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EXCLUSIVE INTRODUCTORY OFFER
Save* $100 on a 3-month subscription and 
start downloading up to 50 royalty-free 
stock photos per day! Regularly $499, you 
pay only $399.

www.comstock1700k.com/promo/intro4/

*Offer expires February 28th, 2005.

All images © 2005 JupiterImages, a division of Jupitermedia Corporation. Image: #KS94018

THE PHOTOS YOU NEED -

ALL OF THEM.

INTRODUCING COMSTOCK IMAGES BY SUBSCRIPTION
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The House of Blues infuses its 
graphics with attitude, not a big 
budget (page 50).
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FROM THE EDITOR

Those of us who survived adolescence are acutely aware that noth-
ing enlivens the imagination like what we can’t have. While not as 

obvious, it’s equally true that unlimited resources pretty much guarantee 
unimaginative mediocrity.

The relationship between limitations and creativity comes to mind 
because this issue is concerned with value: how to get the most design impact with 
the least resources. The curious inverse relationship between resources and effective 
communication is well-known. As author Terry Stone points out in her article, “Lo-
Fi Graphics” (page 50), it was designer Charles Eames who observed that, “Design 
depends largely on constraints.”

And as we learn in this issue, good design can positively thrive on constraints. 
Rodney J. Moore explores projects that are all about “Making the Most” of scarce 
assets, slim budgets, and cutbacks (page 56). Often designers have to overcome a lack 
of visual elements; on page 32, Michelle Taute covers expert techniques for lighten-
ing text-heavy layouts. Not-for-profit organizations continually face the challenge of 
getting their messages across in a climate of scarcity; Sheree Clark shows how both 
nonprofits and designers can get the most from their pro bono partnerships in “Get 
What You (don’t) Pay For” (page 44).

Because you’ve also asked us to maximize your return as a reader—in the form 
of design knowledge you can put to use—this issue presents more coverage on sub-
jects you’ve said you want to hear about. Presentation graphics are at or near the top 
of the reader request list, and on page 38 type authority Allan Haley defines the “4 
Type Rules for Presentations.” We’re also introducing new columnists in this issue, 
beginning with noted technologist and educator Rita Amladi covering another topic 
you’ve demanded—what file format to use when (page 22). Finally, you’ve said you 
want more software tips and techniques, so don’t miss our new department, “How’d 
They Do That?” (page 76).

We have more surprises and extras in store for DG readers in 2005. Just a teaser: 
Check out our next issue (April/May ’05) for a free downloadable image.

We’re able to offer you more in DG only because of your enthusiastic support 
for the magazine. Your continued suggestions will help us keep improving the value 
we deliver. Let us know how we’re doing.

Tom Biederbeck, editor

P.S. There’s still time to enter our eighth annual Makeovers contest
and get expert help for your real-world projects from our designers. It’s 
free! See page 17 for entry form and details.

TEAM LinG - Live, Informative, Non-cost and Genuine!



Three discs for $599 * 
Our best disc offer yet!
Image Source, the leading independent European producer of 
creative royalty free photography, has always provided great value 
disc collections — now they’re even better. Simply pick any three discs
from the list of eligible titles for $599 in total. Offer valid until 31st
March 2005 — while stocks last. Available from Image Source direct, 
or selected North American distributors.

IRRESISTIBLE
* Terms and conditions apply.

imagesource.com

artzooks.com

creatas.com

fotosearch.com

futurestock.com

imagestate.com

indexstock.com

inmagine.com

istockpro.com

matton.com

mediabakery.com

picturequest.com

punchstock.com

scphotos.com

superstock.com
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InkSWELL?

No, it’s Inxwell. Mohawk Paper Mills’ patented papermaking process gives our Options and Navajo papers unmatched

holdout among uncoated sheets. That means less dot gain and no more compromises between the feel you want and the

performance you need. The holdout, opacity and runnability of Inxwell papers makes average printing better — and good

printing great. If you’re not printing with Inxwell, you’re missing the point. See more at www.mohawkpaper.com.
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Don’t keep 
us guessing:

LETTERS
Creative Feedback

Do any recent DG issues cover water-
proof white adhesive labels that can be 
printed on an inkjet or color laser 
printer? The labels would be used on 

various toiletry bottles.
Giuliana Lonigro
New York, N.Y.

We haven’t addressed this issue in DG, but a little 
research uncovered some options. HP advises that its 
laser printers use a plastic toner that’s heat-set into a 
waterproof state. Although HP doesn’t offer water-
resistant labels, HP LaserJet Tough Paper in sheet form 
is weatherproof and might work for your application. 
Any of you readers have advice or experience to share?

Share your thoughts.
Your opinions about Dynamic Graphics 
magazine 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/dgm and look 
for the 8-ball icon. Click on it and you’ll go 
directly to the survey form.

Once you’ve taken the survey you may 
register for a drawing of a book that’s reviewed 
in this issue, Design Secrets: Layout, from 
Rockport Publishers (see page 75). 

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.

Yikes!
While I was reading 
DG ’s latest Reader 
Insights column, a 
friend sent along the 
following story. Telstra 
may well take the 
award for the most 
embarassing design 
error—in this case, by 
leaving off the magic 
“.au” from a web 
address: “Red-faced 
Telstra executives 
were scrambling last 
night to undo damage 
caused by a massive 
print advertising cam-
paign that directed 
fans of Australian Idol 
winner Casey Donovan 
to [an adult] website.”
Gregory Frost
Philadelphia, Pa.

See the whole story 
for yourself at www.
theaustralian.news.
com.au/common/
story_page/0,5744,
11470070%255E2702,
00.html. Warning: May 
be offensive to some 
of our readers.

Worth the wait?
I am writing to complain about something that’s 
bothered me over the last few issues of Dynamic 
Graphics—Michael Jahn’s articles on Color 
Management. By the time I’m through waiting for 
the fi nal pieces of the puzzle, my Mac will need 
upgrading to the G6, and OSX Tiger will be old 
and gray. In our all-too-fast-paced world, would my 
clients wait over half a year because I’m waiting to 
color-correct my monitor, scanner, and printer?  
Mike Corneil
Scarborough, Ontario

You may be pleased to know that the fi nal part to our 
Color Management series is included in this issue. We 
felt that since this particular topic is so in-depth, it was 
necessary to break it up into six parts—hopefully, our 
readers will fi nd it useful to have the past year of DG
to refer to when this complex topic comes up.

Flattery gets you everywhere
Thanks for the great copy of Eat Me from Rockport. 
Much appreciated as I begin my new design 
company after 13 years as an in-house corporate 
designer. The design of my new business card and 
postcard were inspired by Dynamic Graphics.
Shelly Rackel [DG survey winner]
Rackel & Co. Creative
Coquitlam, British Columbia

Next Reader Insights 
Question:

Who infl uenced you most in your 
career choice? Why?

E-mail your response to slane@dgusa.com for 
a chance to win Doyald Young’s The Art of the 

Letter, published by Smart Papers.

Design ideas for the real world

dynamicgraphics.com/dgm
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50 Type Treasures

Insights for Icons
PUSHING THE RIGHT BUTTONS

FROM FONTS TO FORUMS

Spread Good Cheer
OPTIMISTIC COLOR

RESOURCES THAT INSPIRE
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Choice
The source of creative inspiration

bald

cool

goatee beard

businessman

brown background

beauty

three quarter length

well dressed

fashion

arms crossed

standing

spotted

Got the right image?

With thousands of highly creative, superior quality images in
our collection and over 100 fresh new shots being added daily,
you’re sure to get the most current, visually arresting imagery
around when you choose Digital Vision. 

Digital Vision - Get the right image.

Authorized Distributors:

Artzooks.com
Creatas.com
Estockphoto.com
Firstlight.com
Fotosearch.com
Futurestock.com

Gettyimages.com
Istockpro.com
Masterfile.com
Matton.com
Maxximages.com
Mediabakery.com

Picturequest.com
Photosstock.com
Punchstock.com
Superstock.com
Veer.com
Wonderfile.com
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SMARTMOVES
What’s New

Hero worship
Who doesn’t need a 
hero? Now you can 
design your own. 
With a click of the 
mouse, choose gen-
der, complexion 
(fur?), eyes (one or 
two?), nose, mouth, 
hair. Select mask, 
cape, wings, or tail. 
Make sure your cru-
sader sports color-
coordinated tights 
and carries weapons 
to fight crime. Secret 
vulnerability: Your 
hero can’t be saved ... 
not as a JPEG, any-
way. You’ll need to 
grab a screen shot.

Operation Punc’t
Semicolons for sale? Top dol-
lar for tildes? That’s right—
these and other punctuation 
symbols came on the market 
as Neenah Paper auctioned 
off a series of thematic posters 
to benefit the Books for Kids 
Foundation. Twenty-four 
celebrated designers turned 
these taken-for-granted symbols into innovative 
works of art. Subtlety (half of Colin Powell’s face 
is a semicolon) and wordplay (a maze leading to a 
question mark) were just a few highlights of the cre-
ative works. The auction raised $14,000 for charity. 
What a fantastic idea … period. For more on Punc’t,
get a copy of STEP inside design V21N2, available 
March 1. www.stepinsidedesign.com

www.ugo.com/channels/comics/heroMachine2/

Positive proofs
International Paper makes it easy to select the best 
paper types for print jobs. Call or visit IP’s website 
to order samples from the new Proof Library and 
make sure your paper choice is compatible with 
metallic inks, embossing, engraving, and the other 
features incorporated in your design. 800.423.2259,
www.ippaper.com/proofl ibrary

Designer-speak ’05
More than 17,000 
designers spoke out 
on what they plan to 
improve in 2005 in 
the latest poll from 
FunctionFox, makers
of TimeFox, a web-
based time- and 
expense-tracking tool 
for design agencies.

Improvements respon-
dents suggest they 
will work on:
Billing effi ciency

 42%
Client relationships

 34%
Staff productivity

 21%
Not sure

 4%

Respondents also said 
that within the next 
year, they plan to:
Increase prices

 70%
Remain constant

 16%
Decrease prices

 11%
Not sure

 3%

Polls are conducted 
monthly in the com-
pany’s About Time 
newsletter. Sign up 
and participate at 
www.functionfox.
com/resources/
newsletter.html.

Apropos
“The secret to creativ-
ity is knowing how to 
hide your sources.”
- Albert Einstein

Hold the Comic Sans, please
It was only nine years ago that 
Microsoft released the Comic 
Sans font, but doesn’t it seem 
like decades? In fact, Dave and 
Holly Combs of Indianapolis 

think it has run amok. Downright typographically 
abusive, they say. Every font has its time and place, 
but using Comic Sans on a medical report or col-
lege exam should be forbidden, according to the 
entrepreneurial couple, who’ve launched a retail line 
of Ban Comic Sans wear. If you’re desperate for a 
substitute font, there are lots of smart, free ones to 
download here, too. www.bancomicsans.com

TEAM LinG - Live, Informative, Non-cost and Genuine!
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CRE ATAS
IS240-020 / Image Source

THE DESIGNER’S  MARKETPLACE

LIQUIDLIBRARY ROYALTY-FREE
PHOTO & ILLUSTRATION CD COLLECTIONS.

EXCLUSIVELY AVAILABLE AT
CREATAS.COM FOR ONLY $149.
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In the last issue, you discussed the 
benefi ts of design awards and 
how to choose which competitions 
to enter. OK, I’ve decided to try 

a few awards shows. How do I 
increase my chances of winning? 

DESIGN DYNAMICS |  Sheree Clark
Ask the Experts

Dare to Win (by Improving Your Odds)
Approach competitions carefully to get 
the most from your efforts—Part 2 of 2.

The most important thing you can do to improve 
your odds of winning awards—besides producing 
fabulous work—is to match your entry to the com-
petition. Do your homework. Find out what typi-
cally gets recognized by looking at past annuals. If 
the organizers announce in advance who the judges 
are for the competition you’re entering, familiarize 
yourself with the judges’ work so you can see how 
they think. Jurists often pick projects in genres simi-
lar to their own. If you know how judges design, 
you can more easily predict how they’ll choose.

Another bit of advice: If you enter a number of 
competitions each year, it makes sense to develop tac-
tics for ensuring that your submissions comply with 
the rules … beginning with making sure that your 
entries will be received on time.

Start early in preparing your entries. Too often, 
designers put off compiling their entries until the last 
possible minute. This results in obvious hard costs 
such as overnight charges and rush fees from sup-
pliers. Additionally, rushed entries are often poorly 
assembled and perhaps not even judiciously selected. 
Don’t let the heat of the moment cost you money 
and cause disappointment. Set a personal deadline 
well in advance of the actual competition deadline.

Preparing your entries
Before you develop your list of potential entries to 
a competition, you’ll want to first study the criteria 
for submissions. Usually presented in the call for 
entries, these instructions will spell out important 
details such as the competition deadline, eligibility 
requirements, and categories for submission, as well 
as particulars about where the entries should be sent 
and how to package or present them. Some of the 
more highly regarded competitions receive thou-
sands of entries, making it all the more important 
that your submissions comply with established rules. 

Your odds of receiving recognition are increased 
if you adhere to the instructions of the organizers. 
You may even be disqualifi ed if you don’t follow the 
requirements to the letter. Typically, refunds are not 
given for disqualifi ed entries (and materials usually 
aren’t returned even if your entry is allowed).

Some firms and designers have developed 
sophisticated procedures for compiling competition 
entries. They might include maintaining a detailed 
list of all work eligible for competitions, or the 
identification of a specific person who is responsible 
for the firm’s submissions. Other firms use checklists 
and other administrative methods to make the pro-
cess more efficient.

Tips for increasing your odds
•  Submit an actual printed sample of your work—

rather than a photograph or slide—unless the rules 
specify otherwise. Judges prefer to see the real 
thing when they’re evaluating entries.

•  Be certain your entry is well protected. Always 
ship in sturdy boxes and take special care when 
packaging posters. Consider shipping via a courier 
that offers tracking.

•  Make sure your entries are in good shape to begin 
with. If your entry is yellowed with age or dog-
eared, it won’t look good in the annual even if it is 
accepted—which isn’t likely.

•  Be absolutely confident that you have read all the 
rules and that your piece really qualifies for the 
show you’re entering.

•  Print legibly, or better yet, type your entry forms. 
Competition organizers don’t have the time to call 
you to clarify illegible information.

•  Specify the correct category for your entry. Read 
and reread the call for entries to be certain you 
have it in the right spot.

•  If you’re submitting electronically, include infor-
mation on software as well as how to open the fi le.

•  Keep the various pieces of a campaign together 
when you ship them.

•  When shipping multiple packages, mark the out-
side of each “1 of 2,” “2 of 2,” etc.

