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Foreword
Welcome to the latest edition of Looking Good In Print. For a decade,

Looking Good In Print has been helping readers like you make the most

of their ads, brochures, newsletters, and training materials. More im-

portant, for over ten years Looking Good In Print has been helping

people advance their careers.

The desktop publishing revolution, which Looking Good In Print has

paced, broke down the barriers between writers and designers. Today,

you can't depend on writing alone to get your message across. To suc-

ceed in today's economy you need to not only choose and use the right

words, you have to format them—you have to choose the right typeface

and design the page on which they'll appear. Newsletter editors have

had to become graphic designers and typesetters—and so have busi-

ness owners, departmental managers, and consultants.

Ten years ago, the first edition of Looking Good In Print helped non-

designers, searching for an easy way to master graphic design, quickly

locate the information they needed. Today, Looking Good In Print not

only serves the same function, it also serves as a review guide for those

who have already mastered design but need a design refresher to brush

up on the details and improve their skills.

It's interesting to compare the similarities and differences between the

first edition of Looking Good In Print and the copy in your hand. I'm

pleased that the emphasis on message and basics like attention to

detail remains. However, like desktop publishing itself, the Looking

Good In Print in your hands is light-years ahead of what it was when

the book first appeared. The sections on photography and color, for

example, reflect the technological advancements of the past decade.

Who, ten years ago, would have dared to predict the impact that

Adobe Photoshop would have on design?

Other improvements include new illustrations to keep the present edi-

tion abreast with an increasingly sophisticated market. The new

appendix also includes entirely new sections on image databases,

prepress, file preparation, and color management.

Writers write to make a difference. One of the most satisfying aspects

of writing Looking Good In Print—aside from the friends I have made

who contacted me as readers—is the feeling that "this book has made

a difference." I first realized this when, at a Seybold Publishing Confer-

ence in New York City, I met the art director of one of the nation's



leading cable networks. I introduced myself and said how I enjoy the

network's beautiful art direction and he replied: "Thank you, but I

should be thanking you—I read Looking Good In Print the night before

my first interview there and it helped me get the job!"

After you finish this volume—and, perhaps—share it with your friends,

I hope you'll drop me an email letting me know what you think of this

edition and how it helped you solve the particular design (or career)

challenge you've just been handed. I'm always interested in hearing

from my readers.

Enough talk, let's get started.

Roger C. Parker

Dover, NH

hUp://www. rcparker.com

Email: rcpcom@aol.com
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Introduction
Before the advent of desktop publishing, graphic design was the exclu-

sive domain of art directors and design professionals. The knowledge

and equipment needed to produce printed publications were in the

hands of a select few; if you needed design work done, the only logical

option was to hire a professional.

Nowadays, the equipment needed for successful design—a personal

computer and some layout software—is available to everyone. You

don't need to hire someone to create your business cards, advertise-

ments, newsletters and full-color brochures; you can create them

yourself, right on your own desktop. Fantastic, eh?

Well, maybe and maybe not. It's certainly convenient that do-it-your-

self design is possible, but the necessary expertise is not as easily

acquired as the necessary equipment. Layout software does not magi-

cally transform you into a designer, any more than the acquisition of

a whip and a chair would turn you into a lion tamer. It's just a tool of

the trade, not the trade itself. If you don't have some design sense to

go with your tools, you're not saving any money by "doing it your-

self"—where's the triumph in avoiding the professional's fee, if you

don't end up with professional-looking results?

Looking Good In Print is a design guide for computer users—particularly

for those with little or no design experience—who want to make the

most of their desktop publishing investment.

Cultivating Your Design Sense
Regardless of your level of experience, you already may have more

design skills than you suspect. In fact, you probably have an inherent,

but as yet undeveloped, sense of good design—often referred to as

"good taste."

Your experiences as a reader and consumer probably reflect this. See if

any of these scenarios sound familiar:

• You find your community newsletter difficult to slog through, even

though you're interested in the information.

• While shopping for wine, you get a sense that one brand is better

than another just by looking at the labels.

• At some restaurants, you browse the full menu even if you're pretty

sure what you want; at others, you simply order the first entree

that looks good.

XV
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• You're able to recall meeting a certain businessman because he

gave you a full-color business card.

In such instances, your inherent sense of design is screening the mes-

sages you receive: effective designs are getting noticed and

appreciated, while ineffective ones are being suffered or ignored. This

book will teach you how to hone your innate sense into a useful skill

—

you'll learn to consciously analyze your preferences, and apply these

findings to your own designs.

Who Should Read Looking Good In Print?

Looking Good In Print is a practical design guide for anyone discovering

the challenges of desktop publishing. If you want to improve the ap-

pearance and effectiveness of your desktop-published projects, you

should find this book to be a lasting reference tool.

Looking Good In Print is intended for users of all skill levels, from begin-

ners to seasoned pros. Although many of the techniques described

within will be familiar to experienced desktop publishers, the book is

not intended solely as a teaching aid: it also functions as a methodi-

cal, fully-illustrated compendium of design possibilities. The next time

your creative well runs dry, try browsing the pages of Looking Good In

Print; find a chapter that discusses the type of document or page ele-

ment you're working with, or just flip through randomly, looking at

examples. You're bound to stumble upon something useful—a neat

design trick you haven't used in years, perhaps, or an unusual layout

structure you hadn't considered.

How To Use This Book
Looking Good In Print is organized into three parts:

• Part One, "Elements Of Design," outlines the underlying principles

of design and the common tools available in desktop publishing

software. You'll learn how to work with text, graphic accents, illus-

trations, photographs, and color.

• Part Two, "Putting Your Knowledge To Work," applies the principles

and techniques of graphic design to specific projects you're likely to

undertake. You'll delve into the minutiae of designing newsletters,

advertisements, sales brochures, business cards, and much more.

• The Do It In Color section, the full color pages in the middle of the

book, features a "before-and-after" gallery of documents which

addresses a wide variety of design concerns.
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Readers who are new to desktop publishing should read the book from

beginning to end, with special emphasis on Section One. Intermediate

and advanced users can probably skim lightly through Section One

—

except when fishing for ideas—but will gain valuable insights from the

other two sections.

Please note that throughout this book, the terms publication and docu-

ment are used to refer to any desktop publishing project, regardless of

its size or content. Referring to a business card as a publication is

admittedly a trifle silly, but since most design concepts are not docu-

ment-specific, the general terms are very appropriate. A good

technique presented in the chapter on newsletters might be just the

thing for your sales brochure. Take good ideas wherever you can

find them!

How Well Should You Know
Desktop Publishing?
This book assumes you're already comfortable with your desktop pub-

lishing hardware and software. It assumes your computer and printer

are up and running, and that you've gone through the tutorials or

read the manuals included with your software—enough, anyway, to be

familiar with the basic commands.

While not a substitute for your software's documentation, Looking Good

In Print will help you get the most from your program. You may find

that techniques you once found intimidating—drop shadows, perhaps,

or runarounds—are less formidable if you know when and how to

use them.

Hardware/Software Requirements
Looking Good In Print is a generic guide, independent of any particular

hardware or software. It will serve as a valuable resource regardless of

whether you're using a dedicated page layout program such as

PageMaker or QuarkXPress, or an advanced word processing program

such as Microsoft Word or WordPerfect. Likewise, your platform can be

Macintosh or PC; it doesn't matter. The elements of good design are

constant and achievable in any system.

I've included occasional references—particularly in Chapters 5 and 6,

which discuss the use of illustrations and photographs—to effects that

can be achieved with the use of an illustration- or photo-manipulation

program. Although readers of this book are not required or expected to

have these sorts of programs, it seemed remiss to leave them out of the

Jt
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discussion entirely—those who do have them deserve to know their full

potential, and those who don't might benefit from knowing what's

possible. (Who knows, perhaps the possibilities will prove tempting

enough to spur a trip to the local software shop!)

What's New In The Fourth Edition?
For starters, most of the examples are new. In general, they're a little

more complex than the examples from past editions—this is inten-

tional, and meant to reflect the improvements in hardware and

software since the third edition of this book was published. Techniques

and tricks that formerly required separate software packages and con-

siderable expertise have become standard, easy-to-use features in

today's layout programs; it's appropriate that the illustrations in this

book take full advantage of them.

In addition, I've weeded out some of the design suggestions and recom-

mendations which were beginning to show their age. Graphic design is

a lot like fashion; what was "in" a few years ago can seem tired or

stale today. Whenever possible, I've tried to replace the omissions with

new material reflecting current styles and trends.

Last but not least, the color portion of the book is almost wholly new,

with discussions of topics not explored in previous editions, and plenty

of new examples to feast your eyes on. (The Renaissance Festival poster

and the menu cover for the CyberCafe were created by designer Lisa

Gill—although they go well beyond the average desktop publisher's

abilities to reproduce, they certainly represent something to strive for,

n'est-ce pas?)

All Set?
You can't loiter in the introduction forever, you know—the world of

graphic design awaits! If you're ready to get your feet wet, simply turn

the page.
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Chapter 1

Part of the challenge of graphic design is that it has no "universal

rules." Everything is relative; it can't be reduced to a series of

"if...then" statements. Tools and techniques you use effectively in one

situation will not necessarily work in another.

For example, framing an advertisement in a generous amount of

white space can be an effective way to draw attention to the message.

A large border of white space on a newsletter page, however, can make

the text look like an afterthought, creating a sparse, uninviting look.

Or, consider typeface choices. A combination of Palatino for text and

Helvetica for headlines may look great for an instruction manual, but

it's probably too bland for a flyer announcing a jazz concert in the park.

If design were governed by a set of hard-and-fast rules, computer pro-

grams would replace graphic artists, and every advertisement, book,

brochure, newsletter, and poster would look the same. The resulting

uniformity"would rob the world of the diversity and visual excitement

that add so much to magazines, newspapers, and even our daily mail!

Ultimately, designers should think in terms of tools, not rules. There are

many guidelines, conventions, and time-honored techniques in the

field of graphic layout. These are the tools of design, and a good de-

signer should have a thorough knowledge of them. Equally important,

however, is the ability to decide which tools are appropriate for a par-

ticular project. A good carpenter doesn't use every tool in his kit on a

single task; neither should you.

Understanding Your Message
The design process is simply an extension of the organizing process that

began as you developed the concept for your project.

Good design is project-specific. The purpose of your project and the

relative importance of each point you wish to make are important

factors in determining the most effective layout. If you're unclear

about the purpose of your project or unable to prioritize the different

parts of your message, you'll find the design process difficult and the

results ineffective.

For example, let's say you're designing a layout for a newsletter article

that includes a series of photographs. Unless you've considered the

roles of the photographs in the article, you won't know how to position

them. You'll be forced to make strictly subjective decisions: "I think this

photograph looks good here," and so on. But if you know how the pic-

tures relate to the story—and to each other—you'll have an objective

basis for deciding the proper size and placement of each one.
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Every aspect of a printed document—its size, the typefaces, the amount

of text, the relative size and position of each element—conveys a mes-

sage to its reader. If the document's intended message was not a factor

in your design decisions, then your finished product will probably

send the wrong message. Before starting a project, ask yourself these

questions:

• Who is the intended audience?

• What is the basic message I'm trying to communicate?

• In what format will readers encounter my message?

• What similar messages have my readers encountered from other

sources or competitors?

• How does this publication relate to my other publications?

The more clearly you define your project's purpose and environment,

the stronger your design will be.

Planning And Experimenting
Turn offyour computer during the initial planning stage.

Design solutions are rarely the result of a sudden creative flash, like a

light bulb appearing over a cartoon character's head. Successful

graphic design usually emerges from trial and error. Solutions are

the result of a willingness to try various design options until one

looks right.

Although desktop publishing lets you produce graphics on your com-

puter, it's best to sketch initial ideas and trial layouts with pencil and

paper. The most powerful computer system won't teach you how to

make effective design decisions.

Why Not Plan On

The Computer?

You may be thinking to yourself:

Why should I bother drawing

squiggly lines to represent text

and happy faces for photos

when I've got the real text and

photos just waiting to be laid out

on my computer? A fair ques-

tion, but take it from someone

who's been there—it's a bad

idea. Planning on the computer

is counter intuitive. There's a

tendency to allot space to page

elements based on their original

sizes. You'll find yourself doing

a lot of repositioning and not

enough resizing. Also, it's much

slower. You can create five

hand-drawn sketches for a

newsletter nameplate in the time

it takes to create one draft on

the computer. The computer

nameplate might look a little

better in the end, but the extra

detail is unnecessary. At this

point, you're only trying to

determine if the basic idea is

good. Most ideas from the initial

brainstorming session get

pitched anyway, so it's unwise

to spend a long time on each

one. In the worst case scenario,

you might find yourself adopting

a bad idea in order to justify the

time spent on it.
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Try out a variety of ideas. When you finish one sketch, begin another.

Let speed become a stimulant. Don't bother with excessive detail—use

thin lines for text, thick lines or block lettering for headlines, and

happy faces for art or photographs. Even simple representations such

as these will give you a sense of which arrangements work, and

which don't.

Seek Inspiration

Train yourself to analyze the work of others.

Sensitize yourself to examples of effective and ineffective design. If a

certain restaurant's menu catches your eye, take a moment to deter-

mine why it appeals to you. If you see an advertisement in the

newspaper that seems confusing or cluttered, dissect it, and identify

why it doesn't work.

Clip File

Most experienced graphic artists maintain a clip file containing samples

they like.

Keep copies of documents that strike you as attractive or eye-catching.

Always be on the lookout for new additions, even if they have no bear-

ing on your current project.

When you get stuck on a project, spend a few moments reviewing your

favorite designs on file. Chances are, they'll serve as catalysts for your

design decisions.

If your projects will be printed in two-, three-, or four-color, you may

want to collect samples of color projects that you feel are particularly

effective.

Look Beyond Desktop Publishing

It's easy to forget that desktop publishing software is only a tool for

implementing your designs. All too often, desktop publishers will un-

consciously bend their designs to fit the built-in features of their

favorite software. Don't fall into this trap. Keep the creative process

separate. There's always a way to implement a great idea.

To focus on design without the technological trappings, skim profes-

sional design publications that showcase elegant design examples.

Try joining a local advertising group, art directors club, or communica-

tions forum. It doesn't matter if you're not involved in the advertising

or public relations fields. Desktop publishers share a common goal of
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informing, motivating, and persuading others. You're likely to return

from these meetings with a fresh perspective on your communication

and design efforts.

Design Concepts
There are certain qualities that every printed document should have,

regardless of its form or purpose. Think of this list as a safety check,

similar to a car inspection. If your document falls flat in any category,

it's probably a good idea to go back to the repair shop:

Relevance

Proportion

Direction

Consistency

Contrast

The "total picture"

Restraint

Attention to detail

Relevance

Each graphic element should fulfill a specific function.

In music, there's nothing right or wrong about notes such as middle C

or B-flat. Similarly, there are no good or bad design elements—only

appropriate or inappropriate ones.

Successful graphic design is relevant. Design choices convey a message.

It's your job to ensure that the message is appropriate for its intended

audience.

A letterhead for a prestigious law firm should be easily distinguishable

from a letterhead for a music studio.

Dewey, Cheatum & Howe Legal Services

"Why settle for less?"

-Blue
# • IlUluN your (»i< stop profi mortal Ytcordh
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The conservative design used in a financial newsletter would not be

appropriate in a gardening newsletter.

TTA , _ ^.„^ 1\ T^ r™^,^-, ^ -^^^^^-

Banknotes mi
MUNii'iln—a^—
New Federal Rules Affect

All Branch Operations
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DDT is back!

badder than ever!

Check out our

online address:

www.magicbeans.com
FREE SEEDS!
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elit. seJ dum nonummy njbfa nuoiod tinaiduni ut

Uoreet dolore magna aiiquair. - rar volurpnt. Ut wui

uHamtorpct tuwapil lobortu mil ut iliquip a <t

eommodo corueqiut Duji lurcm vt] rum inure

dolor in hendrcnt in vulpuutc velir etx mole'tie

con'tquit, vel ilium dolore eu ttugiit nulla cadliiii

blindit ptaocnl lupi jium iiti! dclcmr inguc dull

dolore re feupiii nulla tacilir..

Lorcm ipuin dol.-r :< ijr.;t. u^n<eiteruer adipiion*;

elh, led diam nonummy rubh eui'mod tinddunt ut

Uoreet doknt mipu luqujm erat voluqML

Lorem ipiuni dolor rii amet, eonjeetcrucr adipuon|;

lutem vel cum iriure dolot in hendreti; in vulputate

vdit es« moleitte comequat. vd dlum dolore eu

feugiat nulla f«tlim at vero eroi « ic-umjin et

zai\ deicni: aupic duis doi'irc (e feaffat nulla

raviLs,

Oy BarDara Bercam

2 Allergies

3 Mushrw
4 Insects

5 Fertilizer

2 Knee Pads

3 Garden Weasel

4 Tracton

5 Window Boxes

How
about an
office \

a real v

(800)555-1234

An image-building magazine ad requires a different design approach

than a price-based newspaper ad.

Mettah

The only

name for

elegant
corporate
quarters.

Fred's Auto

is slashing

prices on all

makes—all models!

FORD • SATURN • HYUNDAI • HONDA
TOYOTA • ISUZU • MITSUBITSHI • MERCURY

Fred's Auto, located 1 mile south of Hwy. 50. across from the gigantic junkheap.

Each design element should be judged on its ability to help the reader

understand your message. Don't be afraid to nix an attractive-looking

graphic that doesn't really fit into your publication. The world is full of

gorgeous graphics that don't belong in your publication. Similarly,

don't let your desktop publishing system's capabilities get in the way of

clear communication. The ability to create a gradient fill instantly is

not a good reason to use a gradient fill. The availability of a decorative

typeface doesn't make it appropriate for your task. You shouldn't be

asking yourself what you can do—the answer to that question doesn't

change from project to project. Instead, ask yourself what you should do.
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Quite often, the correct design solution will be very simple, utilizing

few or none of your software's bells and whistles. Clarity, organization,

and simplicity are as critical to design as they are to writing.

Proportion

The size ofa graphic element should be determined by its relative impor-

tance and its environment.

Because there are no absolutes in graphic design, success is determined

by how well each piece of the puzzle relates to the pieces around it.

For example, the proper size for a headline is determined partly by its

importance and partly by the amount of space that separates it from

adjacent borders, text, and artwork. A large headline in a small space

looks cramped.

Mighty Big Headline
Lorem Lpsum dolor sit amet, adipiscing elit, sed

diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea commodo
cortsequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

ut wisi enim ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut aliquip ex

ea commodo consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis

at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Likewise, a small headline in a large space looks lost.

Awfully Small Headline

Lorem ipsum dolor sit amet, adipiscing elit, sed

diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

ut wisi enim ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut aliquip ex

ea commodo consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugial nulla facilisis

at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

The proper thickness of lines

—

rules, in desktop publisher lingo—is

determined by the size of the type and the surrounding white space.

Rules that are too thick can interfere with legibility.

Who's important here?
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Rules that are too thin can lack effectiveness.

FREE TICKETS

Also, consider proportion when working with groups of photographs or

illustrations on a page. When one photograph is larger, the reader

perceives it as being more important. Crop or resize your photos so

that their sizes reflect their relative importance.

Type size and the distance between lines should relate to the column

widths that organize the type. As you'll see later, wide columns are

generally preferable for large type, and narrow columns are appropri-

ate for small type.

Direction

Effective graphic design guides the reader through your publication.

Readers should encounter a logical sequence of events as they read

through your publication. Graphic design is the road map that steers

them from point to point.
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How to move

500,000 LBS
from there

The design of that map generally follows the readers' natural tendency

to read from upper left to lower right.

Consistency

Consistency leads to an integrated style.

Style reflects the way you handle elements that come up again and

again. Part of a document's style is decided from the beginning. The

rest emerges as the document develops visually.

Consistency is a matter of detail. It involves using restraint in choosing

typefaces and type sizes, and using the same spacing throughout your

document.

Your publications need to be consistent within themselves and with

your organization's other print communications. If you use one-inch

margins in the first chapter of a book, you need to use one-inch mar-

gins in all chapters.

You can provide page-to-page consistency in any of the following ways:

• Consistent top, bottom, and side margins.
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• Consistent typeface, type size, and spacing specifications for text,

headlines, subheads, and captions.

• Uniform paragraph indents and spaces between columns and

around photographs.

• Repeating graphic elements, such as vertical lines, columns, or

borders on each page.

For example, you can create an "artificial horizon" by repeating a

strong line or graphic on each page in your publication.

SIDDOWN
Lorem ipsum dolor sit

amet. consecietuer

adipiscing cln
4
sed diam

nonummy nibh euismod

Iincidunt ul Ijoreet

dolore magna aliquam

erat volutpat. Ul wisi

enim ad minim veniam,

quis nosirud exercj tation

ullamcorper suscipil

lobortis nisi ul aliquip ex

ea commodo consequal.

Duis autem vel cum

inure dolor in hendrerii

in vulputaie vein esse

molestie conscquat. vel

ilium dolore eu feugiat

nulla Facilisis al vero

eros et accumsan et iusio

odiodignissim qui

hlandn praesenl luplatum

zzril delenit augue duis

dolore le feugaii nulla

facilisi. Lorem ipsum

dolor sil amei. consec

tetuer adipiscing elit,

diam nonummy nibh

euismod Iincidunt Ul

laoreet dolore magna

aliquam erai volulpat.

Utwisi enim ad minim

veniam. quis nostrud

exerci union ullamcorper

BIC BIRD
Ul V i ad i

veniam. quis nosirud

exerci lation ullamcorper

suscipil lobortis nisi ul

aliquip ex ea commodo
consequal Duis auiem

vel eum iriure dolor in

hendrerii in vulpulate

velil esse molestie

consequal, vel ilium

dolore eu feugiat nulla

facilisis ai vero eros el

accumsan el tuslo odio

dignissimqui blandit

praesenl luptaium zzril

delenit augue duis dolore

te feugaii nulla facilisi.

Nam liber lempor cum
soluta nobis clcifcnd

oplion congue nihil

imperdiel doming id

quod mazim placerai

facer possim assuin

Lorem ipsum dolor sit

amet. consecietuer

adipiscing elit, sed diam

nonummy nibh euismod

tincidunl ul laoreel

dolore magna aliquam

erat volulpat.

f
FLOWERS

autem vel eum inure

dolor in hendrerii in

vulputaie vein esse

molestie consequal, vel

ilium dolore eu feugial

nulla facilisis. suscipil

lobortis nisi ul aliquip ex

ea commodo consequal.

Duis autem vel eum
inure dolor in hendrenl

in vulputaie vein esse

molestie consequal. vel

ilium dolore eu feugiat

nulla facilisis al vero

odio dignissim qui

blandit praesenl luplatum

zzril delenit augue duis

dolore le feugaii nulla

facilisi. Nam liber

tempor cum soluta nobis

eleifend option congue

nihil imperdiet doming

id quod mazim placerai

facer possim assum

SQUI6CLIES CLICKER
Lorem ipsum dolor sil

amet. consecietuer

adipiscing elit. sed diam

nonummy nibh euismod

iincidunt ut laoreet

dolore magna aliquam

erat volutpat. Ul wisi

enim ad minim veniam.

quis nostrud exerci tation

ullamcorper suscipil. ea

commodo consequal

Duis

inure dolor in hendrenl

in vulputaie velit esse

molestie consequal, vel

ilium dolore eu feugial

nullj facilisis at vero

cms el accumsan el lusto

odio dignissnn fat ilisis

al vero eras et accumsan

el lustoodio dignissnn

qui blandii praesenl

luptaium zzril delenit

augue duis dolore te

feugait nulla facilisi

facet possim assum

facilisis ji vero eros et

digmssim qui blandit

praesenl luplatum //nl

delenit augue duis dolore

te feugaii nulla facilisi.

Odio dignissun blandit

praesenl luptaium zzril

delenit augue duis bonis

nisi ul aliquip commodo
duis auiCfll vel eum

iriure dolor in hendrerii

in vulpulate vein esse

molestie consequal. vel

ilium dolore eu feugial

nulla facilisis, suscipil

iobOftis nisi ul aliquip e*.

ea commodo consequal.

Duis autem vel eum
iriure dolor in hendrent

in vulputaie velil esse

molestie consequal, vel

ilium dolore eu feugiat

nulla facilisis at vero

eros el accumsan et iusto

odio digmssim qui

blandit praesenl luptatum

zzril delenit augue duis

dolore te feugaii nulla

facilisi Nam liber

tempor cum soluta nobis

eleifend option congue

nihil imperdiet doming

id quod mazim placerai

facer possim assum.

One of your biggest challenges as a designer is to reconcile the con-

tinuing conflict between consistency and variety. Your goal is to create

documents that remain consistent without becoming boring. Boredom

occurs when predictability and symmetry dominate a document.

Contrast

Contrast provides dynamic interest.

Contrast gives "color" to your publication by balancing the space de-

voted to text, artwork, and white space. When analyzing an attractive

publication, compare dark areas—such as large, bold headlines, dark

photographs, or blocks of text—and notice how they're offset by lighter

areas with less type.
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High-impact publications tend to have a lot of contrast. Each page or

two-page spread has definite light and dark areas, with lots of white

space and illustrations.

k *
POLITICAL
I N

Printed by the Sot lety for Political l oirei tness September 1998

In Session &
In Trouble

Republicans
on the Move

i oreni Ipsum doloi sit amet,

consectetuei adipiscing elit,

sed diam nonumm.) mhii

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpal . Ut wisi enim ad

minim veniam, quis nostrud

exerci tation ullamcorper

susclpit Lobortis nisi ut aliquip

ex ea commodo consequat.

Duis autem vel eum iriure

doloz in hendrerit in vulputatc

velit esse molestie consequat,

vel ilium dolore eu feugiat

nulla facilisis at vero eros et

accumsan et iusto odio

dlgnlssim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi. Lorem ipsum sit amet,

Ut wisi enim ad minim
veniam, quis nostrud

exercitation ullam corper

SUSCipit lobortis nisi ut aliquip

commodo conseq. Duis autem

vel eum dolor in hendrerit in

vulputate velit esse molestie

consequat, vel ilium dolore eu

feugiat nulla facilisis at vero

eros et accumsan et odio

dignissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi option congue nihil

imperdiet.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

consectetuer adipiscing elit,

diam nibh euismod tincidunt

ut laoreet dolore magna autem

vel iriure dolor in hendrerit in

vulputate dolore eu feugiat

nulla facilisis at vero.

velit esse molestie consequat,

vel ilium dolore eu feugiat

nulla facilisis at vero eros et

accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi. Lorem ipsum sit amet,

consectetuer adipiscing elit,

diam nonummy nibh

euismod tincidunt ut laoreet

dolore magna.Lorem dolor sit

amet, consectetuer adipiscing,

sedl diam nonummy euismod

tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi enim minim veniam,

Text-rich documents tend to be rather low in contrast—every page is

a uniform shade of gray. This low-impact approach is appropriate

for publications such as formal reports, policy statements, and press

releases.

A good way to observe contrast is to turn the publication upside down.

Viewed from that perspective, your eyes aren't misled by the tendency

to read individual words. Instead, you concentrate on the overall color

of the publication.

Contrasting sizes can create visual tension, which helps keep the

reader interested. For example, you might have a headline set in a

large size above a subhead set in the same typeface at a much

smaller size.
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Chapter Eight

The Plot Thicke7ts

J_/orem ipsum dolor sit amet. adipiscing elit. sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam,

quis nostrud exerci cation ullamcorper suscipit lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum inure dolor in hendrerit in vulputate velit esse molestie consequat,

vel ilium dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna aliquam ut wisi enim ad minim veniam,

quis nostrud exerci tation ullamcorper suscipit lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto

odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te feugait

nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue nihil imperdiet doming

id quod mazim placerat facer possim assum. Lorem ipsum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim. Lorem ipsum dolor sit amet, adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat,

vel ilium dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna aliquam ut wisi enim ad minim veniam,

Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

VISUAL TENSION
THE CAUSE AND THE CURE
Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis dolore te

Effective graphic design is based on balancing contrast and consis-

tency. Your designs must be dynamic enough to keep the reader

interested, yet consistent enough so that your publication emerges with

a strong identity.
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The Total Picture

Think ofgraphic design as the visual equivalent ofa jigsaw puzzle.

Your job is to assemble a total picture from a series of parts. No piece

of the puzzle should be isolated from the others. The various parts

need to fit together harmoniously.

The "total picture" includes consideration of the environment in which

your advertisement or publication will be distributed. For example,

when designing a newspaper advertisement, consider how it will look

when surrounded by news items and other ads. When planning a

newsletter or direct-mail piece, imagine how it will look when it arrives

in the recipient's mailbox. When creating product literature, visualize

it displayed in a brochure rack.

Inside a publication, the most important part of the total picture is the

two-page spread. When designing multipage publications such as

newsletters, brochures, or books, focus on two-page spreads instead of

individual pages. If you design each page as a self-contained entity,

you might end up creating two pages that look good individually but

don't work side by side.

This left-hand page is visually attractive and self-contained.
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This right-hand page also works well on its own.

What We Do For Yol1 3
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When viewed side by side, however, they fight each other and present

a disorganized, difficult-to-read image.

Dominion Home Hum1 2 What We Do For You> 3

d 223^ fl 2H3D fl SSB --——-—-"

tr~„... ^| |p WfflffW

«ns™.« ".r.rr™!r H:;„:
:E- \;:"2, 5=r£SE

"' -"- u— <- — • ~n"- '"•- <—

-

— c.™.„™,..„«..~^,..... "i"/™ri!'".-»'^r^r ! ... SZ™*™—..—-™

Z".'XT
* '"™ ™"™*" zrrzr

"

"•"" ~*~
™~„'.'I

.

11§—11|"'j;:::::.:.::;:

»^-—-• -™— -. "—.. ~—~-» .- i™zzi™™""""™ inrcrz^Ei1—

r

=E EL

.I.—..-

Lundtaao



Getting Started 17

Remember that readers see left- and right-hand pages together as one

large piece.
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Restraint

Sfrive for simplicity in design.

