primary writer for the news 
and review site HardwareCentral.com.

Digital
Cameras // p. 70
Boon to photographers and poison to 
Polaroid sales, digital cameras let you 
snap a picture, see it instantly, delete 
it and shoot again if an image doesn’t 
please you. You can also make dozens 
of prints before a one-hour photo lab 
can, and even shoot low-res videos 
suitable for web use. And digital image 
quality has caught up with—if not 
surpassed—35mm fi lm, although fi lm 
cameras are still quicker on the draw 
for startup and rapid shooting.
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SMART[WARE]
Buyers Guide ’06

Digital Cameras
Compact digital cameras are coat-pocket sized and 
bar-of-soap shaped; their go-anywhere siblings, sub-
compacts, are shirt-pocket or credit-card sized. Most 
of these are point-and-shoot autofocus cameras that 
also offer settings called scene modes—portrait, 
night scene, sunny beach, and so on. Many of these 
models take a step toward 35mm-style creative 
control with aperture and shutter priority, exposure 
bracketing, and white-balance settings. Pricey digi-
tal SLRs stand alone for full manual control, inter-
changeable lenses, and other expert features.

Similarly, many innovations mostly help with 
consumer snapshots: Face-priority autofocus in some 
Nikons detects and focuses on a human face. Several 
models improve fl ash shots with red-eye fi x—a sort 
of automated color correction. Some features, such 
as the Casio Exilim EX-S500’s or Konica Minolta 
Dimage X1’s antishake technology, which helps stabi-
lize images, are welcomed by professionals as well.

Battery life remains the bane of digital cameras. 
Newer models are much improved, managing a cou-
ple hundred shots before needing a recharge or fresh 
batteries. LCD screens, often used as viewfi nders as 
well as for image review, can still be hard to see in 
bright sunlight. But cameras with these features have 
earned a permanent place in any imaging toolkit, and 
they’re getting better and more affordable every day.

Before you buy
1. The digital camera 
spec that shoppers 
obsess about most is 
resolution in mega-
pixels—maximum 
image size, which is 
important but not syn-
onymous with image 
quality. As costs have 
come down, even 
budget buyers can 
choose among 4- or 
5-megapixel models—
generally acceptable 
for making 8 x 10-inch 
prints. Then again, 
if you’re shooting 
images for use on the 
web, even 1 megapixel 
can be overkill.

2. Serious shutterbugs 
can opt for 7-, 8-, or 
even 16-megapixel 
cameras, whose huge 
image fi les mean you 
will need to buy a 
high-capacity fl ash-

memory card. (No 
matter how much you 
spend on a camera, it 
won’t come with suffi -
cient image storage as 
standard equipment, 
especially if it lets you 
save images in TIFF or 
RAW format—for later 
processing—in addi-
tion to the usual com-
pressed JPEG.)

3. The specifi cation 
that shoppers should 
ignore is so-called 
digital zoom, which 
merely makes a fake, 
pixelated enlarge-
ment of the center of 
an image. Insist on a 
genuine optical zoom 
lens—3X or 4X is typi-
cal, with even some 
compact cameras now 
joining high-end digi-
tal SLRs in offering 
10X or 12X zoom.

Some digital cam-
eras are the size and 
shape of a paperback 
novel; some look like 
a smaller business-
card case or tin of 
mints; some look like 
traditional single-lens 
refl ex fi lm cameras. 
But almost any of 
them can fi nd a place 
in your design and 
imaging workfl ow.

Clockwise (from top left):
Kodak EasyShare-One; Pentax Optio WPi; 
Fujifi lm FinePix E900; Canon EOS 5D; Sony 
Cyber-shot DSC-N1



http://cp.jupiterweb.com/index.php/1556_default/5512e6777b4a02143159f4b4967d34ee
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Scanners
Whether priced at $50 or $500, intended for docu-
ments or photos, most desktop scanners are fl atbed 
designs. These work like copy machines: You lift a 
lid and put a page or photo on a glass bed, beneath 
which a scanning head travels back and forth. 
Sheetfed scanners work like fax machines, feeding 
pages or photos one by one into a slot (no books or 
magazines for these scanners).

Instead of megapixels, the numbers game for 
scanners starts with optical resolution—how many 
pixels or how fi ne a grid the sensor uses to convert 
the source to digital data, with higher resolution 
meaning more detail (but slower scanning and larger 
image fi les). Horizontal and vertical resolution are 
listed in dots per inch; 300 dpi may be fi ne for line 
art, but photo imaging calls for as much as you can 
afford, whether it’s 1200 x 2400 dpi; 3600 x 7200 
dpi; or more. 

Enhanced or interpolated resolution means the 
scanner can conjure up more pixels than its sensor 
can actually see—inserting gray dots between black 
and white ones, so to speak, to produce images at 
resolutions as high as 19200 dpi. It isn’t as ugly as a 
camera’s digital zoom, but it’s no substitute for opti-
cal resolution.