•  Check that you’ve included the appropriate fee 
with each entry. g

Q
Budget tip
It’s a good idea to set 
up an account in your 
budget for entering 
competitions. You 
may want to base the 
amount on the aver-
age number of pieces 
you enter on a yearly 
basis. Don’t forget to 
include acceptance 
and hanging fees, as 
well as hidden costs of 
entering, such as over-
night couriers or the 
cost of making prints.

Recommended 
resources
Self-Promotion for 
the Creative Person: 
Get the Word Out 
About Who You Are 
and What You Do, 
by Lee Silber, $15, 
Three Rivers Press, 
www.randomhouse.
com/crown/trp.html

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.
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Dynamic Graphics
2005 Makeovers Contest
Let us take your idea the rest of the way in our eighth annual 
Design Makeovers contest. Simple as stop and go: You send 
us the project, our judges select the fi nalists, DG designers 
work their magic. Results are published in our June/July 2005 
Makeovers special issue. Go: Download entry form and

WE CAN HELP.
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Imagine doing your shopping like this: When you 
ask for an item’s price, you’re told to wait until you 
see what’s billed to your credit card. This would 
be unacceptable. But we don’t have this problem. 
Retailers and the fi nance industry have agreed on a 
standard for recording and tracking the exchange.

Without a standard—and more importantly, 
implementation of the standard—shopping would be 
chaos. This is where we are with exchanging color-
managed documents. But there’s hope for salvation.

If you’ve been following this series, you know 
there are quite a few steps that need to be completed 
to set up a color-managed workflow. Now we’re at 
the final step. We have set up our system and appli-
cations. Next we want to create a digital file that 
can be exchanged with a printer, a file that contains 
both the content and the “color intent” of what the 
designer hoped to achieve.

From the perspective of a printer, the end game 
for reliable color management is to receive a PDF 
document that not only represents content but also 
displays how the page is to appear.

We’re all familiar with PDF (Portable Document 
Format) files. These are cross-platform files created 
in Adobe Acrobat Distiller or other applications like 
InDesign. The beauty of a PDF is its compactness 
and reliability. But a standard PDF file can contain 
instructions that will muddy the waters in a prepress 
environment. PDF/X, the subsequent development 
in this technology, is a more restricted form of PDF 
specific to the prepress world. It’s tailored for CMYK 
and spot colors, and excludes certain features like 
RGB images that would hamper its use by a printer.

PDF/X-3 is a variant of the above that, in addi-
tion, supports the LAB and ICC color profiles dis-
cussed in previous articles. It makes possible a fully 
color-managed workflow from creation all the way 
through final output. InDesign CS and Quark XPress 
6.0 and up support PDF/X-3 file creation natively, 
but almost any application can be coaxed into creat-
ing a PDF/X-3 file if it’s printed to PostScript and 
processed using the PDF/X-3 filter that’s included 
with the more recent versions of Acrobat Distiller.

6 Steps to Better Color—Part 6 of 6
The PDF/X file standard promises reliable,
start-to-finish color management.

COLOR MANAGEMENT |  Michael Jahn
6 Steps to Better Color

Creating a PDF/X-3
Newer versions of 
Adobe Acrobat 
Distiller, along with 
InDesign CS, make it 
easy to export a PDF/
X-3 fi le.

1. In InDesign CS, 
the basic process is 
the same as it would 
be for exporting any 
fi le as a PDF. Under 
File, select Export. In 
the resulting screen, 
select PDF/X-3 from 
the drop-down menu.

2. If you’re using 
Acrobat Distiller, 
you’ll want to make 
sure you’ve printed 
your fi le to PostScript 
before using the PDF/
X-3 option (upper 
screen). Note that you 
can also change the 
fi le settings from here 
(lower screen). 

Learn about PDF/X
For many users who 
are exchanging PDF 
fi les with CMYK print-
ers, the PDF/X-1 for-
mat will be adequate. 
But if you’re print-
ing to digital or are 
setting up a color-
managed workfl ow, 
PDF/X-3 will be your 
best choice. To learn 
more about PDF/X 
variants and get help-
ful downloads, too, 
visit www.pdfx.info.

1

2
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1-877-833-3305 www.stocklayouts.com

StockLayouts high-end graphic design templates, for users of professional layout and
graphics programs, provide fast and affordable solutions for producing exceptional
marketing materials. The StockLayouts template library is packed with brochures,
newsletters, postcards, stationery, menus, ads and more. Visit our website to view
designs and download the free sample template today.

Graphic Design Templates.

Pre-designed layouts 
with photos and artwork, 
royalty-free and fully editable.

CD collections $129-$499. 
Individual templates $39-$149.

This author wishes you luck … no, 
persistence. There was a time when I felt 
our industry would never embrace color 
management. But now we find ourselves in 
a place where we can’t move ahead without 
it. Analog proofs consume time and costs 
we can’t afford, to say nothing of the pain 
that occurs when color doesn’t turn out as 
expected. The time for change is now—and 
this revolution will be color-managed!

Tips for Adobe CS applications
For more on setting up a color-managed
workflow in Adobe InDesign CS, Photo-
shop CS, and Illustrator CS, check out 
www.adobe.com/support/techdocs/
329486.html.

Need to cut to the chase?
You may be among those who prefer to 
jump in and start doing onscreen proofing 
without the learning curve of setting up 
your own workflow. If so, you can simply 
buy a system or contract with a service 
provider who can fill the bill. Here are a 
few options:

Kodak Polychrome Graphics’ Match-
print Virtual Proofing System reproduces 
color with such a degree of accuracy that 
many printers keep it press-side. This 
SWOP-certified system offers contract-
quality display-based proofs. See more at 
www.kpgraphics.com/news/pr_2004/ipa_
mvp.html.

Remote Director is a monitor-based, 
contract soft-proofing system that applies 
color management accurately to allow elim-
ination of hard proofs or overnight delivery 
charges. See www.icscolor.com.

RR Donnelley & Sons Co. offers
ShareStream, a SWOP-certified soft-
proofing system that provides work groups 
online access from the creative concepting 
stage through page edits, color retouching, 
and final page inspection. See if it’s right 
for your organization at www.premedia-
technologies.com/ShareStream_demo/
codebase.html. g

Michael Jahn (mikejahn@jahn.com) 
is a writer, speaker, and consultant to 
workfl ow system vendors in publish-
ing and prepress. His expertise is in 
PDF, PDF processing, prefl ighting, and 
color management. He works for PC 
Mall in business development.

Creating a PDF/X-3 file is only one 
step in a complex process, though. To view 
the resulting file you will need to set up 
your display to present it through another 
filter, an ICC device-linked output profile 
that will simulate how the file will print.

If there is one thing I hope you take 
away from this discussion, it’s that you’ll 
have to work closely with your publisher 
or printer in order to accomplish a fully 
color-managed workflow. Even though the 

PDF/X-3 standard exists, not many have 
acquired the technology or “bought into” 
the concept enough to implement it. Yes, 
the promise is great, but today’s reality is 
that we’re metaphorically back in the time 
before credit cards and ATM machines.

This final step is more revolution than 
evolution. I hope you agree it is time we 
eliminate “surprises” with color. You—yes, 
you—are going to have to demand for this 
standard to happen.
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This issue we introduce a new series of columnists, 
beginning with noted designer, technician, and educa-
tor Rita Amladi. In future issues, our rotating col-
umnists will address design business management and 
direct marketing techniques.

TECH MATTERS |  Rita Amladi
Build Your Skill Set

Best File Formats for Print
Knowing what to save when can 
improve your results.

We routinely use various fi le 
formats for saving, opening, 

and printing fi les. But questions 
persist in many minds about 

whether the fi le formats they’ve 
chosen are in fact appropriate for their print work-
flow. Are the specific options they selected when sav-
ing their fi les the right ones? Are there other choices 
that improve the quality of their artwork or output?

I might as well say this upfront: The main file 
formats used for print work actually do not alter or 
improve the image data and appearance in any way. 
They merely control how the file is written to disk. 
But how a file is written will affect how the file is 
handled by the application that opens it. A key ques-
tion: Is the application merely to open the art and 
print it, or will you be editing, cropping, scaling, and 
manipulating the art as well? 

Why different fi le formats?
Most fi le formats are made to handle a specific
kind of artwork, typically either vector or raster 
art. Luckily, in the print world, recommended fi le 
formats handle both kinds of artwork very well. So 
how do you know which format to use, and when?

It gets a bit confusing when we realize that 
mainstay applications such as Photoshop, Illustrator, 
InDesign, and QuarkXPress can use raster as well as 
vector art. So to exchange files between these applica-
tions, you should use “standard” formats that can 
contain any kind of artwork for saving and opening 
across applications and platforms.

The main players in this category are the TIFF, 
EPS, and PDF formats. Each uses the exact same 
image data but writes the file with specific permis-
sions and limitations for editing and manipulating 
the file content in applications.

When to use what format?
Although you might create and archive artwork 
in its originating application in its “native” format 
such as PSD, AI, etc., you might also want to save 
a copy of the fi le to send to a client or offsite for 
output. The Save As option in the File menu allows 
you to save a copy of the fi le in one of the standard 
formats. Save As also allows you to rename the fi le, 
flatten layers, simplify artwork, reduce the fi le size, 
and remove any extras such as annotations, paths, 
etc. See Tip #1, center column.

Learning standard formats
Each of the standard formats was designed to fulfi ll 
a certain need and has unique advantages in certain 
conditions and workflows.

TIFF (Tagged Image File Format)
TIFF is an industry standard designed for the han-
dling of raster or bitmapped images. It can save 
black-and-white (1-bit), grayscale, index color (256 
color), RGB, LAB, and CMYK images. It supports
8 bits/channel and 16 bits/channel fi les, and various 
forms of compression. Saving in TIFF means that 
you can save or embed an ICC color space profi le in 
the fi le, making it the format of choice in a color-
managed workflow. In other words, just about any 
application that can read bitmapped art will open 
TIFF fi les. The attractive aspect of TIFF fi les is that 
once placed in a program, you can edit, scale, and 
manipulate all aspects of the artwork!

A CMYK TIFF file will often print faster than 
another format because of the way the image data is 
sent to the printer. TIFFs offer a variety of file com-
pression options, including the excellent “lossless” 
(nondegrading to image quality) LZW compression. 
Photoshop users can also compress files using lossless 
ZIP compression, and for higher compression rates 
and more compact file sizes they can choose “lossy” 
(degrading to image quality) JPEG compression.

In Photoshop CS, the TIFF format will save 
layers, adjustment layers, and spot colors, though 
at present these files can be read by very few appli-

Raster and vector
Raster art, also called 
bitmapped art, is 
comprised of a grid 
of colored pixels that 
make up the image. 
Scanners, digital cam-
eras, screen capture 
applications, and paint 
programs generate 
and save raster art. 
Vector art is com-
prised of mathemati-
cally defi ned objects 
with specifi c shape 
parameters like arcs, 
circles, and squares. 
CAD (Computer-Aided 
Design) programs and 
drawing and illustra-
tion packages pro-
duce this kind of art.

Tip #1
In Photoshop you can 
save a copy of the fi le 
in its present state 
while continuing to 
work on the original 
fi le. To do this, check 
the Save: As a Copy 
option in the Save As 
dialog. This is similar 
to photocopying a 
document and fi ling 
it away for future use, 
while continuing to 
work on the original.
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In Photoshop
1. Begin with two lay-
ers: a marbled texture 
(for your planet) and a 
black sky layer.
2. Make a circle selec-
tion on the marbled 
layer. Invert the selec-
tion (Select > Inverse), 
and hit delete.
3. Invert the selection 
again, then choose 
Filter > Distort > 
Spherize. Set amount 
to 50, and click OK.
4. Deselect your 
planet circle (Com-
mand-D). Select 
Layer > Layer Style > 
Blending Options. 
Adjust Outer and 
Inner Glow to make it 
appear more realistic.

One-Minute Workshop: Design Your Own Planet

Image 104X0397EC, 
www.creatas.com
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cations. If you encounter a problem opening a 
Photoshop TIFF file in a layout program, you’ll 
need to reopen the file in Photoshop. Choose Save 
As from the File Menu, check Save: As a Copy, then 
uncheck any checked boxes pertaining to Alpha 
Channels, Layers, Annotations, and Spot Colors. 
Choose TIFF and click Save.

EPS (Encapsulated PostScript)
EPS is a format that encapsulates or wraps all art-
work (vector and bitmapped) in PostScript code; it 
includes a low-resolution preview of the artwork for 
display purposes. This format was designed to create 
fi les that could be placed in page layout applica-
tions, then left alone. EPS fi les are to be printed to a 
PostScript printer or RIP (Raster Image Processor). 
You can expect poor-quality EPS image output from 
low-cost inkjet printers.

When you place an EPS file in an applica-
tion, it’s protected from any major changes to its 
structure: You’re able to scale the artwork, but you 
cannot down-sample the resolution, change the type 
or colors in the art, or even crop correctly. To make 
these changes, you’ll need to return to the originating 
application (such as Photoshop or Illustrator). Or 
you can save the file as a TIFF instead.

The low-res preview displays the artwork on-
screen; it’s used when printing to a non-PostScript 
printer. You can choose between several previews, 
from a very coarse 1-bit (black-and-white) preview to 
an 8-bit TIFF preview. Using Photoshop on a Mac, 
you can choose a JPEG preview, which creates a rich-
colored, smooth preview and a smaller file size, too.

The EPS format offers lossy compression in 
applications like Photoshop, which can result in 
small file sizes. If you use spot colors, you can choose 
a special flavor of EPS called the DCS (Desktop 
Color Separation) format. Available in Photoshop, it 
saves a file containing spot colors for accurate print-
ing from layout applications such as InDesign and 
QuarkXPress. The EPS format also allows you to save 
special halftone screens, useful for printing duotone 
files. See Tip #2, center column.

PDF (Portable Document Format)
The PDF is useful for saving artwork featuring pre-
cise layout and a significant amount of formatted 
text. Over the years, PDF has grown in stature from 
its humble origins as a “precise fi le exchange” format 
to a mainstay in the fi elds of prepress and electronic 
learning. One benefi t: PDF allows you to embed 
fonts in a document, so type and layout both pre-
view and print consistently wherever the fi le travels.

PDF files are generally small in size, because of 
the JPEG (lossy) compression. This makes them ideal 
for e-mailing and web publishing. PDF supports 
embedded ICC profiles and can display colors in the 
document in a consistent fashion even at a remote 
site on a calibrated, profiled monitor. This makes it 
ideal for sending proofs to clients. See Tip #3 on how 
to make PDF proofs that will dazzle your clients!