Restraint is probably the most difficult design principle to apply in a

consistent manner. That's because desktop publishing presents you

with tremendous design power—power which used to be limited to

those who had years of training and thousands of dollars worth of

equipment.

With so much power at your fingertips, it's edsy to forget that straight-

forwardness is a virtue and graphic design should be invisible to the

reader. Overuse of graphic gimmickry results in a cluttered look.

Restraint is exemplified by sticking to a few carefully chosen typefaces,

styles, and sizes.

Remember that emphasis can be effective only within a stable frame-

work. If every item on the page is clamoring for the reader's attention,

the result will be that nothing really stands out. Excessive use of em-

phasis weakens your publication to the point of losing all impact.
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JOIN

the League^

Of
Call Fred

c0nsec^

Rancor

Carmichael Announces
Retirement for December ^^^>
Lorem ipsum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wist enim ad
minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip

Duis autem vel eum iriure

dolor in hendrerit in

vulputate velit esse

molestie consequat. vel

ilium dolore eu feugiat

nulla facilisis at vero eros

et accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Lorem ipsum dolor sit

amet. consectetuer

adipiscing elit. sed diam
nonummy nibh euismod
tincidunt ut laoreet dolore

POT LUCK
<?<: Dinner

Scratch your
name HERE
& what food
item you
will bring I

Drop this coupon
in the box by

the copy machine.

magna aliquam erat

volutpat. Utwisienimad
minim veniam. quis

nostrud exerci tation

ullamcorper suscipit

lobortis nisi ut aliquip ex

ea commodo consequat.

Duis autem vel eum iriure

dolor in hendrent in

vulputate velit esse

molestie consequat. vel

ilium dolore eu feugiat

nulla facilisis at vero eros

et accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet

*
3: Nei

4. Child C

doming id quod mazim
placerat facer possim

assum.

Lorem ipsum dolor sit

amet. consectetuer

adipiscing elit. sed diam
nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat

volutpat. Ut wisi enim ad
minim veniam. quis

nostrud exerci tation

ullamcorper suscipit

lobortis nisi ut aliquip ex

ea commodo consequat.

Duis autem vel eum iriure

dolor in hendrerit in

vulputate velit esse

molestie consequat. vel

ilium dolore eu feugiat

nulla facilisis at vero eros

et accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Lorem ipsum dolor sit

/ Vote TodayI

Attention To Detail

Successful design is based on attention to detail.

The old maxim holds true: The devil is in the details. The smallest

offending detail can sabotage the appearance of an otherwise attrac-

tive project.

Double-spacing after periods, for example, can create annoying rivers

of white space in a text block. This can also be true of columns of text

with full justification—that is, columns in which all lines are the same

length. Some lines can get very sparse, creating huge gaps between

words. The reader's eyes end up following the gaps instead of the text.

Headlines and subheads placed at the bottom of columns or pages set

the readers up for disappointment, because the promised topic doesn't

appear until the start of the next column or page.
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Rivers of white space...

Lorem ipsum dolor sit

amet, consectetuer adipis

cing t-lit. sed diam nonum
nihil euismod tine idunt

laoreel ut dolore magna

aliquam erat volutpat. Ut

wisi enim minim veniam,

quis nostrud exerci tation

ullamcorper suscipit loh

ortis nisi in aliquip ex ea

commodo consequat.

Duis autem vel eum inure

dolor in hendreril vulputate

vclii esse molestie conseq

vel ilium dolore eu feugiat

nulla facilisis at vero eros

el accumsan el iusto

odio dignissim qui blandit

praesent luptatum zzril

delenit augue duisdolore

feugait nulla facilisi. Lor

ipsum dolor sit amet, conse

ctetuer adipiselit, sed diam

nonum mynibh euism

tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi enim ad minim

veniam, quis nostrud exerci

tation ullam corper susci

pit lobortis nisi ut aliquip

ex ea commodo conse

quat. Duis autem vel eum
iriure dolor hendrerit in

vulputate velit es molestie

consequat, vel ilium dolore

eu feugiat nulla facilisis at

vero amet.

Eros et accumsan et iusto

odio dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet dom-

ing id quod mazim placerat

facer possim assum. Lorem

ipsum dolor sit amet,

consectetuer adipiscing elit,

sed diam nonummy nibh

euismod tincidunt laoreet

dolore magna aliquam erat

volutpat. Ut wisi enim

ad minim veniam, quis

nostrud exerci tation

ullamcorper suscipit lobortis

nisi ut aliquip ex ea com
modo consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulp

utate velit molestie con

sequat. vel ilium dolore eu

feugiat nulla facilisis.

Ut wisi enim ad minim

veniam, quis nostrud exerci

tation ullamcorper suscipit

Pay Attention

to Detail

Not Good!

Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla

facilisi. Lorem ipsum dum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam ut wisi enim

ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat, Duis autem vel eum iriure do-

lor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at

vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Mam liber tempor cum soluta nobis eleifend option

congue nihil imperdiet doming id quod mazim placerat

facer possim assum. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam

erat volutpat. Ut wisi enim ad minim. Lorem ipsum

dolor sit amet, adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam

erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel (Hum
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Text placed in boxes should be indented on both sides. Otherwise, it

may bump into the borders of the boxes.

Lorem ipsum dolor sit amet, adipiscing

elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam

erat volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci tation

ullamcorpersuscipit lobortis nisi ut aliquip

ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse
molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla facilisi.

Lorem ipsum dum dolor sit amet,
consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam ut wisi enim
ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Editorial tasks such as proofreading also require a lot of attention to

detail. Correctly spelled yet misused words can sneak by spell-checking

programs, which can't differentiate spelling from usage.

The inns and outs of hotel management.

Have several people proofread your document before you send it to

press. Although most printers supply their clients with galleys (mock-

ups of the finished product, suitable for making last-minute

corrections), you shouldn't expect to make major changes to galley

prints. Galleys are designed to flag printer-related problems, like spots

and scratches on the film or overly-dark photos. Editorial errors should

be weeded out long before the galley stage.

Examining Proofs

Analyze reduced-size copies ofyour pages.

Most desktop publishing programs let you print out thumbnail proofs—
smaller copies of your pages arranged so that multiple pages fit on a

single sheet of paper. Facing pages are typically printed side by side, so

you can preview the spreads.



Getting Started 21

Thumbnail proofs let you see where good design has been sacrificed for

expediency. Overuse of symmetry or contrast also becomes obvious.
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Moving On
All of these lofty design concepts probably seem like a lot to remember,

but don't panic. If you keep the purpose of your project firmly in mind

while developing the design, you'll find that most of these concerns

take care of themselves. Still, it's a good idea to run the drafts of your

designs through the concept checklist, to see if any particular qualities

are lacking.

The next chapter explores the organizational tools you'll use in creat-

ing your published projects.

Wk Jk





Tools Of
Organization
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Once you've prepared a few pencil-and-paper sketches of the basic

layout, it's tempting to leap in with both feet. Bring on the text and

graphics! Hey, you can tweak the margins later, right?

Well, I suppose you can, but it's certainly not the easiest way. A little

organization at this point will save you hours of work later on. It's like

a 10-minute warmup prior to strenuous exercise; yes, it's a slight nui-

sance, but you're ultimately spared a lot of pain.

Why is organization so important? A well-organized document has

several tangible benefits:

• It's easier to produce. Establishing a grid for your pages will help you

determine workable sizes and placements for page elements. You'll

have a logical basis for design decisions, rather than be forced to

play arbitrary guessing games.

• It's easier to edit. Tagging your page elements with styles will make

editing a snap. You say you want more space before those sub-

heads? Italic type rather than bold for the captions? Using styles,

these sorts of changes can be made in seconds, regardless of the

length of your document. Without styles, you'll have to track down

and tweak each individual case.

• It's easier to read. Organization steers the reader's eyes. It shows

them what's of primary importance, and what's supplemental. Best

of all, it shows them where to find the information they want. If

you've ever spent an hour flipping through a poorly organized

instruction manual, looking for some specific tidbit of information,

you know how frustrating a lack of organization can be.

Your desktop publishing program is brimming with tools that will help

you produce well-organized documents. Learn to use them. Your read-

ers will thank you.

Page Organizers
Page organizing tools—grids, columns, gutters, and margins—define

the usable space on a page and provide a framework for placing page

elements. All desktop publishing software contains these tools, though

the implementation will vary slightly from program to program.
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Grids

Grids establish the overall structure ofa page by specifying the placement of

text, display type, and artwork.

Grids consist of nonprinted lines that show up on your computer

screen but not on the finished publication. Grids determine the num-

ber of columns, margin size, placement of headlines, subheads, pull

quotes, and other page elements.

They're valuable for a number of reasons. They set page-to-page or

project-to-project consistency, and they help you avoid reinventing the

wheel each time you create another ad or newsletter issue. Layout can

be determined once and reused with only slight variations.

Desktop publishing programs differ in their ability to create grids.

Some programs provide you with ready-made grids that you can

modify.

Many programs use a series of horizontal and vertical lines that define

columns and page margins.

i» File Edit Utilities Layout Type Element Window

D MyOoc

' - '- i- I...I....I....I... i i .ii.. i.i.i.i.i.i.i. ' i i . i , i . i . i . i . i . i . i . , . i

ZC

My Document
Lorem ipsum dolor sit amet, con

sectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Nam liber ternpor soluta nobis

eleifend option congue nihil imper

dietdoming quod mazim placerat

hendrerit in

consequat, i

nulla facilis:

jet iusto odi

luptatum z:

ifeugait null?

jlor sit amet

elit, sed diar

jtincidunt u

aliquam era

Duis aut

s
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Other page-layout programs are based on setting text into boxes

or frames.

«, File Edit Style Item Page Uieuj Utilities

Document!

...i.i.i...i. 1 .l...i, 1 .i...i. l .l, l .i...i. l .i...l...i...i...i...l.,.i.i.i.i.i.,.l..
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o

+
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My Document
*"

Lorem ipsum dolor sit amet, consectetuer adip-

iscing elit, sed diem nonummy nibh euismod

tincidunt ut laoreet doloremagna aliquam erat

volutpat Ut wisi enim ad minim veniam, quis

nostrud exera tation ullamcorper suscipit

'lobortis nisi utaJiquip ex eacommodo.
Duis autem vel earn iriure dolor in hendrerit

in vulputate velit esse molesue consequat; vel

ilium dolore eu feugiat nulla facilisis at vero

eros etaccumsan etiusto odio digmssim qui

blandit praesent luptatum zzril delenit augue

duis dol ore te feugait nulla fac ill a

II|ioo?s | Page 1 E

Many word processing programs also let you format pages by setting

parameters that define column placement and margins, even though

the column boundaries aren't always visible on screen.

File Edit Uieui Insert Format Tools Table Window

DMHl fMM^i 1 a Mefcl I «H ^ -1 fiTO IhbWNUI
I Normal !QF b nr~aHZS]mmm
mi Lorem ipsum.tKt

' * r

My Document
Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonurnmy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci tation

ullamcorper suscdpit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui

blandit praesent luptatum zznl delenit

augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonurnmy nibh euismod tmcddunt ut

laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit esse molestie

consequat, vel ilium dolore eu feugjat

nulla facilisis at vero eros et accumsan

et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue

duis dolore te feugait nulla facilisi.

Nam liber temp or cum soluta nobis

eleifend option congue nihil imp erdiet

doming id quod mazim placerat facer

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonurnmy nibh euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation

|

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis.

X
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One way or another, all programs let you establish formats that are

automatically maintained from page to page or throughout a series of

documents. The virtue of consistency becomes relatively easy to achieve.

Text, photos, and illustrations can be sized and shaped to work within

the invisible guidelines of a grid. You can position elements to fit

within your structure by:

• Centering between two column guides.

• Justifying between two column guides.

• Applying flush right or left against a guideline.

• Aligning against a horizontal guideline at the top or bottom of

a page.

A lot of guesswork is eliminated by using grids. For example, suppose

you're trying to figure out the correct size and placement for a photo. If

you're not using a grid, you'll probably come up with a pretty vague

answer, "Upper-right part of the page, pretty big." If you're using a

grid, the answer is much clearer, "The right edge of the photo will be

socked up against the top-right page margin, and the left edge will be

stretched to fit one of the central guidelines." You still have a choice to

make—namely, which guideline?—but because there is a finite num-

ber of options, the decision will be much simpler.

The sense of order established by grids is also useful for emphasis. Page

elements placed at angles that break the grid's neat confines will draw

more attention than neatly aligned elements.

A Kinder, Gentler Nation
Lorcm ipsum dolor sit

amet, consectetuer adipiscing

elit, sed diam nonummy nibh

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpat. Ut wisi enim ad

minim veniam, quis nostrud

exerci tation ullamcorper

suscipit lobortis nisi ut aliquip

ex ea commodo consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

velit esse molestie consequat,

vel ilium dolore eu feugiat

nulla facilisis at vero eros et

accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit

amet, consectetuer adipiscing

elit, sed diam nonummy nibh

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim

veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor in

hendrerit in vulputate velit

esse molestie consequat, vel

ilium dolore eu feugiat nulla

facilisis at vero eros et

accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi et iusto.

Mam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet

doming id quod mazim
placerat facer possim

assum. Lorem ipsum dolor

sit amet, consectetuer

adipiscing elit. sed diam

nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi enim ad minim veniam,

quis nostrud exerci tation

ullamcorper suscipit lobortis

nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

velit esse molestie consequat,

vel ilium dolore eu feugiat

nulla facilisis. Ut wisi enim ad

minim vt:niam, quis nostrud

exerci tation ullamcorper

suscipit lobortis.

\ , k „
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Remember, though, it's the uniqueness of the unaligned element that

gives it emphasis. A page full of unaligned elements doesn't empha-

size anything—and besides, it looks messy.

Columns
Columns are fundamental parts of a grid—they organize text and visuals

on a page.

Text and visuals rarely extend in an unbroken line from the left side of

the page to the right. They're usually arranged in columns or vertical

blocks. For most documents, column formats range from single-col-

umn to seven-column page layout. As the number of columns

increases, so do the possibilities for creative layout.

1 HERE'S NOT A LOT OF FLEXIBILITY in a one-column format. Lorem ipsum do-

lor sit amet, con sectetuer adipiscing elit, sed diam nonummy nibh euismod

rincidum ut laoreet dolore magna aliquam erat vulurpat. Ut wisi enim ad minim

veniam, quis nostrud excrci Cation ullamcorper suscipit lobortis nisi ut aliquip

ex ca commodo consequat. Nam liber temper soluta nobiv eleifend option congue

nihil imper dietdonung quod tnazim placerat possim a>*uni. Lorem ipsum dolor

sit amet, consec tetuer elit, sed diam nonummy nibh euismod.

Duis autem vel eum dolor in hendrerit in vulputate velit molestie cunsequat,

vel ilium dolore eu feugiat nulla facilisis at vero eros e! accumsan et iusto odio

dignissim qui praesent luptatum zzril augue dm-, dolore tc feugait nulla facilisi

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy

nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.

Cuismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wis!

enim ad minim veniam, quis nosmid excrci tation ullamcorper suscipil lobortis

nisi ut aliquip ex ea commodo conse. Nam liber tempor soluta nobis eleifend

Option congue nihil imper dietdonung quod mazim placerat possim assum. Lorem

ipsum dolor sit amet, consec tetuer elit, sed diam nonummy nibh euismod

tincidunt ut laor dolore magna aliquam erat volutpat. Ut wisi enim ad minim

veniam, nostrud exerci tation ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat ex ea commodo. Duis autcm vel eum dolor in hendrerit in

vulputate velit molestie consequat, vel ilium dolore eu feugiat nulla facilisis at

vero eros et accumsan et iusto odio dignissim qui praesent luptatum zzril augue

duis dolore te feugait nulla facilisi, Lorem ipsum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Duis autem vel eum inure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis Nam liber tempor soluta

nobis eleifend option congue nihil imper, Lorem ipsum dolor sit amet, con

sectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut aliquip ex ea commodo

consequat. 4

More columns

provide more

flexibility.

As the number of columns on a page increases, the columns get nar-

rower and the lines get shorter. Column width has a profound influence

on a publication's readability. Because readers tend to scan groups of

words, rather than individual letters, narrow columns can be difficult to

read. The readers' eyes have to shift to the next line more often.

On the other hand, wider columns make it more difficult for a reader's

eyes to make a smooth transition from the end of one line to the be-

ginning of the next without getting lost.

Column width should be a factor in your choice of type size. Narrow

columns work best with small type sizes, while wider columns usually

require larger type sizes.
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Put small text in small columns. Lorem ipsum

dola sll .iinii, consectctuei adlpiscingelit,3eddiani

DOnUffimy nibh euismod tincidunt ut laoreet dolore

magna aliquam era! volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation ullamcorper

sum ipil tabortia nisi ut aliquip.

Duis autem vel eum inure dolor in hendrerit in

vulputalc velit esse molcstie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero eros et

.munis. in et iusto odio dignissim qui blandit

praesent luptatum zzril delcnit augue duis dolore

te feugait nulla facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio

dignissim qui blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend op-

tion congue nihil imperdiet doming id quod mazim
placerat facer possim assum. Lorem ipsum dolor

sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

Put large text in large columns. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut aliquip.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat

nulla facilisis at vero eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril delenit augue duis dolore

The number of columns on the page doesn't have to be the same as

the number of columns in your grid. Good-looking publications can

be created by varying column widths based on an established multi-

column grid.

For example, the five-column grid lends itself to a variety of arrangements.
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An extremely popular technique is to leave one or two of the leftmost

columns empty of text. Sidebars and illustrations can be placed in

these empty columns, alongside the text they accompany.

Planning the

Wedding
Lorcm ipsum dolor sit amct. conset tenia adipiscing dit, scd

diam nonummy nibh cuismod tin idunt ur laorcct dolorc ma
gna aliquam crai volutpat Ut wisi <nim ad minim vcniam. qu

nostrud cxerei rarion ullamcorper u.scipir lobortis nisi ut al-

iquip ex ea commotio conscquaf.

in hendrcrit in nilputate

vdit esse molestie conscquat. vcl ilk m dolorc cu I'cupi.u ruill.i

fcugair nulla facilisi Lorcm ipsum dolor sit imci. consecicruc

adipiscingclit scd diam nonummi nibli cuismod tinciduni u

laorcct dolorc magna aliquam crat ulutp.it

m 9 iad r i qim
ullamcorpcr suscipit lobortis nisi ut illquip ex ca commodo
cunscquat Duis autem vcl cum inure dolor in hendrcrit in

vulpuraic velit esse molestie conscquat, vel ilium dolo cu fcugiat

qui bland it pracscnt luptatum zznl dclcnit augue duis dolorc te

fcugair nulla facilisi.

Nam liber tempor cum soluta nobis clcifcnd option conguc

nihil impcrdiet doming id quod mazim placerat facer possim

assum Lorcm ipsum dolor sir amct. conscctctucr adipiscing cht.

scd diam nonummy Duis autcm vel cum iriurc dolor in hendrc-

rit in vulputatc vein esse molestie conscquat. vcl ilium dolorc cu

fcugiat nulla facilisis

I orcm ipsum dolor sit amet. conscctctucr adipiscing chr sed

aliquam crar volutpat Ut win cnim ad minim vcniam, nosrrud

cxcrei tation ullamcorpcr suscipit lobortis nisi ut aliquipcxea

The Flower Girl

Nibh cuismod nncidunl ut laorcct dolorc magna aliquam erat

volutpat Vt win cnim ad minim vcniam. quis nostrud cxerci

ration ullamcorpcr suscipit lobortis nisi ut al iquip conscquat

vdir esse molestie conscquat. vcl ilium dolorc cu fcugiat nulla

Facilisis ar vcroeroset accumsan ct iustoodio dignissim qui

btandit pracscnt luptatum zzril dclcnit auguc duis dolorc tc

fcugair nulla fadlui 1 orcm ipsum dolor sir amct conscctcrucr

adipiscing clit. scd diam nonummy nibh cinsmod tincidunt ut

laorect dolorc magna aliquam crat volutpat

Placement of page items should conform to the overall column

scheme. A two-column photo, "A," in the illustration, on a five-col-

umn grid looks good when its edges are aligned with column guides.
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Likewise, a three-column photograph, "B," on a five-column grid

works well when the edges of the photograph are lined up with the

column guides.

However, a two-and-a-half-column photograph, "C," on a five-column grid

creates unsightly half-columns of white space or short columns of type.

Just as establishing the number of columns influences the color and

feel of a publication, so does the space between columns. Closely

spaced columns darken a document and often make it more difficult to

read—the reader's eye tends to jump the gap between columns. Extra

space between columns lightens, or opens up, a page, and clearly

separates one column from another.
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Gutters

In designing multipage documents, pay particular attention to the gutter—
the inner space of facing pages.

Gutter size depends primarily on the type of binding you plan to use.

Most books (including this one) use perfect binding, a method in

which all pages are glued together. It's usually a safe bet to leave a

traditional gutter margin of V2-inch to accommodate this type of

binding.

Chapter Nine

Life in the Gutter

L.

ulputate vclic esse molcstie

n ipsum dolor sit a met, adipiscing eht, sed diam nonummy nibh cuismod

tincidunt ut laoreet dolore magna aliquant erai volutpat. Ut wisi enim ad minim

veniam, quis nosrrud exerci tation ullamcorpcr suscipit lobortts nisi ut aliquip ex

ea commodo conscquat.

Dim autem vcl eum inure d.olor in hendrent n

conscquat, vcl ilium dolore eu feugiat nulla facili

lusto odio dignissim qui blandit praesent luptatum

te feugait nulla tacilisi. Lorcm ipsum dum dolor mi .imci,

elii. sed diam nonummy nibh cuismod tincidunt ut laoret

ut wisi enim ad minim veniam, quis nostrud exerci tati'

lobortis nisi ut aliquip ex ea commodo consequat. Dui

dolor in hendrent in vulputatc vein esse molcsne consequat, vel ilium dolore eu

feugut nulla facilisis at vero cros et accumsan ct msto odio dignissim qui blandit

pracscnt luptatum zznl delenit auguc duis dolore te rcugait nulla facilis

Nam liber tempot cum soluta nobis elcifend option congue r

doming id quod mazim placerat facer passim assum. Lorem ipsum dolor si

consectctucr adipiscing cl it, sed diam nonummy nibh cuismod ti

dolore magna aliquam crat volutpat. Ut wisi enim ad minim. Lorem ipsum dolor

sit amet, adipiscing clit, sed diam nonummy nibh cuismod tincidunt ut laoreet

dolore magna aliquam crat volutpat. Ut wisi enim ad minim veniam, quis nostmd

cxcrci tation ullamcorpcr suscipit lobortis nisi ut aliquip ex ea commodo conscquat.

Duis autem vel eum mure dolor in hendrent in vulputatc velit esse molestie

conscquat, vcl ilium dolore eu feugiat nulla facilisis at vcro cros et accumsan ct

iustoodiodignissim qui blandit praesent luptatum zznl delenit auguc duis dolore

ic leug.ui nulla facilisi. Lotem ipsum dum dolor sit amet, conscctciuct adipiscing

elit, sed diam nonummv nibh cuismod tincidunt ill laoreet dolore magna aliquam

nl delenit auguc duis dolore

net. consectctucr adipiscing

otcet dolore magna aliquam

ullamcorpcr suscipit

lorem ipsum dolor sit amet, adipiscing clit. sed diam nonummy nibh cuismod

tincidunt ut laoreet dolore magna aliquam crat volutpat. Ut wisi enim ad minim

veniam. quis nostrud exerci tation ullamcorpcr suscipit lobortis nisi ut aliquip ex

ea commodo conscquat.

Duis autem vcl cum iriurc dolor in hendrent in vulputatc velit esse molest ic

consequat. vel ilium dolore eu feugiat nulla facilisis at vcro eros ct accumsan ct

iusto odio dignissim qui blandit praesent luptatum zzril delenit auguc duis dolore

tefcugait nulla facilisi. Lorcm ipsum dum dolor sit amet. consccteruer adipiscing

elit. sed diam nonummy nibh cuismod tincidunt ut laoreet dolore magna aliquam

ut wisi enim ad minim veniam, quis nostrud exetci tation ullamcorpcr suscipit

lobortis nisi ut aliquip ex ca commodo conscquat. Duis autem vel eum irillK

dolor in hendrent in vulputatc velit esse molesuc conscquat. vel ilium dolore cu

icugiat nulla facilisis at vcro cros el accumsan ct iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore tc teugait nulla facilisi

Nam liber tempot cum soluta nobis elcifend option congue nihil impcrdiet

doming id quod mazim placerat racer possim assum. Lorem ipsum dolor sit amet,

consectctucr adipiscing elit, sed diam nonummy nibh cuismod tincidunt ut laoreet

dolore magna aliquam erar volutpat. Dl wisi enim ad minim. Lorem ipsum dolor

sit amet. adipiscing clit. sed diam nonummy nibh cuismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud

exerci ution uilamcorper suscipit lobonis nisi ut aliquip ex ea commodo consequat.

Duis autem vcl cum iriurc dolor in hendrent in vulputatc vclir esse molcsne

consequat. vcl ilium dolore eu feugiat nulla facilisis at vcro cros ct accumsan Ct

iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore

te feugait nulla tacilisi. Lorcm ipsum dum dolor sit amet. consectctucr adipiscing

vulputatc velit esse molcsne conscquat, vcl ilium dolore cu feugiat nulla facilisis

at vcro cros ct accumsan ct iusto odio dignissim qui blandit pracscnt luptatum

s dolore re feugait nulla tacilisi.

:um soluta nobis eleifend option congue nihil impcrdiet

n placerat facer possim assum. Lorcm ipsum dolor sit amet,

;eht, sed diam nonummy nibh cuismod tincidunt ut laoreet

erat volutpat. Ut wisi enim ad mi

adipiscing elit, sed diam nonummy nibh euis

nagna aliquam crat volutpat. Ut wisi enim ad mil

it urn uilamcorper sckscipu lobonis nisi ut aliquip c

tzril delenit augue du

Nam liber tempor i

doming id quod mazii

e magna aliqu, nim. Lorcm ipsum dolor

nod tincidunt ut laoreet

nm veniam. quis nostrud

; ea commodo consequat.

For ring binding, reserve a %- to 3/4-inch gutter. Most plastic spiral

bindings don't require such wide gutters. The best plan is to choose a

particular binding first, then design your gutter width around it.

Margins
Margins determine the space between columns and the edges ofa page.

Effective design allows breathing room between the live area and the

physical boundaries of a page, referred to as trim size.

A document with wide margins is generally more inviting to the

reader. Narrow margins indicate that space is precious, and they're

generally reserved for reference works and other information-rich

documents.
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Text Organizers
Imagine if a newspaper used only one typeface and all the text was set

at the same size. How many pages would you be able to read before

getting tired of it? Probably not too many.

Keep in mind that large expanses of text are daunting for a reader

—

they look like hard work. You're less likely to scare off your reader if

your text is divided into manageable-looking pieces. Using text orga-

nizers like headlines, subheads, captions, and pull quotes will make

your text look more inviting.

Headlines

Use headlines to invite readers to become involved.

Headlines, the most basic text-organizing tool, help a reader decide

whether to read a document. They're meant to be perused quickly,

so it's best to keep them concise.

Your headlines will be more effective if they're clearly differentiated

from the text. A larger type size is a good start. You can also add

emphasis to headlines by setting them in a different typeface. For ex-

ample, headlines set in sans serif type are often used with text set in

a serif typeface—a popular font combination for documents such as

advertisements, books, brochures, and newsletters.

Serif Vs. Sans Serif

The letters in a serif typeface

have flared-out tops and bases.

The body text of this book is set

in a serif typeface. Type that

lacks these embellishments, like

the text within this sidebar, is

called sans serif.
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Advance, and Be

Recognized!
Conicctetuer adipiiting elit

.

vein e«e molemc comcquat, Lorem ipvum dolor ut jmti,

ted duin nonumms nibh K cu feupjt conveetetuer adjpnaag elit.

euilmod tincidunt ut borect nujb&dfaiuatveioeraaei led diam nonunum nibh

dolore magna aliquam eni accumsan et imto odio cuMnod tincidunt ul laoreet

volutpat Ut wisi enim ad .' blandit praeient dolore magna aliquam erat

minim vtmim. quu noitrud luptatum zzril delenit augue volutpat. Ut WW emm ad

exerei ration ullamcorper dun dolore tc feugair nulla minim veniam. quu nottrud

<uicipit lobortis mi] ut aliquip facilisi, Lorem ipium dolor in cxcrci ution ullamcorpcr

ex ea corairodo conKqual amet, conseccerucr adducing lusctpn lobortu mil ut iliquip

Duis autem ve! cum inure elit, sed diim nonummy nibb ex ea commodo consequat.

dolor in hendrerii in irulputatc euismod tincidunt ut laoreet Dun autem vel eum inure

vein ewe moleme coniequat, dolore magna aliquam erat. dolor in hendrent in vulputate

ve] ilium dolorc cu fcutjiat Ut Win emm ad rtunirn vein e«c moleine consequat.

nulla Eadtiai Lorem ipnm ROStrud cxcrci vel mum dolon

dolor sit amet. comectctuer tarion ullamcorper uaicipn nulla facduu at vera crcn et

.idipixing elit. ted diam lobortu mil ut aliquip ex ea accumsan et ham odio

nonummv nibh euismod commodo consequat Dun JignisMm qui blandit praeient

tincidunt ut laoreet doloK intemvd eum iriute dolor in luptatum zzril delcmt augue

magna aliquam erat volutpat hendrent in vulpuuce vein dun dolore te fcugait nulla

Utwiiicnim adminim e»e molcitie comequal, vel . ipium dolor ut

variant, quii nosmid exerei ilium dolore <Miteup.it nulla amet, consectetuer adipiscing

Eaciliii! at vera ero. et elit. ted diam nonummy nibh

COmmodo consequat aceumnn et iutto odio euismod dndd
Ouis Bueem vel eum iriutc b] indii pnetent dolorc magna aliquam erat

dolor in hendrerit in vulputate luptatum zzril delenit augue ™ l

u.
P
",„,„™ 1d „,„,„,

&^Wf
vemam. quu nostrad cxcrci

ution ullamcorpcr suseipit

c**
1 lobortJi mil ut aliquip e\ ea

^~ JfMttPf'
commodo consequat Duu
autem vel eum inure dolor in& 'mM KT f hendrent in vulpucate veinp. esse molesne consequat. vel

r m 9w ilium dolore cu feugiat nulla

tacilisisatveroerwet

aecumian et iusto odio

digmtum qui blandit praesent*» ^w V-* luptatum zznl delemt augue

duu dolorc (c fcugau nulla

1' W' «%
Ua list

Nun liber tamper cum
soluta nobis cleilend opnon

r ~ s cotipue nihil imperdiet

doming id quod rruzun

Greater Contrast
Makes Reading Easier

Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerri tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dum dolor sic amet,

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugak nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim placerat facer possim

assum. Lorem ipsum dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad minim

lorem ipsum dum dolor sit amet, consectetuer adipiscing elit.