The other important number (and another fac-
tor in fi le size) is bit depth. The more bits of data 
assigned to each pixel, the more colors and tones to 
choose from. Civilian scanners are usually content 
with a 24-bit palette—a range of 16.7 million col-
ors—but design shops crave 48-bit color depth … 
with over 281 trillion possible colors.

Before you buy
1. If you sometimes 
import images from 
35mm slides or nega-
tives, many general-
purpose fl atbeds 
come with an adapter 
or holder (like the 
“photo door” built into 
the lid of HP’s Scanjet 
4070) for scanning 
transparent materials. 
If scanning transpar-
encies is a frequent 
part of your job, how-
ever, a specialized or 
dedicated slide scan-
ner will give you bet-
ter results.

2. A fl atbed document 
scanner turns printed 
or typed pages into 
PDF or other archive 
fi les, or works with 
optical character 
recognition soft-
ware to turn pages 
into editable word 
processing fi les. For 
the latter jobs, you’ll 
want a fl atbed model 
with a sheetfed-style 
automatic document 
feeder that lets you 
do other work instead 
of inserting and re-
moving pages one
at a time.

Top and middle: HP Scanjet 4890; 
bottom: Canon LiDE 60

A few years ago, the 
only affordable scanners were 
low-res handheld models, and
you had to swipe several times 
in order to get them to read 
a page—all while trying to 
keep your hand extra steady. 
Nowadays it’s a fl atbed world, 
and even sophisticated scans 
are pushbutton simple.
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Printers
The two dominant hard-copy technologies are ink-
jet and laser printing. Color lasers offer higher speed 
and lower cost per page for high-volume printing, 
especially for sharp text and bright, solid colors. 
Inkjets’ sprayed-on ink tends to bleed or wick into 
the page (although coated inkjet or photo paper 
yields much better results), and the multiple passes 
of an inkjet printhead can produce a banding or 
stripe effect in solid fi lls.

Inkjets boast superior quality for photo print-
ing—even though an inkjet’s highest resolution 
setting, such as 4800 x 1200 dpi, often looks worse 
than the combination of lower resolution with image 
enhancement technology such as HP’s PhotoREt, 
which uses a greater range of color and more precise 
placement of dots (some as tiny as 1 or 2 picoliters). 

With today’s low printer prices, costly ink and 
toner cartridges are the ultimate in “razor-and-blade” 
marketing. Look for inkjets that use four or more 
colored cartridges. The classic quartet is CMYK; 
some models, such as Canon’s Pixma iP5000, add 
color-mixing options like light cyan and pigment- or 
dye-based black. Simpler inkjets have black and tri-
color cartridges, the latter of which must be thrown 
away even if two of its three hues have ink left.

Some lasers apply toner in a single pass. Others 
are four-pass models with a carousel that fi nishes 
monochrome pages quickly, but loops color pages 
through the printer four times. This means signifi -
cantly slower color printing.

Before you buy
1. Paper-handling 
options run the gamut 
from multiple input 
trays for different 
types of media to 
built-in duplex (or 
double-sided) print-
ing. If your life isn’t 
limited to letter and 
legal, large-format 
printers range from 
11 x 17 inch-capable 
lasers to inkjets that 
accommodate up to 13 
x 19 inch (or full-bleed 
11 x 17), as well as spe-
cialized jumbo printers 
for banners and signs.

2. A growing number 
of both inkjet and 
laser models have 
morphed into multi-
function, all-in-one 
peripherals topped by 
built-in fl atbed scan-
ners, letting them 
serve as scanners, 
copiers, and in some 
cases fax machines 
as well as printers.

Inkjet or laser? Duplex 
printing or memory-
card slots? Just a 
printer, or the extra-
value printer/scan-
ner/copier combo? 
Whether you’re 
spending $250 or 
$2,500, today’s 
printers let you do 
in-house what used 
to take a week’s wait 
from a print shop.

Clockwise (from left):
Konica Minolta Magicolor 2400W; Canon 
Pixma iP5200; Canon Pixma MP500; HP 
Photosmart 3310; HP Photosmart 8250

Their scanners don’t 
match the sharpness 
of dedicated fl atbeds, 
but they’re conve-
nient general-purpose 
savers of both offi ce 
space and money.

3. The term “photo 
printer” can mean 
either a small, dedi-
cated printer that has 
fl ash-memory card 
slots to read digital 
camera images for 
borderless 4 x 6-inch 
prints, or a general-
purpose inkjet that 
also has card slots and 
borderless printing 
capability (typically 
up to 8 x 10 inches). 
Both often provide a 
small LCD screen to 
preview, select, and 
perform cropping, 
rotating, or minor 
editing of images—
even with no PC con-
nected to the printer.
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Monitors
CRTs offer the largest display for the dollar, even 
after you subtract the space hidden behind the bezel 
(a typical 19-inch CRT’s viewable diagonal size is 
comparable to that of a 17-inch LCD). CRTs do 
better than fl at panels at scaling smoothly between 
resolutions; LCDs look somewhat pixelated at any-
thing less than their native resolutions.