PDF documents will save layers in your art-
work, making it easy to return to applications such 
as Photoshop and Illustrator to edit the artwork. The 
neat thing about this is that the JPEG compression 
degrades the PDF, but not the layered art—so you 
can resave as PDF with JPEG compression, with 
little loss to image quality. Some security measures 
such as password protection and disabled printing 
can be built into a PDF file, making it a good choice 
for saving portfolio and client review art. g

Tip #2
If your EPS fi le won’t 
print correctly to 
a non-PostScript 
printer, try opening it 
in an Adobe Creative 
Suite application 
such as Photoshop 
or Illustrator. These 
applications let 
you rasterize the 
PostScript data (con-
vert vector data in 
the fi le to pixels) for 
better-looking output 
on non-PostScript 
printers. You can also 
save as a PDF fi le 
from these applica-
tions, which will send 
rasterized image data 
to your printer.

Tip #3
Photoshop CS allows 
you to quickly cre-
ate a presentation for 
your clients. Use PDF 
Presentation in the 
Automate menu. Add 
images and you have 
a single PDF fi le that 
can be presented or 
e-mailed as a profes-
sional and snappy-
looking slide show.

Recommended 
resources 
• Real World Scanning 
and Halftones, 3rd 
edition, by David 
Blatner et al, $35.99, 
Peachpit Press, 
www.peachpit.com
• Real World Adobe 
Photoshop CS, by 
David Blatner and 
Bruce Fraser, $44.99, 
Peachpit Press. 
www.peachpit.com

The PDF Presentation feature in Photoshop CS allows 
you to quickly create a slide show that’s handy for check-
ing in with clients.

Rita Amladi (ramladi@orionac.com) is the 
owner of Orion Arts & Communications, a 
digital imaging training and consulting com-
pany. She is a Certifi ed Technical Trainer and 
an Adobe Certifi ed Trainer for Photoshop. She 
teaches classes on Photoshop and topics such 
as color scanning and digital capture, color 
correction, digital special effects, and pro-
duction techniques for print and web art. Her 
latest training CD is ICC Color Management in 
Photoshop 7 from Virtual Training Company.
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G I V E Y O U R  C R E A T I V I T Y  T H E  E D G E

Photoshop Fix inspires you with 16 pages of picture-packed tutorials

and tips from industry experts on the essentials of Photoshop:

menus, tools, filters, effects, and tons of timesaving techniques.

FREE TRIAL ISSUE

Get Your Fix Today! WWW.PHOTOSHOPFIX.COM

For your FREE trial issue, return the
reply card or visit our website.
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REAL-WORLD SOLUTIONS 
Design Makeovers from the Pros 

Where are they now?
Makeovers revisited

Ever wonder what happens after DG designers redo 
readers’ real-world projects? As it turns out, our make-
overs recipients often follow our advice. Here are a 
couple of past makeovers we revisited to see how our 
readers reinterpreted our redesigns.

What did you like best about the redesign 
Dynamic Graphics did for you? 
Editor Lauren Armstrong, Fleet Reserve 
Association, OnWatch newsletter: We liked the 
clean and updated look, and are realizing cost sav-
ings by using two colors instead of four.

What did you like least? 
We liked the open feel of the redesign, but are hav-
ing difficulty maintaining the white space. We’re 
working to be more selective with our content in 
order to have a more open product.

Was it relatively easy or difficult to implement 
our changes (technologically, organizationally, 
bureaucratically, cost-wise, etc.)? 
The changes were easy to implement. I understand 
your constraints, but it would be helpful if you 
could send a template or even a sample file to your 
redesign subjects. We’ve had a little trouble with the 
fonts you recommended. I’m not sure if it’s a prob-
lem with the fonts or the printer, but we get some 
prefl ight errors when we use bold and italics at the 
same time.

What was the response from your audience and 
people within your organization?
Since the publication is distributed free of charge, 
we don’t get a lot of feedback from our readers. 
That said, we have had an increase in requests for 
extra copies, which we believe is a refl ection on an 
improved product. We got very positive feedback 
from key leaders within our association.

Any other thoughts or ideas you’d like to add 
regarding the redesign or your take on it?
Just a huge thank you! We sincerely appreciate your 
expertise and guidance for our new facelift.

ORIGINAL REDESIGN

NOW
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What did you like best about the redesign?
Barb DeKruyter, Richland Bible Church 
Newsletter : It was a totally different look—very 
refreshing! In the magazine, you had three different 
page layouts with several ideas. I got out a magni-
fying glass and studied each page to make sure I 
caught all the subtleties and variations of font styles 
and layout. We’ve used the new layout for four 
months now, and it’s flexible and easy to work with.

What did you like least?
We didn’t use your name suggestion—most people 
just call it “the newsletter,” so we decided, why fight 
it? At first I thought the colors looked too subtle, 
but they’ve grown on me. 

Was it easy or difficult to implement?
In spite of the major changes in design, it was 
pretty simple to implement. The printer would have
preferred knowing the RGB colors [rather than 
CMYK], but they figured it out. The executive pas-
tor and in-office graphics people liked the design 
and OK’d it without any problems. As for expense, 
we knew that going two-color would involve an 
up charge, but changing to white paper saved us 
money, so the overall increase wasn’t too bad.

What was the response from your audience and 
people within your organization?
I’ve had a few people say that the font is harder to 
read. Our old font was Times New Roman—the 
new Hoffman family is a sans serif and a little more 
stylized. I think it’s a matter of getting used to it.

Any other thoughts or ideas you’d like to add?
Just thanks! I really appreciate your redesign!

ORIGINAL REDESIGN

NOW

Does your project need a little design 
help? There’s still time to enter DG ’s 
annual Makeovers contest—see page 17 for 
details. We also always welcome ideas for 
Real-World Solutions subjects. Please send 
your suggestions to slane@dgusa.com.

TEAM LinG - Live, Informative, Non-cost and Genuine!



TEAM LinG - Live, Informative, Non-cost and Genuine!



 CIRCLE 15 ON CONNECTIONS CARD

TEAM LinG - Live, Informative, Non-cost and Genuine!

http://www.mediabrains.com/client/DynamicGIn/LM1/lm/default.asp?searchby=company


30 DynamicGraphics

Riveting robotics
Try a robot or space-
ship illustration to get 
your audience in the 
Star Trek mood. This 
one by Kirk Manley is
purposely unfi nished 
to show his technique.
Studio KM, www.
studiokm.com

War of the worlds
Find colorful, cosmic 
images galore on the 
BrandX CD Air and 
Space, BXP31667, 
www.creatas.com, 
only $499.

Sci-fi: fantasy, imagined science, 
space travel, exploration, unusual

Designing a science fiction-inspired 
color palette doesn’t have to be a mys-
terious, daunting task. Just ask Kirk 
Manley of Studio KM, whose illus-

trative endeavors often target the sci-fi 
book publishing world, comics, advertising, and the 
video game and film industries. “Fantasy works are 
successully executed if the viewer can look at them 
and think, ‘Yes, it is fantasy, but it could be the real 
world,’” Manley explains. “Just maybe a different real 
world, or a different time in the real world.”

Pop culture is where Manley finds inspiration—
in movies, literature, games, music, the internet, etc. 
“Since I was young, comics have been a huge source 
of entertainment, inspiration, and motivation,” he 
says. “I love the heroic imagery of comics, as well as 
the visual storytelling aspects.” Manley’s artistic influ-
ences include Adam Hughes, Alex Ross, Adi Granov, 
and Travis Charest, as well as Japanese anime and 
manga artists, like Masamune Shirow, and modern 
fantasy painters and illustrators like Brom and RK 
Post. “Books that collect the works of artists like 
these litter my studio,” Manley admits. 

Manley’s pieces always begin with pencil and 
paper. “I sketch rough ideas and concepts,” he says. 
He then scans them into Photoshop and digitally 
inks or digitally paints, depending on the style he 
intends to create. He also sometimes uses Illustrator.

“I like to illustrate robots and tech stuff like
machines, wires, weapons, and the like,” the art-
ist says. “This is probably traceable back to comics 
and its stories about people in wild environments.” 
Which is why Manley’s art is perfect to showcase in 
this unusual palette. What environment could be 
wilder and more unknown than outer space? g

COLOR ON CALL 
Trouble-Free Palettes

PANTONE
492

C0
M70
Y66
K30

PANTONE
414

C0
M0
Y10
K30

PANTONE
431

C11
M1
Y0

K64

PANTONE
385

C3
M0

Y100
K58

PANTONE
612

C0
M2

Y100
K20
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Fonts
These fonts really 
help your science fi c-
tion theme stand out: 
Cheek2Cheek (space), 
Electric Toaster 
(alien), Mechanical 
Works (universe), 
Hyperspeed (inva-
sion), and Add Electric 
City (galaxy). All 
are available free at 
www.fontface.com.

Images
Try these spaced-
out keywords in your 
image search: alien, 
Area 51, clones, cos-
mos, extraterrestrial, 
fl ying saucer, galactic,  
hyperspace, invasion, 
metallic, mothership, 
planet, robot, Roswell, 
solar system, space 
travel, teleport, UFO, 
universe, unknown, 
and warp speed.

Planet
See our One-Minute 
Workshop on page 23 
to learn how to make 
your own marble-
textured planet.

Web
Scifi .com is a great 
source of inspiration. 
Check out its links to 
movies, TV shows, and 
images of interesting 
characters to spark 
your imagination.

Audio
For more aural inspi-
ration, visit www.buy
creative.com’s sci-fi  
audio collection.

R127 G114 B103R157 G85 B65

R26 G49 B79R105 G108 B112

R192 G190 B177R122 G121 B8

R199 G204 B214R21 G23 B27

R207 G202 B11R148 G155 B147

PANTONE
7547

C35
M4
Y0

K94

PANTONE
444

C15
M0
Y15
K42

PANTONE
410

C0
M18
Y21
K56

PANTONE
5435

C13
M3
Y0
K17

PANTONE
7463

C100
M43
Y0
K65

HEX 7F7267HEX 9D5541

HEX 1A314FHEX 696C70

HEX C0BEB1HEX 7A7908

HEX C7CCD6HEX 15171B

HEX CFCA0BHEX 949B93
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By Michelle Taute

Creative solutions for lightening 
type-dominant layouts

Text-

Lifting

p , q p ,
ccummo orpero odolorpero ero delesto consequ sciduis nullumsan ullaoreet lut luptatum
olore etum diam vullutat diam augait alisi euis num iusciduis aliquis delenibh euisit praest
onulpu patuerostrud tem vendreet, commodolummy nullaor raesto od mod eugue dolor s
ncilla aliquip esenit, sis ex eu feu feu facinci bla consectet utpat amet, vel ip elenis eugiamco
rilis ex eugait ea consequatum nulla facilisl ulla feu facipit wis nullaortinis nonse magn
onullam voleniam, vullutation ullandrem zzrit wisi tat do odolore cor sequisit, senis aliqu
sit luptat vullamc rperatio exer si te el ea commy nibh erit lan ulputpat wissim nibh el iusti
et non ex exerili uatum dolore doluptatet dolobore consed magna feugait lam erat am, qu
rit augiamcore elessectet incip eril do od mincilla faccum irilit nis dolorercin utat. Ut ali
a feummy nostrud mod doluptat alissit eniam vulputat. Ut dolore dolessi ea feugiamconsen
d dolobor adigna aut nullam, conulla faccummy nulla autpat nonullandiam doloreum qu

Type resources
Designing with Type: 
A Basic Course in 
Typography, 4th edi-
tion, by James Craig 
et al, $24.95, Watson-
Guptill Publications, 
www.watsonguptill.com

The Complete Manual 
of Typography, by
James Felici, $40.50, 
Adobe Press, www.
adobepress.com

Typography Work-
book: A Real-World 
Guide to Using Type 
in Graphic Design, by 
Timothy Samara, $40, 
Rockport Publishers, 
www.rockpub.com

Easy on the eyes
Greg Salmela, a principal at Aegis in Toronto (www.
ideaschangereality.com), approaches text-heavy proj-
ects with reader ergonomics in mind. “It’s all about 
how human beings organize, retain, and absorb 
information,” he says. Just as in product design, an 
ergonomic layout needs to lessen strain on a reader’s 
eyes and mind. Salmela says the human brain natu-
rally wants to simplify and apply hierarchy to large 
amounts of information.

A good design should facilitate both these nat-
ural tendencies. Salmela recommends creating no 
more than three levels of elements on any given lay-
out. One spread, for example, might have a main 
headline, subheads, and body copy—and readers
should be able to easily distinguish the relative im-
portance of each. “The problem is when designers 
are more interested in aesthetics than information 
architecture,” he says. “Our driving force is relevance 
and clarity—not putting anything on the page that 
doesn’t have value to the reader.”   

There’s nothing worse than popping open a docu-
ment from a client and fi nding yourself face to face 
with 50 pages of text. It’s daunting, especially if you 
don’t have many—or any—images to break things 
up. In fact, working on this kind of project can 
make you feel like you’ve been asked to complete a 
puzzle where a few of the key pieces have gone hope-
lessly missing. Here’s a look at basic approaches to 
typography, layout, and hierarchy that can help you 
assemble the pieces in a way that makes sense for 
your audience and your client.

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

TEAM LinG - Live, Informative, Non-cost and Genuine!



FEB/MARCH 2005 33

QUICK TIP
A dense font calls 
for suffi cient leading. 
“We try to keep an 
x-height between the 
descenders of one 
line and the ascenders 
of the next,” Salmela 
says. In the annual 
report, the text is 8.5-
point FF Meta Book 
with 11-point leading.

ascender

descender

lower
x-height

higher
x-height

Aegis: Thomson 
annual report
“Everything is de-
signed for comfort,” 
says Greg Salmela, a 
principal at Aegis. FF 
Meta was chosen as 
the report’s only font 
because it is clear and 
has a higher density 
than other sans-serif 
fonts. Therefore, it 
could be used at a 
smaller size without 
sacrifi cing legibility.

Why only one font? 
“This is a fi nancial 
document,” Salmela 
says. “There are so 
many types of infor-
mation that need to 
be distinct and clear. 

White dividing lines 
within the tables are 
less “noisy” than black 
ones. “We just wanted 
the lines to be strong 
enough to indicate 
division of space,” 
Salmela says. For the 
reader, the subtle lines 
don’t require greater 
visibility to do the job.

A change in the 
paper’s color—from 
white to gray—helps 
distinguish the image-
heavy branding por-
tion of the report 
from the text-heavy 
fi nancial section.

Justifi ed columns 
reinforce the compo-
sition in a text-heavy 
layout. Here, justifi ca-
tion clearly defi nes 
a two-column grid 
without adding the 
busyness of a rag.

Our preference is to 
keep the number of 
elements down to a 
minimum.” Meta has a 
wide range of weights; 
these set apart differ-
ent types of copy.