You don't have to switch typefaces for your headlines. Setting the text

typeface in a larger size and/or heavier weight will often provide suffi-

cient contrast.

The greater the size difference between headline and text, the easier it

is for readers to identify and read your headline.
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Greater Contrast
Makes Reading Easier

I orem ipsum doloi sit amcc, adipiscing elit, sed diam

nonummy nibh euismod tincidunt in laoreet dolore magna

aliquam erat volutpat. Ui wisi enim ad minim veniam, quis

nostrud exerci cation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

I )uis autem vel cum inure dolor in hendrerit in vulputate

veil! esse molestie consequat, vel ilium dolore eu leugiat nulla

facilisis .it vero eros et accumsan et iusto odio dignissim qui

blandit praesem luptatum zzril delenit augue duis dolore te

lcut;.i ii 11 ul l,i l,u Jim I orcin ipsum J inn dolor sil amet,

vel eum inure dolor in hendreritin vulputate velit esse molestie

consequac, vel ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim placerat facer possim

assum. Lorem ipsum dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad minim

lorem ipsum dum dolor sit amet, consectetuer adipiscing elit,

Headlines are designed for impact, so make them as readable as pos-

sible. Avoid setting long headlines in uppercase type. Not only do long

uppercase headlines occupy more space, but they slow readers down

because they're difficult to read.

READERS QUICKLY BECOME FED UP
WITH LONG UPPERCASE HEADLINES
Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dum dolor sit amet,

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim placerat facer possim

assum. Lorem ipsum dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad minim

lorem ipsum dum dolor sit amet, consectetuer adipiscing elit,

It's best to limit uppercase headlines to a few words. This adds impact

without slowing the reader down.

MUCH BETTER
Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci cation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dum dolor sit amet,

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis ai vero

eroset accumsan et iusto odio dignissim qui bl.iiuln pi tesi ni

luptatum zzril delenit augue duis dolore le leuj-iu nulla l.uilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim pl.uc i.n race) possim

assum. Lorem ipsum dolor sit amet, consa Et cuei adipisi ing

elit, sed diam nonummy nibh euismod tiiuidunt Ut li I

dolore magna aliqu.im erat volutpat. Ut wisi enim ad minim

lorem ipsum dum dolor sit amet, consei tetuet adipi» ing elit,
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The most readable type scheme for headlines is to use uppercase for

the first letter of each word (except articles and short prepositions,

which should be left uncapitalized).

Set Headlines With Initial Caps
For Maximum Readability

Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

lobortis nisi ut aliquip ex ea commodo consequat. Duis autem

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at veto

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod rnazim placerat facer possim

Try to limit headlines to three lines. Headlines of four or more lines

can look too wordy and complex to read at a glance. Also, avoid cen-

tering headlines that contain more than two lines. Long centered

headlines slow readers down because they have to search for the be-

ginning of each line.

Long Centered Headlines Cause
Readers to Give Up in Frustration;
Editor-in-Chief Advises Shortening

Them For the Sake off Clarity
Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

tincidunt ut laoreet dolore magna aliquam ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo consequat. Duis autem

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Flush-left headlines, on the other hand, let readers move directly down

to the first words of the following paragraph.

Left-Aligned Headlines
Start Readers Off Right

Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

lobortis nisi ut aliquip ex ea commodo consequat. Duis autem

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu teugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim placerat facer possim
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Kickers

Lead into your headline with a kicker—a short summary phrase.

Kickers are used to introduce headlines. Quite often, they're used to

add meaning to headlines that don't stand well on their own—head-

lines involving plays on words, for example. Kickers also can be used

to categorize an article.

Profile ofa Modern Hero:

Fireman Saves Cat
Caught in Tree
Lorem ipsum dolor sit amet, adipiscing elit, sed diam

nonummv nihh euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim veniam, quis

nostrud cxerci cation ullamcorper suscipit [obortis nisi ut

iliquip i k ea commodo consequat.

Duis auicm vel cum iriurc dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium dolore eu feugiat nulla

racilisis at vera eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit augue duis dolore te

minim veniam, quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aJiquip ex ea commodo consequat. Duis autem

vel eum iriure dolor in hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim placerat facer possim

assum. Lorem ipsum dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad minim

lorem ipsum dum dolor sit amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut aliquip ex

ea commodo consequat. Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie consequat duis autem

Subheads
Subheads indicate how information within a document is organized.

Subheads serve many functions. Placed immediately after headlines,

they provide a smooth transition from headlines to text. This type of

layout is convenient when the content divides neatly into comparable

subtopics.

IDENTIFYING
Flying Objects

|T'S A BIRD

Lorem ipsum dolor sit amet, adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et

|T'S A PLANE |T'S SUPERMAN
Aliquam ut wisi enim ad minim veniam,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat,

vel ilium dolore eu feugiat nulla facilisis

at vero eros et accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Ut wisi enim ad minim autem vel eum
iriure dolor in hendrerit in vulputate

velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla facilisi. Lorem ipsum dum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod tincidunt

ut laoreet dolore magna.
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Subheads can also be placed within the text, to break it into manage-

able segments. The left-hand example below is cumbersome to read.

The page is depressingly gray, and there's no way to get an immediate

sense of the content.

The right-hand example is more inviting. The white space preceding

each subhead breaks up the expanse of gray, and hurried readers can

skim the subheads to decide whether the text relates to their interests.

Don't Make aliquam ..-r.ii volutpat. dolor lit

amet, eonsectetucr adipuong elit,

Reading a Chore dndduntutboRcido

JiquuncmvoIiRpit

vcn.im.quu nostrud eurci unon

Lorem ipium dolor silamet. impadid doming id quod nwim uuW.rpeMUfc.ipitlobortiinul

TWiBrtfWfr rlipJKmg ftt, tri imwum uiahquipexea commodo

diam nonummy nibh euumod Lorem ipium dolor n'l imet. coniequal. Dun autcm vel cum

Imcidunl ut borerl dolore magna convevletucradipiicing dil. ltd inurcdolorinhendre.il in

aliquam erat volulpat. Ul win dum nonummy mbh euivmod vulpuutcvditewemolcilie

enim ad minim vcmam.quu Imcidunl ut boicet dolorc magna convequat. vel [Hum dolorc eu

lUqiHUD crjtvolulpjl Utwiii feugiat nulb facilisi* at vera «o* tt

enim id minim ^iH.Lin. .in,-. accumsw et iuito odio digniuim

etcommodoconKquit nostrud and tation ullamcorper qui bbndil pnexmi luputum nnl

dclenit auguc duis dolote tc feugait

dolor m hendrcrit m vulp utile ea commodo conwquat. nuUibdlm.

vdit tw molertie towequat. vel Duiiautrmvdcumiriure Nam liber tempor cum *olub

alumdoloreeulcugiimulb dolor in hendreril in vulpuuic nobu cl cifend option congue nihil

bdlUiitWDcraictKxiimRuiei ': CODH0JUU.W! imperditt doming id quod mazim

luito odio digniviim qui bbndil ilium dolorc cufeugMl null* pbcer.it beef powim uium

praesent luptatum nril delcnil Lorcm ipsum dolor sit am el.

auguc dun dotore tc feugjil nulla Lorem .piumdolor.lt amet. ton set letter adipucing ellt, icd

facilm Lorem ipuim doloi sit constctctuer adipiiiing chl, «d diam nonummy mbh cui.mod

amet. conwetctuer idJparin| dit, dum nonummv mbh euumod bnciduntutlaoreei dolore magna

«d di4m nonummy mbh euumod tincdunl u( boreel dolorc magna aliquim erat volutpaL lit wui

t.ntiduntulboreet dolore magna aliquam cralvolulpai Ulnrili cnim ad minim vcniam.qun

aliqutmentvDluipU enim ad minim veniam.quu noitrud e«rci ution uUdmcorpci

Ur win enim id minim

veniam.iiuiiooHnidatmiuiion iurapit loborti) mil ut ejiqujp c.

H

^nlr.od

>,ti*nid

ul'

ll 'qU,P "

uUuncerpci nucjpii looortii nisi ea commodo tonaequal. Duisauiem vel eum mute

ui aliquip n a commodo Duu autem vel cum inure dolor in hendreril in vulpuUte

coiuequaL Dun nulan vel cum dolor in hendient m vulpUttU vein cue moleslie comequat, vel

inure doloi in hendienl in vein euemoleHieconiequal, vel ilium dolorc tu feupat nulla

vulpuutevditeue molertie DIundoloRcufcngUtiiuni bciliwdolo.^it.eoniccieiucr

conwqual.vel ilium dolore eu fcadluu at veto sot el juumun el adipiiang tlit. ltd diam nonummy

it'Ji]'.ir i.ulli Utilms *( veracroxl iusUi odio digniMim qui bbndil nibb euismod lino Juni ut Lured

K<imun el imln odjg digniuim pracKnt luputum zrn\ dclenit dolorc magna aliquam erat

qui h-1 r. .1 . praetenl lupuium mil augue duii dolorc te feugail nulla volutpaL Lorem ipum dolor ut

(acilisi Lotem ipvum Juli.t .M

null.ilJ.ih-, amet, coniectetuvr adipivcmgclii, «d diam nonummy nibh eunmod

Nun liber Kmpor cum lohiti scd dum nonummy mhh euismod imcidunt ut borcetdolore magna

nobu deifend option congur nihil hncidunlutboreet dolorc magna iquameratvoutpat.

Don't Make amrr, conKcictuei adipuang dit.

Reading a Chore amet. corueOrruer adipuang dit.

LORD ip<um dolor m «net. cum »luu nobu deifend opoon ahquam erat volulpat

oinwetenjer jdipiwing dil, vol congue nihil imperdirt doming id Lt win crum ad minim

diam nonummv nibh oiiunod quod maom plactrar beer pouam •enim. qua* nocrud ercrd Ubon

rmoduni ut laorat dolore magna asium. Lorem ipsum dolor ul ullamcorper «i>cipil lobortu nul

ahquam erat vclutpji L'l wui amer, ajruecleruer adipuang dit. uiahquipa a commodo

enim ad minim wnum,qu« ted dam nonummy nibh euumod conxqual. Duit autcm vd cum

nostrud ewrci lation ullamcorper ti ncidunt ut boreet dolorc nugnj inure dolor in hendreril in

MKipil loborfis ni.i| ui ali.juip a aliquam er»r volutpat L't v.iu vulpuute vdil cue moletbc

ea commodo coniequat enim ad minim vcnum.quir coniequat, vel ilium dolore eu

DuiiautcmvtlcumiriUK novtrud eierci uoon ulbmcorpei leugut nulb taolim al v«o erov et

dolor in hend rent in vulpnt.it..' luicipil lobortu nul ut ajiquip ei accuman et ludo odio digniuim

vclit o>* molestie tonfequal, vel a commodo cotwequiL qui blandit prieient luputum mil

fadlios al wro eroi cl accumun ct Add Subheads nuIbuciluL

lusto odio digniuim qui blandit Frequently Sam libo tempor cum toluu

pracient luptatum nnl ddenil Duu autcm id eum mure dolor m nobu elcifend opoon congue nihil

auguc duii dolorc tc tcugut nulla hendrml m vidputale vein e«e imperdiet domu>g id quod manm
faahsi Lorem ipnim dolor nt molesuc coniequai, id Oiura placeral facer possm auum.

amet. comectetucr jdipivong elit. dotorc eu frugal nulb batuii Lorem ipuun dolor ui amel.

ied diam nonummv mbh euivm.Hl Lorem ipsum dolor at amet. contcctctuer adipucing dit. >ed

oncidunl ui laoreet dolorc magna cortKaerucr adipuang dit, ted diam nonummr nibh euumod

aliquam erat volutpat dum nunumm, nibh euumod ttnadunt ut bored dolore magna

Qnamml Hi lanreet dolore magna aliquam eral .olutpaL L t -is

Open Up Your Pages aliquam rrai volutpaL Ut wui emm i J mmim .cmam quu

Unviiirnim ad minim vcniam. cnimadmin.mvemam.qun nortrud eierci Uuoo uUamcorper

quunoimidoitrouoon noitrud extra tation ullamcorper tuiapil lobortu nul ul ahquma
ullamcorper vuiopit lobortu n»l iwcipri lobortis nul ut aliquipa a commodo coruequaL

ui iliquip ci a commodo

conwquat. Duu auttm vrl cum Duu autcm vd eum inure Use Various Subhead

dolor in hendreril in vulputate Techniques

vulputaie lelit cue molune veil! euemoleitieeoniequat. vel Duu autcm >d eum mure dolor m
contequat. vel dlum dolore cu ilium dolore cu feugut nulla hendreril in mlpuuie *dtl eue

fcugial nulla racilms at veto erot el faoluii at v«o ero* et actuman et molabe comcquai. id ilium

accumun et lutto odio dignunm iuito odio digniuim qui bbndit dolote eu feugiai nulb facaluu

qui blandit praeienl luptatum cznl ptaoent luputum mil dekrut dolor nt . corueclriuer adipuang

dclenit augue duu dolore te (eupit augue duii dolorc tc teugail nulb eht. icd dum nonummr mbh

nulb facilm nam liber tempor in. ipium

You'll need to position subheads so that they are closely associated

with the text they introduce. Leaving more space above a subhead

than below it will link it with the correct text.

Subheads clue readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance of a page and enhance reader-

ship by providing a transition between

headlines and text.

Subhead Linked to Text
Mystery

Subheads can be set apart from text by us-

ing various techniques. For example, they

can be placed inside or next to the text.

Subheads should always be closely associ-

Incorrect

Subheads clue readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance of a page and enhance reader-

ship by providing a transition between

headlines and text.

Subhead Linked to Text
Mystery
Subheads can be set apart from text by us-

ing various techniques. For example, they

can be placed inside or next to the text.

Subheads should always be closely assod-

Correct
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Like headlines, subheads tend to stand out when set in a larger type

size and a different typeface than the text.

Subheads *. Im- readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance >>l a page and enhance reader-

ship hy providing a transition between

headlines and text

Missing Contrast Is Suspected

Subheads can be set apart from text by us-

ing various techniques. For example, they

can be placed inside or next to the text.

Subheads should always be closely associ-

ated with the text they introduce. There

should contrast between the subhead

Subheads clue readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance of a page and enhance reader-

ship by providing a transition between

headlines and text.

Correct Contrast Has
Been Located
Subheads can be set apart from text by us-

ing various techniques. For example, they

can be placed inside or next to the text.

Subheads should always be closely associ-

ated with the text they introduce. There

Subheads can be set centered or flush left.

Subheads clue readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance of a page and enhance readership

by providing a transition between headlines

and text.

Subheads Offer

Great Variety
Subheads can be set apart from text by using

various techniques. For example, they can be

placed inside or next to the text. Subheads

should always be closely associated with the

Subheads clue readers into the content or-

ganization within an article. Subheads break

text into manageable segments, improve the

appearance of a page and enhance readership

by providing a transition between headlines

and text.

Subheads Offer

Great Variety
Subheads can be set apart from text by using

various techniques. For example, they can be

placed inside or next to the text. Subheads

should always be closely associated with the

Horizontal rules above or below subheads can add emphasis.

Lorem ipsum dolor sit amet, adipiscing elit,

sed diam nonummy nibh euismod tincidunt

ut laoreet dolore magna aliquam crat volutpat.

Ut wisi enim ad minim veniam, quis nostrud

exerci ration ullamcorper suscipit lobortis nisi

ut aJiquip ex ea commodo consequat.

The Rule* of Subhead*
Duis autcm vel cum iriurc dolor in hendrerit

in vulputate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenk augue

duis dolore te feugait nulla facilisi. Lorem

ipsum dum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna

aliquam ut wisi enim ad minim veniam, quis

nostrud exerci ration ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat. Ut wisi enim ad minim veniam,

quis nostrud exerci ration ullamcorper suscipit

lobortis nisi ut aliquip ex consequat. Lorem

jpsum dum dolor sit amet, consecrerucr
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Subheads don't have to be positioned above the accompanying text.

Placing them to the side, for example, is often quite effective.

As with other organizing tools, uniformity is important. Remember

to treat subheads consistently throughout your desktop-published

document.

They Lock Good
Here!

you'll Be

Pleasantly

Surprised

Put Subheads

en the Side

Lorem ipsum dolor sit amet. adipiscing elit. sed diam

nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla

facilisi. Lorem ipsum dum dolor sit amet. consectetuer

adipiscing elit. sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam ut wisi enim

ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat. vel ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait nulla

facilisi. Lorem ipsum dum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam ut wisi enim

ad minim veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel eum iriure do-

lor in hendrerit in vulputate velit esse molestie

Captions

Use captions to tie photographs and illustrations into the rest ofyour

publication.

Headlines and captions are more likely to be read than any other part

of a publication. You can take advantage of this by using captions to

summarize important points.

Captions can be placed in a variety of ways. Most often, captions are

placed above or below the artwork. It's a good idea to either center

your captions or align them to one of the visual's edges.
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t ,11,1m r mum doloi ii amet, consec

tetui ' adlpl Ing elit, diam nonummy
nibh '"

I
i iik ni u in in laoreel

dolors magna allqi i erai volutpat.

Hi wlal enim ad in i eniam, quia

nostrud exarcl tatlon ullami oi pei

suscipii lobortla nisi ut aitqutp e ea

commodo consequat.

Huis autem vel eum Iriure dolor In

hendiriK in VUlpUtate villi esse

molestieconsequat, vel ilium dolon eu

i.ii
:;

i.ii null. i i.u IHsls .ii vero eros et

fei ih si i orem ipsum dolor sit amet,

i onsei tetuei adipii gelit, seddlam

nonummy nlbh euismod tincidunt ut

Ii tei dolore magna aliquam erai

irolutpal

lit wisi enim ad minim veniam.

nostrud exercl tation ullamcorper

suscipii lobortis nisi ul aliquip ex ea

i ommodo i onsequat. Duis autem vel

eum iriure dolor In hendrerit in

vulputate velit molestie consequat,

ilium dolore eu feugiat nulla facilisis

i
i is the key to rock climbling—that, and not falling off

accumsan el iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla

at vero eros et accumsan et iusto

odiodignissim qui blandit praesent

luptatum zzril delenit augue duis

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod
tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad

minim veniam. quis nostrud exerci

tation ullamcorper suscipii lobortis

nisi ut ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis. Ut wisi enim ad

minim veniam, nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit molestie

consequat, ilium dolore eu feugiat

nulla facilisis at vero eros et accumsan

et iusto odiodignissim qui blandit

praesent ipsum dolor sit amet, consec

tetuer adipiscing elit, diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Lorem ipsum

dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam erat volutpat. Lorem ipsum

dolor sit amet. consectetuer wisi enim

ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis

nisi ut aliquip ex ea quis nostrud exerci

commodo consequat.

Another possibility is to place the caption alongside the artwork.

Generally, the caption is aligned to fit flush against the visual.

Lorem ipsum dolor sit amet. consec

tetuer adipiscing elit, diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat. vel ilium dolore eu

feugiat nulla facilisis at vero eros et

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit molestie consequat,

ilium dolore eu feugiat nulla facilisis

at vero eros et accumsan et iusto

odiodignissim qui blandit praesent

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit. sed diam

luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Nam liber tempm < urn soluta nobis

eleifend option congue nihil imperdlei

doming id quod ma/im plat erai fat ei

If part of your picture is relatively empty, you can place the caption

inside the artwork.
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Lorem ipsum dolor sit amet. consec

tetueradipiscingelit, diamnonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vuiputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros et

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vuiputate velit molestie consequat.

ilium dolore eu feugiat nulla facilisis at

vero eros et accumsan et iusto

odiodignissim qui blandit praesent

Persistence is the key to

rock clirnbting—that,

and notfalling off.

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

luptatum zzril delenit augue duis

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod

tincidunt ui laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis

nisi ut ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vuiputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis. Ut wisi enim ad

minim veniam. nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vuiputate velit molestie

consequat. ilium dolore eu feugiat

nulJa facilisis at vero eros et accumsan

et iusto odiodignissim qui blandit

praesent ipsum dolor sit amet, consec

tetuer adipiscing elit. diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Lorem ipsum

dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam erat volutpat. Lorem ipsum

dolor sit amet. consectetuer wisi enim

ad minim veniam. quis nostrud exerci

tation ullamcorper suscipit lobortis

nisi ut aliquip ex ea quis nostrud exerci

commodo consequat.

Whatever your choice, be consistent throughout your publication.

Captions are high-profile items, and your readers will notice any in-

consistencies.

Headers And Footers

Information at the top or bottom ofeach page in a newsletter, book, or train-

ing manual can reinforce the publication's identity and help readers locate

information.

Information repeated at the top of every page is known as a header, or,

if it's located at the bottom of every page, it's called a footer. Typically,

headers and footers include such information as the publication's title,

section and chapter titles, chapter number, and page number.

You might choose to have both a header and a footer, and divide the

necessary information between them.

Reference works often include page-specific information in each

header, to help readers locate information quickly. Looking up a word

in a dictionary, for instance, would take much longer without the aid

of headers.
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Pull Quotes And Sidebars

Pull quotes and sidebars give your pages editorial diversity and add visual

interest to your layouts.

In addition to subheads, you can add graphic interest to your page by

using pull quotes—a sentence or two extracted from the text and set in

display type within the text column or in a side margin.

Pull quotes should only occupy a few short lines, so readers can take

them in at a glance. You might choose to paraphrase the text rather

than quote it verbatim, to keep the pull quote pithy.
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4 Looking Good in Print

• What similar messages have your readers encountered from

other sources or competitors?

• How does this publication relate to your other publications?

The more you define your project's purpose and environment,

the stronger your design will be.

Planning & Experimenting

Planning

typically

accounts for 25

to 35 percent

ofthe entire

project.

Turn offyour computer to plan and experiment

The tools of any trade ultimately impact design. The most so-

phisticated tools used for planning are paper and pencil—the old

technology—to sketch your page ideas. Planning typically

accounts for 25 to 35 percent of the entire project Shocked?

Expect your project to take twice as long if you insist on using

your computer for planning or decide on design-on-the-fly.

First Things First

If you were to win the lottery and decide to build a house, you'd

likely hire an architect to design your dream home. Your archi-

tect, if worth any salt at all, isn't likely to pick a hammer and saw
to tackle such a project. Well thought-out plans in the form of

blueprints and designs can make big differences in the success,

efficiency, quality, and enjoyment of the finished project. First

things first.

Although desktop publishing lets you produce graphics on

your computer, if s often best to loosely sketch initial ideas and

tnal layouts with pencil and paper. The most powerful computer

system won't teach you how to make effective design decisions.

Computers cannot yet think or imagine, and so, offer little in the

realm of creativity The human mind thinks with ideas and your

ideas are unique to you and the moment at hand.

Try out a variety of ideas. When you finish one sketch, begin

another. Let speed become a stimulant. You'll need a minimum
of three sketches With two sketches, you can see differences;

with three or more, you begin to see patterns and rhythms.

Another page element you may want to use is the sidebar—a block of

copy set apart from but related to the rest of the text on a page. This is

an ideal format for supplemental information, such as a biographical

sketch of an individual important to a major article.
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5. The progressively darkening lake water is also a custom fountain fill To

get a nice fade from blue to black, there is one coloring tnck to note.

Open the Fountain Fill dialog (Fll). The starting color is black, and the

ending color is cyan, with one more dark blue color point in between.

The black needs to be altered to include the blue or the fill turns to gray

before it goes black and does not look as good

You will notice this a lot in CorelDRAW art—fountain fills seem to

have washed-out interim steps It is not the program that is at fault, just

the artist who used a bad color combination for the program to calculate.

Here is how you fix it. Select the black starting point dick on the Current

button to open more coloring options, and then click on the Others

button Now a dialog exactly the same as the Uniform Fill dialog ap-

pears. Instead of assigning only black ink, add 100% cyan and 100%

magenta to the mix. Adding the colors into your black that are found in

the next "fade-to" color will allow CorelDRAW to calculate your foun-

tain fill much more smoothly. Click OK, and then dick OK again to

assign the fill to your lake object

E 3 Overprinting

Depending on the process, it is a good idea to overprint the bitmap What this

doe* is print the black on top of whatever color is beneath rather than knock j

hole in the underlying color. Overprinting help? compensate for registration

problems during the printing process. In the iet-ski water illustration, if over-

printing is not enabled, 3nd if the black moves slightly, every tiny dot in the

dithered shading areas would pnnt as white holes knocked out of the color

below. This would really accentuate even a small registration probfem. To elimi-

nate this problem, select Ihe bitmap and right-click to open a dialog box. Now
click on Overprint Outline for this object 1 also trapped the outlines on m*
arrow shapes and ihe white text object. Enabling the Overprint Fill option en-

sures that there are no art idental white areas around the black text in the wafer

should there be a registration problem,

6. The Spray of water droplets are just many little hand-drawn shape

with a cyan-to- white radial fountain fill Tiny drcle shapes would

the trick Open the Fountain Fill dialog (Fll) and change the Type

to Radial. Now change the From color to cyan and the To color to

Click OK to create a water drop. At the tiny size and in great num
the fountain-filled eirdes look like watery spray The fountain fill

adds enough variation to make each object unique (see Figure 3-2

s filled

.vhite.

ust
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Bullet Lists

To add emphasis to a list, use bullets or icons to mark each item.

Often, you'll want to list items in a long column instead of running

them in with the text. By inserting a bullet (usually a boldface dot or

square) or other icon, the list takes on a new importance and invites

readership. This technique is particularly effective in advertising.

ijecome a truck driver!

Make big money

See unusual sights

Set your own hours

Be your own boss

Jumplines

Use jumplines to inform readers when articles are continued from one page

to another.

Jumper's

Quarterly

*
*

*
*

*
*

*

Lorem ipium dolor sit jmtf , coniectetucr adducing elit. sed dum gj
nonummy nihil .iii-m.Hj linn i.il la..' red Jnl.irt mjgna jliqujm 31

CM volulp.il. Ul WIS enim -id minim vemam, 41m noitrud exemption
^"

ulUmcorper mwipii lobottil nisi ul aliquip <» m commode consequai. v

Duisaulem vd cum inure dolor in hcndrtnl in vulpuMte vein oscmolotie

consequai, vd ilium dolor . ni I'-ugui null.. I.ti>\hi mill.i I'.kiIim 1 "itm ipsum

dolor sit amel. COnwctemer idipitdng elit, scd dum nonummy mbh euismod

lincidunt ul laoreet dolore magna aliquam em volulpii

Li '.vim. mm .i.l minim \cnum, quis no-trud cicru latum ulljmonpcr vuv

Clpil loboms nisi ul aliquip « ea commodo OOtlKquU Duis.iulcm vd cum in-

ure dolor in hendrent in vulputalc velit esse mnlcMic convcqu.il, vd ilium dolo

eu feugiat null* faalisis at veto cro* el accufllUIl el iiuld odio dignittim qui

blandil putwnl lupTJtum aril delcnit augue dun dolore tc Icugait nulla fedliii

i-
. lanporcuiii nuiu nobis ddfcnd opi mgat nihil imperdici

doming id quod miZUH plicenl (iCCI pOUtTfl UlUITI. Lorem ipsum dolor sil

amel, cnnwrletuci .idii-i-.. ingdir, nd di.illi rioiiuiiifm 1 Un> iiit.ni vd turn UiUlc

dolor in hendrent in vulpuuk velit ciw molcsnc consequai. vd ilium dolore eu

falgUl nullj f.mliM>
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volutpal. Ul wisi enim jd minim veniam, noitrud cxera Ution ullamcorpcr sus-

api! loborlis mil ui aliquip ci m commodo torueqmt.

(continued on pagt2)

Prominent Jumplines are Necessary
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By continuing articles on inside pages, you can offer readers a wider

variety of editorial material on the front page of your publication.

As the number of articles included on page 1 increases, so does the

likelihood that you'll interest the reader.

Continuing articles on other pages also allows for more flexibility in

laying out a long story that won't fit on a single page. The jumpline

eliminates any confusion readers may have about where to read next.

Nameplates And Logos
Establish the identity ofyour publication with a distinctive and prominent

nameplate.

A nameplate is a distinctive type treatment of your publication's title.

As the first item on the first page, it should be prominent enough to

establish a lasting visual identity, and it should remain the same from

issue to issue.

OCTOBER 1989

A NEWSLETTER FOR PARENTS& KIDS

A logo is a graphic device that symbolizes your firm. The best logos

reflect the nature of the business they symbolize yet are simple enough

to retain legibility over a wide variety of reproductions—business

cards, letterheads, merchandise, and so forth. An overly detailed logo

can become an unrecognizable mess when sent through a fax ma-

chine or shrunk down to fit on the side of a pen. (Okay, maybe you

weren't planning on having pens engraved with your logo—but who

knows what the future holds?)

