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Color Emotions

Invite Attention
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         Keep your work current with the latest color forecasts  
         and palettes for the coming year.

38 Color Emotions by Terry Stone
         More than just a visual phenomenon, color has
         tremendous emotional power.

46 Rules for Typographic Color 
     by Allan Haley
         Three basic rules for mastering the “other” type color

50 Basically Black by Sheree Clark
         Six considerations help you employ the timeless
         subtlety and power of the color black.
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         Pantone extends its reach with a new website.
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18 Design Dynamics by Sheree Clark
         Making the jump from in-house to agency—Part 2
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2005’s color direction leads us 
to a new shade, “phosphorice,” 
and orange is holding strong 
(page 32).
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Inviting color palettes help prod-
ucts stand out in the world of 
mass-market retail (page 38).



Create an impact with your next project using
images that challenge, energize and inspire
from Digital Vision. Verve, too brings together
a broad spectrum of over 1,500 images on 20
DVD titles. Over 25 top photographers have
traversed the globe to bring you the most up to
date, powerful photographs around.

What do you need to make an impact?

Verve,too

Authorized Distributors:
artzooks.com
creatas.com
fotosearch.com
futurestock.com

gettyimages.com
matton.com
mediabakery.com
photosstock.com

picturequest.com
punchstock.com
veer.com
wonderfile.com
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the perfect font is out there

find it on Fonts.com
When the formation above appeared in the plains of England, the locals were

hardly surprised. Reports of font circles date back to the Druids, who are

said to be exceptional landscapers and typographers. Skeptics quickly

labeled the formation a hoax. Still, others were captivated by the beauty

and clarity of the letterforms. Was this the work of a higher life-form? Had

a greater civilization left behind a typeface so advanced its superior

legibility would improve communication between people of all races and

religions, ultimately resulting in world harmony? Unfortunately, no. Turns

out a group of rowdy design students pulled the prank using plywood, rope

and several weights of ITC Avant Garde Gothic.® Today, authorities use

Fonts.com to identify suspicious typographic formations. So next time you’re

searching for the right font or need to identify one you've stumbled across,

don’t run around in circles. Turn to Fonts.com and find your type. 

Agfa Monotype • 1.800.424.8973 • www.fonts.com

All trademarks are the property of their respective owners.
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FROM THE EDITOR

Know how once you become aware of something, you start seeing it 
everywhere? My personal color awareness got a huge lift in preparing 

this issue, and true to form, wherever I looked there were color messages 
unnoticed before—from their presence in pop songs to how the colors 

of cars on the street reveal their drivers’ personalities.
There is a whole world of communication occurring, I discovered, where the 

dialogue is carried out not in words but in colors. Our color dialogue in this issue—
pursued in hues, words, and images—is intended to make this hidden world explicit, 
so you can exploit it more effectively in your work.

Color messages evolve, so it’s important to stay current with what the latest 
shades are saying. Michelle Taute kicks off the discussion on page 32 with an up-to-
the-moment forecast for 2005. On page 38, Terry Stone explores the deeper social 
and physiological meanings in “Color Emotions,” based on her work in the just-
published Logo Design Workbook (with AdamsMorioka). Allan Haley reviews “Rules 
for Typographic Color” on page 46, and Sheree Clark surveys the always-au-courant 
“Basically Black” on page 50.

Finally, as it’s none too soon to begin planning for the holiday season, Alyson 
Kuhn mines her precious trove of cards to ring in a “New Year’s à la Carte,” page 58.

As you count down 2004 and prepare for 2005, remember to send us your tips, 
insights, and feedback on how we’re doing. Feel free to say it in color.

Tom Biederbeck, editor

P.S. Tired of mailed invoices and renewal notices? Send us your e-mail address
and free up your mailbox for more important stuff. We’ ll pass along our savings in 
paper and postage with reduced subscription and renewal rates (plus you can enter
a drawing for a free iPod). Go to www.dynamicgraphics.com/dgm and click on
the e-mail link.
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NOVEMBER 11, 2004
ATLANTA

NOVEMBER 3, 2004
SEATTLE

OCTOBER 7, 2004
DALLAS

The Big Brand Theory.

Creatas and The Art Directors Club present

a half-day seminar, in three cities, with presentations on

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

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

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

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

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

CRE ATASOUR SPONSORS

Three NEW dates. Three NEW cities.

FALL 2004
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Single SheetSingle Sheet

1,000 $199
2,500 $249
5,000 $299
10,000 $599

1,000 $1199
2,000 $1599
5,000 $2599
10,000 $3999

Presentation
FoldersFolders

#10 Envelopes#10 Envelopes
 1,000  $299
 2,000  $399
 5,000  $699
 10,000  $1149

LetterheadLetterhead
1,000 $299
2,000 $399
5,000 $649
10,000 $849

Brochures 4 Page Catalog 4 Page Catalog

1,000 $599
2,000 $699
5,000 $799
10,000 $1299

1,000 $379
2,000 $399
5,000 $499
10,000 $899

Business CardsBusiness Cards
1,000 $59
2,000 $89
5,000 $199
10,000 $275

1,000 $89
2,000 $119
5,000 $209
10,000 $289

2”x3.5” 4/4
14 Pt. C2S UV Coated

Postcards
1,000 $129
2,000 $189
5,000 $379
10,000 $629

1,000 $239
2,000 $349
5,000 $479
10,000 $779

Posters
1,000 $329
2,000 $499
5,000 $599
10,000 $999

1,000 $1099
2,000 $1399
5,000 $1999
10,000 $2799

8.5”x11” 4/0 
100 lb. Gloss Book

9”x12” With 2/4” Glued Pockets
4/0 12 Pt. C2S Cover With AQ

9.5”x4.125”  4/0
24 lb. Classic Crest

8.5”x11” 4/0 
24 lb. Classic Crest8.5”x11” 4/4 

100 lb. Gloss Book
11”x17” Folded to 8.5”x11” 

4/4 100 lb. Gloss Book

2”x3.5” 4/0 or 4/1 
14 Pt. C2S UV Coated

4”x6” 4/0 or 4/1 
14 Pt. C2S UV Coated

5”x7” 4/0 or 4/1 
14 Pt. C2S UV Coated

13”x19” 4/0 
100 lb. Gloss Book

24”x36” 4/0
100 lb. Gloss Book + AQ
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Rania Abbassi, 212.260.2777, ext. 28, 

abbassi@dgusa.com

To carry DG in your store, contact Alicia Butler

at 309.687.0244 or butler@dgusa.com. 

For reprints, contact Heather Osborne 

at PARS International at 212.221.9595, ext. 333,

or heather@parsintl.com. 

For list rental inquiries, contact Kerry Fischette

at MKTG Services at 215.968.5020, ext. 163,
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For editorial comments/questions, contact 
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outside the U.S.). Single copies are $7.95 each.

For group rates, e-mail schmidt@dgusa.com.
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Don’t keep 
us guessing:

LETTERS
Creative Feedback

I loved the June/July issue [V9N3]. The make-
overs always provide great inspiration. How 
does my organization apply to have a makeover 
done on its publication? We have a tabloid-sized, 
20-page magazine for our membership (2,300). 

I’d love to go to a two-color newsletter format to get 
the budget down and make design and layout easier.
Melissa Albertson
Jefferson City, Mo.

You’re right on time to nominate your project for our 
2005 Makeovers issue—for instructions, see page 15.

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

Once you’ve taken the survey you may, 
if you choose, register for a drawing of a 
book that’s reviewed in this issue, Logo Design 
Workbook from Rockport Publishers (see page 
71 for a review). Last issue’s survey winner, 
Shelly Rackel of British Columbia, won a copy 
of Eat Me: Successful, Seductive Food Packaging 
Design, also from Rockport Publishers.

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.

Correction

In last issue’s Software 

Specifi c, we skipped 

an important pro-

cedure. In step 5, 

before you change 

the Opacity in the 

Transparency pal-

ette, you must select 

the entire circle in 

which the balls were 

inserted and check 

Knockout Group in the 

Transparency palette. 

This allows for each of 

the balls to be trans-

parent when printed 

(without it, the balls 

remain solid).

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

Serif or sans?
Thank you for doing the makeover of our Richland 
Bible Church newsletter this year [June/July 2004, 
V9N3]. We have been looking at it, “playing” with 
it, getting estimates for the printing changes, and 
plan to begin using the new design in our next issue. 
A question:

The way I was taught was to use a serif font in 
the body of the text and a sans serif in the headlines. 
Is that an outdated guideline? You suggested three 
variations on the Hoffman font, which we do like 
and plan to use.
Barb DeKruyter
Richland, Mich.

DG art director Kathie Alexander replies: Using a serif 
font for text and a sans serif for heads is traditional 
“ fail-safe” advice. As long as you don’t pick inap-
propriate or incompatible typefaces, you’ ll probably be 
fi ne. But with the number of sans-serif faces available 
today, there’s no problem fi nding one with excellent 
readability for text. Hoffman’s range of weights make it 
versatile enough for overall use. 

. . .  WITH THE NUMBER OF

SANS -SERIF FACES AVAILABLE 

TODAY, THERE’S

NO PROBLEM 

FINDING ONE WITH EXCELLENT 

READABILITY FOR TEXT.

Disappearing act
I was reading the “Seize the Day” article [August/
September 2004, V9N4] and noticed the link to 
the free calendar templates for QuarkXPress (page 
66). I have tried to get to this site and keep getting a 
message that the page cannot be displayed. Can you 
send me the direct link to this page?
Terri Bakken
Jordan, Minn.

We received a number of inquiries about this site. It 
was functioning as we went to press with that issue, but 
now we can’t connect with it, either. Readers: Please let 
us know if you have any information about www.desk
toppublishing.com.



Deadline: February 1, 2005

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
requirements at www.dynamicgraphics.com/dgm.

WE CAN HELP.

http://www.dynamicgraphics.com/dgm
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High resolution
stock photos and
original artwork

Exceptional 
design quality

Logo design
artwork in
vector format Press ready files, suitable

for offset printing or
digital color copying

StockLayouts high-end graphic design templates,
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. View designs and download
our free sample template today.

Headlines and
advertising
copy content

www.stocklayouts.com

1-877-833-3305

Anatomy of a Template

Templates starting at $39

Royalty-free license. Use
layouts and artwork as
many times as you like

Fully customizable layout
file in QuarkXPressTM,
Adobe® InDesign®,
PageMaker®, Illustrator® 
and Microsoft® Publisher

Share your INSIGHTS,
win stuff!

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

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

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

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

This is the question.
What is your most embarrass-
ing design moment?

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

Color quandary
I do love your color combinations. 
They’ve been a big help. However, what’s 
up with you guys putting in the CMYK 
equivalents for pieces designed for spot 
color? That’s rather frustrating for those 
of us doing pieces in spot color. It’s help-
ful to see good color combos, but spot 
color combos with CMYK values are 
useless. Please reconsider.
Jennifer Knight
Omaha, Neb.

You raise a good point. Because this maga-
zine is printed in CMYK, we need to show 
those values and frequently recommend 
Pantone colors that have close CMYK 
equivalents. As stated on page 6, our refer-
ence is the Pantone solid to process guide 
coated. Knowing the CMYK values, you 
can work backward with the reference to 
identify the closest Pantone number equiva-
lent ... but in the future we’ ll try to save 
you the time and effort.
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NAME

COMPANY

ADDRESS OR P.O. BOX

CITY STATE ZIP 

PHONE FAX

E-MAIL

B04J2243

Please indicate your business (check one):

❍ 6  Ad Agency/Marketing/PR
❍ 21  Corporate/Company
❍ 13  Design Studio/Graphics
❍ 80 Education
❍ 14 Freelance/Self-Employed
❍ 32 Printing/Prepress
❍ 33 Publishing
❍ 99 Other

My Primary job function is (check one):

❍ A  Art/Creative Director
❍ B  Desktop Publisher
❍ C  Editor/Writer
❍ D Graphic Designer
❍ E Illustrator

save50%
SEND NO MONEY NOW.

Yes! Start my subscription to Photoshop Fix today.

I’ll get 12 issues for just $59 — and I’ll get the FREE

Bonus Pix CD with my paid subscription or upon payment!

❍ F Print Buyer
❍ G Production Artist/Dir
❍ H Student
❍ I Teacher/Educator
❍ Z Other

Return this card or go to www.photoshopfix.com

CANADIAN PRICE IS USD $72.76 INCLUDING POSTAGE AND GST (7% GST ADDED TO ORDER)

OFFER APPLIES IN U.S AND CANADA ONLY.

Subscribe Now and

Zinio
Insert=TrueAlign=Middle
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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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In the last issue, you talked about 
things to consider before trying 
to jump from an in-house posi-
tion to an agency. I know I want 

to change! How do I increase my 
chances of being hired?

DESIGN DYNAMICS |  Sheree Clark
Ask the Experts

Leap … and Land the Job
Strategies for making the jump from 
in-house to agency—Part 2

If you’ve considered all the pros and cons of a career 
move from your own perspective, you’re now ready 
to look at it from the other side—the vantage point 
of your potential new employer. To better package 
yourself for the transition from corporate in-house 
department to design fi rm or agency, let’s review 
what kinds of biases you may face. Some of the 
obstacles you’ll need to overcome are the result 
of stereotyping. In many cases, these assessments 
will be untrue and unfair. But knowing them and 
acknowledging them will help you to overcome 
them. That said, here are a few things a future 
employer might think when sizing up your candi-
dacy for an agency position:

• Your work is “too corporate.” This may mean 
the agency is worried that the work you produce will 
be too conservative, too on-brand, too “buttoned 
up.” Said another way, it signals a concern that your 
work will be predictable and safe. In any case, you’re 
in the driver’s seat here. Don’t apply for positions at 
fi rms where client needs are a poor match for your 
skills. If your best work is truly of a “corporate” 
nature, seek out fi rms that embrace that style. But 
if you are a more adventurous designer at heart, and 
have been doing the corporate thing out of neces-
sity, then it’s time to supplement your portfolio. 
Show that you can be a little wild, even if it’s unpaid 
work for a local community event or your kid’s rock 
band. A key here is matching your true talents with 
the agency culture—and the clients—of the fi rm 
you’re talking with.