X-height: Distance 
between the baseline 
of a line of type and 
tops of the main body 
of lowercase letters 
(excluding ascenders 
and descenders)

FF Meta Book
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Corey McPherson 
Nash: Tuck brochure
This brochure for 
the Tuck School of 
Business, designed by 
Michael McPherson, 
needed to fi t in with 
the capital campaign 
materials it was to 
be mailed with. For 
the cover, McPherson 
picked up a bar con-
cept from the capital 
campaign and used 
an oversized arrow to 
subtly imply strategy. 
The two-color piece 
uses standard Tuck 
identity colors.

The piece uses Tuck’s 
standard typefaces—
Frutiger for display 
copy paired with 
Sabon for body copy.

Indented text allows 
subheads to hang out 
in the margins, making 
them extra visible to 
readers and helping 
break up body copy.

SabonFrutiger Bold

QUICK TIP
For easy triangles in 
Illustrator or InDesign,
1. Draw a square
2. With the Delete An-
chor Point tool (pic-
tured above), click on 
one of the corners of 
your square

Fonts and feel
To take it one step further, try putting yourself in 
the reader’s shoes. “I think of it as a physical ob-
ject,” says Michael McPherson, partner and crea-
tive director at Corey McPherson Nash (www.
cmndesign.com), regarding a text-heavy project. 
“How do you want it to hit the table?” He notes 
that once you decide whether you want a piece 
to feel intimate, intimidating, or somewhere in 
between, you can move on to choosing a size for 
the piece, as well as a typeface.

A tradition-oriented client, for example, might 
call for a serif typeface. But beyond personality, 
McPherson recommends taking a look at the weights 
available within a particular font, deciding whether 
you like them, and determining if there are enough 
available for your needs. “If you’re going to be a 
graphic designer, you need to like type and learn to 
work with it,” he says. “You need to identify type by 
texture. You need to look at type critically and think 
about readers.”
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Corey McPherson 
Nash: Ernst & Young 
Perspectives on 
Business Innovation
This book showcases 
ideas from the Ernst 
& Young Center for 
Business Innovation. 
Creative director on 
the project was Phyllis 
Kido and designer was 
Sarah Smith Lukachko.

An online version 
of this publication 
was created before 
the print version, so 
ideas from the web 
infl uenced hard copy 
design. In the print 
version, boxes and 
lines create connec-

One illustration was 
commissioned for the 
cover, and pieces of it 
were reused through-
out the book to add 
texture and interest. 
The idea was to hire 
a very conceptual 
illustrator to grasp 
the subjects cov-
ered in visual terms, 
McPherson says.

Half-circles bleed 
off the pages, draw-
ing attention to page 
numbers and helping 
readers fl ip through 
the book more easily.

QUICK TIP
Narrow columns and 
adequate leading 
make the booklet eas-
ier to read. McPherson 
shoots for 8 to 10 
words a line for best 
readability and notes 
that the wider the col-
umn, the more leading 
you’ll need.

The book pairs an 
early Emigre font, 
Matrix (Book and 
Bold), with Offi cina 
Sans (Book and 
Bold) and Trajan (not 
shown). The mix cre-
ates a look that’s clear 
and readable but also 
appropriate to the 
cutting-edge ideas 
found in the text.

McPherson says the 
design creates a clear 
sense of layering and 
hierarchy to make it 
easy for readers to 
use. Subheads have 
impact, and a con-
trasting type size 
differentiates author 
bios. Tabs and bullets 
help emphasize and 
organize information.

tions that lead from 
relevant points in text 
to footnotes. This 
visual strategy mimics 
an online hyperlink. 
Article abstracts are 
Offi cina Sans Book in 
a rich brown color to 
help them stand out.

Matrix Book

ITC Offi cina Sans Book

ITC Offi cina Sans Bold
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Think in shapes
Paul Lewis, art director at Paul Lewis Design in 
Stillwater, Minn. (www.paullewisdesign.com), 
likes to take a hard look at exactly what kind of 
information is buried in all that copy. He looks 
for ways to break down the information, including 
points of interest that can be pulled into boxes 
or pull quotes that perform a function similar to 
artwork. Then he figures out how all these elements 
can work together. “Think of copy blocks as shapes 
and try to give them structure,” he says. Other ideas 
for differentiating information include using colored 
paper stock or colored type.

If you have too much text to make a project 
work, Lewis suggests going back to your clients and 
working with them to refine and narrow the overall 
message. This approach is endorsed by McPherson 
and Salmela. McPherson often works as co-editor on 
pieces with his clients, asking for cuts or talking with 
the writer about adding subheads or call outs. “The 
key to getting a client to cut text,” Salmela says, “is 
putting the problem in practical terms rather than 
aesthetic ones. Point out how overwhelming text 
blocks will affect readers, ultimately becoming a hin-
drance to getting the message across.” g

Art director Paul 
Lewis used gray (PMS 
411) for text because 
he feels it’s easier on 
the eyes than black. 
The PMS 187 red is a 
Macalester identity 
color and comple-
ments gray in display 
copy and subheads.

Paul Lewis Design:
Macalester College
These inaugura-
tion booklets for 
Macalester College 
mix serif body copy 
(Adobe Garamond) 
with sans-serif display 
copy (Frutiger) to help 
break up the text and 
distinguish between 
levels of information.

C0
M27
Y36
K72

C0
M91
Y76
K0

Pull quotes run into 
the columns to help 
break up the copy, 
and extra space 
between paragraphs 
makes text less intimi-
dating for readers.

To personalize this 
booklet reprinting an 
inaugural speech, a 
hand-inserted “sig-
nature box” com-
municates that it’s 
been presented to the 
reader by a member 
of the college’s board 
of trustees. 

Adobe Garamond Regular

Frutiger Light Condensed
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To give more empha-
sis to this opening 
spread, Lewis used a 
larger font size and 
extra leading. Here the 
body copy is 11-point 
Garamond Regular 
with 20-point lead-
ing, while the rest of 
the book features 10-
point Garamond with 
13-point leading.

To add interest to the 
spreads, Lewis blew 
up the page headings 
and repeated them in 
a tinted varnish. The 
headings in red are 
10-point Frutiger Bold 
Condensed.

The college’s seal 
was lightly repeated 
throughout the book 
to serve as under-
stated artwork. It also 
reinforces the brand 
and message of the 
two booklets.

Lewis made a point 
of keeping copy away 
from the edge of the 
pages, to keep the 
text easy to read as 
people are fl ipping 
through the material.

Numerals in the bro-
chures are Adobe 
Garamond Expert 
Regular, selected for 
their distinctive look.

1984
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Rules
by Allan Haley

Type design drives presentations. Here’s how to ensure
your typography makes for a hit show.

Presentations
for

First impressions last, as the saying goes, whether 
you’re talking about making new friends, meeting a 
prospective client, or influencing an audience.

Every design project—from an advertisement 
to a parts list—can make a potent first impression. 
But the truism may be truest of all for presentations. 
They’re often the first things to make people aware of 
developments, problems, conditions, or needs.

Too often, people slave over the content of a 
presentation, assuming it can be poured into slides 
via software. Presentation graphics, however, are 
more than words squeezed into a rectangular format. 
Like a headline, slides must be read quickly and eas-
ily. Some slides act like a brochure and show product 
features and benefits. Others provide data or lists of 
information, much like a directory or parts list.

A
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Many things can affect the success of a slide pre-
sentation—everything from its length, to the envi-
ronment in which it is given, to the quality of the 
presentation graphics. There are four rules, however, 
that ensure your slides will make good typographic 
first impressions. (See slide A.)

Use a sans.

Most of what slides are about is typographic in 
nature. Illustrations and information graphics are 
clearly important, but presentation graphics are, 
for the most part, driven by words set in type. Even 
where most of the content is imagery, it’s usually 
the words that power the presentation.

It’s an easy bet that some fonts are better than 
others for the creation of slides. The best typeface 
for presentation graphics is a sans serif (because it is 
more legible than a serif design) in bold weight (to 
enable high levels of visibility) of condensed propor-
tions (to obtain the maximum number of words in 
the smallest space).

Sounds like Helvetica Bold Condensed, doesn’t 
it? While Helvetica is a good—if somewhat boring—
choice, other sans serifs also make good selections. 
Franklin Gothic, Felbridge, and Mundo Sans are all 
excellent candidates. These typefaces have an ample 
lowercase x-height and modulated stroke weights. 
Both of these attributes help the reading process. 
These are also designs distinctive enough to stand 
out from the crowd, but not so distinct that they will 
overpower the message. (See type samples, B.)

Geometric sans serifs like Avenir and Futura 
can be ideal for other applications, but in slides they 
should be considered “second team” players. Their 
letterforms are not as legible as those patterned after 
Roman character shapes, and their character strokes 
are monotone, which impairs the reading process. 
(See C.)

If you want to take a walk on the typographic 
wild side, serif faces provide a much wider variety of 
typographic choices. Pick faces that are not too deco-
rative, have sturdy serifs, and don’t have too much 
contrast in stroke thickness. Look to examples like 
Plantin, Stone Serif, or Miller Display (type samples 
D). These faces—and others like them—are easily 
read and will serve your presentation well.

Never, ever set slides in a script typeface. Period. 
(Slide E shows why.) 

B

C

D

E

Helvetica Bold Condensed Franklin Gothic Demi

Felbridge Regular Mundo Sans Regular

Plantin Light ITC Stone Serif Semi

TEAM LinG - Live, Informative, Non-cost and Genuine!



40 DynamicGraphics

Keep lines short.

If you think about it, a slide show is much like 
a series of headlines, all in the same format. 
Unfortunately, looking at a bunch of similar head-
lines does not excite most of us. To combat this 
built-in yawn factor, the copy in presentation graph-
ics, whether it introduces additional information or 
stands on its own, must be short and simple to read.

Limit headlines to three or four words—use 
much more and the reader will begin to lose interest. 
Headlines in presentation graphics should do one of 
three things:
• Introduce information that follows
• Make a point
• Provide continuity for a series of related slides
(See F.)

Bullet-point copy should be five to seven words 
in length. The words in slides should punctuate what 
the presenter says, not echo it. If you need to record 
exactly what the speaker said for your audience, 
develop a separate document and pass it out after 
the talk (for more presentation advice, check out the 
Quick Tip below). Slide copy should be crisp and 
precise, never cute. Cute rarely works in the business 
environments where most presentations are made.

The most-committed error in presentation 
graphics is including too much information. No 
amount of typographic wizardry can undo the 
damage caused by this. Presentation graphics 
should be an accompaniment to the presenter—
not the other way around. Graphics highlight 
the speaker’s important points and help the 
audience remember them.
     If an audience has to take voluminous 
amounts of information away from a presenta-
tion, resist the urge to include it in graphics. 
The speaker can cover all the facts in talking 
points, of course. Prepare a separate hard copy 
document (not copies of the slides) with the 
important details, and the audience can help 
themselves to one after the talk.
     In these situations, a skillful presenter will let 
the audience know early in the speech that all 
the data will be available afterwards. That way 
audience members won’t be madly taking notes 
and missing what the presenter has to say.

Quick Tip: Provide a Hard Copy
Don’t kill your presentation graphics with too much text.

F
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Eliminate clutter.

Software applications offer a variety of design for-
mats for slides. Most are good starting points for 
presentation graphics—if you remove the clutter 
that applications vendors seem obligated to include 
with the templates. Complicated or illustrative back-
ground textures, fancy bullets, multiple rules, and 
large graphic shapes generally do nothing to help 
the communication process. The most important 
stuff on slides is the type and information graphics 
that illustrate important points. Simple slides are 
good slides. (See G.)

Restrict the amount of information you include 
on a single slide. Confine typography to four or five 
lines. There seems to be a natural tendency on the 
part of those who write the copy for presentations 
to put as much information as possible on a slide. 
Help these people resist the temptation to overcrowd. 
Inform them that too much copy will force their 
concepts to be shown at a smaller size, reducing 
impact. Let them know that too much information 
will confuse the audience. Tell them that too much 
information on one slide will mean that it has to be 
shown too long, and the audience will become bored. 

Use rules and bullets only when they add to 
understanding. Rules can help separate headlines 
from subpoints, and bullets are an aid to referenc-
ing information in series. But these are also powerful 
graphic presences that can detract from the process 
of information transfer. If bullets begin to look too 
dominant, tone down their size or color. Use single 
hairline rules instead of the bold or double variety. 
(See H.)

Bold type and size and font changes work 
fine as typographic emphasizers. Avoid italics with 
underlines, bold type with drop shadows, and outline 
fonts with internal textures. They make presenta-
tion graphics look more like circus posters than solid 
instruments for communication. 

G

H
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Create clear 
contrasts.

Subtleties get lost in presentation graphics. Type 
style and weight changes should be obvious. With 
some type families, you will have to pick font 
weights that are more than one level away from one 
another—book and bold, rather than book and 
medium—to achieve a strong typographic contrast.

Font style changes should also be obvious. The 
rule of not combining two different sans-serif designs 
especially holds true in presentation graphics. (See 
slides and type samples, I.) And, as far as serif type-
faces are concerned, the subtleties of mixing old style 
designs with transitionals disappear in presentations. 
Unless it runs counter to your organization’s style, 
stick with the basic rule: Mix sans-serif typefaces with 
serif designs. If you want to combine two serif styles, 
make them as obviously different from each other as 
possible—ITC Berkeley Oldstyle with Sutro Heavy, 
for example.

Use colors that complement and are distinct 
from each other. Generally, dark colors work well for 
backgrounds and warm, bright colors for type. (But 
be careful: Certain combinations, like red type on a 
black background, can be as tricky in presentations 
as they are in print.) Avoid cool colors, like light blue 
and green, which tend to reduce the vitality of your 
visuals. (See J.)

Last slide
Designing for slides can be as demanding as any 
medium you’ll run up against, and it can also be 
just as rewarding. Rarely can you witness such 
instantaneous approval, reward, and validation 
of your efforts as when an audience breaks into 
applause. Presentation graphics can truly leave 
lasting impressions. g

Allan Haley (allan.haley@agfamonotype.com)
is director of Words & Letters for the Inter-
national Typeface Corporation.

I

ITC Berkeley Oldstyle Sutro Heavy

Sumner Stone’s Silica 
Semibold

Matthew Carter’s Galliard
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Our Top 10 Color Picks:
Try these combos in your next presentation.

Good color mixes
for presentations
The basic rule of 
matching a dark 
background with 
bright type is gener-
ally sound advice. 
But presentation 
graphics are context-
sensitive, especially 
in business settings. 
Organizations have 
“color personalities” 
to which designers 
must be sensitive. To 
complicate matters, 
most presentations 
involve more than just 
type on a background. 
Charts and graphs 
are often present, and 
themselves may have 
to incorporate several 
colors to make their 
points. Some of our 
choices at right are on 
the serious side—more 
suitable for corporate 
settings—while others 
are intended to pump 
up the energy. 