Many logos are based on a simple but effective illustration.

BRIGHT
IDEAS
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Logos don't have to be graphical. Often, setting the company's name

in a distinctive typeface will form a memorable logo.

The

Waverly
Club

Sometimes the letters are modified to create a unique effect. For ex-

ample, spacing can be altered to make the letters touch or overlap.

In other cases, portions of the letters are omitted or exaggerated.

MSSIMG I

LISKS
UCKY

B/^R &z &RILL

Logos are particularly important in magazine and newspaper

advertisements. They provide a visual shorthand for immediate identi-

fication and ad-to-ad consistency. They also give the ad a strong finish.

irmiii i -iiiia

'Design With A Twist'

919.870.1020

6060-A SIX FORKS ROAD

RALEIGH, NC 27609
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MAKE STYLES A HABIT

Some desktop publishers refuse

to put unstyled text in their

documents—every paragraph

gets tagged with a style. That

probably sounds extreme, but

the idea is sound. The extra time

spent applying styles is a pit-

tance, compared to the time that

editing an unstyled document

could take. Fully styled docu-

ments have an additional

benefit—they can be used as

templates if you're ever asked to

create a similar document in the

future. Don't be too quick to

write off a given project as a

"one-shot-deal"—more often

than not, time will prove you

wrong.

Styles
Styles provide the memory bank for desktop publishing, giving you instant

access to the design specifications on a project.

Keeping track of all these organizers—column specifications, headline

font and size, caption placement and size, picas between a subhead

and the text—is too daunting for those of us not blessed with a photo-

graphic memory. Fortunately, desktop publishing programs offer the

ultimate organizer—styles.

Each specification concerning type or format in your document can be

defined as part of your document's styles. Once denned, the styles can

be conveniently applied as you create your document.

Styles are critical if you're creating a multipage document or a stan-

dard format that will be repeated frequently on future projects. Styles

ensure consistency. They're also useful for making document-wide

changes'—a blessing for freelance desktop publishers with fickle clients.

File Edit Utilities Layout Type Element Window

Chapter!.pm5
..l.i. I.i. I.i. I. ..I.. .I.i.l.,.!.,. I.,. I,
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H Looking <jcod in Fruit

What similar messages have your readers encountered from

other sources or competitors7

• How does thus publication relaie to your other publications?

The more you define your project's purpose and environment,

the stronger your design will be

-j Planning & Experimenting

Planning

typical
ty

accountsforJS

to 35 percent of

the entire

project.

Turn off your computer to-plan andtzptrtmenl.

The tools of any trade ultimately impact design. The most so-

phisticated tools used for planning are paper arid pereil—the old

technology—to sketch your page ideas. Planning typically

accountsfor 25 to 35 percent of the entire project. Shocked7

Expect your project to talce twice as long if you insiston using

your computer for planning or decide on design-on-the-fly.

First Things First

If you were to win the lottery and decide to build a house, you'd

likely hire an archi tect to design your dreamhome Tour archi-

heading 2

heading 3

Illustration

Numbered List

Pull Quote

Moving On
This concludes our discussion of graphic design's organizing tools.

Consider yourself organized! It's time, at long last, to put some words

on the page—and the next chapter shows you the most effective

approach.



The Architecture
Of Type
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Typography—the design of the characters that make up text and dis-

play type (headlines, subheads, captions) and the way they're

presented on a page—influences your print communications more

than any other single visual element.

The typeface you choose sends an important message about your mes-

sage. It conveys mood and communicates attitude. If the tone of the

typeface doesn't match the message you're trying to convey, you risk

confusing your readers.

There are other factors besides the "character" of a given font that

must be considered when choosing type. Some fonts require more

space between lines than others for optimum readability, some lose

readability at small sizes, and some lose impact at large sizes. Many

desktop publishing systems offer additional options that must be con-

sidered, such as rotation and distortion of type, and the ability to wrap

text around a visual.

There are rules to follow when selecting and arranging type—this

chapter describes them in some detail—but, as with many rules, you're

bound to stumble upon an exception sooner or later. Develop faith in

your aesthetic judgment. If something "just looks right" to you, it's

probably worth keeping, even if the rules don't support you. Likewise,

if you've followed the rules but still have nagging doubts, keep experi-

menting.

Examining Type And Type Decisions
The finer characteristics of letter shapes create an overall distinct mood.

One way to begin working with type is to dissect it architecturally.

Become familiar with the basic parts of letters, and notice how they

vary in detail from one typeface to another.

A. X-height—The height of the main body of the lowercase letterforms

in a font, ignoring ascenders and descenders (see items D and E).

The term literally refers to the height of a lowercase x.

B. Cap height—The height of the uppercase letterforms in a font.

C. Ascender—The part of a lowercase letter that extends above the x-

height, as in the characters b, d, and h.
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D. Descender—The part of a lowercase letter that extends below the

baseline, as in the characters g, p, andy.

E. Bowl (counter)—The space found within some letters, as in the char-

acters b and Q.

F. Serif—The short cross-strokes at the top and bottom ends of a letter.

This term is also a classification for typefaces that feature serifs.

Typefaces without serifs are called sans serif fonts.

Fluctuations in these variables influence the overall tone of a typeface.

As you become more familiar with typefaces, you'll spot general stylis-

tic patterns. For example:

• Conventional—Serif, small x-height, tall ascenders and descenders.

• Contemporary—Sans serif, high x-height, short ascenders and de-

scenders.

• Dignified—Serif with slightly pinched bowls and vertical letterforms.

• Friendly—Rounded bowls and letterforms.

Typefaces with rounded serifs tend to be friendly (Caslon244):

Many hands make light work.

Typefaces with squared serifs look official or architectural

(Officina Serif):

Tax Form Enclosed

A Rather Confusing

Lexicon

Unfortunately, the terms used in

typography have very unclear

meanings. Technically, the term

typeface refers to a complete set

of characters of a given font, in a

given weight—so for example,

Helvetica Bold is an example of

a typeface. A font family is a

collection of related typefaces:

Helvetica, Helvetica Oblique,

Helvetical Bold, and Helvetical

Bold Oblique are four typefaces

within the Helvetica font family.

Helvetica AaBbCcDdEeFf

Helvetica Oblique AaBbCcDdEeFf

Helvetica Bold AaBbCcDdEeFf

Helvetica Bold Oblique AaBbCcDdEeFf

The problem is, the word font

can refer to a typeface or a font

family. It's completely dependent

upon context. If all of this arcana

has your head spinning, remem-

ber this simple rule: When in

doubt, say "font."

The simplicity and elegance of sans serif typefaces make them ideal for

large headlines and other display treatments.

fl TOUUI Of (WH

Serif type, on the other hand, works well in smaller sizes, particularly

for a text face, but can lack authority when set in large sizes for dis-

play purposes.

Serifs help the reader recognize the shapes of the letters. Take away the

serifs and there's less letter-to-letter differentiation.
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Distinct letters Indistinct letters

Using Font Families
Working with a font family allows you to assign roles to each variation.

Novice typographers tend to use too many fonts. They want each text

element within their document to be distinct from the others, so they

assign each one a different font. Unfortunately, this technique usually

results in typographic overload.

You can avoid this problem by choosing fonts with large families. Each

font family generally includes several different styles such as normal,

italic, bold, and bold italic. These variations can be used to add con-

trast without resorting to entirely new typefaces. For example, you

could use the regular weight of a font for body text, bold for headlines,

bold italic for pull quotes or subheads, and medium italic for captions.

The resulting document is rich in contrast, even though a single font is

used throughout.

Type Style

Type style refers to variations in weight and stroke that lend flexibility in

contrast and emphasis to each type family.

Characters set in bold type have thicker strokes and add authority or

emphasis to a typeface. Bold type is also frequently used for subheads

to break up long expanses of text.

Lend Contrast to
Your Publication

Lorem ipsum dolor sit

amet, consectetuer adipisc-

ing elit, sed diam nonummy
nibh euismod tincidunt ut

laoreet dolore magna ali-

quam erat volutpat. Ut wisi

enim ad minim veniam, quis

nostrud exerci tation ullam-

corper suscipit lobortis nisi

ut ah quip ex ea commodo
consequat.

Duis autem vel eum inure

dolor in hendrerit in vulpu-

tate velit esse molestie con-

sequat, vel ilium dolore eu

feugiat nulla facilisis at vero

eros et accumsan et iusto

odio dignissim qui blandit

praesent luptatum zzril del-

enit augue duis dolore te

feugait nulla facilisi Lorem
ipsum dolor sit amet, con-

sectetuer adipiscing elit, sed

diam nonummy nibh euis-

mod tincidunt ut laoreet do-

lore magna aliquam erat vol-

utpat.

Lorem ipsum dolor

sit amet consecteteur
Utv -i Bd r

veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor

in hendrerit in vulputate ve-

lit esse molestie consequat,

vel ilium dolo eu feugiat

nulla facilisis at vero eros et

iusto odio dignissim qui

blandit praesent luptatum

zzril delenit augue duis do-

lore te feugait nulla facilisi.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet dom-
ing id quod mazim placerat

facer possim assum. Lorem
ipsum dolor sit amet, con-

sectetuer adipiscing elit, sed

diam nonummy.

Ut wisi enim ad

minim veniam
Nibh euismod tincidunt

ut laoreet dolore magna ali-

quam erat volutpat. Ut wisi

nostrud exerci tation ullam-

corper suscipit lobortis nisi

ut aliquip ex ea consequat

Duis autem vel eum iriure

dolor in hendrerit in vulpu-

tate velit esse molestie con-

sequat, vel ilium dolore eu

feugiat nulla facilisis.

Lorem ipsum dolor sit

amet, consectetuer adipisc-

ing elit, sed diam nonummy
nibh euismod tincidunt ut

laoreet dolore magna ali-

quam erat volutpat. Ut wisi

enim ad minim veniam, quis

nostrud exerci tation ullam-

corper suscipit lobortis nisi

ut aliquip ex ea commodo
consequat.

tate velit esse molestie con-

sequat, vel ilium dolore eu

feugiat nulla facilisis at vero

odio dignissim qui blandit

praesent luptatum zzril del-

enit augue duis dolore te

feugait nulla facilisi. Lorem
ipsum dolor sit amet, con-

sectetuer adipiscing elit, sed

diam nonummy nibh euis-

mod tincidunt ut laoreet do-

lore magna aliquam erat vol-

utpat.

Utv 1 ad r

veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis rusl ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor

in hendrerit in vulputate ve-

lit esse molestie consequat,

vel ilium dolo eu feugiat

nulla facilisis at vero eros et

accumsan et iusto odio dig-

nissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi.

Duis autem veleum

iriure dolor henderit
Nam liber tempor cum

soluta nobis eleifend option

congue nihil imperdiet dom-
ing id quod mazim placerat

facer possim assum. Lorem
ipsum dolor sit amet, con-

r adipiscing elit, sed

nibh euis-
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Use bold type carefully and sparingly. Too much bold type darkens a

page, making it look dense and uninviting.

Bold Not Always Better

Cliuriutt'i sset in Letters have thicker strokes
boldface type have

Move In
and add authority or

thicker strokes and emphasis to a type-
add uuthority or em- Setting isolated words face. Bold type is fre-

phasis to a typeface. in boldface type in the quently used for sub-
Bold type is frequently middle of a block of heads that break up
used for subheads that text can draw more at- long expanses of text.

break up long ex- tention to a word than Boldface type must be
panses of text. it warrants and can used carefully. In

also create a "checker- small sizes, the

Close-Up of board" appearance on
the page.
Characters set in bold-

counters often fill in

Typefaces
on laser printed out-

put. Characters set in
Boldface type must be face type have thicker boldface type have
used carefully. In strokes and add au- thicker strokes and
small sizes, the thority or emphasis to add authority or em-
counters- a typeface. Bold type is phasis to a typeface.
enclosed spaces within frequently used for Bold type is frequently
letters like e and o - subheads that break up used for subheads that
often become filled in long expanses of text. break up long ex-
on laser printed out- Boldface type must be panses of text.

put. A lot of boldface used carefully. In small Boldface type must
type also darkens a sizes, the counters - en- be used carefully. In
page. closed spaces within smal! sizes, the count-
Setting isolated letters like e and o - of- ers - enclosed spaces
words in boldface type ten become filled in on within letters like e
in the middle of a laser printed output. A and o - often become
block of text can draw lot of boldface type also filled in on laser
more attention to a darkens a page. printed output. A lot
word than it warrants Setting isolated words of boldface type also
and can also create a in boldface type in the darkens a page.
"checkerboard"ap- middle of a block of Setting isolated
pearance on the page. text can draw more at- words in boldface type
Characters set in bold- tention to a word than in the middle of a
face type have thicker it warrants and can block of text can draw
strokes and add au- also create a "checker- more attention to a
thority or emphasis to board" appearance on word than it warrants
a typeface. Bold type is the page. Characters and can also create a

frequently used for.
set in boldface type "checkerboard" ap-

pearance on the page.

Avoid using boldface type to emphasize isolated words in the middle of

a block of text. The bold type can draw more attention to a word than

it warrants and create a checkerboard look to the page.

You can use italic type for emphasis or when irony or humor is in-

tended. Italic text implies a conversational tone. It's sometimes used to

indicate a quote where no quote exists—as if someone were speaking.

Using bold as a means

of emphasis can create

a checkerboard look

to your page. It's much
better to use italic type

for emphasis. Words in

italic type are perceived

as spoken words.

Using bold as a means

of emphasis can create

a checkerboard look

to your page. It's much

better to use italic type

for emphasis. Words in

italic type are perceived

as spoken words.
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Shadow, outline, and underline are also offered as styles for some type-

faces. Exercise restraint when using these kinds of styles, because

they're generally more difficult to read. In the following example,

shadow and outline seriously hinder legibility.

ihould

shadow text

sedsparingly.

Likewise, underlining interferes with the reader's ability to recognize

letterforms by obscuring descenders.

Lines of emphasis quickly

become lines of annoyance.

Small caps refers to a type style in which the lowercase letters are re-

placed with smaller versions of the uppercase letters. Small caps can

provide emphasis without darkening the page with bold type.

Small caps can also be used to replace uppercase letters in acronyms.

Because all-caps text is occasionally used for emphasis, acronyms can

unintentionally draw too much attention. Using small caps avoids

this snare.

He's a VIP in the CIA.

He's a VIP in the CIA.

Most software packages allow you to set the size ratio between small

caps and large caps. Generally, small caps look best from 80 through

90 percent of the large cap size. Be careful: the default value in some

programs is closer to 70 percent. The resulting text can look jarring,

because the large caps have noticeably thicker strokes.

Small Caps

Small Caps

Type Weight
Type weight—the letter width and stroke thickness—offers further flexibility

in lightening or darkening your page.
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Some font families offer you a variety of type weights, rather than just

Normal and Bold. The Helvetica family for instance, has a super-bold

variation called Helvetica Black. It's an ideal choice for short, high-

impact headlines.

BLACK WINS
On the other end of the spectrum is Helvetica Light, a thinner version

of Helvetica. Light faces are useful in situations where elegance is

required.

Lighten up and live longer

Condensed weights offer a narrower footprint—the horizontal space

taken up by a letter. This increases the number of letters that can fit on

a line. Univers Condensed, for example, preserves the essential at-

tributes of Univers, but the letters are narrower. Narrow footprints are

ideal when space is at a premium.

Combinations are also available. Univers Condensed, for example, is

available in both Light and Bold variations.

Univers Condensed Light

Univers Condensed Regular

Univers Condensed Bold

Choosing Your Typefaces
Okay let's assume you've read this far, but still have no idea of which

typefaces to choose for your project. Does that sound horribly familiar?

Well then, the next consideration is what you're going to do with the

typeface you select.

Body Text Choices

If you're going to use the font for body text—the long, gray, rambling

part of your document—you don't want anything too garish. Consider

the text found in novels. It's usually a pretty straightforward serif face.

Because body text tends to be copious, readers need the additional

recognizability of serif letters to get through long passages quickly.

BEING BOLD

You may have wondered what

the difference is between using

the Helvetica Bold typeface and

using plain old Helvetica with

bold applied in your favorite

desktop publishing program.

Ideally, there's no difference

whatsoever. The program should

realize that Helvetica bolded is

the same as Helvetica Bold, and

it should substitute the correct

typeface accordingly. Unfortu-

nately, some programs are better

than others at realizing this—and

to be fair, the haphazard naming

standards used in the typeface

industry don't help matters.

If your system can't locate

Helvetica Bold, it will simulate

boldfaced type by using an

algorithm to thicken normal Hel-

vetica. Sometimes, the result will

look fine and sometimes it won't.

The same story goes for italic

type. There's an algorithm that

skews normal letters to the right,

if the italic face can't be found.

You can avoid this problem by

steering clear of the Bold and

Italic buttons on your toolbar and

selecting the correct faces from

the font menu, but this can be-

come rather laborious. A better

solutionis to test a font's workabil

ity before using it in a project.

Just compare a sample of the

Bold type face to a sample of the

Bold typeface to a sample of the

bolded Normal typeface on your

printer If they look the same,

you've chosen a winner.
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A font with little differentiation between letterforms, like Avant Garde,

makes a poor body text choice.

Body text is distracting
Safe choices are violated regu-

larly by talented and seasoned
professionals who know exactly

what they're doing. As you work

with type, your confidence will

grow and you'll soon gravitate

to more daring and well-

executed decisions.

Most of the daring uses of type

include letterforms that have a

high x-height, uniform letter

weights, unusual letter shapes or

prominent serifs. Such typefaces

as Eurostile, Korinna, Avant
Garde, and others for body text

choices require careful consid-

eration and manipulation for

successful results; if applied im-

properly they can distract or

become tedious for readers.

That's not to say you can'f use a sans serif font for body text—Optima,

for example, is an excellent sans serif choice. But because sans serif

fonts have inherently less recognizability, it's safer to stick with serif

faces, at least until you've gained some typographical experience.

Above all, stay away from those novelty display faces when choosing a

body text font. They may look neat in the font catalog, but you'll an-

noy your reader to distraction if you set entire paragraphs of type in

them. A good rule of thumb is that if a font family consists of one font,

it's not a good body text choice.

Display Text Choices

You can afford to be a bit more liberal when choosing a font for dis-

play text (headings, subheads, pull quotes, and the like), but a certain

amount of restraint is still required. A little ornamentation goes a long

way, especially at large type sizes. Remember, appropriateness is the

key. Determine the mood you're trying to convey, and then scan the

possibilities with that mood in mind. This isn't an absolute science, so

don't expect the correct font to leap out at you. fust pick four or five

"maybes." Plugging them into a first draft of your layout will help you

make the final choice.

The safest choices for a display face are the boldfaced version of the

body text, or a font of a different class (serif/sans serif) than the body

text. The latter suggestion stems from the fact that two serif faces or

two sans serif faces are much more likely to clash with each other than

fonts from different classes. Don't consider that a hard-and-fast rule,

though—it's more of a safety tip. Once you become skilled at choosing

typefaces, you'll find yourself ignoring that tip fairly often.
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But what about those ultra-quirky display faces? It may seem harsh to

say, but there are a great many fonts you'll never have occasion to use.

Fonts that look like overstylized calligraphy, rubber stamps, or cattle

brands from the Old West may look kind of intriguing, but they carry

too many associations to be used in any general sort of way. Likewise,

script fonts don't have too many uses; they're extremely fancy, but not

all that readable. You see them on wedding invitations and the occa-

sional gourmet menu. It may seem like an entire branch of

typography is being ignored, but don't let it concern you. It's not your

job to find a use for these weirdo fonts. Stick with fonts that fit your

project, and you'll never go wrong.

Presenting Type Effectively
Typography doesn't end with the choosing ofa typeface—the presentation is

equally important.

Once you've made your typeface choices, it's time to determine how to

present them effectively in your layout environment. Your attention

must shift to type sizes, word and line spacing, line endings, and col-

umn widths. Many of these concerns involve measurement, so we'd

better start by defining the units of the trade: points and picas.

If you're not already familiar with points and picas, you're probably

wondering why you should go through the trouble of learning a whole

new measurement scheme—especially since your desktop-publishing

program will let you use inches. Truthfully, though, the point/pica

scheme is better. The units are smaller, so you don't spend so much

time talking in fractions. Besides, points and picas are part of the vo-

cabulary of typesetting. Type size is measured in points. Most

programs let you adjust font size in 0.1 -point increments. Line spacing

and rule thickness (discussed in Chapter 4) are also on the point stan-

dard—even if you've set the rulers in your program to inches. You can't

escape points, so why fight them? Make them your new standard.

The Point/Pica Scheme

6 picas = 1 inch

1 2 points = 1 pica

72 points = 1 inch

Type Size

Type size is determined by the importance of the message and the available

space.

When choosing type size, consider the amount of white space avail-

able. Remember that the width of the text column should be a factor

in choosing font sizes (see Chapter 2 for a review).

Ultimately, you're trying to strike a balance. The idea is not to fill

every square inch of white space with type—that only clutters your
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document. On the other hand, you don't want your publication to

have gaping holes, as if something dropped out when the pages went

to press. Somewhere between these two extremes is the ideal: properly-

sized type with a good amount of breathing room. The definition of a

good amount is dependent upon type size. Display text requires more

breathing room than body text. For instance, don't feel you have to

extend a headline across the entire length of the text columns. It will

attract more attention if it's framed in white space.

White Space Comes in Handy

Lorem ipsum dolor sit amet, consec

tetuer adipiscing elit, sed nonummy
nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat,

vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et

Large type squeezed into a small area produces a claustrophobic effect.

White Space Is Sorely Needed
Lorem ipsum dolor sit amet, consec

tetuer adipiscing elit, sed nonummy
nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat,

vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et

Your software won't stop you from setting a given font at any size, so

you've got to use common sense to decide what works. Serif fonts with

extreme variation in stroke width, like Bodoni don't work well at small

sizes (the thin strokes all but disappear). Fonts will small x-heights lose

readability at small sizes, and so do many condensed faces.

This text is not very easy to read.
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Unbolded serif fonts, while great for body text, can look out of place

when set at large sizes. They're too thin and spidery to command at-

tention. And if you're working with a font that's extremely detailed or

decorative, be prepared to set it big. Some fonts were never meant to be

used for anything but headlines. Remember, if you can't read it, no-

body else can either.

Alignment
Alignment can affect the readability ofyour publication.

There are four basic options for aligning type:

• Justified (flush left/flush right)

• Flush left with a ragged right margin

• Flush right with a ragged left margin

• Centered

Readability studies tend to favor flush-left/ragged-right alignment,

meaning that the first letters of each line are lined up with each other,

but the lines themselves are of irregular length. The irregular line end-

ings create a ragged margin of white space, giving publications a

lighter look. In addition, the even word spacing enables readers to

easily recognize word groups. Flush-left text has an informal, contem-

porary feeling to it.

"Thiscountry, with its institutions,

belongs to the people who inhabit it.

Whenever they shall grow weary of the

existing government, they can exercise

their constitutional right of amending it,

or their constitutional right to dismem-

ber or overthrow it."

Abraham Lincoln

Justified type produces lines of equal length. The type aligns to both

the left and right margins. Word spacing is adjusted automatically to

create the even line endings.

Because of the uniform line length, justified columns lack the white

space created with ragged alignment, and thus tend to "darken" a

publication. In addition, justified type is sometimes considered more

difficult to read, because more words are hyphenated and large gaps

often appear between words.
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Nevertheless, many magazines, newspapers, and books use justified

alignment because the word density is higher. Less space is needed to

communicate the same amount of information, which can reduce the

number of pages in a document and result in cost savings.

"This country, with its institutions,

belongs to the people who inhabit it.

Whenever they shall grow weary of the

existing government, they can exercise

their constitutional right of amending it,

or their constitutional right to dismem-

ber or overthrow it."

Abraham Lincoln

Centered alignment is often used for display type, particularly for short

headlines that span more than one text column. Centering text can

lend a formal tone to a document. It's frequently used for wedding

invitations and official announcements.

(9zzie <& (*p{jitriet

invite uou to loin them

in the celebration ofi

their marriaae

(^aturBay, tB&ptit 12, 1998

^he (jplarcourt ^arBens

However, avoid centering long blocks of type, particularly for a three-

or four-line headline. Because readers have to search for the beginning

of each line, centered type is more difficult to read.

In lengthy center-justified

headlines, readers must search

for the beginning of each line.
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Type also can be set flush right/ragged left. Like centered type, flush-

right alignment forces the reader to slow down to find the beginning of

the next line, and, therefore, you'll need to limit its use to concise

headings and headlines.

Try not to be too

wordy when setting

subheads flush right

l.orem Ipsum dolor sit amet, consec

tetuer adipiscing elit, sed nonummy
nibh cuismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

Suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hcndrerit in vulputate velit esse

Be concise instead

Lorem ipsum dolor sit amet, consec

tetuer adipiscing elit, sed nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

dignissim qui blandit praesent veleum

iriure dolor in hendrerit in vulputate

velit esse dignissim qui blandit

Kerning And Tracking

Most page layout programs provide you with multiple tools to adjust spacing.

Kerning is the adjustment of space between selected pairs of letters.

Tracking automatically governs the amount of space placed between

each character throughout a block of text.

Certain pairs of letters sometimes appear to be separated by too much

space. This effect is particularly apparent in a headline with an upper-

case T next to a lowercase o, or an uppercase W next to a lowercase a,

and so on.

USING FORCE

Some programs offer the option

of force justification (also known

as justify last line), which

stretches the available text to fill

the entire line. It's only really

good for the occasional special

effect. For best results, use a

sans serif face and set it in all

caps—you don't want too much

differentiation between

letterforms.

Looking
B d

LOOKI NG
GOOD

WA
WA

Want

Want

Today

Today

any.

any.

Kerning reduces the space between individual pairs of letters to im-

prove readability. It can also be used to add space between certain

letter pairs. This is often done to improve legibility when setting white

type against a black background.

legibility

legibility
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Well-constructed fonts include kerning pairs, which automatically deter-

mine the amount of space needed between any two characters. Even

so, type set at large sizes will probably require some manual kerning

on your part.

Desktop publishing software also uses tracking to determine the

amount of space between each character. Different programs allow

you to adjust tracking in different ways. Some use numerical values,

while others use general terms like loose and tight. By tightening track-

ing, you increase the density of your text, fitting more words into the

same amount of space. This tends to darken a publication.

Conversely, loose tracking lightens a page.

Usually, ifyou've set reasonable pa-

rameters forjustification in your

program, the very worst offenders

in hyphenation will be lines with

bad breaks, caused by long single-

syllable words orwords with

Usually, if you've set reason-

able parameters for justifica-

tion in your program, the

very worst offenders in hy-

phenation will be lines with

bad breaks, caused by long

Word Spacing

The amount of space between words affects the density—and consequently,

the readability—ofa publication.

When word spacing is tight, more words can be included on each line.

In certain situations, this reduces the number of hyphenated words.

When word spacing is tight,

more words can be included

on each line. In certain situa-

tions, this reduces the num-
ber of hyphenated words.

You'll need to be careful

with word spacing. If you re-

duce word spacing too

much, the text becomes diffi-

cult to read and the publica-

tion looks too dark.

Tracking and word spac-

ing are often adjusted simul-

taneously. One common

When word spacing is tight,

more words can be included

on each line. In certain situa-

tions, this reduces the number
of hyphenated words.

You'll need to be careful

with word spacing. If you re-

duce word spacing too much,
the text becomes difficult to

read and the publication

looks too dark.

Tracking and word spacing

are often adjusted simulta-

neously. One common

You'll need to be careful with word spacing. If you reduce word spacing

too much, the text becomes difficult to read and the publication looks

too dark.

Tracking and word spacing are often adjusted simultaneously. One

common technique, especially with high x-height typefaces, is to

slightly reduce letter spacing and increase word spacing.
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When experimenting with tracking and word spacing, be sure to re-

view proofs to ensure you've achieved the right balance.

Paragraph Spacing, Tabs, And Indents

Use tabs, indents, or extra space between paragraphs to enhance readability.

Tabs and indents also can be used to effectively set off lists and quotations.

The space associated with the beginning of a paragraph should be

consistent throughout your document. Generally, two types of spacing

schemes are used: a two- to five-space indent at the beginning of the

first line of each paragraph, or extra spacing between paragraphs with

the first line set flush-left.

If you decide to use indents, don't use the system defaults. Set the tabs

yourself. The standard tab default in most programs is half an inch

(three picas), which is way too large for most body text.

Adding space between paragraphs makes each paragraph look like a

self-contained unit. It also adds an openness to a publication by break-

ing up the grayness of large expanses of text.

Goods & Services

Headline

Your job Is to assemble a total

picture from a scries of individ-

ual parts. No piece of the puwle

should Ix- isolated from the oth

crs. The parts must fit together

harmoniously

The total picture includes con-

sideration of the environment

in which your advertisement or

publication will he distributed.

For example, when designing a

newspaper advertisement, con

sider how it will look when

sun-ounded by news items and

other advertisements.

Your job is to assemble a total

picture from a series of individ-

ual part*. No piece of thepuiile

should be isolated from the

others- The various pam must

Software

The total picture includes con

.1. Ii r ii i. in of the environmen

n which your advertisement or

wblicit urn is fining tu be di.stril>

ured.

-or example, when designing a

newspaper ad\-crtisement, con

sider how it will look when

surrounded by news.

Your job is to assemble a iota

picture from a series of individ

ual pans. Nu piece of the puzzk

shuuldlxMsiilated from the oth

ers. The parts must fit togethe

harmoniously.

The total picture includes con

sideration of the environmen

in which your puhlicariun *\il

x distributed.

Typesetting

For exampte, when designing a

sider how it will look when

surrounded by news.

Your job is to assemble a total

picture from a series of individ-

ual parts. No piece of the punle

should be isolated from the oth-

ers. The various parts must fit

The total picture includes con-

sideration of the environment

in which your advertisement or

publication will he distributed.

For example, when designing a

newspaper advertisement, con-

sider how it will look when

surrounded by news.