• YOU are “too corporate.” What this suggests is 
that, in general, agencies view themselves as entre-
preneurial organizations. By and large, corpora-
tions—especially those big enough to have in-house 
graphic services departments—don’t think of them-
selves in this way (despite rhetoric to the contrary). 

Entrepreneurs often work late and on weekends. 
They brag about “doing what it takes” to get a 
job done. Corporate staff are viewed as having the 
luxury of a “nine-to-fi ve” existence. They are some-
times perceived as having bureaucratic tendencies 
and lax standards. You can face this objection with 
anecdotes about projects that were handled success-
fully, or by talking about your commitment level. 
Similarly, how you spend your free time should 
interest your next employer. Are you active and 
productive, or do you spend your off hours being a 
“couch potato?”

• You lack depth and breadth of experience. Your 
potential new employer needs to know that you can 
operate in more than one environment. An example: 
If you work in an in-house department for a fi nan-
cial services company, to be a viable candidate at an 
agency that does mostly retail work you’ll need tan-
gible evidence that you understand the nuances of 
business-to-consumer communication. Your “proof” 
can be unpaid work, and the work doesn’t necessar-
ily have to be published. The key is to demonstrate 
your ability to adapt. Take a class—or teach one—
to show you can still learn and grow.

• You’ll be too expensive / we can’t afford you. 
There is a perception that corporate employees 
receive greater compensation than agency or design 
fi rm people. Whether or not this is true depends on 
your level of experience and the market you’re in. 
But remember, we’re talking prejudices here, and 
you’ll need to deal with this one. You may have to 
defend your decision to make less money—if that is 
indeed the case—and you’d be well-advised to have 
an articulate answer to the question if it comes up.

Of course the same steps that landed you your 
current position are still important. Have a good 
resume. Craft a compelling cover letter. Do your 
homework and learn about the target fi rm before 
you apply. Be on time for the appointment. Send a 
thank-you letter. Beyond these basics, you’ll be bet-
ter situated to overcome objections if you anticipate 
the factors—however misguided or inaccurate—that 
may be lying in wait to work against you. g

Q
Recommended 
Resources
The Wetfeet Insider 
Guide to Careers 
in Advertising and 
Public Relations, 
by Wetfeet, $16.95, 
www.wetfeet.com

Here’s How: Approach 
an Advertising Agency 
and Walk Away with 
the Job You Want, 
by Barbara Ganim, 
$12.95, McGraw-Hill, 
www.books.mcgraw-
hill.com

From Here … to 
There: A Self-Paced 
Program for Transition 
in Employment, by 
Lawrence A. Stuenkel, 
$22.40, Facts on 
Demand Press, 
www.amazon.com

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 cre-
ative professionals.
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So far in this series we’ve explored color manage-
ment basics (Part 1), set up your system (Part 2), 
and calibrated your monitor (Part 3). But we are far 
from fi nished! Like having the car tuned, fi lling the 
tank, and having a map at hand before taking a trip, 
we need to be sure we’re ready before starting out.

As I wrote previously in this series, the ICC 
(International Color Consortium) has developed an 
international standard for color profiles that describe 
the color characteristics of devices such as monitors 
and printers. Most professional desktop publishing 
applications like Adobe InDesign and Quark XPress 
support color management. They have help files to 
guide you on how to set up profiles for your moni-
tor, your printer, and outside service providers like 
the printing company that’s going to output your 
files. In addition, expert writers have written volumes 
on setting up applications like Adobe Photoshop that 
are color-management-savvy so they can take advan-
tage of ICC profiles and deliver consistent color.

Setting applications and device profi les
One would think that when you install any applica-
tion that can print in color, the installer would auto-
matically select the right settings, but it can’t. That’s 
because your output devices (monitor, printer, etc.) 
need their own profi les. Returning to the car meta-
phor, the manufacturer can build and sell you a 
perfectly functioning car, but it won’t necessarily get 
you safely to that wedding in Toad Suck, Ark. (don’t 
laugh, I actually dated a woman from there, but 
that’s another story).

Even when applications are set up properly, 
all image-capturing devices like digital cameras or 
scanners generate color data uniquely, as they use 
different technologies. The users are left to under-
stand this problem and overcome it by inserting “cor-
rection” data—that is, the profile—so the devices all 
consistently describe what they see. The device pro-
file captures information a bit like the caption under 
a picture. In addition, the application you’re working 
in must be set up to preserve this information and 
pass it on to your monitor and printer so they can 
“describe” the color accurately.

6 Steps to Better Color—Part 4
Apply your applications to display and 
print in a color-managed environment.

COLOR MANAGEMENT |  Michael Jahn
6 Steps to Better Color

Color profiles are like captions in that they 
associate what was captured by the device with what 
the image actually “meant” colorwise. Then and only 
then can your system pass along the “story” of what 
it was that the image data represented. 

When scanning or capturing a color image, 
the color profile of the device allows the Color 
Management Module to properly render the color 
the device saw. In a color-managed workflow, the 
monitor also calibrates, using a color profile so the 
monitor properly applies color management to the 
image. That’s what allows it to faithfully render the 
image. When an entire color page is produced in 
an application, a device profile describing the color 
characteristics of the output device is associated with 
the data to ensure that the data will be rendered as 
close as possible to the original.

“Standard” applications
So, what happens if we are not using one of these 
relatively expensive professional applications—
Quark XPress, InDesign, and Photoshop are good 
examples—because you are using a free application  
that was already installed on the computer when 
you purchased it?

As we’ve seen, applications that use color man-
agement employ ICC profiles to translate color from 
one device to another. Most vendors who design, 
manufacture, and/or market monitors and printers 
work closely with the popular computer operat-
ing system companies (like Microsoft and Apple). 
They’ve developed standard red-green-blue (sRGB) 
outputs specifically for this purpose in applications 
which are commonly found in the general office 
environment—for example, Microsoft Publisher.

These sRGB outputs provide a fixed color 
definition that automatically provides an optimal 
calibration between dissimilar devices. Most monitors 
and printers will support the use of these sRGB pro-
files and images directly using an Adobe PostScript 
workflow, or indirectly through the use of Apple’s 
ColorSync or Microsoft’s image color management 
(ICM)—the latter two were discussed in Part 2 of 
this series (June/July 2004, V9N3).

Recommended 
Resources

ICC Color 
Management in 
Photoshop 7, CD-
ROM by Rita Amladi, 
$99.95, Virtual 
Training Company, 
www.vtc.com

Real World Color 
Management, 2nd 
edition; book by 
Bruce Fraser, Chris 
Murphy, and Fred 
Bunting; $49.99, 
Peachpit Press, 
www.peachpit.com

Apple Pro Training 
Series: Color 
Management in Mac 
OSX, book by Joshua 
Weisberg, $44.99, 
Peachpit Press, 
www.peachpit.com
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Here are some specifi cations of the sRGB Color 
Space Profi le:

•  The sRGB Color Space Profi le is only 4KB in 
size and is designed for devices which are sRGB-
compatible. Some vendors (Hewlett-Packard, for 
example) design all color printers, scanners, and 
plotters to utilize sRGB color.

•  In Windows environments, sRGB-to-sRGB con-
versions bypass the operating system’s CMM, 
eliminating the computations required to manage 
color charateristics.

•  HP profi les are “reversible.” When running an 
in-gamut color through the Color Management 
Module using the sRGB profi le, then reversing to 
the original space, the fi nal in-gamut colors are 
the same as the original colors.

This is how the sRGB “default” color management 
works in nonprofessional applications like Word and 
Publisher. It’s also why you’ll need a professional 
application such as Quark Xpress, InDesign, or 
Photoshop to create a true color-managed workfl ow, 
where unique profi les can be applied for each device 
in your system.

Two ways to manage color
In summary, there are two paths: One requires you 
to work closely with a service provider (e.g., printing 
company) to assure you’ve set up your applications 
correctly. If your provider is color-management-
savvy, you’ll receive profi les and guidance on proper 
setup. You may be asked to “turn color management 
off ” as the provider may want to do the managing 
for you. The second path is when you’re the person 
managing color in a nonprofessional application. 
In this case, sRGB might be called “Savior RGB,” 
because it enables most of these applications to pro-
duce color in a reasonably reliable manner.

Coming next issue: Prove your printer
In part 5 of “6 Steps to Better Color,” Michael Jahn 
defi nes printer profi les, explains why they’re essen-
tial to a color-managed workfl ow, and tells you how 
to apply them to printers to produce predictable 
color outputs.

Michael Jahn (mikejahn@jahn.com) is a writer, 

speaker, and consultant for digital workfl ow 

system vendors in the publishing and prepress 

industry. He works for PC Mall in Business 

Development. His expertise is in PDF, PDF pro-

cessing, prefl ighting, and color management.

More Recommended 
Resources
These books cover 
color management:

Real World Adobe 
Photoshop CS, by 
David Blatner and 
Bruce Fraser, $49.99, 
Peachpit Press, 
www.peachpit.com

Real World Adobe 
InDesign CS, by Olav 
Martin Kvern and 
David Blatner, $44.99, 
Peachpit Press, 
www.peachpit.com

Adobe Photoshop 
Master Class, 2nd 
edition, by John 
Paul Caponigro, 
$55, Adobe Press, 
www.adobepress.com

Circle 14 on Connections Card
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READER INSIGHTS
Sharing Collective Wisdom

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

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

Top response
There’s so much emotional investment in logos that 
if you ask people to let go, they cling to it all the 
more tightly. I’ve tried and failed miserably with 
other clients, but here’s how I convinced my current 
employer to update its look. The logo we had for 50 
years derives from a coat of arms, and had a “com-
plexity factor” of at least 18 different elements.

I’ve learned to be sneaky. I replaced the old 
typefaces and removed the banners, arranging the 
mottoes as an inner circle of small lettering. This 
opened up the logo immensely, yet I hadn’t changed 
the content. I also lightened up the lines on other 
elements to complement the new typeface. The new 

logo is now less complex and more balanced.
I wrote a formal proposal. I’m the only graphic 

designer most of these people have ever worked with, 
so I carefully explained what logos are all about, why 
they periodically need to be updated, and why I rec-
ommended specific changes.

I went straight to the top. I showed my pro-
posal to my immediate supervisor, but also submitted 
it to the school president and asked her to make the 
decision herself.

She loved the new look, and showed it off to her 
staff with a very proud and positive “Here’s our new 
look!” I had her final approval and funds to purchase 
the new fonts within three days!
Chris Laning
Davis, Calif.

As our top responder, Chris will receive a copy 
of The Art of the Letter, as well as a few bonus 
treats. Thanks for your insight, Chris!

Unburden yourself
My client continually revised the scope of work, 
leading to “scope creep” and a fear that the job 
would never be completed. I told him of the 
demands on my time caring for aging parents, and 
asked that we agree to a timetable for work and 
deliverables that would allow me to plan my care-
giving. He then told me his story of taking care of 
his mother and became an entirely different person, 
scaling back the demands to the original agreement.
Donna Childs
New York, N.Y.

Next Question:

What is your most embarrassing
design moment?

Send your response by October 20th to:
Marcy Slane, Assistant Editor

e-mail: slane@dgusa.com

Let’s do it again!
It’s only fair to ask 
DG readers that they 
share a little more … 
and give themselves 
the chance to win a 
very cool book. See 
page 16 for details.
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Master Real World
Techniques
Looking for a guide that skips 
the simple stuff and comes loaded
with industrial strength tips and
tricks that you can use immediately
to do your job faster, better, and
more efficiently? Welcome to the
Real World.

Real World Adobe Photoshop CS
By David Blatner and Bruce Fraser
0-321-24578-4 • $49.99

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

Real World Scanning and Halftones, 
3rd Edition
By David Blatner, Glenn Fleishman, 
Steve Roth, and Conrad Chavez
0-321-24132-0 • $39.99

Real World Adobe InDesign CS
By Olav Martin Kvern and David Blatner
0-321-21921-X • $44.99

Real World Color Management, 
Second Edition
By Bruce Fraser, Chris Murphy, and 
Fred Bunting
0-321-26722-2 • $49.99

Essential books for the creative community

Peachpit

Save 30% and enjoy free UPS ground shipping within the United
States with the purchase of any of these books at peachpit.com. Just
enter coupon code PP-PM-O4AG-PUMF when you get to our check-
out page. This coupon code is an exclusive offer that may not be
used in conjunction with any other coupon codes.

Buy Today! Save 30%

Circle 16 on Connections Card
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Simplicity is everything in advertising. 
It’s necessary to grab your audience’s 
attention, and you have to do it quickly. 
You need to tell them what a great thing 

you have to offer them, and a level of 
intrigue is always a key factor to getting noticed. 