J

R99
G99
B99

R161
G205
B234

R67
G41
B71

R210
G213
B151

R86
G67
B44

R247
G232
B172

R34
G45
B71

R237
G210
B61

R162
G25
B43

R224
G207
B178

R71
G34
B38

R195
G209
B235

R66
G92
B68

R235
G240
B180

R171
G85
B45

R246
G230
B151

R96
G91
B74

R224
G173
B32

R58
G74
B72

R226
G174
B96

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
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Get what 
you (don’t)
pay for

(don’t)

Pro bono work is a two-way street. Here’s how to get the most 
out of your partnership, no matter which side you’re on.

by Sheree Clark

Many, if not all, nonprofit organizations have 
suffered in recent years. During these uncertain 
times, charities must fi nd effective, yet affordable 
ways to promote themselves and their causes. This 
is one reason why many designers take on projects 
from nonprofit clients. They recognize the opportu-
nity to help an organization in need and create great 
design in the process.

Because of the scarcity of resources in the non-
profit arena, it is especially important that projects 
are managed effectively by both the designer and the 
client. The nonprofit project often requires special 
handling to ensure objectives are achieved. Here are a 
few issues and cautions to explore when developing a 
pro bono relationship.

1. Make a wish
Lowercase, Inc.’s 
strong belief in the 
mission of Make-A-
Wish Foundation of 
Illinois led the fi rm to 
apply for a grant from 
Sappi Fine Papers to 
support development 
of this brochure. The 
design intersperses 
children’s illustra-
tions with photos of 
kids helped by the 
foundation. The pro 
bono consortium 
included design by 
Lowercase, pho-
tography by Leasha 
Overturf, and printing 
by Quantum Color. 
www.lowercaseinc.com

1
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2. Help for high risk
Doug Hebert, princi-
pal of Savage Design 
Group in Houston, 
discovered the lack of 
literature for parents 
of high-risk infants 
when his own son was 
born prematurely. 
“There was no single 
resource available 
to us detailing the 
problems faced by 
premature infants, 
even upon discharge,” 
he observes. His fi rm 
secured an Ideas That 
Matter grant to cre-
ate a handbook in 
association with the 
University of Texas 
Health Science Center 
to help inform parents 
of the unexpected 
challenges. Because 
of the high proportion 
of Hispanic families 
in the region, the 
book was produced in 
English and Spanish. 
www.savagedesign.com

2

Ideas That Matter

Projects shown in this 
article were all sup-
ported by Sappi Fine 
Paper’s “Ideas That 
Matter” program.

A leading producer 
of coated paper used 
in printing, Sappi es-
tablished Ideas That 
Matter to recognize, 
encourage, and help 
fund the programs for 
social good to which 
designers already 
lend their skills pro 
bono. These include 
organizations working 
in science, the envi-
ronment, education, 
health, and social con-
ditions. Since 1999, 
Sappi has awarded 
$1 million each year 
to support these 
causes. The grants 
cover implementation 
costs of selected print 
programs and out-
of-pocket expenses 
(photography, illustra-
tion, paper, printing, 
mailing, etc.). Ideas 
That Matter is open 
to individual design-
ers, design fi rms, 
agencies, in-house 
corporate design 
departments, design 
teachers, design stu-
dents, and student 
groups. Proposals are 
reviewed by an inde-
pendent committee 
of graphic designers 
and representatives 
of philanthropic orga-
nizations. Ideas are 
evaluated on the basis 
of creativity of con-
cept and design, prac-
ticality, and potential 
effectiveness.

For more information 
call 800.882.4332, or 
visit www.sappi.com/
ideasthatmatter.

1
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3. Diamonds of 
Dorchester
As principals of the 
relatively new design 
fi rm 15th Minute, Brian 
Latham and Shawn 
Hachey have spent 
most of their time 
building a traditional 
client base. Receiving 
a Sappi grant allowed 
them to work one-on-
one with St. Mary’s 
Women and Children’s 
Center, a social ser-
vice agency serving 
struggling families 
in the Dorchester 
area of Boston. Their 
two-color invitation 
(at right and below) 
for the “Diamonds of 
Dorchester” fundrais-
ing event celebrating 
the center’s 10th anni-
versary was designed 
to convey elegance 
without appearing 
expensive. Additional 
materials included the 
keepsake book at top 
featuring testimonials 
from clients. www.15th
minute.com

3For designers
Pick your clients … carefully. Before you agree to
provide services to an organization, take the time to
understand the philosophy of the group. You’ll do 
better work for organizations whose beliefs are in 
line with your own. Many designers fi nd that it is 
more satisfying to them—and more effective for the 
client—to choose one organization and focus on it, 
rather than being involved in one-time projects for a 
variety of groups. This gives the design firm a larger 
body of work—a campaign or series of materials—
while also providing the nonprofit an integrated 
brand identity.

Work ahead. Because so much nonprofit work 
is done on a pro bono basis, it is typically scheduled 
for completion between paying projects, or is worked 
into the schedule on an “as we have time” basis. This 
may mean anticipating needs and starting projects 
earlier than in a typical client situation. Take time 
early in the relationship to develop a comprehensive 
list of what will be needed and when.

Collaborate. Put together a team of vendors to 
work on the project. Approach your service providers 
with a proposal for getting the project done that will 
allow them to say “yes” to your request for help. Pick 
partners with capabilities that are compatible with 
the projects you need help on. And remember that 
many of your vendors have a line-item in their bud-
gets for charitable contributions, meaning that when 
the money is gone, it’s gone. Plan accordingly!

Promote yourself and your client. If appro-
priate, put a credit line on work you do on a free or 
reduced-fee basis. Send media releases about the col-
laboration, and include visuals you have produced. 
Try to get media attention for both of you. Don’t 
forget to enter your nonprofit work into design com-
petitions—after all, one of the reasons you do the 
work is because the relationship allows you to stretch 
your creativity!

Make your value known. Some public ser-
vice clients have never worked with a professional 
designer before. They may not know what your fee 
structure is, and thus do not understand the mone-
tary value of the services you are providing. Consider 
issuing a statement for the time and expenses you 
incur so your pro bono clients understand the true 
worth of your contributions.
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4. AIDS Work: Ride 
for Life
Iron Design, Inc. of 
Ithaca, N.Y., has an 
active program of 
support for nonprofi t 
entities, including 
local agency AIDS 
Work, which provides 
HIV/AIDS aware-
ness and prevention 
programs. Having 
provided services for 
AIDS Work’s annual 
Ride for Life since 
its inception in 1999, 
Iron Design was par-
ticularly pleased to 
receive an Ideas That 
Matter grant in 2003 
to continue its efforts. 
“Every year we look 
for more ways to 
expand the program 
to include more rid-
ers and volunteers,” 
says Iron Design cre-
ative director Todd 
Edmonds. “Generating 
more funds to help 
with AIDS Work’s 
awareness and pre-
vention programs is 
our number one goal.” 
www.irondesign.com

4
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5For nonprofi ts
Just as advance planning on the creative side can 
make a relationship with a nonprofit go more 
smoothly, there are several things a public service 
client should take into account in establishing a 
relationship with a designer.

Know what you’re getting. Just because a firm 
agrees to do the work you need done doesn’t neces-
sarily mean you should strike up a relationship. If a 
firm’s style is incompatible or inappropriate to your 
message, you’re not doing anyone a favor in collabo-
rating. Review the work of the group and meet with 
the staff that will be your contacts. It’s a lot easier to 
shop for the right fit than to disengage from a bad 
working relationship.

Be organized. The most-cited reason for an 
unsatisfactory pro bono relationship is that the cli-
ent doesn’t value the designer’s time. Start by having 
a creative brief that outlines your needs, the target 
audience, budget, timing, and “must include” items 
such as logo, credits, etc. Develop a schedule or time-
line for when you’ll have materials ready and stick to 
it. Come to meetings prepared. Identify one person 
who will work with the designer to keep communica-
tion clear.

Be helpful. Whenever possible, make the 
designer’s job easier. If there are people on your 
board with graphic arts connections—printers, paper 
merchants, etc.—make it known to the design staff.
Go to the designer’s studio for meetings to save travel 
time. Make meetings short and efficient. Be clear and 
specific if a design solution is not on target … speak 
up early rather than letting a project progress with 
further effort by the creative team.

Promote your relationship. Allow the firm to 
have a credit line on printed materials. Give them 
complimentary tickets to your events and consider 
recognizing the creative team during your programs. 
Be sure your board knows who is doing your work, 
and if possible champion them for paid projects 
board members may be involved in. Mention the 
firm in your newsletter and when talking to the 
media. Provide copies of the project for the firm to 
use in its own promotion efforts.

Acknowledge value. Send a thank-you letter. 
Be an unsolicited testimonial. Convey your gratitude 
to make it more likely you’ll receive gratis work in 
the future.
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My pro bono 
journey

I am one of those clas-
sically busy people. 
I get up early, work 
late, never have much 
downtime. When I was 
approached by Big 
Brothers Big Sisters 
(BBBS) of Central 
Iowa to serve on their 
board, I was reluc-
tant. I did not need 
a “resumé builder” 
or another obliga-
tion. But the group 
impressed me. The 
staff was committed, 
the board involved, 
and the volunteers 
dedicated. I said yes.

About the same time, 
I learned of the Ideas 
That Matter program 
sponsored by Sappi 
Fine Papers. Still a 
little high from the 
new board member 
orientation at BBBS, 
I decided to apply 
for a grant. I didn’t 
mention it to the 
executive director 
at BBBS because I 
didn’t think there was 
much chance we’d get 
funded. Imagine my 
surprise when I got a 
call from Joe Isaak, 
the Ideas That Matter 
program director, 
congratulating me on 
a winning proposal!

There was a board 
meeting that week, so 
I waited to make the 
announcement at the 
end of the meeting. At 
fi rst the boardroom 
was completely silent, 
and then, as 23 peo-
ple came to the same 
realization at the same 
moment, there was 
an eruption of sheer 
joy … not a dry eye 
around the table!

—Sheree Clark

5. Cancer workbook
Chicago’s Brainforest 
gets regular requests 
to contribute pro 
bono services but pre-
fers to focus on assist-
ing one organization. 
Their current pro bono 
partner is Gilda’s Club 
Chicago, a cancer 
support facility that 
provides information 
and activities to the 
newly diagnosed, their 
families, and caregiv-
ers. A Sappi Ideas 
That Matter grant cov-
ered printing and CD 
fabrication costs for 
the living with cancer 
workbook at top left. 
Below it are spreads 
from the 2003 Gilda’s 
Club annual report; 
Brainforest donated 
design and produc-
tion and arranged 
for donations of pho-
tography, printing, 
and copywriting from 
business associates. 
www.brainforest.com

6. Big Brothers Big 
Sisters of Central Iowa
Sayles Graphic Design 
teamed up with an 
organization that was 
suffering from grow-
ing pains, producing 
a complete identity 
campaign with bro-
chures, stationery, 
and even furniture 
and signage for the 
group’s new building. 
The visual identity 
system features the 
use of colorful pairs 
of animals to reinforce 
the group’s mentoring 
mission. Sayles also 
provided templates 
and a clip-art bank for 
use by the organiza-
tion’s in-house staff. 
An Ideas That Matter 
grant supported initial 
printing of materials. 
www.saylesdesign.com

6
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Graphics
It’s said that necessity is the mother of invention. 
Naturally, that applies to graphic design. Sometimes 
budget constraints wear down designers and cause 
a sense of futility, but it doesn’t have to be that way. 
Down and dirty doesn’t have to mean ugly and 
ineffective. Limitations can instead push a designer 
to new levels of inventiveness. As famed designer 
Charles Eames once said, “Design depends largely 
on constraints.”

What is lo-fi ?
Forced with restrictions, some designers turn to 
new ideas and new production methods, which 
then prompt new graphic approaches for explora-
tion. Sometimes old is new again, and time-tested 
hand-done techniques come back into play. Other 
times, it’s simply a question of aesthetics—a desire 
for a “high-touch” tactile quality, with looks evolved 
from production constraints of the past. This may 
not be a reaction to limited dollars, but a backlash 
against slick-looking work. Whatever the motiva-
tion, sometimes the best solution is to go lo-fi .

The term lo-fi comes from the audio world, 
where it is short for low fidelity. Lo-fi was once a fact 
of life on all sound recordings due to technological 
limitations. Today, lo-fi audio—complete with its 
characteristic noise and static—is a creative choice to 
support a particular musical style or emotional intent 
in a musician’s work. The term applies to graphic 
design equally as well: using technology (or not using 
it) to achieve a gritty look and a specific kind of 
emotional impact.

Lo-fi is equally expressed in both concept and 
execution. Different designers define the term in 

By Terry Stone

Get inventive (but 
stay inexpensive) 
with attitude and 

aesthetics.

different ways. Some think of it as a set of produc-
tion techniques, while others think of it as a graphic 
style. Still others just “know it when they see it” as 
a mélange of both style and technique. Regardless, 
going lo-fi is an especially effective strategy when 
used as a deliberate approach to the reality of work-
ing within budget constraints.

It’s a production technique
“Lo-fi graphics is economical, cheaply made design. 
I’d also include design using very little technology, 
not using weird techie fi lters and stu
with all the programs nowadays. I think of ’zines, 
newsprint, silkscreen, woodcut, and letterpress,” says 
designer and educator Jon N. Sueda.

For lo-fi production, consider printing on inex-
pensive paper stocks, limiting ink colors, and using 
prefabricated materials … to name just a few tech-
niques. The House of Blues uses stock uncoated kraft 
Chinese takeout boxes printed with one-color red ink 
as containers to serve fries in their restaurants.

Pushing boundaries with limited resources often 
means pushing the limits of production technology 
or thinking of new ways to incorporate and use old 
techniques, as when AdamsMorioka used a newspa-
per printer to print “mark your calendars” promo-
tions for the Sundance Film Festival.

Lo-fi can mean repurposing elements for high 
impact at low expense. Lo-fi designers use limited 
colors—for example, duotones—to give the illusion 
of more colors. These designs create impact from the 
intensity of color, as in the Hammerpress posters on 
page 53. Knowing up front that you’ll be limited in 
certain ways is critical.

1. Entertainment giant 
House of Blues has a 
uniquely lo-fi  take on 
design. These exam-
ples feature a rubber-
stamp-like approach 
to type and images. 
www.hob.com

2. AdamsMorioka’s lo-
fi  solution in a “mark 
your calendars” mailer 
for the Sundance Film
Festival was a news-
print tabloid in three 
colors that opens to
be a poster announc-
ing the festival. www.
adamsmorioka.com

Terry Stone is a de-
sign management
consultant and edu-
cator. She is the 
strategy director 
for AdamsMorioka 
Inc. and co-author 
of Logo Design 
Workbook (2004, 
Rockport Publishers) 
with Sean Adams and 
Noreen Morioka. In 
June and July she 
will present on logo 
design for Dynamic 
Graphics Training, 
www.dgusa.com/dgt.
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1

2

Lo-Fi Production 
Techniques

•  Limited number of 
ink colors

•  Multipurpose pieces 
(e.g., a self-mailer 
that’s a poster 
when opened)

•  Inexpensive paper 
stocks (newsprint, 
offset opaques)

•  Colored stocks 
(good with one-
color printing)

•  Prefabricated mate-
rials (preconverted 
pocket folders, etc.)