Your job is to assemble a total

picture from a series of individ

ual parts. No piece of the puzzle

should be isolated from the oth

ers. The various parts must fit

together.

For example, when designing a

newspaper advertisement, con

rider how it will look wlicn

surrounded b> newt

Your job is to .lsmiuN. .

pn.lnrr Iniiii .1 --ii'- . >l ili.li
:

'

ual parts. No piece of the

To increase paragraph spacing, use your desktop publishing program'

paragraph-spacing command, rather than inserting two carriage re-

turns, which usually results in far too much space between

paragraphs. The paragraph-spacing command lets you add just

WHO'S IN CHARGE HERE?

So, what's really determining the

amount of space between letters

—

kerning or tracking? Both,

actually.

Think of kerning as a set of

proportions. The average two

characters need x amount of

space between them, but certain

combinations need either some

fraction of x or some multiple of

x. Once you've defined all the

combinations in terms of x,

changing x's value will change

the letter spacing while still

maintaining the spatial propor-

tions established by kerning.

When you adjust tracking,

you're essentially changing the

value of x. It gets smaller when

tracking is tightened, and larger

when tracking is loosened. (I've

simplified the matter greatly for

the sake of explanation, but this

gives you a rough idea of how

the two methods interact.)
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enough space between paragraphs to add interest, without creating a

page filled with distracting parallel bands of white space.

also adds an openess to a publica-

tion by breaking up the "grayness"

of large expanses of text.

To increase spacing between para-

graphs, always use your desktop

publishing program's paragraph-

spacing command, rather than us-

ing two carriage returns, which

can result in too much space be-

tween paragraphs.

The paragraph-spacing command
lets you add just enough white

space between paragraphs to add

interest without creating a page

filled with distracting parallel

bands of white space.

Extra space between paragraphs

enhances readability. Adding ad-

ditional spacebetweenparagraphs

makes each paragraph appear

also adds an openess to a publica-

tion by breaking up the "grayness"

of large expanses of text.

To increase spacing between para-

graphs, always use your desktop

publishing program's paragraph-

spacing command, rather than us-

ingtwo carriage returns, which can

result in too much space between

paragraphs.

The paragraph-spacing command
lets you add just enough white

space between paragraphs to add

interest without creating a page

filled with distracting parallel

bands of white space.

Extra space between paragraphs

enhances readability. Adding ad-

ditional space between paragraphs

makes each paragraph appear

more like a self-contained unit. It

Tabs can be used in conjunction with extra space to further open up a

publication.

Goods & Services

Headline Software

Your job is to assemble a total

picture from a series of individ-

ual parts. No piece of the puzzle

should be isolated from the oth-

ers. The parts must fit together

harmoniously.

The total picture includes

consideration of the environ-

ment in which your advertise-

ment or publication will be dis-

tributed.

The total picture includes

consideranon of the environ-

ment in which your advertise-

ment or publicaoon is going to

be distributed.

For example, when design-

ing a newspaper advertisement,

consider how it will look when

sunounded by news.

For example, when design-

ing a newspaper advertise-

ment, consider how it will look

when surrounded by news

items and other advertise-

Your job is to assemble .

total picture from a series o

individual parts. No piece o

Your job is to assemble a

picture from a senes of individ-

ual parts. No piece of the puzzle

should be isolated from the oth-

ers. The parts must fit together

harmoniously.

The total picture in

i.i'ristdir.miin of the en

mem in which your publi

will lv Ji-imbuted.

ludes

Typesetting

For example, when design-

ing a newspaper advertisement,

consider how it will look when

surrounded by news.

Your job is to assemble a total

picture from a series of individ-

ual parts. No piece of the puzzle

should be isolated from the oth-

ers. The various parts must fit

together.

The total picture includes

consideration of the environ-

ment in which your advertise-

ment or publication will be dis-

tributed.

For example, when design-

ing a newspaper advertisement,

consider how it will look when

surrounded by news.

Your job is to assemble a total

picture from a series of individ-

ual parts. No piece of the puzzle

should be isolated from the oth-

together.

For example, when design-

ing a newspaper advertisement,

consider how it will look when

Your job is to assemble a total

picture from a series of individ-

ual parts. No piece of the
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If you want your text to align vertically across adjacent columns,

you're probably better off sticking with indents. Otherwise, you'll need

a full line space between paragraphs to keep things even—and that's

probably too much space.

Indents can be used to call attention to quotations in a publication by

moving a text block in from the left- and right-hand margins. Indents

can also set off a list from the body copy.

1 orem IpsuR] dolor sit amet, consec tetuer

adipiscing elit, diam nonummy nibh

euismod tincidunt ut laoreet dolore ma-

gna aliquant erat volutpat. Ut wisi enim

ad minim vcniam, quis nostrud cxerci

cation ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat,

"It's easy to grin when your ship

comes in, and you've got the

stock market beat..."

Duis autcm vel cum iriure dolor in

hcndrcrit in vulputate vclit esse molestie

consequat. vel ilium dolore eu feugiat

nulla facilisis at vero eros et accumsan et

iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore

te feugait nulla facilisi. Lorem ipsum do-

lor sit amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam

Line Spacing

Leading (pronounced "ledding") is the amount of vertical space allot-

ted for a line of type. It's a critical factor in determining legibility. Like

type size, it's measured in points.

The default (or automatic) line spacing found on most desktop publish-

ing systems is approximately 120 percent of the type size being used.

Thus, the default leading for 10-point type is 12 points—written as 10/12.

Headlines usually read better when leading is tighter. The words form

a distinct visual unit, instead of looking like a series of unrelated lines.

Latest Business Research Provides Expla-

nation for Increase in Log Home Sales

The most recent issue of Log Home Digest pub-

lished a survey which indicated that more people

are buying log homes because "they like the way

they look." Industry sources say a drop in log

Latest Business Research Provides Expla-

nation for Increase in Log Home Sales

The most recent issue of Log Home Digest pub

lished a survey winch indicated thai more people

are buying log homos because "they liko the waj

they look.'* Industry sources sas a drop in log

prices may also be contributing to the trend.
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JUNKING THE AUTO

Ultimately, you're better off using

a fixed value for leading when

setting type, rather than relying

on your program's automatic

leading. Common designer

tricks, like using a large, decora-

tive capital letter to begin a

paragraph, will cause auto

leading to go awry, because it

uses the largest character in a

line to determine the proper

amount of vertical space. You

shouldn't want your body text's

leading fluctuating for any rea-

son, so why give it the

opportunity? If you want your

leading to be 1 20 percent of the

font size, do the math, and get a

value that won't change.

On the other hand, extra leading often improves the appearance of

body text. It opens up the page, making it seem less gray.

Extra leading is usually called for when sans serif typefaces are used

for body text.

People are created equal, that they are

endowed by their Creator with certain

unalienable rights, that among these are Life,

Liberty, and the Pursuit of Happiness.^

Women in

Multimedia

People are created equal, that they are

endowed by their Creator with certain

unalienable rights, that among these are Life,

Liberty, and the Pursuit of Happiness.^

Women in

Multimedia

That to secure these rights, governments are

instituted among Men and Women. We hold

these truths to be self-evident, that all

People are created equal, that they are

That to secure these rights, governments are

instituted among Men and Women. We hold

these truths to be self-evident, that all

People are created equal, that they are

Leading should be proportional to line length. In general, use minimal

leading for short lines of type. Increase leading as line length in-

creases.

Leading also can be used as a design tool for special effects. You may

sometimes want to tighten leading so that descenders from one line of

type touch the ascenders from the line below. This special effect is often

seen in logos and nameplates.

One of the advantages of using uppercase letters for headlines is that

you can substantially reduce leading, because capitals lack descenders.

Happy Birthday to HAPPY BIRTHDAY TO
All Employees ALL EMPLOYEES
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Special Type Effects

Computers offer limitless ways to transform type into a graphic element.

The possibilities for shaping, altering, and manipulating type have

increased dramatically with the advent of desktop publishing. As

tempting as a creative type treatment may be, though, it's not an end

unto itself. Make sure there's a good reason for it. And never sacrifice

legibility for the sake of an effect—if your type can't be read, your

message isn't getting across.

Reversing And Screening Type

By reversing and screening type, you can achieve the effect of color without

the expense.

Two simple but powerful type effects are created by reversing type out

of a black background or screening it in a lighter shade of gray.

Using these techniques, you can add enough visual contrast to your

pages to achieve a "color" effect with only black ink and white paper.

When screening type against a background, make sure there's enough

contrast to keep the words legible.

Use light type against dark-gray backgrounds and dark type against

light-gray backgrounds; otherwise, the type might be obscured.

Save Time
and Money

Save Money
and Time
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Screening type can be used as an attention-getting device, useful for

sidebars or logos.

SYSTEM
Kern Hendricks
President

System 3 Resins

PO Box 70436
Seattle, WA 9801

7

206/762-5313

When using screens, consider the limitations of your output device. A

300 dpi laser printer produces a coarse, grainy screen. It may be better

to use other design techniques if you're limited to 300 dpi. Another

option is to send documents that contain screens to a service bureau,

to be output on a high-resolution imagesetter. The results will be much

more professional-looking.

Reversing type—setting white type on a black background—is a great

way to draw attention to headlines, subheads, and other important

display copy.

Lorem ipsum dolor sit amet, consec tetuer

adipiscing elit, diam nonummy nibh euismod

tincidunt ul laoreet dolore magna aliquam erat

volutpal. Ut wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo

consequat, dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te

feugait nulla facilisi

THRILLS
Duis autem vel eum iriure dolor in hendrerit

in vulputate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio. Lorem ipsum

dolor sit amet, consectetuer adipiscing elit. sed

diam nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat. Duis

autem vel eum iriure dolor in hendrerit in

vulputate velit molestie consequat. ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odiodignissim qui blandit

praesent luptatum zzril delenit augue duis

possim assum. Lorem ipsum dolor sit amet.

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam.

CHILLS
Erat volutpat. Ut wisi enim ad minim veniam,

quis nostrud exerci tation ullamcorper suscipit

lobortis nisi ut ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit

in vulputate velit esse molestie consequat. vel

ilium dolore eu feugiat nulla facilisis. Ut wisi

enim ad minim veniam, nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip ex

ea commodo consequat. Duis autem vel eum

iriure dolor in hendrerit in vulputate velit

molestie consequat, ilium dolore eu feugiat

nulla facilisis at vero.

Emm
Eros et accumsan et iusto odiodignissim qui

blandit praesent ipsum dolor sit amet. consec

tetuer adipiscing elit. diam nonummy nibh

euismod tincidunt ut laoreet dolore magna

aliquant erat volutpat. Ut wisi enim ad minim

Reversing works best with large-sized single words or small phrases-

lots of small reversed copy is difficult to read.
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Keep it

Simple

Don't get too wordy

when working with

reversed type

It's also best to use clean, bold, sans serif typefaces when reversing

type. Serif faces, particularly ornate scripts, tend to break up when

reversed.

More effects can be achieved by screening and reversing colored type.

For more details, see the Do It In Color section of this book.

Stretching And Compressing Type

Interesting effects can be created by changing a typeface's character width.

Most desktop publishing and graphics software packages let you

stretch or compress individual letters, words, and sentences to create

interesting designs.

COMPRESS

As with other special effects, use stretched or compressed type spar-

ingly—it's easy to overdo.

Rotating Type

Rotated type can be a real attention-grabber when used strategically.

Most desktop publishing software packages offer some degree of type

rotation capabilities. For example, a program may allow rotation in

45- and 90-degree increments, which comes in handy for setting photo

credits or copyright notices.

Other programs let you rotate type across all 360 degrees. You can

achieve some interesting effects with this feature.
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Setting Type Along A Path

Setting type to follow a path offers several design options.

By flowing type along a path, whether it's a geometric shape or a

custom-drawn line, you can achieve quick results that would take

traditional typesetters hours to create. Often, path-set text can be

combined with simple illustrations to create attractive logos.

Filling Type

Filling letters changes their tone, shape, and impact.

Another eye-popping effect involves filling letters with a pattern or

image. Limit this technique to one or two easily recognized words.

Complex messages are not legible under this treatment. Bold sans

serif typefaces work best.



The Architecture Of Type 71

Other Effects

You can achieve a variety of special type effects with most desktop publishing

programs.

You can apply dozens of other custom treatments to type, depending

on the software you're using.

As always, though, make sure the effect is appropriate to the subject

and content at hand. Legibility is more important than novelty.

Fine Tuning
Often, the slightest details will determine whether a document looks profes-

sional or amateurish.

Many conventions common to the typewriter are not acceptable in the

desktop publishing world. Double-spacing after periods, for instance, is

an anachronism. Desktop publishing software automatically beefs up

the space placed after periods, so using two spaces will create unsightly

gaps. Also, you shouldn't be using two hyphens to represent a dash. A

single character known as an em dash will do the job. (You won't see it

on your keyboard, but there's some combination of keys that'll access

it. Consult the manual of the software you're using if you can't find it.)
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"I am in earnest--I will not
equivocate--I will not excuse--
I will not retreat a single
inch--and I will be heard!

"

Salutatory Address of

The Liberator

"I am in earnest—I will not equivocate—

I

will not excuse—I will not retreat a single

inch—and I will be heard!"

Salutatory Address of

The Liberator

Also, be sure to use open and closed quotation marks (often called

smart quotes or typographer's quotes) instead of vertical ones (straight

quotes). Most programs will make the substitution automatically, if

you set your software's preferences accordingly.

Moving On
Typography is a time-honored craft and an important one for desktop

publishers. There are a great many typefaces at your disposal and an

impressive range of spacing controls. Learn to use them appropriately.

The knowledge will improve the readability and attractiveness of your

publications.

In the next chapter, we'll explore graphic page elements that are used

in conjunction with type, to highlight and enhance the printed word.



Building Blocks Of
Graphic design
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Compared to text and graphics—the content of a document—page

features such as lines, boxes, and white space probably don't strike you

as very interesting. Just because they're less noticeable, though, doesn't

mean they're less important. The role they serve is similar to that of a

picture frame. When you look at a picture, you never focus on the

frame (unless you're just contrary by nature). But, you'd never consider

hanging the picture up without a frame, and you'd certainly notice if

the frame was gone.

The page elements discussed in this chapter are your building blocks.

They aren't supplied by a copywriter, drawn by an artist, or plucked

out of a photo catalog—you make them and unmake them as you see

fit. Knowing how and when to use them is the difference between de-

signing a document and just shoving stuff onto a page.

White Space
White space—page space that is free of text or artwork—is one of the most

undervalued tools ofgraphic design.

Designers divide page space into three classifications: black space, gray

space, and white space. Black space is a photo or illustration, gray space

is text, and white space is the empty space left over. It probably comes

as no surprise that black space draws the eye first, but you might be

surprised to learn that white space comes next. There's a logical reason

for this. Readers' eyes are drawn by contrast, and white space contrasts

more sharply with neighboring elements than gray space does, on the

average. White space also provides a place for the reader's eyes to rest.

Unbroken expanses of gray space, like those found in stock-market

listings and reference books, send a grim message to the reader: "Ex-

pect to spend lots of time here."

White space can take many forms as illustrated in our diagram:

A. The open area surrounding a headline—Adding white space around a

headline is usually a better way to attract attention to it than in-

creasing the type size.

B. The page margins ofan advertisement or publication—Wide margins

direct the readers' attention toward the center of the page.

C. The vertical space between columns of type—As columns get wider,

more space is needed between them.

D. The space created by ragged line endings of unjustified type—Justified

text is considered more formal than flush-left text, simply because

it lacks these gaps.
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E. Paragraph indents and extra line space between paragraphs—These

small but effective increments of space make text look more invit-

ing by breaking it into discrete chunks.

F. The space associated with subheads—Larger breaks in the gray space

indicate more dramatic changes in topic.

G. Leading between lines of type—Tightly-packed lines of type darken a

publication page.

Forms of White Space

Lorem ipsum dolor sit amet, consec

tetuer adipicing elit, diam nonummy
nibh euismod tincidunt ut laoreet

^dolore magna aliquam erat volutpat.

Ut^Hsiienim ad minim veniam, quis

nostrud eSetd tation ullamcorper

suscipit lobortisnisKit aliquip ex ea

commodo consequat.

Dins autem vel eum iriure doli

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla facilisi. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna

aliquam erat volutpat.

Many Different Forms
Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Nam liber tempor cum soluta

obis eleifend option congue nihil

in\perdiet doming id quod mazim

placi^rat facer

Lorem ipsum dolor sit amet,

consec tetuer adipiscing elit, diam

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim ""

veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Let's Review Them
Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla facilisi.

Lorem ipsum dolor, consectetuer

adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit molestie consequat,

ilium dolore eu feugiat nulla facilisis

at vero eros et accumsan et iusto

odiodignissim qui blandit praesent

luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Nam liber tempor cum soluta

nobis eleifend option congue nihil

imperdiet doming id quod mazim

B

Just In Case...

This is probably too obvious to

mention, but white space merely

means space devoid of text or

graphics. If you're printing on

tan paper, your white space will

be tan. (Feel free to say "duh if

you felt that was beneath you.)
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Sinks

One of the easiest ways to enliven your publication is to include a sink—a

band of white space, also called a drop

—

at the top ofeach page.

A sink draws attention to the page elements below it by adding con-

trast. It can greatly dramatize headlines.

That Sinking Feeling
Lorem ipsum dolor si( amcr, consecreuicr Ut wisi cnim ad minim veniam, nostrud

adipiscmg clit. M-d dum nonummy nibh exerci tation ullamcorpcr suscipit lobortis

euismod tincidunt ut borcct dolorc magna msl ut aliquip ex ea commodo consequat.

aliquant crat volutpat. Ut wisi cnim id Duis jutcm vcl turn inure dolor in

minim veniam. quis nostrud ererei tation hendrcrit in vulputatc vein esse molestie. vcl

ullamcorpcr suscipit lobortis nisi ut aliquip ilium dolorc eu fcugiat nulla tciluU Lorem

CX ea commodo consequat. ipsum dotal |jl amet. conscctctucr

Duis autcm vcl cum inure dolor in .idipiMinp L-lir. scd diam nonummy nibh

hendrerii in vulpuratc velit esse molestie euismod tincidunt ut laorcci dolorc magna

consequat. vcl ilium dolorc eu fcugiat nulla aliquam crar volutpat Utwisicnimad

facilisis at veto eros accumsan et iiisro odio minim veniam. quis nostrud exerci tation

dignissim qui blandit praesent luptatum ullamcorpcr suscipit lobortis nisi ut aliquip

zzril dclcnii auguc duis dolorc tc fcugait ex ca commodo consequat.

nulla facilisi Lorem ipsum dolor su amet. Du.s auicm vel cum inure dolor in

consccti-tiiLi .idipisong tilt. <<-i nonummy hendrcrit in vulputatc vein esse molcstic

nibh euismod tincidunt ut laoteet dolorc consequat. vcl ilium dolorc cu fcugiat nulla

magna aliquam crat volutpai. balms at veto cms accumsan ct iusio odio

Ut wis. cnlni ad minim veniam, quis dignissim qui blandit pracscnt luptatum

nostnid exerci ration ullamcorpcr suscipit zzril delenit auguc duis dolorc re fcugait

lobortis nisi ut aliqu.p ex ca commodo nulla facilisi. Lorem ipsum dolor sit amet.

consequat. Duis auicm vcl cum inure dolor conscctctucr adipiscmg clit, scd diam

in hendrcrit in vulputatc vein esse molestie nonummy nibh euismod tincidunt ut

consequat. vel ilium dolorc cu fcugiat nulla laorect dolorc magna aliquam crat volutpat.

tac.hs.s a. KM cms « accumsan iusto odio Ut wim cnim ad minim veniam. quis

dignissim qui blandit pracscnt luptatum nostrud exerci tation ullamcotpcr suscipit

Ezril dclcnii auguc duis dolorc re fcugait lobortis nisi ut aliquip ex ca commodo
nulla tauliM consequat. Duis autcm vel cum inure dolor

Nam liber tempor cum soluta nobis in hendrcrit in vulputatc vein cue molestie

eleifend option tongue imperdiet doming id consequat, vcl ilium dolorc cu fcugiat nulla

quod mazim placerat beer possim. Lorem facilisis at veto cros et accumsan lusto odio

ipsum dolor sit amet, consccietucr elit. scd dignissim qui blandit pracscnt luptatum

diam nonummv nibh euismod tincidunt ut mil dclcnii augue duis dolorc te fcugait

laoreet dolorc magna aliquam crat volutpat. nulla racilisi.

You can place photographs to slightly extend into the sink, rather than

align with the top text margin.

Rising High

adipiscmg elit, diam nonummy nibh euismod

tinciduni ut borm dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorpcr suscipit

lobortis nisi ut aliquip ex ea commodo
consequat

Duis autem vel eum iriure dolor in hendrerit

in vulputatc velit esse molestie consequat. vel

ilium dolore eu feugiat nulla facilisis at vero eros

ei accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi. Lorem ipsum

dolor sit amet, consectetuer adipiscmg ehtsed

diam nonummy nibh euismod tincidunt ut

laoteet dolore magna aliquam erat volutpai

Ut v < ...I i

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat

Nam liber tempor cum soluta nobis eleifend

option congue nihil Empeidiei doming id quod

Lorem ipsum dolor sit amet. consec tetuer

adipiscing elit, diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam erat

volutpat, Ut wisi enim ad minim veniam, quis

nostrud exerci ration ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat

I in iv .11 iti-i i) vel eum iriure dolor in hendrerit

in vulpuiate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero eros

to odio dignissim qui blandit

r jdipisL-ingt'ln

diam nonummy nibh euismod tincidui

laoreet dolore magna aliquam erat volutpat

Ut v

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat. Duis

vulputatc velit molesrie consequat, ilium dolore

accumsan et iusto odiodignissim qui blandit

praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi

Nam liber tempor cum soluta nobis eleifend

option congue nihil imperdiei doming id quod

mazim placerat facer duis auicm vel eum iriure

dolor in hendrerit in vulpuiate velit molestie

consequat, ilium dolore eu feugiat nulla facilisis

,n vero cioset accumsan et iusto odiodignissim

qui blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi Ut wisi

i .,,1 n i. qui.

tation ullamcorper liber tempor cum soluta

nubis eleifend option congue nihil imperdiet

doming id quod mazim placerat facer duis
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A consistent sink provides important page-to-page continuity through-

out your publication. The publication loses unity if the text begins at a

different level on each page.
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praesent luptatum zzril delenli augue duis

dolore re feuftail nulla racllisi lorem ip\um

dotal ill .mii'i. sei tetuei adlpin Ingellt.sed

dlam noiiummy nibh euUmod rJni Iduni ut

I. ' i
ilnliiii' iiuiniKialiqu, -r.il i. nliiiji.n

I Ii »im i' -ui iniiiiii, i.-iii.im. miMniil . \i-n i

laiion ullamcoipt'i ausclpll lobortli nJsl ul

allqufpea i a tod isequal i lull tutem

m I i-i ii 1 1 iluliir in lii'iidrtTM in vnl|nil,ilL-

velit molesiie codsequal, ill lolore i"

Icu^i.ti nulla facilisis.

niiii-;ini-i him In hIil;i u-miu

qui blondll praesent luptatum aril delenli

iiLiniiL'tliii\dolc)te tek'u^ati niill.i t.n iIim

doliir in hendrent in vulputati' vl-Iil muk'Stie

''
1

1
mi Hum dolore eufeugfat nulla,fadllsis

.it vi-i.u-r, im-i .n iiiiiiviiu-iHisiuodiodignissim

l.upiaium zzril delenit augue duis dolore le

truism mill. i fatiliM III ivisi i-iniu ul mi i

veniam, quis nostrud exerd tation ullamcorper

iDiam nonummy mlili i.'iiisiiiiul tinrnlunt m
laiirci'iduldiL- magna aliquant eratvolutpat. Ul

wisi t-nim ad minim veniam, i|ins rmsiriid

<»'"
i

i- Il.imiurpei susupii Inlmrns msl

ui aliquip ex ea commod tquai i luia

autem vel eum iriure dolor in hendrerii in

Ii l ii-...| el

ilium dolore eu feugiai nulla lat ilisis ai vero eros

it ai i nuiN.in i-i hiSIO odiodignissim qui blandn

prai • atum zzril delenii augue duis

dolore le feugaii nulla fat Ills! I orem Ipsum
i"i ui"! , misi'tifiiH-f adipiscingelil.sed

ilii'i' immy nibh euismod tincidunt ui

l.nai'ri ilnlini' mafjna aliiiuam erai volulp.H

Ut wisi enim ad minim veniam. noslnid cxerci

lation ullamcorper susuipil lolniiiis msl Lit

aliquip ex ea eommudo consetpiat

N.uii tfbei teropoi cum soluta nobit delfi nd

option congue nihil impertUetdomingIdquod
ma/im placerai facer

Lorem ipsum dolor sit amet, consec leiuer

adiplsclng ellt, dlam nonummy nibh euismod

tmdduni ui laoreet dolore magna aliquam e-r.it

volutpal Ul wisi enim ad minim veniam, quis

eonsequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputaie velii ewe molesiie eonsequat, vel

ilium dolore eu feugiat nulla facilisis ai vero eras

etaccumsanelitisk>ndmdigim\imi|uiblarKiii

praesent luptatum zzril delenii augue duis

dolore le feugait nulla factlisi Lorem ipsum

diiliitsitauiLi.ninsei itnii-i adipiscingelit. sed

diam nonummy nibh euismod tincidunt ul

laoreet dolore magna aliquam erai volurpat.

lit wisi enim ad minim veniam, nostrud exerci

aliquip exea commodo consequai. Duis autem

vel eum iriure dolor in hendrerit in vulputaie

velii molesiie eonsequat, ilium dolore eu

feugiai nulla l.n ilisis at vero eros el accumsan

ei iusiu udindigtiissini qui hlandit praesent

luptatum zzril delenii augue duis dolore te

feugaii nulla faulisi

..mi libei cemj aim soluta nobis deifend

option congue nihil imperdiel doming id quod

mazim placerai facer dins autem vel eum iriure

How to Decipher Latin Gibberish
Diam nonummy nibh eulimod tmodunt ui laoreet dolore magna *liquam tm volutpal Ut win eni nad

minim veniam, tjurt nostrud exerci tation ullamcorper suscipn loftonn msl ut aliquip e» ea eomrr

eonsequat. Don autem vel eom inure dolor in tieodrerit in vulputaie vein eise moleioe eomequa Lvel

Ilium dolore eu feugiat nulla faclliSU at vero erot at accumsan et imto odio dignlitim qui blandn prat

luptatum nrtl delenit augue duu dolore te leugait nutla facllisi Lorem rp»um dolor tit amet, consectetuer

jdiprscingelicsed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat voln

Ut win emm ad mmlm veniam, noitrud e*ercl tation ullamcorper suscipit lobortis nul ut aliquip txea

commodo eonsequat Nam fiber temper cum soluta nobis elelfend option congue nlfiii imperdiet Com-

ing id quod mazim plaeerat facer

Lorem lp»um dolor sit amer. consec tetuer adipisong elttdtam nonummy nibh eulimod tineidui ul
laoreet dolore magna aliquam erai votutpat Ut win enim ad minim veniam

Vertical White Space
A good way to make your text more approachable is to build a significant

amount of vertical white space into each page—perhaps by omitting a

column of text.

news for the

debonair villain

LACK hms

"Mr. Bond will

Uave you shaken,

but not stirred,

"

claims Dr. No

Be Dashing, Yet Diabolical

Diam nonummy nibh euismod ti icidun ut laoieei dolore n ,.i

!"" "h"air erai voluipai. Ul wis enim a d minim m am. quis

nomudeK ci laiion ullamcorper USCipiI lobortis nisi it aliquip

c« a comirodo eonsequat Duis uiem el eum iriure dolor in

hendtene ir vulpu,a,e vein esse nolesi, consequai. sel ilium

dolore eu fcugiar nulla facilisis ai s et accumsa 1 CI ItlSIO

odio dignis m qui blandit piaescr t luptatum aartl dele nit augue

duis doloic e feugaii nulla faclts, Lorem ipsum doloi sit amet.

consectenie idiputeiilg tin sed d am no riummy n.bb euismod

linciduni u laoreei dolore magna aliquan, eiai volutpj

Utwisicnin ad minim veniam, no trudex ercil II imcorpei

suscipit lob rtis nisi ut aliquip ex .("I ' |.l 1

Nam libcf lemp.. r cujn loluti b . efeifend opdon s... gue nihil

impecdiel doming .J quod m../im
I'

1 facet

Parleying With James Bond

Lorem ipsum doloi sit amet, consec tetuer adipiseing clit. dum

nonummy nibh euismod tincidunt ut laoreet dolore magi...

aliquam erai volurpat. Ut wisi enim ad minim veniam, t|ui%

nostrud cxerci tation ullamcorper suscipit lobortli nil! Ul lliquip

ex ca commodo eonsequat,

Duis autem vel cum iriure dolor in hendrerit in vulpm-it- velii

esse molcstie consequai, vel ilium dolore CU feugill null I
fai llilil

jt vero eros ei accumsan ct iusio odi" di^msMin qui lil.in.ln

praesent luptatum zzril delenit augue duis dolon

t.u iIim I 'in mi ips Inlin ..ii ajnei i onaei ti tuei

t
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A vertical column of white space on your page can improve the read-

ability of your text and open up your page. If you're planning on

setting your text in a single column, vertical white space is practically

a necessity—otherwise, your column width will be excessively large.

Vertical white space also provides a good place for elements like

sidebars, illustrations, and pull quotes—you can align them horizon-

tally with the text they're meant to enhance.

Don't get carried away with this technique, though. If you fill your

empty column to bursting, it no longer serves the function of white

space.

Rules
Rules are lines used to emphasize or frame page elements (headlines, pull

quotes, captions, and so on). They're also used to separate page elements

from one another.

Many varieties of rules, from the simple to the ornate, are available.