We decided to redesign the Jam Paper ad, which 
is a regular in our Classifieds section. Jam has inno-
vative products, but it’s difficult for our readers to 
understand that from the original black-and-white 
ad—it wasn’t giving the materials or the company’s 
attitude the recognition they deserved. “We are ready 
for a change,” explains Jam’s president, Mike Jacobs. 
DG art director Kathie Alexander came to the rescue, 
offering full-page and smaller-size options.

“We are leaders, not followers, in new ideas,” 
says Jacobs. “Jam is edgy, cool, different, never say 
no, innovative ... did I say cool?” OK, we get the 
point—and gave Jam a fresh new look to illustrate 
these aspects of the company. 

Readers don’t pick up a publication to study the 
ads, and Jam’s original ad wasn’t intriguing enough 
to convince them to look further. The ad was wordy 
and busy, and the type treatments (upper- and low-
ercase combinations, varying sizes, italics, etc.) were 
difficult to read. Type treatments need to be used 
sparingly or they lose their ability to emphasize. Also, 
the art was so small it was almost indecipherable. 
Overall, Jam’s ad was getting lost among more arrest-
ing, stimulating ads.

To grab an audience’s attention, there has to be 
a compelling reason for taking time to read it. An 
interesting statement or question helps. Alexander 
took inspiration from a page on Jam’s website that 
she thought summed up the company’s specialty ser-
vices: “Stuck? Desperate? In a bind? In a Jam?!” 

An arresting visual makes the reader want to 
explore an ad, so Alexander chose several humorous 
images to interest readers. Finally, an intriguing offer 
to make life better is always good. In this case, the 
audience now can tell from the ad that if they’re in a 
bind, Jam can help. www.jampaper.com

REAL-WORLD SOLUTIONS 
Design Makeovers from the Pros 

Stuck with an old ad campaign?
New look takes paper distributor 
from ho-hum to hip.

1. Original concerns
The original Jam 
Paper ad gets lost 
in the Classifi eds. 
Too much informa-
tion is crowded into 
it, and the image is 
tiny. “You don’t have 
to list ALL of your 
products,” points out 
DG art director Kathie 
Alexander. “Specialty 
pretty much says it 
all.” Her redesign is 
simplifi ed with the 
short tagline Jam
uses on its other 
promotional pieces.

2. Images
These photos with 
subjects in pressing 
situations show Jam’s 
cool side. And it helps 
to get a chuckle out 
of the reader—“In my 
experience, advertis-
ing that makes me 
laugh gets my atten-
tion,” says Alexander.

3. Fonts
Alexander stuck with 
a single, simple type-
face, News Gothic. “I 
didn’t want anything 
to take away from the 
images,” she explains.
 
4. Color
“To create an edgy 
look, use colors 
that are bright and 
fl ashy, but not too 
obnoxious,” notes the 
designer. These lively 
colors complement 
the hip images.
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5. Full-page ads
“Make your mes-
sage simple,” says 
Alexander. Don’t 
bombard readers with 
information overload. 
The message in the 
redesigned ads is to-
the-point—if you’re 
having trouble, visit 
Jam’s website. There’s 
no unnecessary detail. 
“This ad doesn’t look 
like any paper com-
pany advertisement 
I’ve seen,” admits the 
designer. “But then, 
Jam Paper is unlike 
any paper company 
I’ve encountered.” 

6. Classifi ed ads
These ads work in 
both large and small 
formats. “I wanted 
them to be easily 
recognized,” notes 
Alexander. The audi-
ence will look forward 
to what Jam comes up 
with next.

7. Key points
No one is going to 
study your ad—you 
need to get your mes-
sage across quickly. 
Readers need a com-
pelling reason to take 
time to concentrate 
on your ad. These ads 
pose an interesting 
question, the visu-
als are striking, and 
there’s a promise to 
make your life better 
(Jam can help when 
you’re in a bind). The 
message is simple. 
“The easier you make 
it for your readers,” 
says Alexander, “the 
better your chance to 
draw them in and cap-
ture their attention.” 
See Jam Paper’s rede-
signed ad in action in 
our Classifi eds section 
on page 64.

6

7

5

Above: (top) GS054015, www.creatas.com, (bottom) 
22484103, www.picturequest.com. Right: (top) IS084-059, 
www.creatas.com; (left) 22284081, (right) 22358386, both 
from www.picturequest.com; top 22232501, bottom 22135786, 
both from www.picturequest.com    
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Their take.  In preparation for its 
15th anniversary earlier this year, 

p11creative, a design boutique in Santa
Ana Heights, Calif., threw a celebration 
bash. An integral element of the party’s 

success was the invitation, which turned out to be 
a huge hit with guests—clients, vendors, associates, 
industry press, friends, family, and former employ-
ees. P11 went for the gold with these bold, colorful 
invites while remaining true to its identity.

“We wanted a catchy, concert-related name for 
the party because music is a huge component of the 
p11creative noncorporate culture,” explains Leigh 
White, marketing/concept manager at p11. “We 
approached the party invite as if p11 were a teenager 
bursting with hormones, energy, and rock-n-roll.” 
They chose to send out all-access passes, including 
lanyards to wear around the neck to mimic the look 
of envied backstage groupies.

The invitations were digitally printed, lami-
nated, and hole-punched, and the lanyards were 
hand-tied. “The objective was for them to resemble 
actual backstage passes,” says White. They were 
sealed in metallic mylar bags in keeping with p11’s 
branding (they use various sizes of these bags for 
press releases, store items, and mailings) and the digi-
tally printed mailing labels were hand-addressed.

“The post office and a few sensitive clients didn’t 
like them,” admits White. “However, the vast major-
ity thought they were great. It’s better to be bolder 
with creative than hold back.” P11’s fun yet sophis-
ticated approach was consistent with its branding, as 
was incorporating the p11 logo, signature red, and 
music slant. “Music has been a theme at p11 since 
the beginning of the company in 1989,” adds White. 
“So the backstage pass and ‘Front Row Show’ name 
were the krazy glue.”

The night went so well that people are 
already asking the p11 crew when they will throw 

MAKE IT YOUR OWN
Thrifty Spinoffs that Inspire

another party. And the team had a blast as hosts. 
“It was fun to see this group on the dance floor,” 
White chuckles. “They sure had some interesting 
moves.” p11creative, www.p11.com (serious side), 
www.p11funhaus.com (zany side), www.p11.com/
frontrow (party website)

Our spins.  Rather than send a standard preprinted 
invitation, get your audience’s attention with a cre-
atively themed one. You’ll be guaranteed to draw a 
crowd, and your guests will not only appreciate your 
effort—they’ll be inspired by it.

Try this one from DG art director Kathie 
Alexander: Include a handmade scratch-off lottery 
ticket with a similarly themed postcard (opposite 
page, top). This one is for a family reunion, but the 
idea can spill over to any gathering in which the 
attendees are asked to bring or do something spe-
cial—high school reunions, wedding/baby showers, 
housewarmings, costume parties, or a number of 
social or company gatherings (“Secret Santa,” picnic, 
retirement, new employee welcome, client apprecia-
tion). The scratch-off ticket is unbelievably easy to 
make, and it changes receiving the invitation into 
something fun and interactive. Just follow the direc-
tions on the opposite page. 

An invitation or announcement in the for-
mat of an airline boarding pass is another creative 
example—an inventive way to announce the arrival 
of a new baby! This format could also go with fare-
well, bon voyage, new address, and promotion or 
wedding/engagement announcements—anything 
that communicates an arrival, departure, or change. 
Take your cues from a real-world example and stay 
true to it, and invitees will be delighted, especially 
if they fall for it at first glance. The more believable 
you can design your themed invitation, the better its 
recipients will react. g  

Other twists. Give 
these ideas for invita-
tion motifs a try for 
your next event:
•  Crystal ball/Fortune 

teller
• Film awards
• Sports
•  Flashback/Turn back 

the clock
• Country
• Luau
• Mardi Gras
• Magic
• Blueprints
• Superheroes
• Medieval
• Arcade/Games
• Races (cars, horses)
• Olympics

Things to keep in 
mind when building 
on a theme:
• Be sure your colors 
reinforce the theme 
rather than make it 
appear disjointed.
• Fonts should also 
bolster the theme, as 
well as be readable.
• Brand consistency is 
of the utmost impor-
tance—make sure 
your clients can still 
recognize you, even if 
you’re taking on a dif-
ferent personality.

Invite Attention 
Get the right response with
a themed invitation.
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CONFIRMATION COUPON

Yes, I will attend

No, I will not

be able to attend

Please Respond by January 5, 2005

Name of Passenger:

Travel Agent

 Dupree Family

Final Destination

 Arrival of Sheila Diamond Dupree

  February 5, 2005

Little Sheila took an early flight in

(November 11). We invite you to celebrate

her arrival with Shelly, Irene, and  

Jacquie. No gifts please. In-flight food  

and entertainment will be provided.

Confirmation

11:15 a.m.

DEPARTURE Time

Phone:

Phone Confirmation

(404)997-2326

$1$1

Lansky Springs Park

Route 8

US
 24

Ca
m

p 
St

re
et

Wagner Road

Directions: Take US 24 North to Route 8, turn right. Take Route 8 to Camp St., turn right. Take Camp St. to 

Wagner Road, turn left. Turn left into Lansky Springs Park. Reunion will be at the first pavilion on the left.

Scratch below to see what you should bring.

1 case of
cold soda

$1$1$1 $1$1$1Siegel Family Lottery

2

1. Instant hit
This “Hit the Jackpot” 
headline from www.
liquidlibrary.com looks 
great on a family 
reunion postcard invi-
tation. DG art director 
Kathie Alexander used 
the word Jackpot to 
solidify the theme 
throughout the pieces. 
The lottery ticket has 
driving directions 
printed on the back.

Make your own
scratch-off
What you will need:
• card stock
• art knife
• rubber cement
•  putty knife or spare 

credit card
• color foil

What to do:
1. Design your piece, 
including the text to 
be hidden, and print it 
on card stock. Using a 
mask made from scrap 
card stock, apply a 
heavy coat of rubber 
cement over just the 
scratch-off area and 
quickly smooth the 
surface with a putty 
knife or credit card.
2. When rubber 
cement has dried for  
15 minutes, cover it 
with a slightly larger 
piece of color foil and 
burnish thoroughly.
3. Peel away color foil, 
leaving the completed 
scratch-off section.

2. Flying colors
Alexander got the 
idea for this baby 
shower invitation 
from a boarding pass. 
She designed a fake 
airline logo and used 
universal symbols to 
illustrate key points. 
To create the same 
effect, copy small 
details—this will make 
your project believ-
able. Notice the perfo-
ration on the left side 
of the ticket: It’s small 
details like this that 
can make or break 
your project.

Symbol Signs
The complete set 
of 50 passenger/
pedestrian symbols 
developed by AIGA 
is now available free 
on the web. Signs 
come in EPS and GIF 
formats. Download at 
http://www.aiga.org/
content.cfm?Content
Alias=symbolsigns.
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COLOR ON CALL 
Trouble-Free Palettes

PANTONE
7545

C23
M2
Y0
K63

PANTONE
464

C10
M49
Y100
K35

PANTONE
723

C0
M43
Y97
K17

PANTONE
552

C15
M0
Y0
K9

PANTONE
7503

C0
M12
Y35
K25

Rustic: organic; unpolished; 
homey; honest; simple; rural

Don’t let thoughts of “Dueling Banjos” 
mess with your head when your next 
project calls for a rustic palette. Take 
color cues from these unpolished, 

organic shades to refl ect country scen-
ery, and deliverance will be yours. Find unique 
colors, images, or patterns in rural America or deep 
woods settings—use weathered barns, antique signs, 
or woodsy wildlife as inspiration.

Take this illustration (top right) by Craig 
LaRotonda of Revelation Studios for example. It was 
created for an environmental awareness magazine 
called OnEarth. Like this piece, much of LaRotonda’s 
work is reminiscent of old magazines and flea market 
finds he often digs up for reference. “I have huge 
piles of ’40s and ’50s Life magazines,” he notes. “I 
love the color palettes of quirky stylized portraits and 
collages.” LaRotonda is also inspired by Renaissance 
paintings, and he often uses jewel tones with an 
antique finish to reflect this.

A graduate of S.U.N.Y. in Buffalo, N.Y., 
LaRotonda began as a printmaking major, but 
changed to illustration. “I like to see hand-drawn 
elements,” says LaRotonda. “Unbelievably, a lot of 
hand-drawn art lacks this nowadays.” His art has 
appeared in the movie Traffic (courtesy of FilmArt 
LA), as well as in several well-known publications 
such as Time, The Washington Post, The New York 
Times, The Wall Street Journal, and Reader’s Digest.

LaRotonda’s simple, antiqued fish illustration 
is a perfect guide to a rustic palette. An aged look 
enlivened with a few vivid colors gives these color 
combinations a homey appeal. g

Piscine pondering
Craig LaRotonda of 
Revelation Studios 
specializes in hand-
drawn illustrations 
with an antique feel. 
E-mail him at studio@
revelationart.net or 
visit www.revelation
art.net to see his work.

Rural settings
Scenes from the sim-
ple life: peeling paint, 
rust, aged wood, and 
antique machinery. 
Image 22600440, 
i2i images, www.
picturequest.com 
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Type
Cezanne (woodland) 
from www.fonts.com 
is an unpolished 
script, while Egyptian 
(natural) from 
www.myfonts.com 
is clean and basic. 
Daly Text (peaceful) 
from www.fonts.com  
reminds us of things 
organic, growing up 
from the ground. 
Cipher (earthy) 
gives off an honest 
vibe, and it’s free at 
www.fontface.com. 