•  Stickers & rubber 
stamps (very multi-
purpose to liven
up projects)

•  Handmade (hand-
bound booklets, 
hand-assembled 
invitations)

•  Woodcuts and lino-
leum cuts for print 
reproduction

•  Letterpress

• Screenprinting

• Photocopying

•  Found materials & 
graphic elements

•  Repurposed stock 
(use makeready 
sheets, print over 
existing stuff, recy-
cle in real time)

•  Offbeat suppliers 
(newspaper printers, 
business supplies, 
novelty items)
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Using the aesthetic but employing hi-tech tools 
to create it is the reality of many lo-fi designs. It is 
ironic to use high-powered computers to achieve 
a look labored over by hand in days gone by, and 
lo-fi designs often subtly comment on that irony to 
achieve impact. Photographing and scanning vernac-
ular objects with funky wood, painted, or metal type 
allow designers to create new digital type specimens 
that can be used in headlines for a distinct look.

“I think lo-fi is both the technique and the 
style. In production, they’re intertwined. If some-
thing is done in a lo-fi technique it has to look it, 
like rubber stamping or Xeroxing,” says Michele 
Moore of Moore Graphic Design. “You can’t fake 
your way up to hi-fi. However, lo-fi as a style can be 
achieved many ways. For example, on the web I’d say 
lo-fi means simple HTML colors and texts.”

It’s a graphic style
Stretching dollars in design means embracing and 
leveraging limitations. Or as Stefan Bucher of 344 
Design puts it, “For lo-fi, I think of a particular 
graphic style. Cheap production means nothing. 
The right style can make cheap production look 
totally hi-fi.” Going lo-fi  gives designers a chance—
and a reason—to experiment. In the view of many 
designers, a lo-fi  approach doesn’t have to be con-
fi ned to projects that are cash-restricted. It may just 
be the right approach in terms of aesthetics. 

Handmade simplicity in lo-fi graphics speaks 
of a straightforward approach. Handmade and high-
touch are common threads in lo-fi projects. These 
pieces run the gamut of client types and project 
purposes. Different problems may be tackled, but the 
same conceptual approach is employed.

A rough-hewn appearance is often provided 
by typography and illustration styles as well as 
paper stock and printing. Distortion and visual 
noise—either as a result of a production technique, 
for example uneven ink coverage in printing, or as a 
deliberate artistic choice—are hallmarks of lo-fi. The 
rough handmade look and feel is recreated digitally 
to appear authentic.

Inherent in the lo-fi style is an emotional 
resonance. Often there are references to the past. 
Storytelling narrative threads can be woven into the 
design, as seen in Modern Dog’s Crocodile post-
ers. Vernacular design, leveraged in lo-fi graphics, 
is bound to evoke certain meanings and connota-
tions. In addition, lo-fi can seem more spontane-
ous. “Mistakes” become a desirable part of the look, 
which can give lo-fi graphics a more honest tone to 
serve to the client’s message.

3. Modern Dog De-
sign Co. often creates 
event posters for The 
Crocodile Cafe in 
Seattle. The design-
ers work in two colors 
and the same size 
each time, but graphi-
cal approaches vary 
widely. The poster 
for the Delgados 
show has a ’70s car 
culture look, while 
the Love as Laughter 
art takes a more 
primitive approach. 
Modern Dog is sen-
sitive to both style 
and budget in their 
work. Creative direc-
tor Robynne Raye 
says, “Budget con-
straints show up with 
many of our arts and 
nonprofi t clients. In 
those cases, it doesn’t 
help anyone, espe-
cially the nonprofi t 
client, if they look 
like they’re throwing 
money out the win-
dow with expensive 
printing techniques 
and fancy paper.” 
www.moderndog.com

3
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5. These two posters 
from Hammerpress 
illustrate lo-fi  as both 
production technique 
and graphic style. 
Printed on inexpensive 
posterboard, they’re 
composed of graphic 
elements (particularly 
patterns and borders) 
that are reused dies 
from other projects. 
They exhibit a kind 
of “orderly chaos,” 
with rough typogra-
phy and illustration 
working together to 
create a sophisticated 
naiveté. Creative 
director Brady Vest 
combs thrift stores 
and fl ea markets for 
inspiration, looking 
at everything from 
printed ephemera to 
old textiles.

4. Hammerpress in 
Kansas City is both 
a letterpress printer 
and design company. 
Pushing traditional 
ideas about letter-
press to the limit is 
their specialty. This 
CD package demon-
strates their combina-
tion of lo-fi  appeal 
and high-tech pro-
duction as letterpress 
meets digital media. 
The whole package 
is held together by a 
silver fi ligree pattern. 
www.hammerpress.net

4
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Meaning and use
Lo-fi  is not just for arts and culture organizations, 
although for them it’s an obvious choice. Social 
consciousness and budget limits can be effectively 
and successfully linked via a lo-fi  strategy. 
Environmentalism and lo-fi  are a particularly good 
match, as their modes are often in sync. Sundance 
Film Festival’s environmental concerns motivated 
AdamsMorioka to limit the use of slick materials 
and go lo-fi .

But as businesses seek to establish personal con-
nections, lo-fi graphics also offer a way for the hand-
made to move out of the world of arts and culture 
and into the corporate sector. The lo-fi approach can 
grab and hold attention, standing out in a slick world 
as a reaction against all that is super-polished and 
prepackaged. The Gartner annual report designed by 
Cahan & Associates shows that lo-fi can even work 
in corporate financial reporting.

Originally motivated by primitive production 
constraints, lo-fi is now sought out or synthesized. 
For many designers, it’s a backlash against overpro-
duced style and work that is too digital-looking. Lo-
fi offers an inspired way to use design within budget 
constraints. If you know going in where you want to 
arrive, you can still do great lo-fi design. g

6. Bungalow Creative 
designed this invitation 
to a birthday party for 
a waiter. The designers 
parodied lo-fi  graph-
ics and materials used 
by restaurants, with 
a guest check as the 
central concept. www.
bungalowcreative.com

7. House Industries 
is known for its type 
foundry and unique 
design sensibility. This 
poster celebrates the 
illustrator Coop, who 
inspired a family of 
fonts from House.

8. Two of House’s pro-
motional logos capture 
period graphic styles, 
both of which play off
nostalgic themes. www.
houseindustries.com

7

8
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9. Cahan & Associates 
is known for corporate 
communication and 
has extensive experi-
ence in annual report 
design. This expertise 
provides a level of 
trust with clients that 
allows for the kind of 
exciting design work 
produced for Gartner, 
Inc., in its 2001 annual 
report. Designer Bob 
Dinetz embraced 
natural materials to 
communicate a single 
message: that the cli-
ent had a successful 
year despite a tough 
business climate. 
Letterpressed chip-
board, large format 
photographs, and 
interleaved vellum 
sheets that act as 
section dividers for 
Gartner’s business 
units all work together  
in what appears to be 
a lo-fi  coffee-table 
book. www.cahan
associates.com

Lo-Fi Graphic 
Style Techniques

•  Naiveté: handmade 
retro quality, age-
less simplicity

•  Unsettling juxtapo-
sition of elements 
and messages  

•  Handmade-looking
illustration (e.g., 
woodcuts, lino-
leum cuts, stamps)

•  Uneven background 
colors (marker 
streaks, pattern 
excesses, natural 
chipboard)

•  Embracing the natu-
ral: Even if the print-
ing is 4/c process, 
it appears to have a 
coarse, natural look

•  Typography: dis-
tressed, vintage, 
actual wood and 
metal type or 
reproductions

•  Borders: repeating 
pattern elements of 
scrolls, fi ligree, bars 
of various weights

•  Colors: uneven, 
limited (or not), 
thicks and thins 
in coverage, not 
fully saturated

•  “Orderly chaos”: 
frenetic bits held 
within borders, 
backgrounds, and 
energetic type

9
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Making 
the Most

By Rodney J. Moore

Embracing limitations can free the imagination,
as these four real-world projects demonstrate.

1
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How often do you find yourself limited by budgets? 
Too often, right? By putting your imagination to 
work, you can find solutions to budget problems 
where you least expect them. Each of the four proj-
ects featured here was accomplished with limited 
resources, yet each is powerful and effective.

By allowing yourself the freedom to think big, 
adding a little ingenuity and extra effort, you can 
come up with a way to invest your ideas with impact 
far beyond audience expectations. And you just may 
find you have a client for life.

Putting limits to work
“The Writers’ Theatre in Chicago was looking for a 
way to increase the connection between its subscrib-
ers and the theater,” says Tim Bruce, art director 
of Chicago-based Lowercase, Inc. “They wanted 
to extend the experience beyond attending perfor-
mances. We determined that a literary-driven maga-
zine would help the patrons understand the works 
being presented, as well as the theater’s approach to 
that work. We also noted that this would be a good 
way to keep everyone familiar with the breadth and 
depth of programs being developed.”

Lowercase had limited resources for images and 
limited time to deliver the finished product. Bruce’s 
strategy was to focus on images he could make work 
no matter what their level of quality; this led to an 
emphasis on black-and-white visuals and two-color 
printing. “Pretty early on, we made two design deci-
sions,” Bruce says. “One, we were always going to 
print in two-color, and two, we had a range of image 
quality that we couldn’t control, so we had to find a 
way to make that imagery interesting as well as prac-
tical from a production standpoint. On one hand, it 
allows you to mask some of the weaker images, and it 
also allows you to take inconsistent imagery and tie it 
together so it seems like it’s all from one place.”

As a recurring publication, WT magazine em-
ploys a number of design elements that hold each 
issue together and establish a consistent identity: the 
two-color approach, size, masthead, grid, table of 
contents, and typography.

1. Tim Bruce, art 
director at Chicago-
based Lowercase, Inc., 
emphasized the writ-
ten word over other 
images in the Writers’ 
Theatre’s literary mag-
azine WT. 

2. The inspiration for 
WT magazine came 
from vintage theater 
programs and the 
theater itself, says 
Bruce. These mockups 
were rejected because 
of their size and incon-
sistency with the inti-
macy of the theater.

3. The designer was 
partial to one of the 
early tabloid-size 
comps, but when the 
client said it also didn’t 
match the theater’s 
intimate personality, he 
had to agree.

4. Bruce had several 
images of varying 
quality, so he made 
everything black 
and white. To tie the 
images together, he 
cross-processed them. 
www.lowercaseinc.com

2

3

4

This article and accompanying images are based on 
excerpts from Design Secrets: Layout—50 Real-Life Projects 
Uncovered, by Rodney J. Moore, $50, Rockport Publishers, 
www.rockpub.com. See review on page 75.
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Rolling with the punches
Sometimes taking on a pro bono project can be a 
real bear. Between juggling paying clients and what 
is basically free work, pro bono projects often get 
the raw end of the deal. That’s not the case with the 
Virginia Zoo’s annual report. Ringer Creative in 
Virginia Beach, Va., truly made it a labor of love.

“About three-quarters of the way through the 
project, the client called and said her budget had 
been cut—significantly,” says Jeff Ringer, principal. 
“We were too far along to change concepts so I had 
to beg, barter, and call in favors from a printer, pho-
tographer, and paper company. This added several 
extra days to the process.”

The budget constraints almost proved costly to 
the overall production quality of the report. “Because 
the budget was slashed, there wasn’t time or money 
for me to attend the press run,” says Ringer. “The 
pressman running the job noticed that the paper was 
soaking up the ink and the job looked very washed-
out. He took it upon himself to stop the press and 
explore some alternatives with his team. He came up 
with a solution of a touch plate of fluorescent yellow 
which made the images pop. The solution made all 
the difference in the world.”

To cope with the budget cuts, Ringer downsized 
the report. “Originally it was going to be 11x14,” 
he says. “I then consolidated information and pages. 
I couldn’t bind in found objects and envelopes [as 
originally planned], so I decided to scan the items 
and work with them in Photoshop to add dimension. 
I handwrote most of the copy—luckily, I have very 
legible handwriting. I did all of the little spot illustra-
tions. I called the paper company and got the paper 
at cost. I called the printer and asked them to reduce 
their price. And with the help of my 13-year-old son, 
we bound all of the annual reports by hand.”

1. The Virginia Zoo 
annual report was a 
labor of love for art 
director Jeff Ringer 
of Ringer Creative in 
Virginia Beach, Va. 
Despite doing the 
report entirely pro 
bono, Ringer put his 
everything into the 
project and made it 
come alive, thanks to 
personal touches. 

2. Ringer’s early 
brainstorming logs 
of meeting notes and 
inspirations included 
several themes that 
found their way into 
the fi nal product.

3. The designer’s ear-
lier pitch, a journal 
concept, was quickly 
accepted because he 
went the extra mile 
to show how it would 
work in print.

4. Ringer found inspi-
ration in the published 
journal of a young 
Reuters photographer 
who was tragically 
slain in Africa. 

2
1

3

4
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5. All of the text was 
handwritten by Ringer, 
except for the fi nan-
cial data. As in the 
brainstorming stages, 
he drew all of the 
small animals inter-
spersed throughout 
the report. 

6. The journal concept 
was particularly chal-
lenging because time 
was short and the 
designer had to create 
and collect materials 
on his own. www.
ringercreative.com

5

6
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Uniting the dissimilar
Solutions at Work, or S.A.W., is the nonprofit part-
ner of the Cuyahoga Board of Mental Retardation 
and Developmental Disabilities, the largest employer 
of people with disabilities in Ohio. Cleveland-based 
Enspace, Inc. has a history of community involve-
ment and actively pursued a creative partnership 
with the nonprofit that has lasted for five years.

Despite their history of working together, 
Enspace still faced the challenge of communicat-
ing important aspects of the nonprofit. “S.A.W. is 
simultaneously a human services provider and a busi-
ness entity,” says Ken Visocky O’Grady, principal 
at Enspace. “This single marketing piece needed to 
reach a business audience that focuses on numbers, 
efficiency ratings, and cost—as well as communicate 
the life-changing individual opportunities gener-
ated each working day. With every annual that we 
design for S.A.W., we are challenged with shifting a 
paradigm and presenting the extensive abilities and 
strengths of the disabled public.”