They can be horizontal, vertical, or angled; thick, or thin; or solid,

dotted, dashed, patterned, or graphical.

ooooooooooooo

/*v/*v/^/*v/*v/*v/*v/*^

Vertical rules, called downrules, are often used to separate columns-

particularly when type isn't justified.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor

in hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla facilisi.

Nam liber tempor cum soluta

nobis eleifend option congue nihil

imperdiet doming id quod mazim

placerat facer possim assum. Lorem

ipsum dolor sit amet.sed diam

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

Dolor sit amet, consectetuer

adipiscing elit. sed diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.Lorem ipsum

dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy.

Duis autem vel eum iriure dolor

in hendrerit in vulputate velit esse

molestie consequat. vel ilium dolore

eu feugiat nulla facilisis at vero eros
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Horizontal rules can be used to separate topics within a column or to

draw attention to subheads.

^^a news for (he

^H^- debonair villain

DLHLK HA lb
Be Dashing, Yet Diabolical

i»i, mm, .
i i

i i Li..

iliqui i ii rolutpai '
!

i wu id i w mam, quii nostrud

n <
i. II in pi < |>M tobortli nil! m aliquip . h ci

- minimi ii <|<i.i< I
>

i ii-- .mi' in ., I ,.hiii ir . .Iiil< >t in In rult (.-in in

mlpunn v. In em molciue consequai. vcl ilium dolorc cu feugiat

nulla faeiluti n veto etoi man ei iiu lie dignissim qui

blandii pneseni lupci i ori] ddcnii auguc duii dolon a feugaii

nulla fociliti Lorcmipsum dolor iii •. consei tetuci idipiieingclit,

-'I J i.i in ii i \ mill' i I'm I Iii ni hi I.Kir.ri iLLi. m.i^n 1

aliquant i rai volmpat.

Ui i jJ minim veniam, nostrud excra

il|iil LliniH- IH-I in ,ill.|nip n .... . in .I.>

,

iipei

Nam libel tempoi cum iolutJ nobis tlcticnd option congm mini

impendiet domuig id quod mtzim placerat facei

Parleying With James Bond

nonummj nibh cuismod i

tation ullamcorpci susapi

eonsequai

Duis , .].,!,„

iih'li'ik

n hendrcm in vulpur.

ilium dolorc cu fcug.at nulla fac

odio dignissim qui blandit praese

zzril dclcnit auguc dun dolorc !c tcugan nulla l.mlisi I

dolor ill amct, iohm'Uciiut adipisung etii, scd diam nor

cuismod (incidunt ut laorcci dolorc magna aliquam crat

Horizontal rules are also used to draw attention to pull quotes.

news for the

debonair villain

LACK HHi 5
Be Dashing, Yet Diabolical

gna aliquam erat volutpat Ut

n hendrcm in vulpuiate vein cs

nolesiie eonsequai, vcl illui

feugiat nulla fad, sisdo!

odio dignissim qui blandit

praescnt luptatum zznl dclcnit

auguc duis dolorc tc feugaii nulla

LhtiIisi I .Kim ipsum dolor sit

tlit. scd diam nonummy nibh

amcoipet suscipit lobortis nisi

Nam liber tempor cum soluta

hil impefdict doming id quod

Diam nonummy cuismod

tincidunt ut laorcct dolorc ma-

gna aliquam crat volutpat. U(

corpcr suscipit loborm nisi ut

Maniacal laughter is

a poor substitutefor

a snappy one-liner.

molcsr.c consequai, vd ilium

dolorc cu feugiat nulla fac.lisis at

odio dignissim qui blandii

auguc duii doloie ic tcugan nulla

faciliii 1. .1,1.. -I- loloi ii

clil. scd diam nonummy nibh

dolotc magna aliquai

ullamcorpc-r suscipn Limn is nill

Nam liber ttmpor cum soluta

nobis eleifend Optii m eongue ni-

hil imperdict doming id quod

Lorem ipsum doloi iii imeti

conscc tctuct adipiscmg clit,

diam 1 amy nibh cuismod

tincidunt ut laoretl dolotc ma-

'lutpat Utgn.i aliquai

nadn

nosKud tation ullameorpcr

suscipit loborm m.l u| iliquipl 1

ca commodo contequai

lor in hcndicni in ml] 1 Lil

esse molestie contequai, relill

dolorc cu feugi.n nulla I.mIi ii II
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Choose rules that fit the tone of your document. Thick rules are atten-

tion-getters. Use them in high-contrast documents like ads and

newsletters.

^^A news for the

^fifl^- debonair villain

DLHCK HflTS
Be Dashing, Yet

Diabolical

Parleying With
James Bofid

Diam nomimmy nibh euismod tincidunt u( laoteet dolore magna aliquam

erat volutpat. Ut wisi enim ad minim vcniam. quis nostrud exerci tation

ullamcotper suscipit lobonis m\l ut aliquip ex ca commodo consequat

Duis autem vel eum inure dolor in hendrent in vulputate velit esse

molestie consequat, vel ilium dolore eu leugiat nulla facilisis at veto era*

e( accumsan et iusto udm di^m^im qui blandit praesent luptatum iznt

dclcnn augue duis dolore ic feugait nulla facilisi. Lorem ipsum dolor sit

imci, conscctetuet adipiscing elit. sed diam nonummy nibh euismod

lincidunt ut laoteet dolote magna aliquam crat volutpat.

Utv, am. nosttud exerci tation ullamc

i iommodo consequat.

T- 1

' apt!

lobu elcifend option conguc nihil

Lorem tpsum dolor mi amet, consec tctucr adipiscing elit, diam nonummy

nibh cuismod tmcidum ut laoreet dolorc magna aliquam erat volutpat

Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorpcr

iuscipit lobonis nisi ut aliquip ex ea commodo consequat.

tern vel eum itiute dolor in hendte

consequat. vel ilium dolorc eu feu ,t nulla facuWat veto eras

:umsan et lusto odio dignissim qui blandit praesent luptatum zzril

ut augue duis dolorc te feugait nulla facilisi. Lorem ipsum dolor sit

, consectemer adipiscing elu, sed diam nonummy nibh euismod

Junt ut laoteet dolorc magna aliquam etat volutpat Ut nisi enim

unim veniam, nosttud exerci tation ullamcorpcr suscipit lobonis

it aliquip ex ea commodo consequat. Duis auiem vel eum mute

in hendrent in vulputate vein molcstie consequat. lilum dolote cu

.11 null. i htilisisat vero cros et accumsan et iusto odiodignissim qui

Thin rules are more businesslike, appropriate for documents with a lot

of copy.

Dictionary of Latin Terms Dictionary of Latin Terms

aliquam Lorcm ipsum dolor sit amet,

consectetucr adipiscing cltt. sed diam

nonummy nibh cuismod tincidunt ut

laoteet dolote magna erat volutpat

aliquip Ut wisi enim ad minim veniam.

quis nosttud cxerc. tation ullamcorpcr

suscipit lobortis nisi ut ex ca commodo
consequat. Duis autcm vel cum inure dolot

consequat, vel ilium dolore cu fcugiat nulla

facilisis at veto cros accumsan et lusto odio

dignissim qui blardit praesent luptatum

zzril dclcnit augue duis dolorc tc fcugaii

nulla facilisi.

amet Lorem ipsum dolor sit amet.

consectetuct adipiscing elit. sed nonummy
nibh euismod tincidunt u( laoreet dolorc

magna aliquam erat volutpat. Ut wist emm

tation ullamcorpcr suscipit lobonis nisi ut

aliquip ex ca commodo consequat.

augue Duis autcm vel eum inure dolor in

hendrcrit in vulputate velit esse molestie

consequat. vel ilium dolorc cu feugiat nulla

facilisis at vero cros ct accumsan lusto odio

dignissim qui blandit ptacsent luptatum

zzril delenu augue duis dolote te feugait

nulla facilisi.

avogadro Nam liber tempot cum soluta

doming id quod mazim placcrat facer

possim. Lorem ipsum dolor sit amet,

consectetuct elit, sed diam nonummy nibh

cuismod tincidunt ut laoteet dolote magna

aliquam erat volutpat. Ut wisi enim ad

minim veniam. nostrud exerci tation

ullamcorpcr -.use ipit lobonis nisi ur aliquip

eum iriure dolor in hendrcrit in vulputate

velit esse molcstie. vel ilium dolorc eu

fcugiat nulla facilisis. Lorem ipsum dolor sit

amet, consectetucr adipiscing elit. sed diam

nonummy nibh cuismod tincidunt ut

laoteet dolote magna aliquam crat volutpat.

exerci tation ullamcorpcr suscipit lobortis

nisi ut aliquip ex ca commodo consequat,

hendrent in vulputate vein esse molestie

consequat, vel ilium dolorc cu fcugiat nulla

facilisis at veto cros accumsan et iusto odio

dignissim qui blandit ptacsent luptatum

zzril delenit augue duis dolorc te feugait

nulla facihsi. Lorem ipsum dolot sit.

nonummy nibh euismod tincidunt ut

laoteet dolorc magna aliquam crat volutpat.

aztecum Ut wisi enim ad minim veniam,

quis nostrud cxcrci tation ullamcorpcr

suscipit lobortis nisi ut aliquip ex ca

commodo consequat. Duis autcm vel eum
inure dolot in hendrcrit in vulputate vein

esse molestie consequat. vel ilium dolorc eu

fcugiat nulla facilisis ar vero cros et

accumsan iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis

dolorc te feugait nulla facilisi. Nam liber

tempot cum soluta nobis elcifend option

conguc impctdict doming id quod mazim

baabaa Lorem ipsum sit amet,

consectetucr cuismod tincidunt ut laoteet

dolore magna aliquam crat volutpat.

baobab Ut wisi emm ad minim veniam.

suscipit lobortis nisi ut aliquip ex ca quis

iriure dolor in hendrent in vulputate velit

esse molcstie consequat, vel ilium dolote cu

fcugiat nulla facilisis. Lotem ipsum dolor sit

nonummy nibh cuismod tincidunt ut

laorcct dolorc magna aliquam crat volutpat.

Ut wisi enim ad minim veniam. nostrud

cxcrci tation ullamcorpcr suscipit lobortis

nisi ut aliquip ex ca commodo. Duis autcm

ve!eum itiute dolor in hendrcrit vulputate

velit csic molestie consequat, vel ilium dolo

cu feugiat facilisis at vero ctos accumsan er

iusto odio dignissim qui blandit ptacsent

luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dolor sit

amet, consectetucr adipiscing, nonummy
nibh euismod tincidunt ut laoteet dolorc

magna aliquam crat volutpat.

bembo Ut wisi enim ad m.mm vcn.am,

quis nostrud exerci tation ullamcorpcr

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autcm vel cum
mute dolor in hendrcrit in vulputate velit

esse molestie consequat, vel ilium dolore eu

fcugiat nulla facilisis at veto ctos ct

accumsan iusto odio dignissim qui blandit

praesent luptatum mil dclcnit augue duis

dolote tc feugait nulla facilisi. Nam liber

tempor cum soluta nobis cleifcnd option

conguc impcrdiet doming id quod mazim

placerat facer possim.

bezique Lorem ipsum dolor sit amet.

consectetucr elit, sed diam nonummy nibh

euismod tincidunt ut laoteet dolorc magna

aliquam erat volutpat. Ut wisi enim ad

ullamcorpcr suscipit lobortis nisi ut aliquip

ex ea commodo consequat. Duis autcm vel

eum inure dolor in hendrcrit in vulputate

velit esse molestie. vel ilium dolorc cu

fcugiat nulla facilisis. Lorem ipsum dolor sit

amet. consectetucr adipiscing elit. sed diam

nonummy nibh cuismod tincidunt ut

laorcet dolore magna aliquam erat volutpat.

nostrud cxcrci tation ullamcorpcr suscipit

lobortis nisi ut aliquip ex ca commodo
consequat. Duis autcm vel eum iriure dolor

in hendrerir in vulputate velit esse molestie

consequat. vel ilium dolorc cu fcugiat nulla

facilisis at vero cros accumsan ct iusto odio

dignissim qui blandit praesent luptatum

zzril dclcnit augue duis dolorc tc feugait

nulla facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit. sed diam

nonummy nibh cuismod tincidunt ut

taoreet dolore magna aliquam crat volutpat.

billabong Ut wisi enim ^ minim vemam.

quis nostrud cxcrci tation ullamcorpcr

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autcm vel cum
inure dolor in hendrent in vulputate velit

esse molestie consequat, vel ilium dolorc eu

feugiat nulla facilisis at vero eros ct

accumsan iusto odio dignissim qui blandit

praesent luptatum zzril dclcnit augue dub

dolorc tc feugait nulla facilisi. Nam liber

tempor cum soluta nobis elcifend option

conguc impcrdiet doming id quod mazim

placcrat facer possim. Lorem ipsum dolor sit

amet, consectetucr adipiscing elit. sed diam

nonummy nibh cuismod tincidunt ut

laorcct dolore magna aliquam crat volutpat.

Ut wisi enim ad minim vcniam. quis

nostrud exerci tation ullamcorpcr suscipit

lobonis nisi ut aliquip ex ea commodo

blandit Duis autcm vel cum mure dolor

in hendrent in vulputate vein esse molestie

consequat. vel ilium dolore eu fcugiat nulla

facilisis. Lorem ipsum dolor sit amet.

consectetuer adipiscing elit. sed diam

nonummy nibh euismod tincidunt ut

laorcct dolore magna aliquam erat volutpat.

lobortis nisi ut aliquip ex ea commodo
consequat- Duis autcm vel cum inure dolor

in hendrent in vulputate velit esse molcstie

consequat, vel ilium dolore eu feugiat nulla

8 9
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When using rules to embellish display text, try varying the length of

the rule to fit the text length. Most desktop publishing programs offer

the option of doing this automatically.

Who Is

Fireside Distributors?

We are best known as the largest

lurpl.u r .it i i-vsiiiv rlistnbutoi

in the U.S. But did you know

Fireside Distributors offers one of the

largest selections of sweep products

anywhere?

Our products include: Merry Sweep,

Webster, Dicon, Metalbestos, Flitz.

Chimfex, Chamber-Aid, Adapt-A-

Place, American Stove Products,

Mirror, Lyemance, Air-Jet. Worcester,

Homesaver, Kemstone, Dura-Vent,

Versagrid, O.D. Funk, Condar,

Chimline, Schaefer and Flam-X.

Our
experienced staff is looking

forward to talking with you and

welcomes the opportunity to

answer your product and installation

questions.

B
esides stocking over 2,000 sweep

and specialty fireplace products,

Fireside Sweep Service includes:

I 800 toll-free information

I Extra 5% check-with-order

discount

l VISA and MasterCard welcomed

I No minimum order

I 24-hour order processing

I $3.50 U.P.S. per carton

I Prepaid flight available

I Credit for qualified sweeps

We
make working with us easy!

Give us a call today and well

send you your free catalog,

"Products for the Sweep."

US 1-800-334-3210

NC 1-800-662-7025

Fireside Distributors, 4013 Winton Road, Raleigh, NC 27604

Borders

Use borders to frame the live area

—

the space in which text and artwork

appear.

Tangible borders are rules, boxes, or other graphic boundaries that

surround the contents of the page. You can use the rectangle-drawing

tool in your desktop publishing software to draw simple borders.
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You can also use the straight-line tool to create partial borders or bor-

ders with different styles of rules for the vertical and horizontal sides.

More complex borders can be drawn in an illustration program or

borrowed from a clip art gallery. There are numerous clip art packages

that focus on borders exclusively.

Even if you don't choose to box off your live area, your publication will

probably have assumed borders if you're using a grid to aid with lay-

out. The edges of artwork and text columns will delineate the edge of

the live area, forming a border subconsciously perceived by the reader.

Gorilla Goes Ape, Attacks Grocery Store

"He seemed particularly

interestedhi the bananas,
"

recalls store manager

ut aliquip c* ca commode ionicqi

Duu uuein nl cum iriure doloi

hendreiii in vulpuuK vclic t

molauecoiwcqmf vd.llumd..!,

feugut null j U>.

bbnd.t pnaem lupurum aril del

bciliii. Lorcm iptUOl doloi

When Good Gorillas Turn Bad
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Boxes
Boxes can be used to separate or isolate elements on the page.

Conceptually, boxes are easy to understand—they're just smaller ver-

sions of borders. Instead of framing the entire page, they frame some

portion of it—an article, a chart or graph, an advertisement. Simple, no?

Well, frankly, no. Layout novices probably misuse boxes more than

any other design element. (They also tend to overuse them, which

doesn't help matters.) The most common mistake is to use a box

purely for emphasis. For instance, a novice might place a box around

the headline of an important story to draw attention to it.

The trouble is, boxes aren't really emphasis tools. They can emphasize,

but their primary function is separation. Placing something in a box

isolates it from the rest of the page. By boxing a headline, you're iso-

lating it from its corresponding story, which isn't advisable.

Boxes are usually used to isolate supplementary information, so the

reader isn't interrupted or distracted while reading primary informa-

tion. Sidebars, for instance, are often set in boxes.

news for the

debonair villain

LACK HATS
Be Dashing, Yet Diabolical

Diam nomimmi nihil luismod tincidunt u[ laorcet dolorc mi-

gna aliquam crat volmp.ii. Ut wim cr.im ad minim veniaro, quis

nmtrudcxerci un.ni ullamcorpcr su>cipit lubortis rml u( aliquip

u l.i ..>niiiiodi> tuiiM-quai Ouis uucm vcl cum inure dolor in

hendtcht in vulputate vclii cisc molestic conscquat, vcl ilium

odio dignissim qui blandii pracsentlupiatumzznldcknir augur

dun dolorc re fcugai. nulla fecilui. Lorcm ipsum doloi W unet,

consectetucr idipi.scing clii, sed diam nonummy nibh euivmod

u nudum ui laoreei dolote magna .iliquam crat volurpat.

Utwisienim id minim vcniam. nostrud excrci tation ullamcorpcr

suvcipn lobortis nul ut aliquip t> ca commodo consequat.

Nam liber icmpor cum soluta nobis clcifend option conguc ni-

hil impcrdict doming id quod ma^im placcrat taccr,

Parleying With James Bond .

ii., L-llt.dia

my nibh cuiunod cincidum ut laorcct dolorc magna

i era! volutp.it. Ut wim cnim ad minim vcniam, quis

i iill.iiiKrirpir •usiipii loborus ill -I ill .ilk] 1.14'

ex ca commodo consequat.

Duii uuem releum iriure dolor in hendrcrit in vulputate velii

CMCmolcsticconstqu.il, vcl ilium dolorc en feugiat nulla hcilisis

at veto cros ct accumsan « iusio odio digniuim qui blandit

pracscnt luptatum wnl dclcmtaugucduu dolorc k tcugiiii nullj

facihsi. Lorcmipsum dolor sit amct.conscctcrucr adipiscingclu.

BUT WHY?

If it seems odd to you that boxes

should be considered containers

for secondary information, con-

sider a familiar analogy

—

computer file directories.

'Suppose there's a folder on

hard drive that contains two

items, a file and a subfolder

Which is more important: the file

or whatever's in the subfolder?

The file, of course. You place the

most important item "highest" in

the hierarchy so you can get to it

easily.

The same logic applies to pages.

Unboxed elements are perceived

as top-level items. You won't see

the lead story of a newspaper

stuffed inside a box; it's always

loose within the live area.

Boxes are also used for repeated features in a periodical, like the table

of contents or the publication's masthead. This not only separates

them from the primary content but makes them easy to find.
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commotio consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio

dignissim qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elk, sed diam

nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat. Duis

ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla

facilisis. Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure dolor

in hendrerit in vulputate velit molestie

consequat, ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto

odiodignissim qui blandit

Information from an article that a reader might want at a glance is

often placed inside a box. For instance, an article about a rock band

might include a box containing the location, date, and time of their

next concert.

The "Head Cases"
Rock the Civic Arena

Lorem ipsum dolor sit amet, consec tetuer

adipiscing elit, diam nonummy nibh

euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis

nisi ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat

nulla facilisis at vero eros et accumsan et

iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore

dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam

erat volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit

molestie consequat, ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odiodignissim qui

blandit praesent luptatum zzril delenit

Nam liber tempor cum soluta nobis

eleifend option congue nihil imperdiet

doming id quod mazim placerat facer

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut ex ea commodo

Head Cases Concert

Where: Civic Arena

When: Tues, Apr 9, 8 PM

Why: No earthly idea

Cost: $25

A common mistake made by design novices is to use overly decorative

boxes or boxes with extremely thick lines. Remember, boxed text is

usually supplementary information. Overly prominent boxes draw an

undue amount of attention. This is especially true for small boxes.

tincidunt ut laoreet dolore magna aliquam

erat volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit

molestie consequat, ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odiodignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi.

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut ex ea commodo

consequat.

Head Cases Concert

Where: Civic Arena

When: Tues, Apr 9, 8 PM
Why: No earthly idea

Cost: $25

tincidunt ut laoreet dolore magna aliquam

erat volutpat.

Ut wisi enim ad minim veniam,

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit

molestie consequat, ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odiodignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi.

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut ex ea commodo

consequat.

Head Cases Concert

Where: Civic Arena

When: Tues, Apr 9, 8 PM

Why: No earthly idea

Cost: $25
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Boxes are also used to define the boundaries of a visual. They're espe-

cially useful for photographs with light-colored or indistinct edges;

otherwise, the photo blends into the background, creating a vague,

unfinished look.

MAKE HAY MAKE HAY

WHILE THE
SUN SHINES

WHILE THE
SUN SHINES

Drop Shadows
Drop shadows create an attention-getting three-dimensional effect.

Drop shadows can draw attention to boxes or visuals. They can help

emphasize a photo, illustration, or checkbox by isolating it from its

background.

Use drop shadows with discretion. They tend to be overused, in part

because they're so easy to create.

Gorilla Regains Composure, Apologizes

"He still seemed rather

interested in the bananas,
"

recalls store manager

[Vim nonummy nibh euismod

tmadum Ut boreet dolore magna

aliquam era! volutpat. Ut wisi cnim ad

taiion ullamcorper msdpil lobortis nisi

ut aliquip ex ea commodo conscquat.

hendrer vein

: I. .

sto odio dignissim qui

blandit praesent luptatum zznl delenit

auguc duis dolore tc feugait nulla

l
--

1 1
1 -

i Lorcm ipsum dolot sit amci.

conscctctucr adipiscing elit. scd diam

nonummy nibh euismod tinciduni ut

When Bad Gorillas Turn Good Again
Dam nonummy nibh cuismoiiunt uli jrn in Imrca dnlim rrugna aliQUani hendrtrii in vulpui.ic vtiii c

. ,i m| ilium doton

II v<ki cm-

ccumunetiimo
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Gradient Fills

A special type of screen is the

gradient fill—a gradual transition

between two shades. Many

desktop publishing programs will

let you create linear and radial

gradient fills automatically.

radial gradient fill

Like drop shadows, however,

gradients sometimes suffer from

being too easy to use—designers

apply them because they can and

not because they should. It's

better to save them for moments

when the effect is truly war-

ranted—which is to say, the

gradient fill you place on page 6

will be much more effective if

your reader hasn't been tripping

over gradients on pages 1

through 5.

Screens

Screens add color and contrast to a document.

Screens make a document look more inviting. They break up the mo-

notony of black and white. Adding a screened rule to a subhead, for

instance, can add color to a text block. Notice how much heavier the

same rule seems when set in black.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed

diam nonummy nibh euismod
tincidunt ut enim veniam, quis

nostrud exercitation ullamcorper

suscipit lobortis nisi ut aliquip ex

ea commodo consequat.

USING SCREENS
Duis autem vel eum iriure dolor

in hendrerit in vulputate velit

esse molestie consequat, ilium

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed

diam nonummy nibh euismod
tincidunt ut enim veniam, quis

nostrud exercitation ullamcorper

suscipit lobortis nisi ut aliquip ex

ea commodo consequat.

USING SCREENS
Duis autem vel eum iriure dolor

in hendrerit in vulputate velit

esse molestie consequat, ilium

Screening boxed text can help set it apart from the rest of the page. It

also allows a designer to dispense with the box's border, if desired. The

screen itself delineates the edges.
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Vernacular Sins,

& How to Avoid

Them

Lorem ipsum dolor sit amet, consec tetuer

adipiscing elit, diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam

erat volutpat. Ut wisi enim ad minim veniam,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat nulla

facilisisat veroeroset accumsan et iusto odio

dignissim qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

possim assum. Lorem ipsum dc

consectetuer adipiscing elit

nonummy nibh euismod tincidt

dolore magna aliquam erat volu

enim ad minim veniam, quis n.

tation ullamcorper suscipit lobo

ea commodo consequat.

Duis autem vel eum iriu

hendrerit in vulputate velit e

consequat, vel ilium dolore eu

facilisis. Ut wisi enim ad mir

nostrud exerci tation ullamco

lobortis nisi ut aliquip ex e;

consequat. Duis autem vel eum

in hendrerit in vulputate ve

consequat, ilium dolore eu f

facilisis at vero eros et accum

odiodignissim qui blandit
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In tables and order forms, screening every other line prevents readers

from losing their place.

Feature Standard Optional Not Available

Power windows

Antilock brakes

Driver air bag

Passenger air bag

Sunroof

Air conditioning

Ejection seat

Bleeds

Some of the most dynamic design results are achieved with bleeds.

A printed image that extends all the way to the edge of a page is

called a bleed. Bleeds can impart a very artistic look. The reader per-

ceives the page as a window which shows only a portion of the scene,

rather than the entire picture.

An oversize initial cap or chapter number can bleed to the top or side

edges of a page.

Chapter

Using Type as
Ornamentation
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Photographs that bleed to one or more edges of the page lose the sense

of isolation imparted by boxes. They tend to look larger and more

important.

Rising High
Lorem ipsum dolor sit amet. consec tetuer

adipiscing el it. diam nonummy nibh euismod

tincidum ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis

>.l I) !

lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel eum inure dolor in hendrerit

in vulputate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim qui blandit

praeseni luptatum zzril delenit augue duis

dolore te feugait nulla facilisi. Lorem ipsum

dolor sit amet. consectetuer adipiscing elit. sed

diam nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ?a commodo consequat

Nam liber tempor cum soluta nobis eleifend

option congue nihil imperdiet doming id quod

mazim placerat facer

Lorem ipsum dolor sit amet. consec tetuer

adipiscing elit. diam nonummy nibh euismod

dnciduntutlaoree t dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci ta tion ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat.

Duis autem vel t urn inure dolor in hendrerit

in vulputate velit t sse molestie consequat. vel

ilium dolore eu feugiat nulla facilisis at veto eros

et accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi. Lorem ipsum

dolor sit amet. consectetuer adipiscing elit. sed

diam nonummy nibh euismod tincidunt ut

laoreet dolore magna aJiquam erat volutpat.

Ut wisi enim ad minim veniam. nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat. Duis

autem vel eum iriure dolor in hendrerit in

vulputate velit molestie consequat. ilium dolore

eu feugiat nulla facilisis at vero eros et

accumsan et iusto odiodignissim qui blandit

praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend

option congue nihil imperdiet doming id quod

mazim placerat facer duis autem vel eum iriure

dolor in hendrerit in vulputate velit molestie

consequat, ilium dolore eu feugiat nulla facilisis

at vero eroset accumsan et iusto odiodignissim

qui blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi. Ut wisi

enim ad minim veniam, quis nostrud exerci

tation ullamcorper liber tempor cum soluta

nobis eleifend option congue nihil imperdiet

doming id quod mazim placerat facer duis

Horizontal rules that bleed to the sides of a page add continuity to a

spread.

'-" --* !• k'i

-r -t-> Magna Aliqi

Newsletter nameplates gain impact when their backgrounds bleed to

the top or sides of the page.
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^P Jjleedin

for the ultraliberal

in all of us

na

HEARTS
Who's Left?

I orcni ipsum dolor sit amei, ponsectctuer adipiscing elit, scd diam

nonummy nibh euismod tincidunt ut laorcct dolor magna aliquam

crat volutpat. Ut wisi enim ad minim vcniam, quis nostrud cxcrci

ration ullamcorper suscipit lobortis nisi ut aliquip.

DlUsautem vcl cum iriurc dolor in hendrerit in vulputate velit

esse molcstic conscquat. vcl ilium dolorc eu feugiat nulla facilisis ai

vero cros et accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril dclcnit augue duis dolorc tc fcugait nulla facilisi.

Lorcm ipsum dolor sit amet, consectctucr adipiscing clit, sed diam

nonummy nibh euismod tincidunt ut laorect dolor magna aliquam

crat volutpat.

Ut wisi cnim ad minim vcniam, quis nostrud exercitation ullam-

corper suscipit lobortis nisi ut aJiquip ex ea commotio conscquat.

Duis autcm vcl cum iriurc dolor in hendrerit in vuJputatc vclit esse

molcstic conscquat, vel ilium dolo eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio dignissim qui blandit ptacsent

luptatum zzril delenit augue duis dolotc te fcugait nulla facilisi

Nam liber cempor cum soluta nobis eleifend option congue nihil

Cost can be a consideration when using bleeds. Commercial offset

printers have to use oversized sheets of paper, and trim it to actual

publication size after printing. This increases the cost somewhat. If you

want to use bleeds, find out how much extra your service bureau will

charge, and check your budget.

Color documents often bleed on all four edges, using a full-page photo

or a large block of spot color to cover the page. See the Do It In Color

section for examples.

Moving On
We're pretty far along now. Using only the techniques covered so far,

you could produce an impressive variety of documents. But if you're

itching to create a little black space on the page, the next two chapters

are must-reads. Chapter 5 shows you how to choose graphic elements

and position them on the page for maximum effect. Chapter 6

addresses those issues and techniques particular to photographic

artwork.





The Art Of
Illustration
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Visual images in a document can communicate your message at a

glance. A well-placed illustration can make a document more effective,

more informative, and more attractive. Illustrations are powerful be-

cause they communicate at a glance; associations come instantly,

without the pause—however brief—that separates reading and com-

prehension. It's not merely that readers look at the pictures first, as the

conventional wisdom goes. More accurately, the pictures speak to the

reader first.