Symbols/Images
Find the perfect ac-
companiment with 
search terms like 
moose, fi sh, bears, log 
cabins, hunting, fi shing, 
barns, and farmhouse. 
Image 22334031, 
www.picturequest.com

Patterns that work
Try wood grains, grass, 
forest, wildfl owers, sky, 
or farmland. This wood 
pattern is from Alien 
Skin Software’s Eye 
Candy 5: Textures. Find 
more texture software 
at www.alienskin.com.

Brighten your palette
Pair any of our color 
combinations with a 
brighter accent color to 
set your project apart. 
We suggest Pantone 
606 (bright mustard), 
383 (chartreuse), 7474 
(dark turquoise), and 
2562 (lavender), but 
the options are vast.

606

7474 2562

383
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By Michelle Taute

Keep your work current with the latest color
forecasts and palettes for the coming year.

1
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Figuring out what colors are going to be hot in 2005 
is a lot like forecasting the weather. The color gurus 
check all the indicators—everything from fashion 
to politics—and predict what shades and hues we’re 
going to see all around us.

It’s an imprecise art, but one that’s too vital to 
ignore. Color is a crucial tool in the designer’s arsenal 
when it comes to eliciting an emotional response 
from clients and target audiences. You need to know 
what colors are in and out of fashion to make sure 
your work sends the right message.

The “in” crowd
There’s a lot of brightness and excitement in 
this year’s directions. Jack Bredenfoerder, design 
director at Landor Associates’ Cincinnati office 
(www.landor.com) and an upcoming board mem-
ber of the Color Marketing Group, says it’s due in 
part to people becoming more confi dent with color. 
His top picks include the continued popularity of 
orange and pink, along with red and a strong yel-
low infl uence. Another hot color is a new shade that 
Bredenfoerder calls “phosphorice.” It has a lumines-
cent look similar to a clock dial with touches of blue 
and green, all infl uenced a bit by yellow.

There’s also a lot of activity at the other end of 
the spectrum. Paul Wharton, vice president, Creative, 
at Larsen Design + Interactive in Minneapolis 
(www.larsen.com), sees a palette divided. In addi-
tion to all the intense colors, he foresees a movement 
toward neutrals. Those include natural shades like 
charcoal, beige, and stone. “We’re experiencing the 
same dichotomy in our country,” says Wharton, 
referring to classic divides between liberals and con-
servatives, the haves and have-nots. “I think that 
comes out in the way we think about color.”
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4
YOU NEED TO KNOW

WHAT COLORS ARE

IN AND OUT
OF FASHION TO MAKE SURE 

YOUR WORK SENDS THE

RIGHT MESSAGE.

1. Fruit fl avors
Landor Associates’ 
design for the Altoids 
Citrus Sours tins 
features the general 
direction for a new 
color called “phos-
phorice,” which is a 
little lighter in value. 
The tangerine tin capi-
talizes on the impact 
of orange—a hot color 
that’s holding strong.

2. Bright ideas
Paul Wharton of 
Larsen Design + 
Interactive created 
this palette to refl ect 
one side of today’s 
color trends. He calls 
it Hope, since it mir-
rors society’s desire 
for optimism. 

3. Life and energy
Yellow, a strong infl u-
ence in today’s color 
trends, brings energy 
to the BP logo, while 
the green yields a 
sense of Earth and 
new life. “It’s more of 
an energy company 
rather than just a fuel 
company,” says Jack 
Bredenfoerder of 
Landor Associates.

4. Tech color
Landor’s design for 
Microsoft Offi ce for 
the Mac features an 
eye-catching yellow. 
Bredenfoerder says 
digital media’s infl u-
ence is one reason 
why current colors
are so bright.
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Closer look
As we move into the new year, Bredenfoerder ex-
pects reds to become deeper and more sophisticated. 
He’s banking on cranberry reds and burgundies to 
come to the forefront. “Finishes and special effects 
are also extremely important,” he says. “Pearls, 
iridescents, color-shift pigments, translucents, and 
layering can add a lot of excitement to the color 
message.” He also expects the higher chroma colors 
to go warmer and lower chroma colors to go cooler.

Both designers note that blue is on the decline, 
though it’s still the perennial favorite. Wharton adds 
hyper greens and acid yellows to the list of hot, 
bright colors and expects neutrals to get cooler and 
darker as we move forward into the year. He also 
sees a strong drive for pattern with color and unusual 
color combinations. “I do think bright colors are 
used more as an accent,” he says. “Color is clearly 
attention-getting. Neutrals are typically the base we 
work on top of.”
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BOTH DESIGNERS NOTE

THAT BLUE IS ON

THE DECLINE ,

THOUGH IT’S STILL THE

PERENNIAL FAVORITE .

5. Royally fi t
Larsen’s launch kit for 
a new Wausau Papers 
product line uses a 
rich, iron blue-gray for 
understated elegance, 
paired with orange, 
chartreuse, and citrus 
yellow as accents.

6. Soothing tones
Current color trends 
are divided between 
bright colors and neu-
trals. Wharton created 
this palette, which he 
calls Calm. It refl ects 
our society’s need for 
quiet and comfort.



OCT/NOV 2004 35

7. For art lovers
Brochures for the 
Minneapolis Institute 
of Arts, designed 
by Larsen, speak to 
a younger target 
audience with fresh, 
intense color. The 
chartreuse, hot red, 
turquoise, and lapis 
turn heads.

8. Standing out
The salamander color 
of the H&R Block logo 
is infl uenced by yel-
low, a strong direction 
as we move forward. 
Landor often uses 
color to help clients 
achieve valid differen-
tiation—ways to stand 
out in the marketplace 
that make sense for 
the brand.

7

8
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9

10

9. Conveying trust
Sky blue was cho-
sen to communicate 
the company’s fresh 
thinking and open, 
honest approach, 
says Wharton about 
the Old Republic Title 
annual report. 

10. Friendly fl ier
“Song is a great 
example of bright, 
friendly colors,” says 
Bredenfoerder. “The 
yellow-green shows 
the growing infl uence 
of yellow.” He notes 
that yellow often 
works better as an 
accent rather than as 
a dominant force.

11. Value and stability
This publication was 
created for the cus-
tomers of Deluxe 
Financial Services. 
Larsen chose deep red 
and emerald green to 
relate to a business-
savvy audience.

12. Light and bright
Bredenfoerder cre-
ated this palette to 
illustrate the yellow 
color direction. He 
describes the palette 
as light, happy, and 
optimistic.

13. Quiet elegance
Larsen designed this 
annual report for 
Novellus Systems 
to communicate the 
company’s place in 
the semiconductor 
industry and plans for 
future growth. “Subtle, 
neutral tones with hot 
accents were selected 
for their quiet, yet 
confi dent, business 
voice,” Wharton says.
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Reading Rainbow
Want to expand your 
knowledge of color 
and color trends? Two 
places to start:

Color Marketing 
Group. Check out the 
current color forecasts 
online at www.color
marketing.org.

The Designer’s Guide 
to Color Combinations 
by Leslie Cabarga, 
$27.99, North Light
Books, www.rockpub.
com. This book pres-
ents more than 500 
proven color com-
binations from real-
world design projects. 
Available on CD-ROM. 
A companion vol-
ume, The Designer’s 
Guide to Global Color 
Combinations, offers 
an international view.

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

Trends at work
The biggest mistake designers can make, Wharton 
says, is to use color in ways that aren’t appropriate 
to what they’re trying to communicate. “If you’re 
working for a bank, is a hot pink or red going to 
be the best choice for you?” he says. “Maybe not. 
I don’t think all graphic design should be built 
around what’s trendy.”

In general, color is used dramatically in advertis-
ing, promotion, and direct mail, more conservatively 
in corporate communication. It’s important to match 
the emotion of the product or service you’re promot-
ing with the color you’re using. Orange for example, 
says Bredenfoerder, is a happy color—so happy that 
it doesn’t always get taken seriously. He notes that 
you can tone colors up or down to more closely 
match your message.

The bottom line: Use information about color 
trends as a guide—not a mandate for every project. 
“The color is less important than the overall sensibil-
ity,” Wharton says. “Be appropriate to your audience. 
No color ever really goes away.” g

IT’S IMPORTANT TO

MATCH THE EMOTION 

OF THE PRODUCT OR SERVICE 

YOU’RE PROMOTING WITH THE 

COLOR YOU’RE USING.

11

12

13
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Color is among the most powerful elements of 
design and probably the most subjective. People 
have their own associations with color, but there are 
conscious and subconscious social and cultural con-
notations, too. In fact, every color has its own set of 
emotional and physiological connections.

In graphic design, color is integral to mnemonic 
value. People remember color. It conveys both tone 
and meaning, which are essential to audiences’ judg-
ments and reactions. Color is more than just a visual 
phenomenon: It has tremendous emotional power.

Color’s cultural message
In our increasingly global communications market-
place, it’s important for designers and art directors 
to understand color in a cultural context. Although 
certain colors have accepted meanings in the U.S. 
and Western Europe, there are multiple meanings 
across other cultures.

The right color creates the right response. In 
the United Kingdom, white is considered pure and 
positive. In China, white is used in mourning, sym-
bolizing heaven. Red is connected with strength and 
life in many cultures, but is traditionally taboo in the 
financial community because of the negative con-
notation of being “in the red,” i.e., losing money. In 
these instances, the color itself acts as a signifier of 
ideas—both positive and negative.

More than just a visual phenomenon, color has emotional 
dimensions that can enhance—or impede—communication.

By Terry Stone

color
emotions

1

This article and accompanying visuals are based on excerpts from Logo Design 

Workbook: A Hands-on Guide to Creating Logos by AdamsMorioka, $40, 

Rockport Publishers, www.rockpub.com. See review on page 71.
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1. Stationery for Paul 
Vonberg Architects 
explores spatial con-
cepts with the aid of 
color. The vivid yellow 
block creates a hori-
zon against which the 
reversed ARCHITECTS 
stands out. Other 
typography, set in 
Didot in black, fl oats 
above. Lippa Pierce 
Design, London

2. For CalArts, a mul-
tidisciplinary arts col-
lege in Los Angeles, 
both two- and three-
dimensional marks 
were designed. The 
identity system fea-
tures a California-
inspired palette for a 
range of color combi-
nations that provide 
different messages for 
different audiences. 
AdamsMorioka, Inc., 
Beverly Hills, Calif.

3. Packaging for 
Martha Stewart 
Everyday products 
leverages color as a 
distinctive element. 
Simple silhouetted 
photos and an invit-
ing color palette help 
the line stand out in 
the cluttered world 
of mass-market retail. 
Colors reference 
the Martha Stewart 
“Auracana Colors” 
palette inspired by 
eggs of delicate 
hues laid by Martha’s 
prized chickens, but 
evolved to include 
golds, greens, blues, 
and red-oranges to 
capture attention on 
Kmart shelves. The 
bright, warm color 
palette suggests a 
sheltering, almost 
idealized domestic 
environment. Doyle 
Partners, New York

1x

1x

5x

7x

2

3
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Sources of meaning
Color meanings are infl uenced by a variety of fac-
tors, including age, gender, personal experience, 
mood, ethnic identity, history, and tradition. 
Affinity for the particular colors of a nation’s fl ag 
shows how tradition, nationalism, and history 
impact color responses.

Color preferences that predominate when a per-
son comes of age (or nostalgia for a particular time in 
history) can cause resonance. For example, the earth 
tones of harvest gold, avocado, and burnt orange 
that were the keystones of 1970s color schemes evoke 
strong associations in the 40-something audience.

Color assignment based on gender, as in the 
tradition of pink for girls and blue for boys, is both 
adopted and subverted in children’s products. Still, 
despite the current vogue for men’s dress shirts in 
pink (another revival from the ’70s), it is the rare 
male-oriented object that is colored pink in any 
culture. Are such differences between the sexes due 
to physiology or socialization? No one is quite sure, 
but a recent study found that more women than men 
have a favorite color. And when asked for a prefer-
ence between bright and soft colors, women tend to 
pick soft colors and men bright ones.

Tapping color’s meaning
Psychologists have suggested that color impression 
can account for as much as 60 percent of the accep-
tance or rejection of a product or service. When 
choosing colors to refl ect the message you’re com-
municating, it is essential to anticipate audience 
perceptions. All color is relative, and people can 
have strong, often subconscious, prejudices against 
certain colors and color schemes.

It is the designer’s job to select colors that elicit 
correct responses. They need to consider carefully 
whom a product is being designed for and how inter-
nal and external audiences will read the design in 
terms of color alone. It’s not just an aesthetic choice. 
Designers need to leverage color meaning to achieve 
their goals.

Proprietary color
The idea of “owning” a color is one of the highest 
priorities in managing logos and corporate identi-
ties, and is generally important in all design and 
advertising visual systems. Orange has been associ-
ated with children’s TV network Nickelodeon for 
almost two decades. (Perhaps not coincidentally, 
children and the elderly have an affinity for intense, 
bright colors.) Pantone 659, a deep dark blue, is 
used in the identity system of retail clothing giant 
Gap, and was also the name of one of the company’s 
fragrance products.

4. The logo for Pabst 
City, a redevelopment 
project in Milwaukee, 
is a skillful blend 
of letterforms and 
abstract art. It con-
veys energy and light, 
with a radiant “sun” 
in yellow, orange, 
and red. White and 
gray type suggest 
sunrise and night-
fall. SamataMason, 
Dundee, Ill. 