The counterpoint between the visual back-
ground and a focus on numbers was something that 
developed after sketching potential page design. “We 
wanted to show the numbers in some sort of abstract 
context, something that may not make a complete 
connection until the captions at the bottom of the 
page are read,” says Visocky O’Grady.

“The cover is always the last thing we design 
on a project like this,” he notes. “After designing the 
narrative and the rest of the annual, we wanted to 
do something that would be in sharp contrast with 
the large images and fields of text. Also, our budget 
dictated that we print the cover 1/0 [one-color on 
one side], so we were limited in what we were able 
to do. That said, we thought we should focus on the 
title and the full name of S.A.W. with a simple typo-
graphic treatment.”

1. Cleveland-based 
Enspace added a belly 
band to the S.A.W. 
annual report when 
they were told there 
was extra room on 
the press sheet, says 
art director Jennifer 
Visocky O’Grady. 
Budget limited the 
cover to one color, but 
the band adds a wel-
come punch of color.

2. The look and feel 
of the report began 
to take shape as 
copy came into play 
to balance the visual 
emphasis of the piece.

3. A miniature mock-
up of the report shows 
the design concept 
coming into view. 
Changes are often 
made at this stage, 
before production 
begins.

4. Because S.A.W. 
was experiencing 
changes, Enspace 
used dramatic photos 
to capture the posi-
tive energy behind 
the not-for-profi t’s 
transformations. 
www.enspace
design.com
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All in the family
Every year, MFA candidates at the University of 
Illinois (Champaign/Urbana) have an exhibition 
featuring work they’ve created over the course of 
their studies. A catalog is produced to accompany 
the exhibit. This catalog documents the show and 
assists graduates in their search for employment or 
representation. In the past, general school funds 
were used to produce the catalog, limiting the abil-
ity to be more experimental or conceptual in design. 
There was never money to hire an outside designer 
for the catalog.

In 2003, however, the program’s director found 
that a restricted grant had been overlooked—one 
that could assist in both production and design costs 
associated with creating a more captivating catalog. 
Moreover, these funds had accumulated for two years 
and had to be used within a specific time frame for 
this specific purpose.

After getting a firm grip on the main themes 
of the catalog, Chicago design firm Faust Associates 
began to think about a possible secondary benefit for 
the school. As the program had never had a market-
ing piece, the designers saw an opportunity to cre-
ate an impact beyond promoting graduates’ work: 
attracting prospective students to the school.

Faust found a way to insert the marketing mes-
sage into the catalog by using the spine for infor-
mation about the school. “Formally, the program 
information is housed as a separate brochure in the 
spine,” says Sally Faust. “Conceptually, this reinforces 
the idea of the school being the support system for 
the artist as well as the linking device to the world 
and each other.

“We also added quotes from students about 
the program,” she says, noting that the quotes run 
vertically on all of the exhibition pages. “The vertical 
alignment references the orientation of the program 
catalog while remaining true to the student content 
found on the exhibition pages.” g

Rodney J. Moore (rodney@brandmoore.com) 
is an author, freelance journalist, and founder 
of Moore Creative, a copywriting and corpo-
rate communications consulting business. 
Design Secrets: Layout is his fi rst book.

1. Art director Bob 
Faust of Faust 
Associates in Chicago 
chose a corn motif to 
represent the cultiva-
tion of talent and arts 
in the University of 
Illinois’ MFA program 
while evoking the 
environment where 
the school is located. 

2. Faust’s fi nal layout 
for the catalog com-
bines both vertical 
and horizontal type 
juxtaposed with stu-
dents’ artwork.

3. The catalog’s spine 
serves as a marketing 
tool in the brochure 
by including details 
on the university’s 
programs. It’s also a 
graphic representation 
of how the school is 
a support system for 
arts students. www.
faustltd.com

1

2

3

TEAM LinG - Live, Informative, Non-cost and Genuine!



62 DynamicGraphics

STOCK EXCHANGE |  Imagery
DG Promotion

Stock Sources: A look at the latest 
images from leading collections

Creatas, a leading international designers’ 
resource, provides high-quality royalty-free 
stock photography, illustration, and footage. 
It also offers design tools such as the Pantone 
line of color products, typefaces from Linotype, 
and single fonts from FontHaus. Its ever-
evolving, diverse collection of over 250,000 
idea-inspiring images is available for immediate 
download. Contemporary, expressive images 
compose its vast library, bringing together 
the world’s most highly recognized and highly 
regarded brands—such as Photodisc, Corbis, 
Digital Vision, and its own Creatas brand—
providing innovative, compelling, and thought-
provoking images. In addition, Creatas’ footage 
library offers more than 500 titles with over 
12,000 clips. 800.255.8800, www.creatas.com

PictureArts is the only place to access the complete offer-
ings of FoodPix—the all-food image source, Botanica—the 
rights-managed collection exploring nature and life, Non-
stock—over 40,000 rights-managed alternatives to ordi-
nary stock, and Brand X Pictures—over 28,000 imaginative 
royalty-free images. 800.720.9755, www.picturearts.com  

PhotoSpin releases 200 images each month, available 
immediately to subscribers. New titles typically include 
illustrations and fi ve new font families, and images are 
available in a variety of formats. Subscribers also have 
access to sound and fi lm clips. Pay once and download 
whatever you need. 888.246.1313, www.photospin.com
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Comstock Images introduces the Comstock 
1700k Subscription Plan. The Comstock 1700k 
Subscription Plan is designed for creative pro-
fessionals who use a high volume of royalty-free 
photos but don’t have the budget to purchase 
them one at a time. A Comstock 1700k sub-
scription gives you up to 50 photos per day 
from the Comstock Images’ world-renowned 
collection of more than 20,000 royalty-free 
photos. The image fi le size that comes stan-
dard with your subscription, 1.7MB, is perfect 
for use on web, multimedia, presentation, 
newspaper, and small professional print pieces. 
800.225.2727, www.comstock1700k.com

OnRequest images provides custom images at stock prices. 
It is changing the way creatives conceptualize and develop 
award-winning campaigns. With a network of over 1,600 
photographers in 53 countries, more than 200 top agen-
cies and corporations benefi t from its revolutionary Custom 
Stock service. 877.202.5025, www.onrequestimages.com

KS100743 KS97488

KS98083

KS93978

© 2005 JupiterImages, a division of JupiterImages Corporation
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Photos.com offers a compelling collection of more than 
130,000 royalty-free photographs and photo objects 
with clipping paths. Through either online subscription or 
pay-per-download, Photos.com clients download photos 
from a comprehensive, professional-quality body of work, 
including a collection of 30,000 photos shot exclusively 
for Photos.com and available only on its site. Photos.com 
is always updating and optimizing its search engines—in 
addition to the standard keyword and category searches, 
Photos.com provides the option to search by color, an 
innovative and creative way to fi nd that perfect image. 
800.482.4567, www.photos.com

PunchStock allows quick and easy search through its 
immense collection of royalty-free photography, includ-
ing over 35 of today’s most popular brands, more than 
3,900 CDs, and over a half million images. Get free and 
fast image research and search, purchase, and download 
high-quality royalty-free images directly onto your desk-
top. 800.390.0461, www.punchstock.com

Alamy Images combines mainstream brands and special-
ist imagery from more than 240 picture agencies and 
3,800 photographers. It recently augmented its collection 
with high-profi le U.S. and Canadian contributors, as well 
as international providers. The company will also soon be 
launching a new website with an improved look and sig-
nifi cant new user features. 866.671.7305, www.alamy.com
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liquidlibrary is the refreshingly different design resource 
that includes unlimited online access to over 75,000 
high-quality royalty-free photos and imaginative illus-
tration, 300 new images each month, and a Media Mix 
consisting of lively, energetic music tracks, attention-
getting motion, and professional PowerPoint templates. 
Subscribers also get an acclaimed 68-page monthly 
magazine that provides a spirited gallery of innovative 
ideas, useful software tips, and clever design effects. 
Liquidlibrary offers it all with images, ideas, and inspira-
tion in one complete professional design package. A six-
month unlimited subscription to liquidlibrary is only $399. 
800.255.8800, www.liquidlibrary.com

Las Vegas Stock is a rights-managed library that 
licenses images to the gaming, resort, and hospitality 
industries. The exciting Las Vegas lifestyle is exemplifi ed 
with images of casino gaming, classic icons, and hospi-
tality food. The contributors to this collection have been 
shooting in the gaming industry for over 20 years. Las 
Vegas Stock knows how to play the game. 800.251.4544, 
www.lasvegasstock.com

Artzooks.com is an essential destination for creatives look-
ing to consolidate their image purchases to one place. With 
over 50 royalty-free brands, 3,000 discs, and 600,000 
single images, Artzooks serves up choices suitable for any 
budget. Those who buy images on a regular basis can open 
a corporate account for immediate access to even more 
benefi ts and services. 866.644.1644, www.artzooks.com
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StockLayouts, a leading provider 
of graphic design templates, offers 
royalty-free design templates that 
include customizable layout fi les, 
high-resolution stock photos, and 
original artwork, and are produced to 
exacting technical standards suitable 
for commercial printing. StockLayouts 
offers creative templates for bro-
chures, fl yers, newsletters, stationery, 
postcards, ads, menus, and posters 
for a variety of businesses. The tem-
plates are available for QuarkXPress, 
InDesign, Illustrator, PageMaker, 
and Microsoft Publisher, and can 
be downloaded from the compa-
ny’s website. Individual templates, 
$39–$149. Bundled CDs, $129–$499. 
877.833.3305, www.stocklayouts.com

Getty Images recently partnered with 13 leading image 
providers to increase its offering, in response to customer 
demand for both regionally relevant and royalty-free imag-
ery. Its seven royalty-free collections enhance “the royalty-
free zone,” a feature at Gettyimages.com that makes it 
easier for customers to search and download imagery. 
www.gettyimages.com

Index Stock has launched Index Open, an innovative tool 
that offers a six-month subscription to use more than 
30,000 high-resolution images for $599. Each time sub-
scribers search on Index Open, they can see how many 
other images are available on the same subject at Index 
Stock’s entire collection of more than 800,000 images. 
800.690.6979, www.indexopen.com, www.indexstock.com 
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PictureQuest has more than 500,000 rights-
managed and royalty-free images from 50 of 
the world’s leading photo agencies. Its web-
site is a total service to help you fi nd the right 
image painlessly: Save time searching one 
place for images; choose from three different 
thumbnail sizes to expedite your search and 
review details; show clients accurate concepts 
using unwatermarked, free comps; share images 
with satellite offi ces with virtual CDs ready for 
immediate download; and benefi t from fast and 
free professional photo research. Find the right 
image in less time—PQ’s full-text search tech-
nology lets you use multiple keywords to get 
more accurate results without compromising 
speed. 800.764.7427, www.picturequest.com

Nature Picture Library has recently added thousands of 
new images to its website, and is proud to represent four 
of the winning photographers in the prestigious Wildlife 
Photographer of the Year 2004 competition, including 
overall winner Doug Perrine, and Bernard Castelein, Anup 
Shah, and Larry Michael. 866.350.6744, www.naturepl.com

Veer’s photography, illustration, motion, and type are 
sourced from renowned agencies and emerging artists 
from around the world. This month Veer presents exclusive 
new imagery from Solus and Canopy, and releases from the 
Umbrella type collection. Plus, plenty of new items in the 
Veer merchandise store are sure to delight the most dis-
criminating creatives. 877.297.7900, www.veer.com
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Digital Vision Direct is a leading publisher of quality-rich, 
royalty-free, digital creative content. Its photography, 
illustration, and moving footage are used by designers, 
advertising agencies, publishers, and corporate clients 
for cutting-edge marketing and communications. Access 
the entire breadth of the Digital Vision Direct collection 
on its award-winning website—fi nd over 46,000 images 
and thousands of trend-setting illustrations, motion clips, 
and layered art. Customers can also take part in Vision 
Points, a points-for-prizes loyalty program that is unique 
to buyers at Digital Vision Direct. Each time you buy, you 
get points towards gift vouchers at Amazon.com and Best 
Buy. 888.381.9445, www.digitalvision.com

Food Image Source announces its new partnership with 
Sucre Sale, an all-food stock agency in France, adding 
30,000 images and giving customers an opportunity to 
see beautiful food with a European fl air. This relationship, 
with the launch of a new downloadable e-commerce site, 
has contributed to Food Image Source’s most successful 
year. 800.251.4544, www.foodimagesource.com

StockFood’s royalty-free division, FoodCollection.com, 
offers eight new CDs created for a multitude of food 
image needs, with titles like Super Sushi, Fabulous Fruits, 
Sensational Veggies, and more, each containing 100 fresh 
and innovative images. In addition, the website includes 
over 2,500 recently added images. 800.967.0229, 
www.stockfood.com, www.foodcollection.com 
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Ablestock has over 78,000 royalty-free digital 
images on its website, including stock photos 
at 28MB-plus. Visual Search, Ablestock.com’s 
newest feature, allows you to fi nd images with 
similar themes, colors, or compositions to any 
image you call up during your regular search. 
Look for this option on every Comp View Page 
and boost your search ability, with or without 
a keyword. Ablestock.com gives you access to 
thousands of royalty-free images by subscrip-
tion—pay one price and download all you need. 
www.ablestock.com

Rubberball begins this new year with fresh and vibrant 
images to satisfy your design appetites. Six new CDs head-
line its new image offerings: Medical Professionals, Mothers 
& Children, Real People, Outdoor Adventures, Kids Volume 
2, and Teen Life. Along with these new CDs, Rubberball has 
recently released over 700 new single images as part of its 
online image collections. www.rubberball.com
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Image Source is a leading independent Euro-
pean producer of high-end, creative royalty-
free photography. With monthly releases of new 
material, Image Source offers fresh imagery, 
constantly updated to fi t your design needs. 
During February and March, you can buy three 
Image Source discs for just $599 total, from 
a selection of 100 eligible titles, which have 
been carefully selected to cover a variety of 
themes. Alternatively, Image Source has hun-
dreds of other discs and thousands of single 
images covering the full range of concepts, cat-
egories, themes, and styles. 44.0.20.7075.1111, 
www.imagesource.com

WireImageStock, a boutique rights-managed agency 
providing images for the discriminating eye, announces 
“Trend Bits,” a new section on its website that allows 
users to download current market research on the lat-
est trends and future market changes. 800.806.8929, 
www.wireimagestock.com

The Royalty Free Collection now features new imagery 
from Thinkstock, including its newest European-style 
images. Its new website offers the ease of fi nding single 
images and CD titles, and offers online access where you 
can price, purchase, and immediately download directly 
from its site. 800.251.4544, www.digistock.com
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Find the 
Perfect Photo Fast!™

Search over 50 Publishers
at One Web Site!

Stock PhotographyStock Photography

TM

FREE!

A $8995 value for free!