Of course, lofty claims like that one have induced many novices to

turn their documents into virtual clip art catalogs. New designers often

fall into the trap of using illustrations whenever they want to fill

up space, break up copy, or just add a bit of visual spice. Illustrations

do serve these functions, but if these are the only justifications you

have for using a given graphic, you probably shouldn't be using it.

Any graphic can take up space or give the reader something to look at.

That doesn't mean that every graphic belongs in your publication.

It's even possible that none do.

Using Illustrations Effectively

Illustrations, like every other page element, are meant to help commu-

nicate your document's message. Using inappropriate graphics can be

worse than using no graphics at all. This doesn't merely refer to graph-

ics that don't fit contextually, like a clip art jack-o'-lantern on the

cover of a Christmas catalog. Even a graphic that seemingly fits the

content of a document might not fit the tone. Every illustration conveys

a tone—formality or informality, elegance or earthiness, simplicity or

complexity. If this tone is at odds with your document's message and

purpose, you shouldn't be using that illustration. For instance,

cartoonish graphics—even business-oriented ones—almost certainly

don't belong in a company report. Their presence would imply that the

report should not be taken seriously.

Illustrations Vs. Photographs
Follow your instincts when choosing between illustrations and photos.

Designers with years of experience can (and often do) disagree over

whether a particular layout calls for a photo or an illustration. Like

most other aspects of graphic design, there are no hard-and-fast rules,

and the issue usually comes down to the individual preference of the

designer.
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Photos are generally used to report or document an event or realisti-

cally portray an individual or group of people. Illustrations are the

logical choice to evoke a particular mood or depict a complex object,

such as the internal structure of a high-suspension bridge. While re-

cent advances in computer imaging are blurring the line between

photos and illustrations, they are treated as separate subjects in this

book.

Concepts particular to photographic artwork will be described in Chap-

ter 6. However, there are certain guidelines that apply equally well to

both types:

• Don't crowd your artwork. Leave generous borders around it, so the

eye flows to it naturally.

• Vary size and shape. Running lots of illustrations at roughly the

same size and shape gets boring. Be creative with the size, shape,

and placement of each image.

• Keep the styles consistent. Using a vast array of different illustration

styles can make your document appear disjointed or poorly

planned.

• Less is more. Running fewer illustrations at a larger size yields a

higher visual impact than running lots of smaller ones. You also

get more bang for your illustration buck.

As always, take sweeping statements like these with a grain of salt.

You can often achieve a specific and unique effect by disregarding one

or more of these rules. In general, though, crowded or repetitive illus-

trations make for an unattractive document.
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Illustrious Possibilities

Illustrations offer far more opportunities for interpretation than

photos do. The artist decides which aspects of a drawing to emphasize

and how much detail to include. Accuracy may be freely foregone for

the sake of aesthetics.

Accurate, detailed illustrations are useful when you want to portray a

literal image. When you're more interested in the symbolic meaning of

an image, use a highly stylized or exaggerated illustration.

Copyright Law And

The Internet

Today's technology makes it easy

to acquire and radically alter

images with little respect for

copyrights. Just because an

image appears on the internet

and you're able to save it to your

hard drive does not mean that

you can use that image without

violating copyright laws. Many

Web sites will include a list of

restrictions from the author/artist

concerning image use. Make

sure you read them, so you know

how far your privileges extend. If

you can't find any such list, it's

safest to assume that you have no

rivileges.

Cutaways (line diagrams) of objects are often used in technical manu-

als instead of photos. These illustrations can show the internal

structure of an object and its components with more clarity than a

photograph can.

Ready-Made Art
Use ready-made art to save yourself time and effort.

You may be relieved to learn that not every professional designer is

also a talented artist. Luckily, with today's technology and choices, you

don't need to master drawing skills to illustrate your ideas. If you know

what sort of image you want, you can probably find it for sale some-

where. Even if you only have a rough idea, a little digging will

probably produce a dizzying array of options.

Using ready-made art allows you to try out a number of illustrations in

your layout before making a final choice, without having to create

each illustration from scratch. And with the wide proliferation and low

cost of ready-made art, such as electronic clip art, background textures
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and patterns, and picture fonts, designers have never had more op-

tions to choose from.

There are numerous companies that sell ready-made art. Still more

artwork is available on the Internet—much of it for free.

Clip Art

Use clip art to add pizzazz and professionalism to ads, brochures, menus,

and newsletters.

Clip art consists of files of existing artwork that can be dropped into

your desktop-published documents. Clip art can save you lots of time

and money by letting you brighten your publication without having to

create your own illustrations.

There are many different styles of clip art. Some of it is strictly func-

tional, such as anatomical drawings, maps, and computer hardware.

Other clip art is more artistic, mimicking the look of hand-drawn

images, watercolors, or woodcuts.
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Clip art is often used for borders. There are hundreds of unique and

specific clip art border treatments.
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There are thousands of other clip art files available to suit any conceiv-

able subject or interest.

As versatile as clip art is, it has its drawbacks. Charges can add up

when you're forced to buy an entire package of art in order to get the

one or two images you really wanted. Not all clip art vendors create
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art of equal quality—some of it is poorly drawn or outdated in style.

You also run the risk of seeing your art in someone else's work. None of

these drawbacks are meant to deter you from using clip art. You'll

want to use it often—just pay attention to its quality and freshness

when you do.

Clip art doesn't have to be used "as is." You can often change or cus-

tomize it relatively easily. For example, you can use just a portion of a

clip art image, but greatly increase its size.

Another technique involves combining several clip art images. For

example, individual clip art items can be brought together to form a

dynamic visual, such as the still life superimposed on the geometric

figure in the following example.

For more on manipulating clip art, see the section "Manipulating

Illustrations," later in this chapter.
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Background Textures And Patterns

You can achieve impressive results with patterns and textures.

Background textures and patterns, which are either created by profes-

sional graphic artists or scanned from actual objects like marble or

fabric, can be used to lend a touch of elegance or respectability to a

layout.

Walt Whitman's

Leaves
©f Grass

A Poetry Reading

yaup Auditorium

October 12, i<?q8

7:30-10:00

Refreshments served

Unlike clip art, background textures and patterns are used more to

lend color or weight to a document, not to illustrate a particular part

of the text. They are especially effective for ads, brochures, invitations,

and flyers. Often, they're used as backdrops for text.

Jack frost
Siding Consultant

As with clip art, you don't have to use textures or patterns as they

originally appear. A little editing and manipulation go a long way
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toward making commercially created artwork look like a unique

graphic.

Dingbat Sets And Picture Fonts

Image fonts are an often overlooked source of illustrations.

Although most designers don't turn to fonts when they're looking for a

particular illustration, a host of companies produce non-text fonts that

can be used to illustrate everything from books to flyers. Most design-

ers are familiar with dingbat fonts, such as the popular Zapf Dingbats.
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Dingbat sets are useful sources of bullets, slugs, icons, and other small

pictures. Because they function as fonts, they can be conveniently

embedded in lines of text, and you don't have to worry about placing

or importing them when using page layout programs. But bullets and

slugs are just the beginning. You may be able to solve many of your

illustration needs using picture fonts.

ehH@$ -/v gg© s imBty
Shopping For Ready-Made Art

Before buying commercial graphics, it's important to know what you need-

and what you're capable of using.
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There's no shortage of sources for clip art and graphics, and each ven-

dor offers a huge array of products. But to make sure you're buying the

right graphic for the job, here are a few guidelines you should follow:

• Graphics are saved in a number of file formats. Images saved in

TIFF or EPS formats are usually compatible with any software pro-

gram.

• Graphics come on floppy disk, CD-ROM, and via online services.

Make sure the source medium your graphics vendor uses is com-

patible with your system.

• Be sure to find out how many images are included in each package

purchase—find out how much you're paying per image, so you can

comparison shop. Find out if the graphics are provided in color,

black and white, or both.

• Some graphics are saved in a form that you can edit with a paint

or draw program, while others aren't. If you plan to alter indi-

vidual objects in an image, make sure your software is capable of

working with it. (You should probably try to buy editable clip art

even if you don't have any specific plans for editing it. It's best to

keep your options open.)

Manipulating Illustrations

Illustrations can be manipulated in a number ofdramatic ways.

Most page layout, paint, and draw programs will let you enlarge, re-

duce, and stretch an image.

There are a number of special techniques (besides the simple cut-and-

paste and cropping techniques discussed in the "Clip Art" section of

this chapter) that you can use to manipulate or change an illustration

to suit the needs of a specific layout. Many software packages allow

you to edit images in a variety of dynamic ways. Lightening, lowering

the contrast, or fading an image can lend a whole new look and feel to

a simple graphic.

Generally, computer-generated illustrations are created using either a

paint program or a draw program.

Images in paint formats are bitmaps—a huge collection of tiny

squares that make up the larger picture. Enlarging a bitmapped image

causes the individual squares to become more clearly visible, yielding

jagged or chunky results.
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You can't typically manipulate individual objects or single items in a

bitmapped graphic, at least not without first "cutting them out" of the

picture—a difficult task, ordinarily. You can, however, use special tech-

niques and filters to change the appearance of the entire bitmapped

graphic.

On the other hand, images in draw formats are composed of a series of

lines, curves, or objects that you can usually edit using a draw pro-

gram. Because draw programs use equations to define the curves and

lines in individual objects, the resulting images have the same quality

of smoothness at practically any size.

_ _
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Using a draw program, you can isolate and edit specific objects in a

larger image, while leaving the rest of the graphic unchanged.

The kind of effects you can create using ready-made art depend largely

on the software at your disposal and the format of the image itself, but

nearly every program that handles graphics will allow you to stretch,

size, and crop an image, regardless of its format.

Information Graphics
Information graphics are used to communicate trends, comparisons, and

organizational structures.

Information graphics—charts, graphs, tables, and maps—are often the

most efficient way to organize and present an unwieldy set of facts or

figures. Statistics can be difficult to grasp in textual form, and they

usually bore readers stiff besides. By converting such information into

a graphic, relationships and trends become easier to notice, and the

reader is more likely to retain interest. Even the simplest graphic has

an aesthetic appeal which text lacks.
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You can create these kinds of illustrations easily using clip art and the

drawing tools available in your page layout program, or by using a

separate drawing program. Some software packages, particularly

spreadsheet applications, will create information graphics automati-

cally. All you have to do is supply the data and specify how you want

it presented. The program does the rest.

The information graphics appearing in publications such as USA Today

and Time show that charts, diagrams, and tables can be presented in

visually exciting ways. These shouldn't be considered the standard,

though. Not every chart or graph needs to be presented in full color or

feature 3D effects. In fact, these sorts of adornments often make graphs

more difficult to understand. Ultimately, the purpose of an informa-

tion graphic should be to inform, not to impress. If decoration starts

getting in the way of meaning, simplify.

Actually perfectly serviceable information graphics can be constructed

from nothing more than combinations of circles, straight lines, fill

patterns (such as parallel lines or dots), and clip art. Don't be afraid to

keep things simple—your charts and graphs will have a clean, orga-

nized look.

Charts And Diagrams
Charts and diagrams translate numbers and values into visual images.

Charts communicate comparisons, relationships, and trends. There are

many different types of charts. The nature of the data you wish to

present will usually determine the appropriate chart to use.

Pie charts display part-to-whole relationships.
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Pie charts work best when the slices are large and few. Dividing a pie

chart into too many slices results in confusion.

Bar charts make comparisons.

Stacked bar charts display the parts that contribute to the totals.

Cost of Making a Sleepytime Pillow

$4 I

$3

$2

$1

Factory

|
Maintenance

|

Factory

Maintenance
Maintenance

Materials

Materials

Materials

LaborLabor
Labor

1940 1970 2000
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The bars can be drawn vertically or horizontally. Sometimes, objects

are used instead of bars. If you decide to use objects in your bar

graphs, pick images that can be lengthened or shortened while re-

maining recognizable—pencils, for example. Scaling objects in both

directions can be misleading, because the objects gain volume dispro-

portionately. In the chart below, the apparent difference in volume

between the houses is misleading—the only relevant measurement is

height.

Average price of a 4-bedroom house

Price

(in$100,000's)

4 -

1 -

*flr
Hartford,

a
San Francisco, Charleston, Tucson,

CA WV AZ

Line charts show trends.

You can also combine chart types. This compound chart shows both

total yearly sales and departmental contributions to the total yearly

sales.
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Sleepytime Pillows Sales Report, 1996

$30M

$20M

$10M
Down Pillow

Sales

Mar Jun Sep Dec

Diagrams
Choose diagrams rather than charts when you want to emphasize relation-

ships and sequences rather than numbers.

Organizational diagrams are one of the most frequently encountered

types of diagrams. These display dominant/subordinate relation-

ships—who reports to whom, in other words.

Hefty-Price Organization

John D. Gotrocks

President

I

I I I

Will Makalot Bill 0. Sale Jackie Green

Sales Manager Executive Director Marketing Director

! I I

I I I

Geena Quarter Miss Moneypenny Arnie Lettuce Max Account

Senior Salesperson Executive Secretary Marketing Manager Design Director

I I I I

Edward J. Dime Freddy Pocketchange Judy Flash Russ Fund

Salesperson Secretarial Assistant Marketing Design

I I

Akita Nickel Ruiz Dinero

Salesperson Marketing

1
' rf VArchie Pence T. Bills

Salesperson Marketing Assistant

HEfTY-PRICE
INDUSTRIES

Flow (or process) diagrams are used to display sequences—what must be

done first, what must be done second, and so on.

Timelines help you visually communicate historical perspectives. You

can show when certain events occurred and how much time elapsed

between them.
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Receiving & Processing Profits

Customers give

the firm money

Money is divided

into bills and coins

3a
Bills are bundled

in stacks of 100

3b
Coins are put

in paper rolls

CEO distributes

it as he sees fit

HEFTY-PRICE
INDUSTRIES

The Week in Review

Held a board

meeting

Made lots

of money

TUESDAY

Discussed

possibilities

of a merger

Recounted

profits from

last week

"Power-

lunched"

Bought

a rival

firm

Located more
storage areas

for excess cash

Revised

office's

floorplan

Took the

rest of the

day off

MErrv
INDUSTRIES

Diagrams can also be used to display spatial relationships, like floor

plans or cutaway product drawings.

Revised Floor Plan

Empty 1

Office T

Supply ..

Room

Design ..

Dept
IJ

Marketing

Dept.

Board

Room

Lobby

Front Entrance

Sales

Dept.

Vault

President's

Office
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There are numerous ways you can increase the impact and communi-

cating power of your charts and diagrams:

• Include a title that summarizes the purpose or importance of the

information being displayed.

This title lacks impact:

Sales Figures

This title commands more attention:

Projected Sales for 1999

Use labels to indicate the exact amounts displayed in each chart

segment or bar graph column.

| COMPAQ 4%

Epson 4%

Wang 3%

Zenith 3%

AT&T 4%

COMPAQ 4%

HP 4%

Tandy 4%

Epson 3%

U.S. Market Shares

of Leading

Personal Computer
Manufacturers:

Revenue

(excluding ROM-based personal computers)

f.13.7 Billion-
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Include a background grid indicating the major numeric divisions,

to provide a frame of reference.

Sleepytime Pillow Purchases for 1996

0.6M

0.5M

0.4M - i

0.3M

0.2M

0.1M

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Include tick marks that define subdivisions.

Sales Levels (1996-) for Sleepytime Pillows

$5.00 -
D B
Q B

- $4M

$4.50 -

$4.00 -

$3.50 -
BBBBB

DDDDDDDDD

BBBBB

DDDDDDDDDO DDDDDDDDDD

DDDDDDDD

- $3M

- $2M

- $1M

I I I I

1996 1997 1998 1999

Use a legend in a chart or diagram to identify symbols and units of

measure. Place it near the graph—or inside the graph, if there's

room available.

Use shades, patterns, and colors that complement each other.

Avoid adjacent colors that clash or blend together.

Use a different typeface for chart and diagram labels than the one

used for body text. Make sure the labels are large enough to be

legible.
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PM Interval Affects PM Cost
(600,000 miles)

$30,000

$26,000

A Service oil, filters, chassis lube, coolant,

additives and/or filters, inspect & adjust

B Service all A Service plus other filters, diagnostic

inspections, tune-up & adjust

C Service all B Service plus major inspections

& minor repair

15,000

Tables

Tables present a lot of information in a concise and orderly way.

Tables are useful when you want to focus your reader's attention on

the data itself, rather than on representations.

Preferred Morning Beverage (1 ,000s)

COFFEE 1960 1970 1980 1990

Instant 540 562 580 590

Perk 453 444 420 410

Drip 622 690 725 950

TEA

Black 325 320 315 250

Herbal 105 110 160 200

When readers are less interested in general trends and more interested

in finding a specific bit of information, a table will serve better than a

graph. Tables are also better if exact values are important, because

readers are not required to guesstimate when a graph point lands

between two tick marks.

When placing information in tables, be sure to leave enough breath-

ing room around the text or numbers. Row and column headings

should be larger or bolder than the information they introduce.

Screens can also be used to set off header information.
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Preferred Morning Beverage (1,(D00S)

COFFEE 1960 1970 1980 1990

Instant 540 562 580 590

Perk 453 444 420 410

Drip 622 690 725 950

TEA

Black 325 320 315 250

Herbal 105 110 160 200

Avoid including more detail than necessary. Instead of including all

digits in large numbers, round numbers off to the nearest hundred,

thousand, or million. (Be sure you prominently indicate the scale

you're using.)

Although column headings are often centered, flush-right alignment

can be used for row identifiers. This locks the information together.

Preferred

COFFEE

Morning Beverage (1,000s)

I960 1970 1980 1990

Instant 540 562 580 590

Perk 453 444 420 410

Drip 622 690 725 950

When tables contain numbers, decimal alignment ensures that the

numbers will line up, regardless of the size of the number or the num-

ber of decimal points after it.

1,567.98 1,567.98

257 257.00

3,410.3 3,410.30

957.69 957.69

2,113.54 2,113.54

Avoid using thick rules that darken a table and overwhelm the infor-

mation presented.
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Preferred Morning Beverage (1,000s)

COFFEE 1960 1970 1980 1990

Instant 540 562 580 590

Perk 453 444 420 410

Drip 622 690 725 950

TEA

Black 325 320 315 250

Herbal 105 110 160 200

Screen Captures

Computer documentation often contains a specialized form of art, called

screen captures.

Most computer systems will allow you to take a picture of the com-

puter screen, and save it as an image file. Screen captures are often

used as examples in software manuals.

My Computer

B i

Network

Neighborhood

Recycle Bin

My Briefcase

B Windows NT Help M3

This wizad will help you to install your printer or make a

printer connection quickly and easily. This printer wrtl be

managed by

He)pTopics| Options

To set up a new printer

1 Click here -3jv° start installing a printer

2 Follow the msnScrions on the screen

It you want to print a test page, first make sue

your printer is on and ready to prmt

Tip

It you want to use a shared network printer you

can set it up quickly by browsing tor it in Network

Neighborhood, clicking the prmtei's icon, and

then clicking Install on the File menu.

(• Ngtwork printer server

Connect to a printer on another machine. AH settings tor

this printer are managed by a print server that has been set

up by an admmistjator

N_ext>

;JB Start
1

1 y] Windows NT Help 1233 PM
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Maps
Maps depict locations (or information about locations) in simplified form.

The simplest map locates a point by relating it to known landmarks.

Maps are also used to compare locations. For instance, a map of the

U.S. might use different colors to show the average yearly rainfall of

each region.

CD
CD

CO

c
CC

llllllllllllllll
parking

•

department
store

®
You Are Here

# entrance •

food
court

concourse

Maps should include only as much detail as is needed for clarity. The

more information you can omit without diminishing the map's pur-

pose, the more readable your map will be. Think of the map you

might draw when supplying directions to your house. It wouldn't show

every street in town. You'd only draw the ones that needed to be trav-

eled, or ones that made useful landmarks.

Presenting And Positioning Illustrations

A illustration can lose impact if it's poorly presented or positioned.

The presentation and placement of an image can affect how it's per-

ceived. Observe the following guidelines:

• When an illustration ties in with the body text, place it near the

relevant text. Don't position it to interrupt the text flow, however,

unless you want to require the reader to study it before reading

further. (Yes, that's right, you're required to study the following

illustration.)
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W^ the y E A R. L YINTERVAL
Past Widget Sales

uilL
'90 '91 '92 '93 '94 '95

Year

Tips & Hints

Na liber tempor c

S eleifend optic

QgNihil imperdiet d

• Id quud mazim placerat

• Assum lorem ipsum dull

.,-J Ju

adipiscing elil,

i nonummy

Our Widget Sales Record
Lorem ipsum dolor sit amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat- Lit wisi enim ad

minim veniam, quis nostrud exerci tation utlamcorper

suscipit lobortis nisi ut aliquip ex ea commodo consequat.

Duis autcm vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium dolore

eu feugiat nulb facilisis at vera eros et accurusan et iusto

odio dignissim qui blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla facilisi. Lorem ipsum

dolor sit amet, consectetuer adipiscing elil, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi e nim ad minim veniam, quis nostrud exerci

tation utlamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te feugait facilisi.

New Selling Strategies

Nam liber tempor cum soluta nobis eleifend option

congue nihil imperdiet doming id quod mazim placerat

facer possim assum. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit. sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut aliquip

ex ea commodo consequat.

Duis autem vel

vulputate velit es;

eu feugiat nulla facil

Lorem ipsum dolor s

sed diam nonummy i

dolore magna aliquam

e dolor in hendrerit in

; consequat, vel ilium doloi

adipiscing elit,

smod tincidunt ut laoreet

olutpat. Ut wisi enim ad

,
quis nostrud exerci tation ullamcorper

ipit lobortis nisi ut aliquip ex ea commodo consequat.

Balance the black or dark tones of a photograph with other heavy

and contrasting elements on the page. In the following layout, the

nameplate and bold headline balance the photo at the bottom.

Community

News
New Construction

Starts With a Bang
Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed

diam nonummy nibh euismod

tincidunt ut laoreet dolore

m erat volutpat.

ad minim

veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

velit esse molestie consequat,

vel ilium dolore eu feugiat nulla

facilisis at vero eros et

accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi. Lorem ipsum dolor sit

amet. consectetuer adipiscing

elit, sed diam nonummy nibh

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpat.

Utv ladr
.quis

tation ullamcorper suscipit

lobortis nisi ut aliquip ex es

commodo consequat. Duis

autem vel eum iriure dolor

hendrerit in vulputate velit

molestie consequat, vel illui

dolore eu feugiat nulla facil

at vero eros et accumsan et

iusto odio dignissim qui

blandit praesent luptatum zzn

delenit augue duis dolore te

feugait nulla facilisi.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet domin

id quod mazim placerat facer

Lo« ipsun

dolor sit amet. consectetuer

adipiscing elit. sed diam

nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat volutpat

lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

velit esse molestie consequat,

vel ilium dolore eu feugiat nulla

facilisis.

Lorem ipsum dolor sit amet.

consectetuer adipiscing elit. sed

diam nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi enim ad minim

veniam. quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure

dolor in hendrerit in vulputate

velit esse molestie consequat,

vel ilium dolore eu feugiat nulla

facil.

accumsan ct u

dignissim qui blandit praesent

luptatum zzril delenit augue
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• Illustrations used similarly throughout a document should be iden-

tical in style.

How to Prepare...

I

Meats
Lorem ipsum dolor sit amet,

adipiscing elit, sed diam nonummy

nibh euismod tincidunt ut laoreet

dolore maqna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquipex ea

commodo consequat.

Duis autem vel eum iriure dolor

in hendrerit in vulputate velit esse

Veggies
Nam liber tempor cum soluta nobis

eleifend option conque nihil

imperdiet dominq id quod mazim

placerat facer possim assum. Lorem

ipsum dolor sit amet, consectetuer

adipiscinq elit, sed diam nonummy

nibh euismod tincidunt ut laoreet

dolore maqna aliquam erat volutpat.

Ut wisi enim ad minim lorem ipsum

dum dolor sit amet, consectetuer

Spices
Dolore maqna aliquam ut wisi enim

ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem

vel eum iriure dolor in consectetuer

adipiscinq elit, sed diam nonummy

nibh euismod tincidunt ut laoreet

dolore maqna aliquam erat volutpat.

Ut wisi enim ad minim lorem

When illustrations or photographs are the central focus of your

project, keep the typography and design simple.

Leave even margins of white space when text wraps around an

image.

When grouping illustrations or photographs of different sizes, try

not to leave "holes" in your document.

The Mojave Desert:
A Photographic Journey

A_/brem ipsum dolor sit amet,

consectetuer adipiscing elit, sed

diam nonummy nibh euismod

tincidunt ut laoreet dolor

magna aliquam erat volutpat

quis nostrud exercitation

ullamcorper suscipit lobortis

nisi ut aliquip ex ea commodo

Duis autem vel eum iriure

dolor in in vulputate velit esse

molestie consequat. vel ilium

dolore cu feugiat nulla facilisis

at vero cros ct accumsan et

iusto odio dignissim bland it

K9
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The Mojave Desert
A Photographic Journey

1 ipsum dolor sit amet,

conscctctuer adipisong clit, sed

diam nonumm> nihil euismod

tincidunt ut laorect dolor magna

aliquam crat voliupat I 't wisi

:l minim veniam.q.

nostrud cxercitation ullamcorper

nucipit loboitu nisi ui aliquipex

nmodo. Duis autcm vcl

e dolor in in nilputate

vclit esse molcstie conscquat, vel

ilium dolorc cu fcugiat nulla

facilisis at vero eros ei aecurr

3 odio dignis-sim blandit

Tips And Tricks

The previous list of guidelines will help you avoid making errors when

placing illustrations, and error-free layouts are usually good-looking

layouts. Every once in a while, though, you'll follow all the rules and

still end up with a blase result. If a given illustration still doesn't seem

like an integrated part of your document—if, in fact, it seems more like

a paper cutout that got dropped on top of your document—try one of

these more exotic techniques:

• Turn your illustration into a screen, and place it partially or fully

behind the text. Be careful with this technique—screens of more

than 30 percent can hinder legibility. (That's for black ink. You can

use higher percentages for colored inks, depending on the bright-

ness of the color. The print quality of your output device is also a

factor—low-end printers produce coarser screens.)

• Create a screened backdrop for your illustration. The backdrop

doesn't have to be fancy—a simple circle or polygon will usually do

the trick.

• For a really fancy look, combine the previous two techniques, and

use a large, screened version of your illustration as a backdrop for

the real thing. (You won't want to use this trick too often—save it

for that really important project.)
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Disaster Area
The Quake of '56

Lorem ipsum (IoIdi .imet, consectetuer

,i.li|)is, ing t'lil scd dim nonummy nibh

euismod Cine idunt ut laoreet dolore

magna aliquam eral volutpat. Utwisi

enim .id minim veniam, quis nostrud

.'mh i tation ullamcorper lobortis nisi

ui aliquip ex ea commodo consequat.

Duis aulem vel eum iriure dolor in velit

hendrit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat

nulla fa< ilisis at vera eras et accumsan

et iusto odio dignissim blandit praesent

luptatum zzril delenit augue dolore te

feugail nulla fa< ilisi. Lorem ipsum dolor

sil amet, consectetuer adipiscing elit,

sed diam nonummy euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit vulputate

velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vera

eras et accumsan et iusto odio ipsum

dolor sit amet, consectetuer dignissim

qui blandit praesent luptatum zzril del

enit augue sit amet, consectetuer duis

dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis

eleifend option congue nihil imperdiet

doming id quod mazim placerat facer

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod ticidunt

ut laoreet dolore magna aliquam erat

volupat. Ut wisi enim ad minim venim,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis. Lorem ipsum

dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam erat volutpat.

I've got a bike,

you can ride it

ifyou like. .

.

Duis autem vel eum iriure dolor in velit

hendrit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat

nulla facilisis at vero eras et accumsan

et iusto odio dignissim blandit present

luptatum zzril delenit augue dolore te

feugait nulla facilisi. Lorem ipsum do-

lor sit amet, consectetuer adipiscing elit,

sed diam nonummy euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim venim,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit vulputate

velit esse molestie consequat, vel ilium
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Disaster Area
The Quake of '56

Lorem ipsum dolor amet, consectetuer

adipiscing elit, sed dim nonummy nibh

euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud

exerci tation ullamcorper lobortis nisj^

ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in velit

hendrit in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat

nulla facilisis at vero eras et accumsan

et iusto odio dignissim blandit praesent

luptatum zzril delenit augue dolore te

feugait nulla facilisi. Lorem ipsum dolor

sit amet, consectetuer adipiscing elit,

sed diam nonummy euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

eum iriure dolor in hendrerit vulputate

velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero

eros et accumsan et iusto odio ipsum

dolor sit amet, consectetuer dignissim

qui blandit praesent luptatum zzril del

enit augue sit amet, consectetuer duis

dolore te feugait nulla facilisi.

quake leveled every

building in the township of

Nowhere Special, Nevada.
It was never rebuilt.

Nam liber tempor cum soluta nobis

eleifend option congue nihil imperdiet

doming id quod mazim placerat facer

possim assum. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit, sed

diam nonummy nibh euismod ticidunt

ut laoreet dolore magna aliquam erat

volupat. Ut wisi enim ad minim venim,

quis nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis. Lorem ipsum

dolor sit amet, consectetuer adipiscing

elit, sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam erat volutpat.

Create several duplicates of your illustration, and arrange them

dynamically on the page. Try setting them at different sizes or

angles. Make it look as if the illustration is growing, shrinking, or

moving across the page.

g. ^\y X^orem ipsum

Y^A^-^rf/ amet, consectetuer

adipiscing elit, nonummy
nibh euismod tincidunt laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud

exerci tation ullamcorper lobortis nisi ut

aliquip ex ea commodo consequat.

dolor in hendrerit vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odio ipsum dolor sit

amet, consectetuer dignissim qui blandit

praesent luptatum zzril del enit augue sit

amet, consectetuer duis dolore te feugait

nulla facilisi.