5. A black, silhou-
etted head with 
white type and green 
asterisk communi-
cates the thinking 
process for the Spark 
logo. Elements work 
together to form a 
diagrammatic icon 
spotlighting the fresh 
green color. Ogilvy 
& Mather/Brand 
Integration Group, 
New York

6. Metaphorically 
speaking, entertain-
ment agents seem 
to wear many hats in 
their profession, so 
a hat is an evocative 
symbol for a company 
in that industry. Color 
usage is subtle—a 
halftone hat is topped 
with a ruled box fi lled 
with a pale yellow 
tint. Red typography 
grabs the viewer’s 
eye, causing TALENT 
to make the strongest 
statement. Ph.D, Santa 
Monica, Calif.

7. A photographic 
image symbolizes 
the lifestyle that 
QuikSilverEdition 
surf products serve. 
The monochromatic 
approach proves that 
effective logos can be 
created with a single 
color. Ph.D, Santa 
Monica, Calif.

4

5

6

7
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Letterhead Due
8.5" x 11"
2/0
Uncoated Writing
Qty: 15,000

7/31 8/1

8/15

9/1

9/15

 10/1

10.30

Kit Cover Design Due
9" x 12" Folder 
4/1
coated cover
Qty: 6,306

Mark Your Calendar Design 
4.25" x 7"
4 pages + cover
4/2
uncoated cover
Qty: 22,400

Registration Brochure Design 
Due
9.25" x 13"
4/2 cover
2/2 pages
16 pages plus cover
uncoated cover + text
saddle stitched
Qty: 22,800

Design Badge Templates
Qty: 2,000

First Draft of Poster Design Due
24" x 36"
4/0
coated cover

Film Guide Capsule 
Template Design Due
use last years template

1 2 3 4 5

6 7 8 9 10 11 12

13 14 15 16 17 18 19

20 21 22 23 24 25 26

27 28 29 30 31

1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26 27 28 29 30

1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30

1 2 3 4

5 6 7 8 9 10 11

12 13 14 15 16 17 18

19 20 21 22 23 24 25

26 27 28 29 30 31

July August September October

8. The 2003 Sundance 
Film Festival’s identity 
system had minimal 
graphic elements, but 
a broad color palette 
with many choices. 
Simple guidelines 
(right) were shared 
with several creative 
consultants work-
ing in a variety of 
media (web, mer-
chandise, signage, 
etc.). A matrix (above) 
included images of 
each piece along with 
specifi cations and 
schedule informa-
tion, illustrating that 
project management 
can benefi t when 
color is employed to 
organize information. 
AdamsMorioka, Inc., 
Beverly Hills, Calif.

In these cases color creates a symbolic link with 
the producer and its products and can become a 
stand-in for the concepts “kids’ entertainment” or 
“sporty clothing.”

Sometimes subverting standard meanings helps 
make a color proprietary. Wells Fargo Bank’s use of 
red was considered heretical by the financial com-
munity, but has given Wells Fargo a clearly distin-
guishable identity from the multitudes of banking 
institutions with blue logos.

Color as a convention
In a physical sense, there really is no such thing 
as color, just light waves of different wavelengths. 
This is what the Greek philosopher Democritus 
meant when he said, “By convention there is color.” 
The human eye can distinguish between the wave-
lengths, so we see the world in color. But the human 
brain perceives much more. We feel color. It has 
biological, psychological, social, and cultural dimen-
sions, all of which give it meaning. Designers have 
to take the next step and consider color physiology, 
associations, and symbolism in their creations. g

PEOPLE REMEMBER COLOR . . .  [ IT] IS

MORE THAN JUST A VISUAL PHENOMENON :

IT HAS TREMENDOUS

EMOTIONAL POWER.

8
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10

9. The blue of the VH1 
logo has numerous 
musical associations: 
the blues, “Blue Suede 
Shoes,” and Blue Note 
Records, to name 
a few. Color helps 
position the network 
as a knowledgeable 
source for music. 
AdamsMorioka, Inc., 
Beverly Hills, Calif.

10. Eneos is the gaso-
line brand of Nippon 
Oil Corp. Red and 
orange spirals convey 
energy while white 
drop-shadow type 
advances to cre-
ate dimensionality. 
Landor Associates 
International, Tokyo 
 
11. This logo, created 
for a conference on 
sustainable devel-
opment, translates 
“Today I design for 
tomorrow.” Green 
underlays the con-
nection to nature. 
Kontrapunkt, 
Ljunljana, Slovenia

12. Colors for the 
European design con-
ference Grafi cEurope 
change to refl ect host 
cities (this logo was 
for Barcelona). Lippa 
Pierce Design, London
 
13. SonicFruit is a 
music and sound 
design fi rm. Red, blue, 
and orange refl ect 
its hip nature. Dürre 
Design, Los Angeles

14. Chartreuse 
makes the logo for 
the Information, 
Advice and Guidance 
Network memorable. 
blue river design lim-
ited, Newcastle upon 
Tyne, United Kingdom

9

11

13

14

12
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15. Kushti is an all-
female PR consul-
tancy. Michael Banks, 
creative director at 
design fi rm Johnson 
Banks, describes the 
staff at Kushti as “21st 
century women. We 
wanted to express 
what being kushti 
[sorted] means to 
modern women.” 
Images from promo-
tional pieces shown 
here illustrate the 
concept. It seemed 
limiting to have just 
one logo, and much 
more fun to have lots, 
so Kushti has six—all 
in hot pink. Johnson 
Banks, London

Recommended 
Resources
These books can help 
you learn more about 
the meaning of color:

Pantone Guide to 
Communicating with 
Color, by Leatrice 
Eiseman, $35, 
North Light Books, 
www.howdesign.com
 
Color Index, by Jim 
Krause, $23.99, How 
Design Books, www.
howdesign.com
 
The Elements of 
Color, by Johannes 
Itten, $40, 1970, 
John Wiley & Sons, 
www.wiley.com

Color and Meaning: 
Art, Science, and 
Symbolism, by John 
Gage, $55, University 
of California Press, 
www.ucpress.edu 

Terry Stone (terry@terryleestone.com) is a graphic 

designer, creative business strategist, and consul-

tant based in Los Angeles. She writes and speaks on 

topics related to design fi rm management and the 

design profession and teaches Professional Practice 

for Graphic Designers at CalArts. Stone is the author, 

with Sean Adams and Noreen Morioka, of Logo 

Design Workbook. 

15
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BLUE

GREEN

Color Index—Meanings and associations of color
The human brain experiences color to produce a mental and emotional 
response. Because of this, colors themselves have meanings, but the 
symbolism is often a matter of cultural agreement.

ASSOCIATED WITH: POSITIVE: NEGATIVE:

Fire, Blood Passion, Love, Blood, 
Energy, Enthusiasm, 
Excitement, Heat, Power

Aggression, Anger, 
Battle, Revolution, 
Cruelty, Immorality

Autumn, Citrus Creativity, Invigoration, 
Uniqueness, Energy, 
Vibrancy, Stimulation, 
Sociability, Health

Crassness, Flashiness

Sunshine Passion, Love, Intellect, 
Wisdom, Optimism, 
Radiance, Joy, Idealism

Jealousy, Cowardice, 
Deceit, Caution

Plants, Environment Fertility, Money, Success, 
Nature, Harmony, Honesty, 
Youth, Rebirth

Greed, Envy, Nausea, 
Poison, Corrosion, 
Inexperience

Sea, Sky Knowledge, Coolness, 
Peace, Masculinity, 
Contemplation, Loyalty, 
Justice, Intelligence

Depression, Coldness, 
Detachment, Apathy

Nobility, Spirituality Luxury, Wisdom, Rank, 
Wealth, Sophistication, 
Imagination, Inspiration, 
Mysticism

Exaggeration, Excess, 
Madness

Night Power, Sophistication, 
Weight, Formality, 
Seriousness, Dignity, 
Solitude, Mystery

Fear, Conventionality, 
Death, Evil, Secrecy, 
Mourning, Remorse, 
Emptiness

Light Perfection, Purity, Virtue, 
Innocence, Lightness, 
Softness, Sacred, Simplicity

Sterility, Fragility, 
Isolation, Cold

COLOR

RED

ORANGE

YELLOW

PURPLE

BLACK

WHITE
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CULTURAL LINKS: INTERESTING STUFF:

Côte d’Ivoire, Africa: Dark red indicates death
France: Masculinity
Most of Asia: Happiness, marriage, prosperity
India: Symbol for soldier
South Africa: Color of mourning

Most dominant color
Suggests speed, action
Stimulates heart rate, breathing, and appetite
People appear heavier in red clothing
Red cars are the most-often stolen

Ireland: Use orange and green with care due to
religious associations
Native American cultures: Orange is linked with
learning and kinship

Appetite stimulant
Orange rooms get people thinking and talking
Speaks of friendliness and fun
Represents activity

Bhuddist cultures: Saffron yellow indicates priests
Egypt and Burma: Signifi es mourning
India: Symbol of merchant or farmer
Hindu cultures: Worn to celebrate festival of spring
Japan: Associated with courage

First color the human eye notices
Brighter than white
Speeds the metabolism
Most fatiguing color; can irritate the eyes
Can enhance concentration (used for legal pads)

Arab cultures: Religious connotations
Ireland: Strongly associated with the island
Celtic cultures: The Green Man was the god of fertility
Native American cultures: Green is linked with the will
China: Green is a male symbol

Easiest color on the eyes; can improve vision
Calming, refreshing color; used in hospitals to relax patients
Said to aid digestion and reduce stomachaches
Means withdrawal from stimulus; a setting for meditation
Says, “Go—Everything is in order.”

Most of the world: Considered a masculine color
China: Color for little girls
Iran: Color of mourning
Western bridal tradition: Means love
Worldwide: Most popular corporate color

Blue food rare in nature; unappetizing, suppresses hunger
Causes the body to produce calming chemicals; relaxing
People are said to be more productive in blue rooms
Blue clothing often symbolizes loyalty or trust

Latin America: Indicates death
Thailand: Worn by widows in mourning
Japan: Signifi es ceremony, enlightenment, arrogance
Native American cultures: Linked with wisdom,
gratitude, healing

Highest frequency in the visible spectrum (which may be 
why it’s linked with mysticism)
Has a feminine and romantic quality
In ancient times, dye was expensive; only worn by wealthy
Too much purple is said to promote moodiness

China: For little boys
Much of Asia: Career, knowledge, mourning, penance
American, European, Japanese youth: Rebellion
Native American cultures: Linked with harmony and 
hearing/listening

Black clothing makes people look thinner
Black humor is morbid
Makes other colors appear brighter
In color therapy: Said to boost self-confi dence and strength

China and Japan: A funeral color
Worldwide: White fl ag is a universal symbol for truce
India: Women who wear all white invite widowhood
Much of Asia: Represents children, helpful people, 
marriage, mourning, peace, purity, travel

It’s considered good luck to be married in a white garment
The perfectly balanced color ... because it’s all colors
Brilliant; can cause headaches in some
Can be blinding
Often associated with angels and gods



46 DynamicGraphics

When typographers discuss type color they may not 
be talking about black, red, or blue. They may be 
having a conversation about “typographic” color.

Typographic color is the texture of a block of 
text copy. It can be “light” or “dark” and “even” or 
“uneven.” Several things contribute to typographic 
color: choice of typeface, type size, word and letter 
spacing, line spacing, and sometimes line length.

Typographic color can have as much impact on 
the readability of a block of text copy as the choice 
of typeface or the size it is set. A page of copy that is 
very dark in color may be uninviting and one that is 
uneven in color can be downright difficult to read.

Creating even color
When typographic color is at its optimum, it is 
referred to as being even. This means that the block 
of copy is a uniform tone or texture on the page. 
Even color is achieved through consistent letter 
spacing, tight and even word spacing, and line spac-
ing that is appropriate for the proportions of the 
typeface being used.

Most text fonts from reputable sources letter-
space just fine right out of the box. Excessive kerning 

by Allan Haley

Mastering the “other” type color is an essential skill in
graphic design. Three basic rules guide the way.

1
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Line and surface are the fi rst two elements of art. 
Color is the fi nal one. With roots deep in the fi elds of 
history, psychology, and biology, color may be the 
most mysterious of the three. That makes color a sub-
ject of endless fascination, and an inexhaustible cre-
ative wellspring for artists.
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Line and surface are 
the fi rst two elements 
of art. Color is the fi nal 
one. With roots deep 
in the fi elds of history, 
psychology, and biol-
ogy, color may be the 
most mysterious of 
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less fascination, and an 
inexhaustible creative 
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and use of ligatures in copy that is tracked (set tight), 
however, can ruin the good work of a type designer. 
Excessive kerning can cause some letters to space too 
close while others are normal. Using ligatures (which 
have built-in spacing) in loosely or tightly set copy 
will also produce uneven letterspacing. See figure 1.

Setting narrow type columns justified (flush left 
and right) can produce excessive hyphenation and 
uneven word spacing. Setting condensed typefaces 
without adjusting word spacing to be tighter than 
normal can produce the same results. Word spacing 
should be both: tight and even. Figure 2 shows what 
happens when a narrow column is set justified.

When line space is optimum, the thin hori-
zontal strips of white between lines of type serve as 
guidelines for the eye. When too much line space is 
present, reading becomes slower because there are 
conscious, disruptive jumps between lines of copy. 
In extreme cases the white guideline loses its identity 
and ceases to function, causing “doubling” (reading 
the same line more than once). Too little line space 
can create dark, uninviting typographic color and 
undefined guidelines. Figure 3 is an example of this 
common pitfall.