Still, LCDs win on points: They take less desk 
space, are easier to move around or mount on a 
wall, and use less energy. They’re also less likely to 
suffer from distortion or electromagnetic interfer-
ence from nearby components, and their thin bezels 
make them ideal for side-by-side, multiple-monitor 
setups. LCDs’ individually illuminated pixels mean 
less eyestrain and more fl icker-free viewing than the 
continually refreshed phosphors of a CRT. For CRTs, 
look for a refresh rate or vertical scanning frequency 
of at least 75Hz; most LCDs look fi ne at 60Hz. 

Speaking of side-by-side setups, many designers 
choose a 20-inch or larger monitor that can show a 
two-page spread full size. Increasingly, fl at panels are 
ditching the familiar 4:3 aspect ratio for HDTV-style 
widescreen, topped by Apple’s lust-object Cinema 
HD Display—a 30-inch, 2560 x 1600-pixel whopper 
that costs $2,999 and is too much for most graphics 
adapters. If you’re on a budget, you can fi nd desktop 
LCDs that rotate between landscape and portrait 
orientation, with software that fl ips the image 90 
degrees so you can see a single page. Look, too, for 
height- and tilt-adjustable bases. A swivel base is a 
must for CRTs; most LCDs are light enough that 
you can swivel or move the monitor.

In addition to resolution and refresh rate, the 
buzzwords for monitors are brightness (measured 
in candelas per square meter, or nits), contrast ratio 
(ranging from 300:1 or 400:1 to a color-popping 
1000:1 or more), and dot pitch (CRT) or pixel pitch 
(LCD), with tighter spacing or smaller pixels yielding 
sharper images. This has become less of an issue since 
cheap, fuzzy displays have been pushed to the very 
bottom of the market in recent years.

Before you buy
1. LCD vendors woo-
ing PC gamers tout 
lower response times 
such as 8ms versus 
25ms, meaning how 
quickly a display 
can change colors 
to minimize ghost-
ing or streaking of 
fast-moving objects. 
That’s not a big issue 
for still-image editing 
and desktop publish-
ing. Manufacturers 
also brag about 170-
degree-plus viewing 
angles, meaning how 
far off center you can 
be before the image 
assumes the look of 
fellow passengers’ in-
fl ight movie screens.

2. Designers are going 
to be interested in 
a monitor’s color-
matching or calibra-
tion options, such as 
adjustment of gamma, 
hue, saturation, and 
color temperatures 
(e.g., 5400K versus 
6500K or the Adobe 
RGB versus sRGB 
color space). For seri-
ous prepress work, 
calibration software 
and display adjust-
ment devices such 
as colorimeters and 
spectrophotometers 
help match what’s on 
screen to what leaves 
your printer.

Top: Planar PX1710M; bottom: Samsung 
SyncMaster 204T

Here’s looking at you: LCD 
monitors have moved from 
image-conscious executives’ 
desks to imaging profession-
als’ studios, with color, con-
trast, and resolution getting 
better all the time—and they 
save so much desk space, you 
can put two side by side.

Next issue: OK, this guide 
taught you more about digital 
cameras than the clerk at your 
local megamall knows, but it 
didn’t give you the detailed 
picture. Next issue I’ll sort 
out the jargon and specifi ca-
tions behind the state of the 
art so you can buy the right 
camera(s) for the right job(s).
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CLASSIFIEDS
Sourcing Solutions

Dynamic Graphics Classifi eds is a 
forum for innovative desktop products 
and services. Advertisers are listed in 
“Connections” and on www.dgm-
connections.com 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. American Express, Visa, and 
MasterCard are welcome.

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

Classifi eds 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 closing
is four weeks prior to issue date. For more 
information, contact Birte Pampel at 
212.389.2016 or pampel@dgusa.com.