FREE with $100 purchase from 
www.fotosearch.com/dg04

Canto Cumulus 6

A unique 
digital asset

management tool
for creative

professionals.

Digital Sound Media

INGRAM

Offer good thru 3/31/05.
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Dynamic Graphics Classifi eds is a forum for 
innovative desktop products and services. 
Ads include reader service numbers for 
fast, easy response.

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

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

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

Deadlines
Dynamic Graphics magazine is published 
six times a year. DG Classifi eds closing
is four weeks prior to issue date. For 
more information, call Birte Pampel 
at 212.260.2777, ext. 28, or e-mail 
pampel@dgusa.com.

CLASSIFIEDS
Sourcing Solutions

 
   

Circle 19 on Connections card.

Go to liquidlibrary.com or call 800.255.8800

refreshingly

different
unlimited downloads

photos illustrations

music motion

powerpoint templates

only $699 for 12 months
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Circle 14 on Connections card.

www.dynamicgraphics.com/training 888.698.8545

TODAY’S DESIGNER

“Design can be 

dated, art direction 

is TIMELESS.“
Instructor, Greg Paul

DYNAMIC GRAPHICS TRAINING

Order your FREE catalog today!

Workshops and Seminars for
the Creative Professional

Professionals Teaching Professionals

Circle 16 on Connections card.

Photoshop Fix inspires you with 
16 pages of picture-packed tutorials

and tips from industry experts on
the essentials of Photoshop: menus,

tools, filters, effects, and tons of
timesaving techniques.

Get Your Fix Today!
WWW.PHOTOSHOPFIX.COM
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Circle 20 on Connections card.

Circle 10 on Connections card.

CRE ATAS
THE DESIGNER’S  MARKETPLACE

www.creatas.com  800.255.8800

LIQUIDLIBRARY ROYALTY-FREE
PHOTO & ILLUSTRATION CD COLLECTIONS

EXCLUSIVELY AVAILABLE AT
CREATAS.COM FOR ONLY $149

IS240-020 / Image Source / creatas.com
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CONNECTIONS
Reference and Interaction

Advertiser Page No.

48hourprint.com 21 21

Ablestock 7 5

Adobe 1 2

Big Brand Theory Inside front cover 1

Corel 5 4

Creatas 15, 72 10

Comstock 2–3 3

Digital Vision 13 9

Dynamic Graphics Training 72 20

Fonthead 23 8

Image Source 9 6

LiquidLibrary 72 14

Mohawk 11 7

Photos.com Back cover 22

Photoshop Fix 25, 72 16

Print Runner 28–29 15

Printing for Less 19 12

Publishing Perfection 71 18

Stock Layouts 20 13

Stretch Conference Inside back cover  17

Within Reach Concepts 72 19

1. For inspiration, access this FREE information

2.  Complimentary samples
Circle the number on the attached card to receive complimentary samples or informa-

tion on the products you’d like to know more about.

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

4. Need it fast?
Fax the attached card to 239.213.2199 or go to www.dgm-connections.com, your 

instant web connection to the samples and information available for the products and 

services offered in this issue of Dynamic Graphics.
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WORKSPACE SAVVY
Tech Tools and Texts

Toolworthy

74 DynamicGraphics

Emerging collection
As if offering more than 300 of today’s most com-
pelling typefaces and publishing an award-winning
magazine isn’t enough, Rudy VanderLans and 
Zuzana Licko at Emigre continue to expand their 
range of intriguing products. Latest offerings 
include colorful patterned wrapping paper com-
posed from Emigre’s illustration fonts (see related 
tip on page 77) and Licko’s one-of-a-kind hand-
made ceramics (they sell out quickly, so act fast). 
Music, clothing, books, posters, and more round out 
the collection at www.emigre.com.

Perfect pets
They’re almost too 
dainty to distort, but 
don’t worry—Animal 
Rubber Bands will 
return to their original 
shapes even after an 
amazing amount of 
stretching and twist-
ing. These colorful 
elastic pieces come 
in the forms of your 
favorite furry friends. 
Each set of six designs 
includes 24 rubber 
bands. Available in 
“zoo” or “pet” packs 
for plenty of fl exible 
fun. $7.50 per set, 
www.unicahome.com

Screen me up, Scotty
Don’t reserve your 
design talents just 
for on-the-job proj-
ects—use your cre-
ative fl air to concoct 
screenprinted art. 
Flax Art & Design 
now offers three 
screenprinting kits: 
Basic Fabric Screen 
Printing Kit, Glo ‘n’ 
Dark Screen Printing 
Kit, and Ultimate 
Screen Printing Kit. 
Great for fabrics, 
paper, cardboard, and 
wood—and handy for 
comps, too. From $42, 
www.fl axart.com

The answers … in black & white
Fourth in a series, Domtar’s “Answer Pack D: On 
Black & White” is a virtual primer on blending 
black-and-white photography with surfaces, colors, 
and textures. Cards in the set illustrate basic half-
tones, double-black and color-biased duotones, kiss-
fitting positive and negative images, and more, with 
notes on paper stocks, ink sequences, and techniques 
required to create them. To order a free copy, e-mail 
samples@domtar.com or call 800.636.6827.
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Learn how, right now
Two new Visual QuickProject guides have hit the 
scene—say hello to Creating a Newsletter in InDesign
and Creating a Presentation in PowerPoint. Like 
other books in this series, these guides put a priority 
on clear-cut directions, full-color illustrations, and 
useful screenshots. Only need-to-know information 
is provided so your project will run smoothly from 
start to fi nish—and you won’t have to invest a ton 
of time learning every aspect of the program. $12.99 
each, Peachpit Press, www.peachpit.com

Cards to remember
Crafting business cards that get kept requires inspi-
ration. Business Cards: The Art of Saying Hello has 
loads of ideas for creating nontraditional cards. 
Some are wacky, some are wild, but all are guaran-
teed to get recipients to remember the bearer. See 
how color, typography, and illustration play major 
roles in conveying memorable messages in over 300 
examples. $29.95, Harper Design International, 
www.harpercollins.com

All-one in principle
Universal Principles of Design offers an in-depth 
look at concepts of interest for all design-related 
disciplines. Over 100 principles appear in this 
comprehensive resource (examples: the 80/20 rule, 
proximity, chunking, etc.), and striking visual 
examples are systematically paired with intriguing 
text. Graphic designers, engineers, and architects  
will appreciate this effort to consolidate important 
cross-disciplinary concepts in a single resource. $40, 
Rockport Publishers, www.rockpub.com

Popular promotions
What’s it take to 
hold your attention? 
Outrageous humor? 
Lewd visuals? Keep it 
clean, buster: Ensure 
your ideas are fresh 
by tapping projects 
that put concepts 
and copy, paper and 
plastic, and numerous 
other design essentials 
to work in innovative 
ways. Designs That 
Stand Up, Speak Out, 
and Can’t Be Ignored: 
Promotions by Lisa 
Hickey explores every-
thing from oddball 
ideas (packaging bot-
tled breath of former 
Olympians) to tradi-
tional with a twist 
(direct-mail pieces 
based on the teen 
game Spin the Bot-
tle). A great resource 
or casual read for 
every designer. $40, 
Rockport Publishers, 
www.rockpub.com

Textworthy

Business Cards: The Art of Saying Hello

Universal Principles of Design

Layout or stay out
Rockport Publishers recently released the new-
est addition to its “Design Secrets” series: Layout: 
50 Real-Life Projects Uncovered. Author Rodney 
J. Moore follows 50 design projects from initial 
brainstorming phases to fi nal creation. Rough 
sketches, preliminary notes, and presentation out-
lines ultimately turn into some of today’s coolest 
contemporary layouts for annual reports, catalogs, 
brochures, and more. $50, Rockport Publishers, 
www.rockpub.com
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HOW’D THEY DO THAT?
Get Results Like the Pros

Tips From Our Last Issue
Here’s how to create type, duotone, 
pattern, and art effects.

DIY duotone
1. Save a grayscale 
Photoshop image as 
a TIFF.
2. In InDesign, draw a 
picture box and place 
your image. Using 
the selection tool, 
choose a color from 
the Swatches palette. 
This applies the color 
to the background of 
the image.
3. Now select the 
image with the direct 
selection tool, and 
apply another color 
to the image’s fore-
ground. Your duotone 
is done.

“My Favorite Things”
Cooper Smith & Company 
Des Moines visitors guide, 

cover with duotone
(page 54)

Bubbly type
1. In Illustrator, 
type your word 
in 100-point 
Gaggers (free from 
www.fontface.com).
2. Select the word, 
make a copy, and 
Paste in Back (Com-
mand-B), keeping the 
text selected.
3. Set the Stroke 
Weight to 25 points 
and fi ll with peach. 
Set the options shown 
above right for Cap 
and Join—these 
give you rounded 
edges. Make a copy, 
then Paste in Front 
(Command-F). Keep 
the text selected.
4. Set Stroke to 10 
points and fi ll with 
white. Bubbles!

Headline type effect on 
Digital Vision ad

(page 5)

25 pt. stroke

10 pt. stroke

2

3

C0
M78
Y33
K0

C0
M22
Y34
K0

Image 22289088, Creatas
www. picturequest.com

See something inter-
esting in this issue?

Send us a note about 
what effects you’d like 
to see explained from 
the current issue. Give 
us the page number 
the effect appears on.

E-mail your request 
to Marcy Slane, 
slane@dgusa.com.
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Pain-free patterns
1. In Illustrator, cre-
ate an object you 
want to duplicate (or 
just place an image), 
then select it. We 
chose a piece from a 
border we found on 
www.liquidlibrary.com.
2. Drag the image 
you selected into the 
Swatches palette.
3. Select the object 
or area you’d like your 
image to fi ll, and drag 
the swatch into it. 
Pattern perfection.

Image 062A0504PM, 
www.liquidlibrary.com

No art, no problem
1. You can do some 
cool things with font 
ornaments—you know, 
those funky design 
elements packaged 
with some of your 
fonts. Why search 
for art when you 
have pieces right at 
your fi ngertips? Here 
are some examples 
of what you can do 
with font art to make 
fancy-looking borders 
and drop caps.
2. The font used here 
is Deco Dingbats 
from FontHaus, 
available for $29 at 
www.creatas.com. 
For this font package, 
press the key(s) indi-
cated to get the fl our-
ish shown. g

“50 Type Treasures”
Emigre Type Catalog,

cover pattern
(page 37)

“Envelope Envy”
Period George logo

(page 58)

1 2

3

J

K

JShift + Z

C0
M1

Y47
K30
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Making your type assume the texture of the back-
ground it’s on can add a punch to your message. 
Using displacement maps for this effect is easy, but 
it makes your project look polished. Try this tech-
nique to add “wow” by texturing type. g

It’s showtime!
Make a splash with
textured type.

SOFTWARE SPECIFIC
Solutions for Windows and Mac

1

2

We selected two 
images that work  
together well for 
this effect. You can 
use your own copy, 
or select a headline 
image like we did in 
this example.
Curtain image: 
Creatas BXP65555, 
www.creatas.com; 
Headline: liquidli-
brary 081F1004PM, 
www.liquidlibrary.com

In Photoshop
1. Open your back-
ground image and 
Desaturate (Shift-
Command-U). Apply 
a very slight Gaussian 
Blur (1- or 2-pixel 
radius), save a copy 
of your fi le, and set it 
aside to use later in 
the process. 

2. Return to your 
original color image 
by clicking the Open 
state in the History 
palette. Paste your 
headline onto a sepa-
rate layer. You can 
type in your own 
copy, but remember 
to Layer > Rasterize > 
Type. (Note: This tech-
nique works best with 
a fairly wide font.)
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3. Next, duplicate 
the background layer 
and place it above 
the text layer. With 
the top layer active, 
choose Image > 
Adjustments > Hue/
Saturation. Check 
Colorize, and move 
the Hue, Saturation, 
and Lightness sliders 
around until you reach 
a gold-colored image.

4. Choose Layer > 
Create Clipping Mask 
(in Photoshop 7 or 
earlier, the command 
is Layer > Group with 
Previous). This should 
make your text gold, 
but keep the curtain 
background red.

5. Finally, to make the 
letters assume the 
texture of the curtain 
(or whatever back-
ground you’re using), 
activate your type 
layer and choose Filter 
> Distort > Displace, 
entering a value of 20 
in both Scale fi elds. 
This value will dif-
fer depending on the 
resolution of your fi le 
and the amount of 
distortion you want to 
apply. Click OK. When 
prompted to choose a 
Displacement Map fi le, 
select the fi le you cre-
ated and set aside in 
Step 1. The use of the 
Displace fi lter on this 
image is quite subtle, 
but effective. The pix-
els shift according to 
the grayscale values 
of the map. 

3

4

5
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COVER TO COVER
Up Front, Start to Finish

Runners-up
Whether it’s your bud-
get or your client’s 
that’s getting cut, 
doing more with less 
is a fact of life in 
today’s design envi-
ronment. We may be 
entering 2005 with 
a relatively healthy 
economy, but a value 
is still a value. Besides, 
what savvy shopper 

Coming Up

Choosing and preparing this issue’s cover turned out to 
be an exercise in eliminating unnecessary details ... and 

then adding back in a few necessary ones. After rejecting   
 a number of cover candidates (some shown at upper 
right), we found the simplicity of our fi nal selection ap-

pealing. Its three visual elements—hands, scissors, and money—seemed 
economical. What better way to express the budget-conscious design 
solutions that form the theme of this issue?

It’s axiomatic in the magazine business that covers with a human 
presence attract readers. The scissors-wielding hands in this shot were 
especially engaging. Unfortunately, the image in its original form was so 
tightly cropped that, when it was rotated, some parts of the hands sim-
ply weren’t there. Art director Kathie Alexander came to the rescue with 
restorative Photoshop therapy so the overall image appeared more lifelike 
and complete. g

Cover photo from PictureQuest, www.picturequest.com: 
Image Source 22271856

For moving audiences to action, print and 
paper still rule. In the April/May 2005 
issue of Dynamic Graphics, we explore the 
ever-potent powers of print. Capitalize on 
print’s potential with better techniques 
for working with your printer, the new-
est and coolest paper stocks, options 
for elegant binding and fi nishing ... and 
plenty of inspiration in the form of today’s 
best print projects. And don’t miss our 
new columnists, expanded software tips 
and techniques, and a free downloadable 
image beginning with next issue!

among us can resist a 
bargain? As we con-
sidered images for this 
issue’s cover, we kept 
encountering some 
familiar icons—images 
good enough in their 
way, but perhaps a lit-
tle too familiar. In the 
end we decided the 
simplest associations 
were the best.

Clockwise: Photodisc 22355839, Stockbyte 22636670, 
MedioImages 22726956 (PictureQuest), Photodisc AA036566 
(Creatas); www.picturequest.com and www.creatas.com
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