2

1. Taryn Rose
Elixir Design devel-
oped this brochure 
for Taryn Rose, a pro-
ducer of luxury shoes. 
www.elixirdesign.com

2. Interior spreads
Type treatments in 
the brochure achieve 
light, even color. Top 
spread body is 16-
point Golden Cockerel 
over 23-point leading 
(increased leading
offsets the inherent
weight of the type-
face). Spec’ing Pan-
tone 8200 for the 
type kept it light and 
tied it into the pho-
tos alongside. Lower 
spread body is 8-
point Gotham Book 
on 12-point leading.
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FIGURE 4
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Quick Tips

Line spacing
In most text situations, 
leading will be 1.5 to 
2.5 points greater 
than type. So if type 
is 8-point, leading will 
typically range from 
9.5 to 10.5, depending 
on the typeface. (This 
is 8-point Gotham 
Book on 10.5-leading.)

Kerning
As a general rule, 
don’t kern type more 
than -5 in InDesign or 
-1 in Quark XPress.

Fonts for text
The digital revolu-
tion has ushered in 
a golden age in type 
choices. Here are a 
few of our favorites 
for text, in both serif 
and sans:

• Hoefl er Text (serif)
•  Adobe Garamond 

Regular (serif)
•  Gil Sans Regular 

(sans serif)
•  Myriad Roman (sans 

serif)

Squint test
A quick and easy 
way to see if your 
typographic tone is 
properly balanced: 
Print the page. Turn 
it upside down and 
squint. Text should 
appear evenly gray. 
If the type appears 
clumpy, adjust weight 
and leading.

Three rules
There are three rules of typographic color:
I. Know your goal.
II. Light is almost always better than dark.
III. Keep things even.

I. Know your goal
There may be times when you want the typographic 
color of your document to be slightly dark—or 
light—or somewhere in-between. Since so many 
things can affect typographic color, it is important 
to have a clear color-goal in mind. For example, you 
may choose the lightest weight of Neo Sans for a 
brochure, with the idea of creating a contemporary, 
light, and inviting document. If you set the type 
small, however, and with tight letter and line spac-
ing, the fi nished piece will not be light in color—or 
inviting. Figure 4 shows what can happen.

II. Light is almost always better than dark
There are many instances when a strong, heavy 
typographic texture is the right choice. When in 
doubt, however, light is almost always better than 
dark. A page of dark copy is generally not as invit-
ing as one that is light or medium in tone—it can 
also be somewhat more difficult to read. If you want 
to set a powerful page by using a heavier typeface 
such as Corporate SBQ Bold, for example, you will 
need to increase the line space slightly. Figure 5 
shows an example.

III. Keep things even
The golden rule of typographic color is to “keep 
things even.” Typographically dark color may or 
may not be inviting. Light color can make a subtle 
or weak statement. Inconsistent color, however, is 
just about always bad. Dark or light spots, where 
letters are too close or too far apart in the text, or 
line space that is too high or too open, are not only 
aesthetically disruptive, they can also distract the 
eye from a normal, smooth reading process. A quick 
check to determine if your copy is even is to squint 
at the page. If you see a consistent gray tone, your 
typographic color is probably fi ne.

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

g
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STEP inside design, 
a sister publication 
of DG magazine, 
explores contem-
porary design in all 
facets and profi les 
today’s leading cre-
ative problem solvers. 
STEP’s type treat-
ments, designed by
creative director Mike
Ulrich, employ Inter-
state for cover ban-
ner and captions, and 
variations of Hoefl er 
for coverlines, head-
lines, and text. www.
stepinsidedesign.com

describes as “an inter-
esting, contemporary 
look that breaks a few 
rules.” Type in these 
blocks is 60 percent 
black to avoid heavi-
ness and harmonize 
with small text blocks.

3. Large text blocks
STEP inside design 
uses Hoefl er Titling 
Small Roman (18-
point on 17-point 
leading) in large text 
blocks to produce 
what STEP’s creative 
director Mike Ulrich 

SINCE SO MANY THINGS CAN 

AFFECT TYPOGRAPHIC COLOR, IT 

IS IMPORTANT TO HAVE A CLEAR 

COLOR -GOAL IN MIND.

3

4

5

creates a typographic 
focal point for each 
spread. Ulrich notes 
that this is effective 
because Hoefl er Text 
and Titling comple-
ment each other well.

4. Small text blocks
In the accompany-
ing small text blocks, 
Hoefl er Text Roman, 
9-point on 11, is used 
as a counterpoint. 
Pairing a small text 
block with a large one 

5. Breathing space
STEP’s typographic 
approach is intense 
(“type on espresso,” 
says Ulrich); liberal 
white space and imag-
ery opposite text pro-
vide room to breathe. 
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Think back to 1974 and chances are you remember 
your parents’ avocado and harvest gold kitchen. A 
1969 color palette would certainly have included 
acid green and day-glow orange. And how many 
conference rooms in 1980 were done in mauve and 
gray? But one color never seems to be relegated to 
the out-of-date pile: black.

Black is associated with sophistication and ele-
gance. A “black tie” event is formal. And like a good 
tuxedo, black never seems to fall from fashion.

There are plenty of good reasons—beyond 
stylishness—that graphic designers have been true 
blue to the color black. One of the four process col-
ors, black is the easiest color to match, assuming it 
is printed using the proper ink density. And unlike 
the rest of the rainbow—where yellow ranges from 
lemon chiffon to school bus, and red from tomato to 
fire engine—black is, simply, black.  

Judiciously used, black is a statement-maker. An 
all-black ad—where black is used as white space—
can jump from a sea of newsprint like a flying fish. 
Black backgrounds showcase any visual and direct the 
viewers’ attention to whatever isn’t black. Likewise, 
when a little bit of black is contrasted against its 
more fair-skinned cousins, it makes its presence 
known in a powerful way.

By Sheree Clark

Six considerations help 
you employ the timeless 
subtlety and power of

the color black.basically

1
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Watch the coverage
Uneven ink lay-down or density will compromise 
your design if you’re not careful. The value of a 
press check is apparent on a project with a lot of 
black. In rare cases, it may even make sense to “dou-
ble bump,” or make two passes of your black ink, to 
achieve a thick, dense coverage (usually there is a hit 
of a percentage of black, maybe 20 percent, followed 
by a hit of 100 percent black, not solid on solid). If 
you’re submitting art to a publication and you won’t 
have a chance to press check your ad, you can help 
ensure even coverage by creating a rich black using 
all four of the process colors. A common formula is 
15 percent cyan, 15 percent magenta, 15 percent yel-
low, and 100 percent black.

Think about usage
Black is beautiful, but not if it’s marred by fi nger-
prints and scuffing. If the piece you’ve developed will 
be subject to high use or a long shelf life, consider 
using a varnish for protection. A varnish serves as a 
sealant, shielding the ink from skin oils and other 
threats to immaculateness. This is a helpful point to 
remember when using a large coverage of any dark 
ink, particularly on a coated paper.

Consider the substrate
A full coverage of black on a coated paper is going 
to yield a far different effect than the same design 
on an uncoated sheet. Learn how ink responds to 
paper by “tagging in” a different type of sheet on 
the end of your print run. Typically your paper 
merchant and printer will participate in your experi-
ment with little or no extra cost because the exercise 
will yield workable samples for everyone to use.

1. Rick Tharp has been 
commissioned for 
over 100 wine labels, 
using black as a domi-
nant design motif on 
many occasions to 
give a rich, expensive 
look to gourmet prod-
ucts ... although it was 
considered unappetiz-
ing when he started 
designing packaging 
in 1975. Tharp claims 
he lost his Pantone 
color specifi er and 
admits to remember-
ing only black and 
Pantone 485 (red). 
In his earliest design 
for Mirassou (oppo-
site page), type and 
graphics were used 
sparingly, allowing 
the mostly black pack-
age to stand out from 
competing products 
on store shelves.

2. Black is again used 
by Tharp to achieve 
dramatic effect in 
these three wine 
labels. The Mirassou 
labels (top), created 
in 1999, employ foil 
with a gold tone. 
Like the LaRochelle 
label (bottom), the 
surface is nearly 100 
percent ink-covered. 
Designed in 2003, the 
LaRochelle label for 
Cedar Lane Vineyard 
features a blown-up 
script R in a custom 
gray created on press. 
Red and a rich cop-
per foil stamp give the 
label an upscale feel.  
www.tharpdidit.com

2 Black’s ability to make accompanying colors appear 
brighter isn’t restricted to its use in backgrounds 
to show off foreground colors. An example of the 
inverse is provided in Apple’s iPod campaign, where 
black silhouetted fi gures cavorting with the product 
are set against candy-colored backgrounds. This 
strategy brings the playful black fi gures into the 
foreground, even as it enlivens the vivid backdrops.

From a production standpoint, black presents
a few considerations:

. . .  UNLIKE THE REST 

OF THE RAINBOW—

WHERE YELLOW

RANGES FROM 

LEMON CHIFFON TO 

SCHOOL BUS, AND 

RED FROM TOMATO 

TO FIRE ENGINE—

BLACK IS,

SIMPLY, BLACK. 
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3. Black is used for 
dramatic effect to set 
off rich colors in a 
poster by John Sayles 
(www.saylesdesign.
com). This promo-
tion for the 2004 Des 
Moines Symphony 
Designer Show House 
features a repeat-
ing posterization of a 
doorway. The seven-
color poster is printed 
on velvet matte paper. 
The solid black area 
draws attention to the 
headline and event 
information, while 
accentuating the black 
within the posteriza-
tions. Sayles specifi ed 
a matte varnish over 
just the black area in 
order to seal it.

4. This poster for the 
1984 Des Moines Addy 
Awards was Sayles’ 
fi rst as a professional. 
Solid black is a per-
fect backdrop for the 
red and yellow inks. 
Two varnishes were 
used: a matte overall 
to seal the piece, and 
a gloss for the script 
art element Addys, 
which appears directly 
beneath the headline.

5. When Jane Hamill 
opened her apparel 
design business in 
1992 in Chicago, she 
asked Emspace Group 
to create materials 
that were under-
stated and easy to 
reproduce. The black 
has functioned effec-
tively in contrast to 
the colorful cloth-
ing the fi rm designs. 
Uncoated white stock 
creates a soft feeling 
that mirrors the feel 
of the client’s fabrics. 
Promotional pieces 
are often designed in 
the colors of the sea-
son, and the logo still 
pops timelessly from 
the page.

6. To promote the 
Joslyn Art Museum’s 
exhibition Andrew 
Wyeth’s Helga Pic-
tures: An Intimate 
Study, Emspace Group 
used black back-
grounds to highlight 
details from the art-
works. Black helped 
the artworks’ muted 
earth tones stand out 
in billboards, banners, 
and posters. www.
emspacegroup.com

3 4
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Be aware of readability
When reversing type out of a black background, be 
aware of the interplay of colors, fonts, and paper. 
High contrast type will typically be easier to read—
white and yellow, for example, are more readable 
against black than red and blue. Bolder fonts hold 
up better than light ones when reversed from black, 
and paper that absorbs more ink—typically true of 
uncoated sheets—will mean less crisp-looking type 
in some instances.

Use contrast
We’ve established that black makes bright colors or 
subtle graphics “pop” when it’s serving in its role 
as a backdrop. But black on black can provide a 
beautiful subtle-contrast effect. The most common 
method of achieving this effect is to use varnish. 
A combination of matte and gloss will yield the 
most notable effect. Remember that varnish is most 
effective on a coated paper.

Look around you
If you are designing a menu for a dimly lit restau-
rant, you’ll obviously want to think about your use 
of black in large areas. Likewise, a black billboard 
or street banner campaign might work beautifully 
in some environments and poorly in others. A black 
website can be appropriate—or look grim, depend-
ing on the context. g

5

6
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7. Carlos Segura (at 
left) fi nds black an 
ageless asset when 
designing for the arts. 
The NYCO identity 
and promotional cam-
paign is economical 
for the new musical 
group, and distinc-
tive because of its 
judicious (but not 
minimalist) use of art 
elements. The lat-
ter include a memo-
rable font (7 and 8), a 
repeating pattern for 
texture (9), and solids 
with reversed type (9 
and 10).

11. Segura created 
identity materials for 
Celsius—a fi lm produc-
tion company in New 
York—including this 
logo, which refl ects a 
subtle connection to 
the client’s previous 
company, Fahrenheit 
Films. “Flares” on the 
materials (12 and 13) 
represent lights used 
in fi lmmaking. The 
pattern of lights is dif-
ferent on each piece, 
and together they 
create a “global lan-
guage” that unifi es the 
identity system.

View examples of 
Segura’s design work 
at www.segura-inc.
com. His predesigned 
and custom fonts are 
at www.t26.com. Web 
design is at www.
segurainteractive.com 
and custom-designed 
CD-Rs, cases, and 
more can be ordered 
at www.5inch.com.

7

9

8

10
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Recommended 
Resources
Black and White 
Graphics, by 
Andrea Lugli, $35, 
Gingko Press, www.
gingkopress.com

Black + White, by 
Steven Guarnaccia 
and Susan Hochbaum, 
$16.95, Chronicle 
Books, www.chronicle
books.com

Graphic Idea 
Resource: Black & 
White and Two-Color 
Design, by Lesa 
Sawahata, $17.99, 
Rockport Publishers, 
www.rockpub.com

One-Color Graphics: 
The Power of Contrast, 
by Chen Design 
Associates, $50, 
Rockport Publishers, 
www.rockpub.com

Sheree Clark 
(sheree@sayles
design.com) is 
managing part-
ner of Sayles 
Graphic Design
in Des Moines, 
Iowa; an author
and speaker on
organizational 
and business 
issues; and owner 
of Art/Smart 
Consulting, which 
provides self-
promotion and 
business strat-
egies to creative 
professionals.