WWW.CREATAS.COM  800.255.8800

Get creative at 
creatas.com

At Creatas Images, you’ll 
find imagery that brings out 
your creative best and you’ll 

get exciting offers that won’t 
melt your budget. Call your 
Account Executive or visit 

creatas.com today!

www.picturequest.com  •  800.764.7427

Image 22771587

023P0605PM

unlimited royalty-free 
image downloads
by subscription

go to liquidlibrary.com or call 800.255.8800

©2005 JupiterImages Corporation

http://www.picturequest.com
http://www.creatas.com
http://www.liquidlibrary.com/smile
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CONNECTIONS
Reference and Interaction

1. Need samples and information from these
advertisers fast?

2. For inspiration, access this FREE information. 
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 magazine.

Advertiser Page

48hourprint.com 13

4over.com Inside back cover

Ablestock 23

Comstock 3

Creatas 27, 76

Dynamic Graphics Makeovers Call for Entries 21

Epson Inside front cover, 1

Fonthead 16

iStockphoto 6–7

liquidlibrary 15, 76

Pantone 11

Photos.com Back Cover

PictureQuest 9, 76 

Printing for Less 19

Print Runner 28–29

StockLayouts 5

Stora Enso 16A&B

Thinkstock 17

xpedx 71, 73
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HOW’D THEY DO THAT?
Get Results Like the Pros

Correct Exposures Quickly
How to fi x troublesome shadows and 
highlights in CS2 effortlessly

Photoshop CS2
CS2’s new Shadow/
Highlight effect is a 
great quick fi x for 
art that is too dark 
or has problematic 
shadows. Levels or 
Curves achieves a 
similar effect, but 
Shadow/Highlight 
differentiates adjust-
ment tonal values so 
well, you can concen-
trate on improving an 
image without having 
to tweak controls or 
labor over complex 
contrast masks.

1. Open your image. 
Choose Image > 
Adjustments > 
Shadow/Highlight. 
Check Show More 
Options to open the 
dialog box appear-
ing here. We fi xed the 
dark shadows around 
the boy’s eyes using 
the values shown. 

2. In most cases 
you can get your 
desired results sim-
ply by adjusting the 
Amounts, but for 
more control over sat-
uration and contrast, 
experiment by chang-
ing the other values as 
well. (See more value 
combinations on the 
following page.)

3. The end result: 
Shadows and high-
lights are fi xed quickly 
and simultaneously.

Front cover image
June/July 2005, V10N3

Original

Final

Baseball image 
23051940, Dynamic 
Graphics; Girl image 
22147539, Creatas 
Images; Firefi ghter 
image 23058382, 
Thinkstock Images; 
all from www.picture
quest.com (Baseball 
and Girl images avail-
able free at www.
dynamicgraphics.
com/downloads)
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Amount
Increase Shadows 
Amount to lighten 
dark areas; increase 
Highlights to darken 
lighter areas. 

Tonal Width
Lower values restrict 
adjustments to darker 
or lighter regions. 
Higher values include 
more tonal regions 
and midtones.

Radius
Radius controls the 
width area around 
each pixel used to 
determine whether 
an image area is a 
shadow or highlight.

Color Correction
Essentially, this is the 
amount of saturation.

Midtone Contrast
Increase this for 
greater contrast in 
midtones while dark-
ening shadows and 
lightening highlights.

Original

Final

Original Final
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Audience Audience AApppepealal
Design That Draws A Crowd

COVER TO COVER
Up Front, Start to Finish

Coming Up
In this issue we introduce a new cover banner, designed to put 
greater emphasis on the dynamic in our name. While we’re still all 
about graphics, we’ve always felt that dynamic is good: It’s part of 
our heritage (we carry the standard for Dynamic Graphics Group), 
and it’s indicative of the effects our readers seek when they turn 

to the magazine. We also wanted a logo that would work well at small 
sizes (particularly in the low-resolution environment of the web).

More to the point in the present context, our new cover logo and 
layout allow much greater flexibility in the size and placement of cover-
lines, freeing up space in the upper-right quadrant of the cover and 
allowing us to run page-spanning main lines to heighten reader interest.

Cover photo from PictureQuest, www.picturequest.com: Stockbyte 
23054988

Growing fi rms, nonprofi ts, and start-ups 
face the same identity challenges as large 
organizations, but have to make a big 
splash with few dollars. In our next issue, 
see how small but mighty identities can 
be leveraged with powerful concepts and 
smart marketing, plus:
•  Learn to letter loud: Creating typo-

graphic emphasis
• Success factors for the solo designer
•  Digital identity, marketing’s great equal-

izer: Put it to work for you & your clients.
•  And we kick off “Color Management 

Hands-On,” a new series by designer 
and DG contributor Rita Amladi.

Cover options
The quartet of faces 
above appealed to us 
as we considered this 
issue’s cover. Face it 
(pun intended)—the 
human visage sells. 
Recent research has 
shown that a smiling 
face can increase suc-
cessful outcomes in 
virtually any market-
ing opportunity—and 
snagging newsstand 

sales defi nitely quali-
fi es here. Since we 
were set on using 
“Design That Draws A 
Crowd” as the kicker 
to the main “Audience 
Appeal” coverline, we 
rejected the images 
above in favor of a 
photo that, while not 
featuring a crowd, at 
least shows more than 
one (happy) face.

Clockwise from upper left: Blend Images 22821883, Brand X 
Pictures 22910905, Blend Images 23098842, Comstock Images 
22874360; all available at www.picturequest.com
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