THE PATTERN OF

LIGHTS . . .  CREATES 

A “GLOBAL LANGUAGE” 

THAT UNIFIES THE 

IDENTITY SYSTEM. 

11

12

13
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Where in the world do color theory, color therapy, 
astrology, and numerology coexist? Only one 
place, it’s safe to say: Pantone’s new website at 
www.colorstrology.com.

But what’s up with the leading provider of 
professional color tools making this gambit into pop 
cosmology? Look beyond the eye candy (a contem-
porary palette of 379 colors), slick interactivity, and 
the new-agey blend of the scientific and the intuitive: 
What you see is a bold strategy aimed at making a 
pro design resource a household word.

According to Lisa Herbert, vice president of 
Pantone’s Textile, Home, and Fashion divisions, it’s 
an effort to take color awareness to “the next level.”

“Through our work via the Pantone Color 
Institute, we’ve developed a thorough understanding 
of how color affects consumers,” she says. “We know 
there’s a psychological dimension to color, which 
means there’s a spiritual dimension to explore. This is 
a wonderful way for us to reach both our professional 
customers and the general consumer audience.”

Designers, of course, know Pantone well, and 
the company has continually broadened its offerings 
with tools for the graphic designer (monitor calibra-
tion devices and other color management resources), 
as well as branching into industrial, fashion, and 
home design applications.

Then there’s that vast sea of consumers. As 
Pantone proclaims, four out of 10 Americans consult 
their horoscope daily … and 10 out of 10 have a 
birthday. In developing Colorstrology, the company 

teamed up with astrologer and intuitive Michele 
Bernhardt to marry color theory, astrology, and 
numerology in an intriguing and informative way.

The purpose, says Herbert, is to “teach consum-
ers about color, to help them feel more comfortable 
with color, so they can incorporate more of it into 
their lives in a conscious way.”

So how does Colorstrology work? Bernhardt 
developed a formula, mapped back to the Pantone 
Fashion and Home system, for associating birth 
months and days with specific colors. She personally 
selected all 379 colors on the site and lends cachet to 
the enterprise for those who know her writing and 
television appearances.

Selecting a birthday, visitors to the site learn that 
“wearing, meditating, or surrounding” themselves 
with a specified color helps them resolve conflicts 
and be more effective personally and professionally.

Whether you place any faith in the metaphysical 
aspects of the site or not, it’s fun. Skeptical DG staff 
members were surprised to find their personalities 
accurately portrayed. “Nailed me,” said one.

Whether that’s accident or insight is up to the 
visitor to decide. One thing that’s certain: The site—
with its accompanying gifts, e-cards, and tie-ins to 
the Pantone Universe line of consumer products—is 
calculated to drive a brand with global professional 
presence deeper into the psyche of the general public.

As Lisa Herbert concludes, “Our business goal 
is to have Pantone ‘inside’ products that are used in 
every walk of life.”

Unique new website is part of a 
strategy to extend Pantone’s reach.

colorstrologycolorst
Pantone’s

1. New age nuances
Entry into the site 
is accompanied by 
soothing music and a 
deliberate pace, creat-
ing a mood for medi-
tation. Reign Voltaire, 
Pantone’s Global Web 
Services manager, 
said pacing, colors, 
and interactivity were 
all major consider-
ations in developing 
the site. Pantone part-
nered with third mind 
inc. (www.thirdmind.
com) to create the 
graphical interface  
and programming.

2. Database-driven
Designed in Flash 
and database-driven, 
Colorstrology is a 
breeze to update, says 
Voltaire—only one 
characteristic needs 
to be changed to 
update the entire site. 
Because large art fi les 
aren’t being drawn 
from, the database 
aproach doesn’t slow 
the user’s experience. g
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colorstrologytrology
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High ’05! The fi rst holi-
day of the New Year is an 
occasion for inspiration, 
whether it’s pensive, fes-
tive, or simply inventive.

New Year’s is an optimistic holiday, the season of refl ec-
tions and resolutions. It marks the end of “Xmas Xcess” 
and holds the possibility of fresh starts. The New Year 
is about looking both forward and back, celebrating 
the old and the new, and is an ideal opportunity for 
sending an aspirational greeting. Your good wishes can 
travel on a tiny hangtag, a simple card, a multipanel 
mailing, or a more elaborate construction.

The Message
The standard phrase—Happy New Year—is just fi ne. 
Depending on your visuals, or your sense of humor, 
variations can be good: Snappy … Wrappy … Slap-
happy … Gnu … Newt … or, among familiars, Nude. 

1. Singular sensation
Letterpress printer Patrick Reagh only printed HAPPY, 
in fi ve colors that echo the sentiment, plus TO YOU 
AND YOURS on the sixth panel, in handset 8-point 
Gill Bold, with room for a personal message above it. 
The big block letters are old Australian wood type from 
a collection that Reagh accepted in lieu of money from 
a down-and-under client.
Designer & Printer: Patrick Reagh, patreagh@sonic.net 
Stock: Somerset 250 gsm. This toothy stock is a favorite 
with letterpress printers. It stands up beautifully to mul-
tiple impressions and scoring. It is not, however, sized for 
offset printing and fi bers may “pick” in a litho press.

2. Words worth keeping
An inspirational quotation, beautifully presented and 
properly attributed, makes for a card that becomes 
a keepsake. On Hoy Jacobsen & Co.’s card, a small 
glassine envelope, with the flap facing forward, is tipped 
onto a blind-debossed panel. The tiny letterpressed card 
tucked inside reads, Our imagination is the only limit 
to what we can hope to have in the future. – Charles F. 

by Alyson Kuhn
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Kettering. Inside, firm members all signed above their 
names, which were printed with a seasonal greeting.
Designers: Dorothy Hoy, Per Jacobsen, Karie McKinley; 
Hoy Jacobsen & Co.; www.hoyjacobsen.com
Tip (on): #1 (1¾” x 2⅞”) glassine envelope, available 
from stamp dealers and sundry websites

3. Very layery
A little book can be a lovely way to express and extend 
a bit of personal philosophy. At the minimum, it can 
be almost all form—a laser-printed message, layered 
inside assorted papers, held together by thread, a col-
ored staple, or a brad. A book is the perfect format for 
collective wisdom, with associates contributing a poem, 
a wish, or a recipe. 

For MOD/Michael Osborne Design’s little book, 
everyone at the firm wrote a haiku. The entire piece is 
letterpress printed: Japanese characters are letterpressed 
in silver and gold, with a “kiss” impression; the poems 
are printed with a deeper impression. The blind let-
terpress deboss on the cover provides a visual anchor for 
the red rubber-stamped chop. Each book given out in 
person had a tiny handwritten tag that went through 
the twig closure. For books sent by post, side tabs of the 
wrapper were folded in underneath and a mailing label 
sealed the package.
Designers: Michael Osborne, Paul Kagiwada; MOD/
Michael Osborne Design; www.modsf.com
Printer: One Heart Press, San Francisco, 
www.oneheartpress.com
Stocks: Outer wrap is Fox River Evergreen Hickory Cord 
80 lb. Cover; book cover is Fox River Evergreen Craft 
Cord 80 lb. Cover; endpapers are Japanese mulberry; text 
pages are Rives Heavyweight White 175 gsm
Binding: Taurus Bindery, San Francisco, 415.671.2233
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The Medium
New Year’s wishes lend themselves naturally to all 
manner of formats, from fortunes and sticky notes 
to formal, almost ceremonial, little objets.

4. Tiny talismans
For 10 years, book artist Jocelyn Bergen limited 
her text to Happy New Year and Jocelyn.  Each year, 
Bergen selected a new design, gleaned from either a 
book or a book arts class, and refi ned her technique 
for the year’s limited edition. In the early ’90s, she 
made 50 originals, but as her audience grew, so did 
her edition size—to 120. In 2001, Bergen commem-
orated the birth of daughter Ivy with an intricate 
announcement and retired her New Year’s series.

The colors and structures all have personal 
meanings for Bergen, corresponding to particular 
phases in her life. Her tiny dos-à-dos (French for 
back-to-back) book dates from her early married 
life. Her concertina—meant to hang as an orna-
ment—showcases precision photocopying, embel-
lished by a hand-cut rubber stamp, finished with a 
loop closure. Each of these labors of love is a tiny 
talisman, a good luck charm for the year to come.  
(This November, Bergen will teach a workshop 
at SF Center for the Book: “Mini-book Mysteries 
Revealed,” www.sfcb.org.)
Designer & Book Artist: Jocelyn Bergen, 
www.zephyrine.com

4

EACH OF THESE

LABORS OF LOVE IS

A TINY TALISMAN, A

GOOD LUCK
CHARM FOR THE YEAR

TO COME. 



OCT/NOV 2004 61

5. Smooth mailing
Illustrator Michael Bartalos has been sending New 
Year’s cards for 17 years. In the early years, they 
were letterpress-printed, but his mailing list has now 
reached the 600 mark, making lithography more 
cost-effective. Bartalos’ illustration for 2004 was 
whimsically open to interpretation, which delights 
him. Whether recipients see four ladies wearing 
Christmas trees or four well-dressed seasons, they 
can’t help but notice the smoother-than-satin matte 
fi nish on the card. It’s highly moisture-resistant, 
almost indestructible, and yours for the clicking at 
www.4by6.com. (Tip: Before selecting any coating, 
check to see if the surface will accept your hand-
written greetings. All pens are not created equal, so 
we recommend you test your ballpoint or permanent 
felt-marker before you get rolling. And postal bar-
coding may smear, oh dear.)
Designer & Illustrator: Michael Bartalos, 
mike@bartalos.com
Printer: 4by6.com 

The Motif
Every holiday has its set of associations. New Year’s 
offers a wide selection, from the thematic (the 
proverbial toast) to the visual (pointy party hats, 
confetti). Pairing one of these icons with your theme 
can spark your creativity, delight the eye, elicit a 
laugh, and even touch the heart.

6. Millennial toast
Jennifer Kennard, a designer and illustrator in 
Seattle, took the notion of toast literally and sent 
out two slices of toasted white bread in their own 
little bag. She found French fry bags at a restaurant 
supply store and used her tabletop gocco silk-screen 
printer to print vintage cuts, so that the toast 
seemed like an artifact. Kennard impressed a smil-
ing face into the top slice with improvised pieces 
of poster board, having misfi led her plastic smiley-
face imprinter. The “fi lling” was a mustard-colored 
paper insert binding the two slices of toast together, 
printed with a smiley-arc of type encouraging the 
recipient to HAVE A NICE MILLENNIUM. A 
laser-printed paper wrapper carried Jennifer and 
husband Paul’s refl ections on this millennial marker. 
This sheet served as the box liner. A packaging strip 
around the corrugated mailing box featured a clip-
art businessman gazing into a crystal ball, with copy 
suggesting you can make big money from home by 
forecasting the future.
Designer: Jennifer Kennard
Supplies: Wonder Bread, toaster, toner (laser),
gocco printer

6

5
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7

7. Resolutions redux
Elixir, a brand and design agency in San Francisco, 
created An Official Document of Resolutions 
for 2003 on fi ve-part NCR paper, complete with 
ridiculous references to a make-believe bureaucracy 
of related forms. The document, offset-printed in 
basic black, provided a list of prepared options for 
resolutions, witness declarations, and a spot for the 
declarant’s right thumbprint. Packets of 10 belly-
banded forms were signed by everyone at the agency, 
marked by a thumbprint in a different color of ink.
Designers: Jennifer Jerde, Aaron Cruse, Nathan 
Durrant; Elixir Design; www.elixirdesign.com
Copywriter: Adrian Lurssen, 415.509.1894
Printer: Lauretta Printing, San Francisco, 
415.759.5022

8. Bean there, done that
This New Year’s invitation is a superb example 
of rolling with the rum punches. The copy was 
composed to fi t on scrap paper, and designer Val 
Simonetti maintains she wasn’t even sure of the 
wording until she had fi nished hand-setting the 
wood type. The fi rst friend to whom she gave an 
invitation pointed out that Val had misspelled 
ANNOUNCEMENT ! But if she had spelled it cor-
rectly, it wouldn’t have fi t on the page. Her favorite 
rubber stamp alphabet came to her rescue, and what 
she thought a “miserable little add-on” makes the 
piece memorable. (Note another “improvised” letter. 
Hint: You’ll exclaim when you see it.)
Designer & Printer: Val Simonetti
Stock: High-end scrap from commercial print job
Printing: Letterpress enhanced with rubber-stamped e

9. Lunar New Year
The animals of the Chinese zodiac are popular on 
cards and stamps, as well as in parades and pag-
eants. The Half the Sky Foundation, which develops 
and funds innovative preschool and infant care 
programs in China, found the zodiacal animals an 
especially suitable visual theme. The Foundation 
commissioned illustrations of all 12 animals and 
plans to publish one as a card each year. The 2004 
monkey is third in the series; 2005 will be the year 
of the rooster.
Designer & Illustrator: David Lance Goines, 
www.goines.net
Medium: Linoleum cuts, scanned and colored in 
Adobe Photoshop
Cards: $35/set of 10, with appropriate red envelopes; 
Half the Sky Foundation; www.halfthesky.org g
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Stamps of approval
Reinforce your message with themati-
cally correct postage stamps for your 
mailing. These may have a New Year’s 
theme, as shown, or can otherwise com-
ment on your message. Attention lunar-
tics: On January 6, 2005, the USPS will 
issue a Lunar New Year Souvenir Sheet, 
a retrospective of all 12 Lunar New Year 
stamps created by Clarence Lee.

Alyson Kuhn (arkuhn@mindspring.com) is a 
freelance writer whose recent projects include 
Words at Play, a book and website sponsored 
by Adobe (www.wordsatplay.com), and the 
SpecLogix Compendium of Paper & Printing 
(2002, SpecLogix, Inc.). She also represents 
Dickson’s, a specialty printer in Atlanta.

9
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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. 
Specifi cations for electronic fi le types, 
fonts, and correct media are available on 
request. Publisher reserves the right to edit 
supplied ads to meet section specifi cations.

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

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

CLASSIFIEDS
Sourcing Solutions

Circle 20 on Connections card.

Circle 18 on Connections card.

Circle 17 on Connections card.

Get
Images.

800.255.8800 liquidlibrary.com

Refreshing images and ideas  ... monthly

Get 300 new royalty-free 

images each month, get 

a monthly magazine that 

provides practical tips 

and how-to articles, get 

innovative layouts to inspire 

all your projects and get 

access to over 75,000 online 

images…for one low fee.  

Get liquidlibrary.

Circle 26 on Connections card.

 
   

Circle 21 on Connections card.

Circle 19 on Connections card.

046.001

Highly original, 
royalty-free images 
for designers

ƒStopimages.com

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

Advertiser Page No.

AGFA Monotype 7 5

Big Brand Theory 9 6

Charles River Media 12 8

Comstock 2–3 3

Diamond Press 24 15

Digital Vision 5 4

Ex’pression Center for New Media Inside front cover 1

Fonthead 22 14

FontShop 64 17

ƒStop Images 64 18

Function Fox 71 23

Jam Paper 64 19

LiquidLibrary 64 26

MVB Fonts 64 20

Pantone 13 9

Peachpit Press 25 16

Photo District News Inside back cover 24

Photos.com Back cover 25

Photoshop Fix 16A&B–17 12

PictureQuest 19, 21, 23 13

Print Runner 10–11 7

Publishing Perfection 66–67 22

Stock Layouts 16 11

STRETCH 1  2

Wausau Papers 8A&B —

Within Reach Concepts 64 21

1. For inspiration, access this FREE information

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

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

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

Subscriber Services

To change your address, visit 
www.dynamicgraphics.com/dgm, click 
Sub scriber Services, then Address Change. 
Remember, the post office will only for-
ward mail for 60 days.

If you receive a bill after you’ve paid, 
our letters probably crossed in the mail. 
Please disregard any bill or renewal notice 
you receive soon after mailing your pay-
ment or order. (If you continue to receive 
notices, let us know.)

If your issue is damaged or missing,
call 888.698.8542. We’ll replace the issue 
or extend your subscription, whichever 
you prefer. Dynamic Graphics is published 
six times a year.

To know when your subscription 
ex pires, check the printed address label 
on the magazine cover. The date your 
subscription expires is on the right of the 
mailing label. Please allow six to eight 
weeks after renewing for the label to 
refl ect the new expiration date.

publication
code

expiration
ID#

Toll-Free Customer Service 
888.698.8542
M–F, 9 a.m. to 5 p.m. (EST)

Outside the U.S., call 856.380.4121.

E-mail Customer Service at 
dgm@starrcorp.com, or visit 
www.dynamicgraphics.com/dgm
and click Subscriber Services.

Customer Service Mailing Address: 
Dynamic Graphics magazine
P.O. Box 9006
Maple Shade, NJ 08052-9006
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o Fast!™

TM

®

FREE
Canto Cumulus 6

with $100 purchase!

www.fotosearch.com/dg02
Offer good thru 11/30/04.

A unique digital asset
management tool for
creative professionals.

A $8995 value for free!
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Got the perfect picture for a project, but its 
colors make it look outdated? Imagine try-
ing to sell a high-tech idea when the subject 
of your image is wearing a ’70s print. Worry 
not—Photoshop’s Color Balance options can get 

you updated. With this effect, you can lend timelessness to any 
image, as well as create jazzy refl ections. g

Timeless Reflections
Update the outdated.

SOFTWARE SPECIFIC
Solutions for Windows and Mac

1
In Photoshop
1. Open your fi le and 
set the image mode 
to RGB. Choose Im-
age > Adjustments 
> Channel Mixer. In 
the resulting dialog 
box (left), check the 
Monochrome box and 
enter the RGB per-
centages shown.

2. In the Layers pal-
ette, select the Create 
new fi ll or adjustment 
layer icon. Choose 
Color Balance in the 
pop-up menu.

3. In the resulting 
dialog box, click 
on Shadows and 
make sure Preserve 
Luminosity is checked. 
Enter the Color Levels 
shown (top right) but 
do NOT click OK.

4. In the same dialog 
box, select Midtones, 
enter the Color Levels 
shown (right), and 
click OK.

2

3

4
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Breathe new life into 
your images: Use this 
effect for a variety of 
projects. In this exam-
ple (right), the picture 
on the left appears 
outdated because 
of the colors used in 
the background and 
on the boy’s shirt. By 
applying the tech-
nique shown above, 
you can give this 
image a more con-
temporary look.

5

6

75. Select the Create 
new fi ll or adjustment 
layer icon and choose 
Color Balance from 
the pop-up menu. In 
the resulting dialog 
box, be sure Midtones 
is still selected, and 
enter the Color Levels 
shown (left)—again, 
do NOT click OK. 

6. In the same dialog 
box, select Highlights, 
enter the Color Levels 
shown, and click OK.

7. In the Layers pal-
ette, click the Options 
arrow (top right), 
choosing Blending 
Options from the 
drop-down menu. In 
the dialog box, hold 
down the Option key 
and drag the right 
half of the left slider 
under This Layer to 
215. Then, drag the 
left half of the slider 
to 100. Click OK.

Try varying the look 
by experimenting with 
the Color Balance 
options. Also, be sure 
to switch the image 
mode back to CMYK if 
you’re sending the fi le 
out to be printed.

Before After
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WORKSPACE SAVVY
Tech Tools and Texts

Toolworthy

70 DynamicGraphics

Putty in your hands
When you’ve thought so hard you don’t think 
you can think anymore, take a break and whip 
out a container of Crazy Aaron’s Thinking Putty. 
Available in 1/5-lb. tins—or for the serious cogita-
tor, 1-lb. bags—this malleable putty will soothe 
your head and hands. Choose from a selection of 
metallic colors, glow-in-the-dark varieties, and 
more. Stretch, squeeze, and sculpt to your heart’s 
content, then think about getting back to work. 
$7.95 and up, www.puttyworld.com

This bag means
business
Bring presenta-
tion supplies to this 
afternoon’s meeting, 
tote your summer 
reading stash from 
the library, or load up 
on your next shop-
ping trip with the cool 
new Carry-Bag from 
Topdeq. This light-
weight, aluminum-
framed, heavy-duty 
polyester container 
can handle up to 55 
lbs. of serious busi-
ness. Collapses for 
easy storage and 
transportation. $49, 
www.topdeq.com

Class CDs
Artists looking to 
package their digital 
portfolios in some-
thing other than unat-
tractive, fl imsy plastic 
jewel cases are in luck. 
Orbit 242 is a stor-
age case designed 
with the contem-
porary professional 
in mind. Variously 
sized, rounded cases, 
molded to fi t differ-
ent types of media 
(CDs, vinyl discs, etc.) 
make your work stand 
out even before you 
begin your presenta-
tion. Custom-made 
packaging also avail-
able. $25, www.lost-
luggage.com

Bound and determined
Neenah Paper has come out with an ongoing pro-
motional series called Neenah | Bound. The fi rst 
booklet offers tips, information, and resources for 
graphic designers to develop successful business-
to-consumer direct mail programs. The next two 
installments will cover various market end-uses of 
direct mail (coming this fall) and business-to-busi-
ness applications. www.neenahpaper.com  

Take your iPOD for a ride
Griffin Technology has just announced the Griffin 
Roadtrip—a charger, FM transmitter, and cradle all 
in one easily transported piece, to go wherever your 
iPod does. Plugged in to any auto power outlet or 
lighter adapter, the Roadtrip allows you to play your 
iPod or iPod mini’s music (iTunes, movie audio, or 
presentation sound) through your car’s FM stereo. 
Its removable transmitter module can also broadcast 
music from a Mac or PC, or from a stereo close by. 
$79.99, www.griffintechnology.com

Paper royalty
Roll out the red carpet for Wausau Papers’ two new 
premium colored paper lines: Royal SilkPlus and 
Royal Complements. Both collections are acid-free 
and offer solutions for all printing needs. Royal 
Complements showcases darker colors and is ideal 
for embossing, die cuts, foil stamping, and engrav-
ing. Royal SilkPlus is the improved Royal Silk 
line—smoother papers with high-quality surfacing 
and an expanded color selection. Perfect for blue-
blooded annual reports, business cards, and other  
professional applications. www.wausaupapers.com
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Textworthy

Head of the class
Anyone can design a letterhead. But only those 
who take time to study letterhead layout basics will 
understand how to effectively brand a business using 
the most basic form of written communication: the 
letter. In Design Rules for Letterheads, author Roger 
Walton discusses practical issues such as paper 
size, typography, text 
organization, print-
ing, and electronic 
letterheads. Over 75 
examples illustrate 
attractive embossed, 
die-cut, and colored 
stationery and coor-
dinating envelopes, 
business cards, and 
more. $24.95, Harper 
Design International, 
www.harpercollins.com

ID, please
What makes a logo work? Answers to this question 
and an assortment of others are revealed in Logo 
Design Workbook: A Hands-On Guide to Creating 
Logos. Focusing primarily on corporate logos, 
AdamsMorioka offers step-by-step detail of the logo 
development process. Examples of real-world busi-
ness logos are included, and an extensive section 
devoted to case studies appears in the latter portion 
of the book. An ideal reference and/or refresher for 
all designers. (See pages 38–45 for a related article 
by coauthor Terry Stone.) $40, Rockport Publishers, 
www.rockpub.com

Circle 23 on Connections Card

Newsworthy
Editor John D. Barry is
quick to note that the
newspaper is far from
succumbing to other
media in Contempo-
rary Newspaper De-
sign. This collection of 
essays offers insight-
ful commentary about 
newspaper design. 
From conservative 
dailies to outlandish 
tabloids, the graphic 
evolution of layout, 
typography, and 
image is appraised 
by today’s most re-
spected editors and 
designers. $65, 
Mark Batty Publisher, 
www.markbatty.com

http://www.mediabrains.com/client/DynamicGIn/LM1/lm/default.asp?searchby=company
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COVER TO COVER
Up Front, Start to Finish

Options
Choosing a cover 
for our annual foray 
into the color dimen-
sion was an exercise 
in setting priorities. 
Some images, like the 
top two above, were 
colorful yet seemed 
dated. The need for 
eye-catching hues and 
a lively subject was 

Coming Up
Color’s appeal is essentially emotional, which makes 
designing an issue featuring it both a delight and a 

dilemma. As we worked through options for this issue’s 
cover—a few of the ones we evaluated are above, at 

right—we had a couple of extra attributes on our wish 
list. Nothing sets off bright colors like adjacent neutrals and white 
space, and for some time we’d been seeking cover images with white 
backgrounds ... for one thing, placing attention-getting coverlines on 
a white fi eld is relatively easy. Another characteristic we’d been look-
ing for was an image with a human face. It’s well-known in the mag-
azine world that covers showing people outsell those with abstract or 
inanimate images. When we found the photo of the charming young 
lady above, gazing whimsically at the DG banner, we knew we had a 
perfect fi t. All we had to do was fl op the image so the subject is look-
ing in the right direction. g

Cover photo from Creatas, www.creatas.com: 89113COR2

Too much of a good thing hardly ever 
happens when the subject is Design 
Resources, the theme of our next issue. 
We’ll be offering tips on where to fi nd the 
best values in
• paper
• type
• stock photography and illustration
• software
• specialty items
along with all the other good stuff that 
your imagination turns into real-world 
projects. And of course you’ll fi nd the 
usual DG mix of the hottest projects and 
campaigns, color management insights, 
and software tricks from the pros. 

obvious, but came 
up hard against the 
requirement for read-
able coverlines. We 
liked the rubber band 
ball ... until discovering 
that our compatriots 
at Dynamic Graphics 
Group had just used it 
as a cover image for 
another publication.

0 274470 90182

05>

Clockwise from upper left: Creatas BXP35140, PictureQuest 
22159579, Creatas 405006, PictureQuest 22483038;
www.creatas.com and www.picturequest.com 
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Part of the Marketing / Media and Arts Group of VNU USA.

PhotoServe.comIPNSTOCK COM

IPNSTOCK: A NEW PORTAL OF STOCK IMAGES FROM A NETWORK OF INDIVIDUAL PHOTOGRAPHERS,
REP GROUPS AND AGENCIES PROVIDING DIRECT ACCESS TO FRESH CONTENT EVERY SINGLE DAY.
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FOR MORE INFORMATION Go to www.ipnstock.com
or call IPNSTOCK at 1.866.IPNSTOCK (1.866.476.7862)?

INDEPENDENT  PHOTOGRAPHY NETWORK
IPNSTOCK COM
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Circle 24 on Connections Card

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