Nam liber tempor cum soluta nobis

eleifend option congue nihil imperdiet

doming id quod mazim placerat facer
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If your illustration is boxed, position it to break its box. The

graphic has an illusory tendency to look bigger, because the box is

perceived as being too small to contain it.

Stay cool, as a rule

Dlam nonummy nlbh eulsmo

tlncldunt ut laoret dolore magna

exercltatlon ullamcorper susclplt

lobortls nisi ut allqulp ex ea

commodo consequat.

Duls autem velum Irlure dolor In

hendrerlt In vulpuate vellt esse

molestle consequat, vel Ilium

dolore eu feuglat nulla facilisis at

vera eras et accumsan et lusto

odlomo dlgnlsslm qui blandlt

praesent luptatum zzril delenlt

augue duls dolore te teugalt nulla

faclllsl. Lorem Ipsum dolor sit

amet, consedetuer adlplsclng ellt,

nonummy

eulsmod

tlncldunt

ut laoreet,

vera eras.

Got a photo that's as big as your page? Don't resize it—make the

whole page a photo! Using a photo with large empty areas will

allow you to include text as well—just print it right on top of the

picture. (You may need to lighten the photo in a paint program

first, to ensure that the overprinted text will be readable.)

nu»n

Ut wui cnira ad minim veniam. quis nostrud ri i il

uHamcorper suscipit lobortis nisi ut aliquip < i commodo

Duis autcm vcl cum iriurc dol I Irerii

vulpii!.iii- v.lit .;•.-,, molcsne consequat, vcl ilium <!<>! n

feugiat null i t'.u iIim it vero ros el iccumsin ei iu«o odio

,im doloi i l icr dig |ui bl indil

luptatum 77nl del a -.-.<.

i pos ini

i lolow

i id i m
. [pii loborcu oil] ui
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This is only a brief list of the possibilities—and it's limited to situations

when you have one illustration to place. With two or more, the number

of options grows exponentially. Flip through magazines, newsletters, or

other publications and you'll soon stumble upon more neat tricks

you'll want to use (remember to keep copies of your favorites in your

clip file). Also, don't forget about the building blocks from Chapter 4 of

this book—a simple rule, box, or drop shadow might be all that your

illustration needs to go from humdrum to eye-popping. Remember,

graphics shouldn't require much embellishment to stand out—they're

natural focal points by themselves.

Moving On
We've covered a lot of ground in this chapter. You now know how to

choose appropriate illustrations for your document and how to posi-

tion them on the page with relative confidence. (After you've designed

a few layouts of your own, upgrade this to "substantial confidence."

Instruction is useful, but there's no substitute for experience.)

This chapter also contains a cursory amount of information on ar-

ranging photographs, but, believe me, you've only seen the tip of the

iceberg. The use of photographic artwork in design is a broad topic,

well deserving of further study. If most of the black space in your docu-

ments will in fact be photos, you owe it to yourself to read the next

chapter.



Working With
Photographs
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Sometimes words alone seem inadequate.

If you watch television news, you've probably seen countless political

reporters delivering their spiels while standing in front of the Capitol

building. It seems gratuitous, when you think about it—wouldn't it be

just as easy to wire the story to the newsroom and deliver it from

there? Why show us the Capitol building, which we've all seen a mil-

lion times anyway?

But all the networks do it, and there's a reason: The story becomes

more credible as a result. If only subconsciously, we're more likely to

believe reporters when we see them near the source of the story. The

undeniable reality of the pictures lends credence to the words. A story

is just a story, but seeing is believing.

The same holds true for printed publications. Pictures represent the

real thing, in a way that words and illustrations cannot. This makes

them extremely powerful page elements, if used properly. Advances in

scanning, printing, and photo manipulation have made them much

easier to work with, but, as always, you'll need a good idea of what

you want to do in advance. No matter how good your equipment is, it

can't make decisions—it can only implement the ones you make.

Hopefully, this chapter will help you make the right ones.

Why Use Photographs?
Photographs bring realism and authenticity to a document.

The most obvious reason to use photographs is that they seem real

—

they offer concrete visual proof to back up your text. This is why

newspapers and magazines use photos for hard news stories and

illustrations for more abstract articles.

Walking a Political Tightrope
Bill Clinton struggles to

balance competing interests

X or the past week, the factions have hounded
Bill Clinton. They all want a piece of the pie. Five

hundred years ago, Christopher Columbus was
on his knees in throne rooms throughout Europe,

scrambling to finance his first voyage to the New
World. Meanwhile, his Venetian countryman
Aldus Manutius—scholar, printer, and entrepre-

neur—was establishing what would become the

greatest publishing house in Europe, the Aldine

Press. Like Columbus, Aldus Manutius was dri-

ven by force of of intellect and personality to

realize a lifelong dream.

Aldus' greatest passion was Greek literature,

which was rapidly going up in smoke in the
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Numerous studies show that readers are more likely to believe a story,

statistic, advertising claim, or other assertion if it features a photo.

Photos can also evoke a greater sense of urgency and drama from

readers than illustrations can. If you try to recall the most important

events of the last 50 years, chances are you associate the events you

remember with photos you've seen.

Finally, there are some situations where photographs are mandated.

This is almost never true of illustrations. A news story about an egg-

plant in the shape of Elvis's head, for instance, would make no sense

without a photograph. A written description of any length would be

inadequate, and a clip-art picture of an eggplant would be worse than

useless. If your story needs to be shown as well as told, photographs are

not an option—they're a requirement.

Choosing Good Photographs
Not all photos are created equal.

If you've ever suffered through a relative's lackluster holiday snap-

shots, you know that not all photos are created equal. A good

photograph captures attention, conveys emotion, and tells a story.

Your eye will usually tell you when a photo is "bad" even if you can't

immediately diagnose why. The most obvious problems are technical,

such as poor exposure might result in dark or grainy photos. More

subtle errors arise when a photograph is poorly framed—such as when

the primary visual element is awkwardly off-center or too small to fill

more than a fraction of the available space. Good photographers are

not merely handy with a camera; they have an eye for where to point

the lens, and when to click the shutter.

While it's much easier to recognize a great photo than it is to take one,

every good photograph shares a few common elements:

• A decisive moment. Any shot of a person or event should suggest to

the reader that the photo was taken at the optimum instant.

• Emotional context. Even photos of inanimate objects can convey

emotion and imply meaning, if shot correctly. Images devoid of

feeling will not evoke strong responses.

• Powerful visual imagery. The underlying geometry, tone, and compo-

sition of a photo can make the difference between a mediocre shot

and a great one.

• Strong cropping and framing. Poor framing can nullify a photo's

impact. Fortunately, this problem is sometimes correctible using
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your layout software. You can crop an image to improve the fram-

ing. Of course, if you need more photo rather than less, cropping

can't help you.

Technical Fine-Tuning

Numerous technical factors influence how a photograph looks.

Desktop publishers must be able to recognize a technically correct

photo. It should fulfill a number of common, related requirements:

• Focus. Above all, a photo must be in proper focus. Except when

striving for a particular effect, fuzzy, vague, or blurry pictures look

unprofessional.

**.
•V

• Clarity. It's possible for an image to appear grainy and diffuse even

when the negative and print appear to be in proper focus.
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Contrast. Black-and-white photos must have balanced contrast. Too

much contrast makes whites look too light and blacks look too

dark. Not enough contrast makes the entire image seem gray and

washed out.
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Brightness. A photo should be neither too dark nor too light, regard-

less of its subject matter.

Occasionally, you might wish to intentionally blur, overexpose, or

otherwise alter a technical aspect of a photo to create a dramatic ef-

fect—but this is rare indeed. Most of the time, breaking the

conventions of good photography will look like an error, not an effect.

Unless your reasons are impeccable, follow the rules.
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Designing With Photographs
The perceived quality of a photo depends heavily upon its presentation.

As with illustrations, the placement of photographs will affect their

impact. There are a few important design concepts and conventions

that must be heeded.

Use Dominant Photos

Dominant photos tell readers where to look first.

The Road to

Recovery
Today'sfarmers are embracing

new methods—and their

open-mindedness ispaying off

Lorem ipsum dolor amet.

consectetuer adipiscing elit.

sed diam nonummy nibh

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpat. Ut wisi enim ad

minim veniam, quis nostrud

exerci tation ullamcorper

suscipit lobortis nisi ut velit

aliquip ex ea commodo
consequat.

Duis autem vel eum
inure dolor in hendrerit in

vulputate velit esse molestie

nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat ut

volutpat.

Ut wisi enim ad minim

veniam, quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor

in hendrerit vulputate velit

esse molestie consequat, vel

ilium dolore eu feugiat

nulla facilisis at vero eros et

consequat, vel ilium dolore

eu feugiat nulla facilisis at

vero eros et accumsan et

iusto odio dignissim blandit

praesent luptatum zzril

delenit augue duis dolore te

feugait nulla facilisi. Lorem

ipsum dolor, consectetuer

adipiscing elit, sed diam

accumsan et iusto odio

dignissim blandit praesent

luptatum zzril delenit augue

duis dolore te feugait nulla

facilisi.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet

doming id quod mazim

placerat facer possim

assum. Lorem ipsum dolor

sit amet. consectetuer

adipiscing elit, sed diam

nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam volutpat. Ut

wisi enim ad mini veniam.

quis nostrud exerci tation

ullamcorper lobortis nisi ut

aliquip ex ea commodo.

Duis autem vel eum
iriure dolor in hendrerit in

vulputate velit esse molestie

consequat. vel ilium dolore

eu feugiat nulla facilisis.

Lorem ipsum dolor sit

amet, consectetuer

adipiscing elit. sed diam

nonummy nibh euismod

tincidunt ut laoreet dolore

magna aliquam erat volpat.

Ut wisi enim ad minim

veniam. quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum
iriure dolor in hendrerit in

vulputate velit esse molestie

consequat. vel ilium dolore

eu feugiat nulla facilisis at

vero eros et accumsan et

iusto odio dignissim qui

blandit praesent luptatum

zzril delenit augue dolore te

feugait nulla. Consectetuer

adipiscing elit. nonummy

nibh euismod tincidunt ut

laoreet dolore aliquam erat

volutpat.

Ut wisi enim ad minim

veniam. quis nostrud exerci

tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor.

When running several photos on a single page or spread, choose one

as the dominant image and position it prominently.

Multiphoto layouts without a dominant image can look uninspired

and confusing.
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Color is an extremely

powerful design tool.

It can be used to attract

readers' attention,

set a mood, or simply

brighten up a page.

Numerous marketing

studies show that color

advertisements generally

draw more attention

than their black-and-

white counterparts.

Color can also add

beauty, particularly when

photographs or artwork

are featured prominently.
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If you crave contrast, you could choose colors located opposite each

other on the color wheel, known as complementary colors. (The name is a

bit misleading. It's meant to denote two colors that neutralize each other

if mixed together. That doesn't necessarily mean they'll complement

each other if used together—there are certain red-green combinations I

wouldn't even use on a Christmas card.) A better scheme for finding

high-contrast colors that work together is to use a triad—three colors

roughly equidistant from each other on the color wheel. Red, yellow,

and blue are a triad, and they generally work well together.

GregLetnons

A beginner's

guide for

Radio Control

Flymg

IntroductionTo Radio
Controlled Flight

The first smart step is to select a good airpl;

1 are many good "trainer'' planes to select from. A
trainer mode! is a high-wing airplane with tricycle

landing gea r and a generous amount of dihedral {the

angle between the two wing halves)

High diheii ml gives the model stability; which

vou mil need >n your first plane. Ned, you need to

decide how much lime you are willing to spend

building the modeL There an? man \ types nt kits to

choose from, starting with .1 built-up" kit (where you

hawtodothebilidingJapdL-ndingwnth.in ARF'kit

(an "Almost Ready to Fry kin \RF> are the m.M
expensive, so your decision mutt be balanced betiravt

die cost of the kit and the amount or workyou

plan to dedicate to build it.

build Besides, building

your kit will familiarize

vou with the inside-

of the model, and

make it easier to make

any repairs in the

future. Ifyou have a

budget for your new

hobby, remember that

you also need to

purchase an engine

and radio, so the built-

up kit is the most

recommended route-

Next you will need

to select an engine for

your kit The model

will list a range of

engines recommended

Don't stamp on your

A good engine
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Remember, these are just suggestions on how to get started. They're

particularly useful if there's one color you know you want to use. You

may generate a set of analogous colors or a triad using your color as a

starting point and hit upon a workable scheme faster than you would

by just picking colors at random.

Color And Mood
Most colors carry emotional and psychological implications that can help

or hurt your design. Despite the different reactions people have to vari-

ous colors, there are some expectations associated with certain colors.

You should consider the differences between warm colors (reds, oranges,

and yellows) and cool colors (greens, blues, and purples). Warm colors

are intense and engaging. They're often used to highlight the impor-

tant elements in a design, because they tend to pop out at the viewer.

Cool colors are more subdued. Documents that use cool colors exclu-

sively tend to have a clean, elegant look. It's also easier for readers

to see "cool" documents as a unified whole, because no particular

element commands their immediate attention.
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A listing of resources for

film, video, television

broadcast & production,

ond multimedia

Properties Of Color

The color wheel shown earlier is actually somewhat incomplete. It only

shows hues—stopping points along the visible color spectrum. Each

hue on the wheel actually constitutes a range of possible colors, cre-

ated by varying the hue's saturation and value.
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The HSL Color model

There's a color model known as

HSL that describes each shade as

a combination of hue, saturation,

and lightness (the value scale in

reverse; 100 percent lightness

equals white). Hues are ex-

pressed numerically as angles

on a predefined color wheel;

saturation and lightness are

expressed as percentages. The

HSL color model isn't used very

often—the most useful color

models express colors as mixtures

of other colors, because that's

how printers and computer

screens really reproduce color

—

but I thought you might like to

know that such a model exists.

Incidentally, this model is also

known as HSB [brightness rather

than lightness). Maybe someday

the name will be standardized,

but I'm not holding my breath,

Saturation is the relative brilliance or vibrancy of a color and is usu-

ally expressed as a percentage. The hues on our color wheel are 100

percent saturated. Adding black to a color decreases saturation. The

color becomes darker and duller until finally reaching percent satu-

ration—black.

Value is the percentage of hue used. The hues on our color wheel have

100 percent value. Colors lighten as value is decreased. Low value

settings produce pastels. At percent value, all color disappears, and

you're left with white.

The following chart shows a single hue (the heavily outlined box at

the upper left) and some of its possible variations.
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When you screen a color, you're essentially tweaking that color's value.

For this reason, colors with 100 percent value are good choices for inks.

Used in conjunction with screening, they can reproduce the entire

value range of a given hue-saturation combination. If your base ink

has a lesser value—say, 50 percent—you'll only be able to reproduce

values less than 50 percent by screening it.

Working With Spot Color
Two-color printing may be the affordable answer to your color needs.

If you're looking to jazz up your pages but lack the time, money, or

expertise to tackle a full-color job, spot color may be the answer. The

standard spot color job uses two inks: black and a second color chosen

by the designer.
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Flyers, letterhead, brochures, and newsletters can undergo a dramatic,

eye-catching transformation from a second color.
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Restraint with spot color keeps your pages tasteful and inviting. It's

important to know when not to run an item in spot color. The contrast

provided by a second color will be nullified if you overuse it—a color

can't contrast with itself. The newsletter shown on the right in the

above graphic suffers from spot color overkill.

Screening Spot Color

Using screens of spot colors creates the illusion of multiple colors.

Screening—using lower percentages of a color to produce lighter

shades—will help you get the most out of spot color. Screens of a color

can look surprisingly different from the original shade—a brick red

might become more candy-appleish at a 50 percent screen, and

fade to a gentle pink at a 10 percent screen.

Don't forget about the black ink, either! Adding shades of gray to your

design will increase the multi-color effect.
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think

climbing

"rocks?"
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camping gear! ^

Don't leave for the

FOREST
without your FLO-BEE
camping gear! ^

Printing Two-Color Jobs Without Black Ink

Substituting a different color for black in a two-color job can add impact to a

publication—but great care is required.

You don't have to use black in your spot color documents—you can

hand-choose both of your ink colors, if you wish. This method of print-

ing can be very effective for small projects with eye-catching artwork but

not much type—banners, flyers, and bumper stickers, to name a few.

Duotones composed of two nonblack inks can produce a startling color

range. Your reader might be fooled into thinking it's a full-color job.

MYSTERY LIGHTS
19 9 7 ma

It's technically possible to produce text-rich documents like newsletters

and company reports without using black, but it's usually a major

headache for the designer. All the text in the document must be set

either as colored type or reversed type, neither of which is ideal for

body text—these treatments are ordinarily reserved for display text,

because readers find them distracting in large doses. You can minimize

the problem by choosing a nearly-black color as one of your inks

—

bottle green, navy blue, and so on—and using it for your body text.
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Using a different color of paper can also help. Navy ink on tan paper,

for instance, might produce a passable imitation of black when

printed at full value yet still appear blue when screened.

Working In Full Color
Full-color documents have the most potential to capture and maintain

reader interest.

It's possible to print spot color jobs with more than two inks, but it's

rarely done. You can print a document in full color for about the same

cost using four-color processing.

Four-color processing uses four inks—cyan, magenta, yellow, and

black—to reproduce a wide variety of colors.

Cyan, magenta, and yellow act as the primary colors in this scheme.

By mixing them in different percentages, the entire color wheel can be

re-created (well, mostly). The fourth ink, black, is used to alter the

saturations of colors as well as to reproduce "real" black. (Theoreti-

cally, mixing 100 percent of cyan, magenta, and yellow will produce

black—but in reality, the result is a rather muddy brown.)

You don't need to worry so much about how the inks mix to produce

colors, though. That's the printer's concern. A good printer will make

sure that the colors in your document are reproduced accurately—but

of course, if your document's color scheme is poor to begin with, there's

not much a printer can do.

A Brief Color Gallery

Full color is a world unto itself—you could fill an entire book with

suggestions and guidelines on using it effectively. Because this is not

that book, I'll forego the mammoth list of dos and don'ts and merely

present a few examples of effective full-color documents.

Cyan

Magenta

Yellow

Black
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Overlapping type adds to the

grunge-media effect.

Color That Shouts

This menu cover for the CyberCafe uses bright, jarring colors to pro-

duce a grungy cyberpunk look, as popularized by Wired magazine.

This is a good example of how a designer can break the rules and get

away with it—the colors in this document were chosen to clash, not to

harmonize. While it's not everyone's cup of tea, it's an attention-getter!

lit it Caff
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Color That Whispers

Color doesn't have to leap out at the reader—a subtle use of color

turns an understatement into a statement. Readers who are tired of

"loud" documents will appreciate the dignified starkness of this poster,

enhanced by the use of cool colors throughout. One has to look closely

to appreciate the variations of blue and green in the knight's helmet.

Any document that encourages close scrutiny can probably be consid-

ered a success!

Do It In Color

4

!kni$)t
By William Thorn

n.i a world drowned in catastrophic

floods, with an atmosphere of fierce

hurricanes and seas of tidal waves

only one sanctuary dominates this

ruined world: The land of the Dragons.

Pushed to the edge of extinction,

man has risen above the planet creating

a brave new world powered by the sun

and wind. By a marvel of 40th century

technology and with the help of the

Knight—brave and heroic—a wonderful

world exists: earth, where man lives in

peace. However, the Flying Dragons

must constantly venture to the earth's

surface to search for the Amber Crystals

that power their world and keep them

suspended above the earth—but for

how much longer...

Because color attracts attention,

you can use it to steer your readers

toward important aspects of your

document. The thick blue rule in

this poster draws the reader's eye

to the title, and the colored drop

cap highlights the start of the text.
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Color Caveats
What you see is not always what you get when working with color.

A major difficulty in working with color documents is the difference

between the colors you'll see on screen and the colors that will actually

be printed on the page. Unfortunately, computer monitors and printers

use different systems to produce colors. Monitors use the RGB model, in

which varying amounts of red, green, and blue are mixed together to

create a given shade. Printers, as mentioned earlier, generally use the

CMYK model. (That stands for cyan, magenta, yellow, and black—K is

used to denote black, because B means blue.)

Each color system has a different gamut—the total range of colors

which can possibly be produced. RGB, for instance, can create bright

fluorescent colors that aren't reproducible in CMYK.

So, how can be sure you'll get the colors you want? First, get a swatch

palette—a booklet of printed color samples. Unfortunately, swatch

palettes also use various different systems to describe color—now, they

should really get standardized!—but the basic idea is always the same.

You're choosing your colors based on how they look on paper, instead

of on screen. For spot color jobs, always use a swatch palette to choose

your inks. (If you don't do enough color work to justify buying a pal-

ette, the service bureau handling your project will let you use theirs.)

Second, run a print test. Have a couple of sample pages from your

document printed at your service bureau, and see how they look.

Tweak your colors based on the test—if a certain shade of blue looks

too dull, brighten it up. Don't worry if your document doesn't look as

good on screen after it has been corrected—your readers never see the

screen version anyway.

One more warning about working in color—it requires a lot of

memory. Your computer will need lots of RAM to process your docu-

ment, and lots of hard drive space to store the finished files. If your

computer is pretty slow for plain old black-and-white work, consider

upgrading it before taking on color projects. Remember, design is sup-

posed to be a trial-and-error process. If every minor adjustment of a

document takes you 10 minutes to implement, you'll find reasons not

to make the adjustments—and your designs will suffer accordingly.

Moving On
This completes our summary of the basic design elements—you now

have all the tools you need to create any type of document imaginable.
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The Health Care Puzzle
Americans come together to create a new set ot standards for healing the sick

Liorem ipsum doloi

consei iii sed diam

nonu )
nibh euismod i ini iduni w

laoreei dolore magna aliq erai

\ olutpac. I h w isi enim ad i

veniam, quis nostrud exerci ti n

ullamcorpei sus< ipii loboi i is nisi ui

iliqui] i ex ea < ido i onsi i [uai

Duis aucem vel eum iriure dolor in

hendn rii in vulputan velii zsst molestie

onsi quad vel ilium dolor*

nulla racilisis at vcro i ros ei i< i umsan

et iusto odio dignissim qui blandii

prai si ni luptatum aril delenii augu<

duis .!> ill in n i- ii" in nulla tsu ilisi

Lorem ipsum dolor sit .imet,

consectctucr adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

iaoreet dolore magna aliquam erat

volurpat.

Lorem ipsurn dolor sit amet,

consectetucr adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volutpat. Duis autem vel eum iriure

doloi in hendrerit in vulputate vel it esse

molestie consequat, vel ilium dolore eu

feugiat nulla racilisis at vero eros et

isan sto odio digi

blandit prao lupc n tzril delenit

augue duis dolor* ti feugait nulla

fa< ilisi lorem,

Lorem ipsum dolor sit amet.

eonsectetuei adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volurpat. I
i vim n ad minim

veniam. quis nostrud exerci tation

ullamcorpei suscipit lobortis nisi ut

aliquip ex ea i odo < onsequat.

Lorem ipsum dolor sit amet.

eonsectetuei adipisc ing i lit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volutpat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit

esse molestie consequat, vel ilium

dolore eu teugiat nulla racilisis at vero

eros et accumsan et iusto odio

dignissim qui blandit praesent

luptatum zzril delenit augue duis

dolore t< feugait nulla facilisi.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tarion

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat. Duis

autem vel eum iriure dolor in hendrerit

in vulputate velit esse molestie

consequat, vel ilium dolore eu teugiat

nulla facilisis at vero eros et accumsan

et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue

duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim

veniam, quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat

volutpat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

a ugue duis dolore te feugait.

Lines Of Force

Each photo has its own internal geometry, which influences a page's overall

design.

Photos have their own underlying lines of force, regardless of how

they're arranged on a page. The internal lines and geometry of a

photo play an important role in how a page or spread will appear.

For instance, if a person in a photo is pointing or gesturing in a par-

ticular direction, the reader's eyes will want to follow that gesture. Be

aware of the lines of force in your photos; use them to direct your

reader's eyes toward other items of interest on the page.
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We've got

what it takes to

make you look

good in print

When it comes to professionals

who know how to make your

printing work look perfect,

nobody beats the Print Haus
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Follow The Horizon

Be aware ofa photo's inherent direction and balance.

Just as people can keep their balance on a pitching ship by watching

the horizon, you can get a good idea if a photo in a layout is straight

by making sure the horizon is parallel with other horizontal lines on
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the page, including the caption, headlines, and other lines of type.

(Any flat object in your photo can serve as a horizon—desktops, tables,

floors, ceilings, and so on.)

Likewise, objects like telephone poles, flagpoles, and tall buildings

need to appear at a correct angle to the horizon.

f

5

Achieving Motion Through Sequences

You can imply time and motion by using a sequence of still photos.

Running several similar photos taken quickly from the same angle can

impart a sense of movement to the reader.
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Altering Photographs
Most photos will require editing prior to placement.

Expecting a photo to fit perfectly into a layout without alterations is

not generally realistic. Fortunately, desktop publishers have a number

of photo-editing tools and techniques at their fingertips.

It's All In The Crop
Cropping is the simplest, most powerful tool for improving photos.

Cropping is one of the most important ways you can improve the

quality and impact of photos. Cropping a photo trims away the extra-

neous elements of the image and lets you present the reader with only

the most important part of the photograph. A good crop heightens the

message, impact, and attractiveness of any photo.

Mug shots (close-up photos of people's faces) tend to be cropped far too

loosely. Since mug shots are usually run at small sizes, crop them

tightly to make sure the subject's face is the dominant focus.

While you look for ways to clarify and simplify an image through

cropping, don't become so zealous in your efforts that you crop out

important details.

Keep an eye out for awkward crops, especially when working with

photographs of people. Cutting away entire limbs and heads yields

embarrassing results.
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Although most desktop publishing software provides cropping tools,

it's best to crop the photograph directly if you have photo-editing soft-

ware. When you crop a photo in a layout program, you're not really

deleting any of it; you're just hiding it. The printer is still required to

process the entire image, including the cropped parts. This isn't much

of a concern when you're merely cropping a few pixels away, but when

you're cropping away an entire mountainscape to get a single tree,

you're bloating your document with unnecessary information—and

guaranteeing yourself long waits beside the ol' laser printer.
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Enlarging And Reducing Photographs
Enlarging a photo improperly can cause it to look grainy or fuzzy

When cropping a photo for maximum impact, designers often enlarge

it at the same time. Enlarging a photo can sometimes make the details

of a photo look fuzzy or grainy.

When enlarging photographs, work from the largest print available,

and be sure the image is digitized at the proper resolution.

Flipping And Flopping Photographs
Reversing photos can improve the impact ofa layout.

Designers sometimes reverse an image so that its lines of force lead

into the page—drawing the reader's interest inward, rather than out-

ward. This is an effective technique for ensuring that each image on

the page guides the reader into the layout.

But flipping (reversing top-to-bottom) and flopping (reversing side-to-

side) an image can cause trouble if you don't pay close attention to

details. Because reversing a photo creates a mirror-image of the origi-

nal, any text within the picture will read backwards. Other subtle

gaffes can also appear, like soldiers delivering left-handed salutes or

watches and rings appearing on the wrong hand. For more on this

matter, see "Photographs, Technology, And Ethics" later in this chapter.



WORKING WITH PHOTOGRAPHS 133

Adjusting Contrast And Brightness

You can electronically enhance a photo's contrast and brightness.

Many page layout programs let you change the contrast and relative

brightness of a photo you've imported. This can help you optimize a

photo for your specific print parameters or correct minor problems in

the original photos.

*^—

i
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Touching Up Problem Spots

Touch-up work can be done conventionally or on the computer.

Both the conventional airbrush and its electronic counterparts let you

eliminate blemishes and minor imperfections from photos.

Touching up a photo should be limited to removing dust, scratches,

and small unwanted elements. If a photo needs extensive overhauling,

you're probably better off with a different photo.

Special Effects With Photographs
When used sparingly, photo effects can have a dramatic impact on a layout.

As with type, you can achieve numerous special effects by manipulat-

ing photographs electronically. Digital image editing can now be done

with relative ease by most desktop publishers using software bundled

with a common flatbed scanner.

Silhouetting an image can achieve eye-popping results for a minimum

of time and money.
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Several different photos can be combined into a single illustration

using photo manipulation software.

Ready-made filters and special add-on modules produce startling ef-

fects at the touch of a button.

Remember, though, a special effect will cease to be special if it's used

too often. Save your best tricks for occasions that warrant them.
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Photographs, Technology, And Ethics

The power ofmodern imaging technology brings up a number of ethical

questions worth considering.

While many designers may never consider the responsibility they face

when working with photographs—especially when altering or dramati-

cally changing the context or content of a photo—manipulating

photos carries a certain amount of ethical accountability.

You'll need permission from the photographer whose work you're pub-

lishing. Written permission is best. In general, you should have the

permission of any people who appear in the photos you plan to use,

although obtaining permission can be difficult.

Whether you're using stock photos, professionally shot images, or

snapshots you took on vacation, use common sense when running or

editing photos—especially photos with people in them. Don't portray

unsuspecting people in derogatory contexts.

Moving On
Photographs lend authority and realism to a publication. Frequently,

a single image can convey more to a reader than a full page of text.

Great care is required, though. Page elements that draw the most at-

tention also repel the most attention if used inappropriately

That warning certainly applies to our next subject—color. In the Do It

In Color section we'll take a look at the vitality that color can add to

your documents as well as the problems that can result from its mis-

use. You'll also learn how to achieve professional-looking results on

tight schedules and small budgets.
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Do It With Styles

Styles are a huge help in keeping

your design consistent. Don't just

set a subhead and move on

—

create a Subhead style for it.

You'll never have to worry about

subhead consistency again. You'll

just apply your style whenever

you need a subhead.

This technique is especially nice if

you haven't yet decided what you

want your subheads to look like.

Define a Subhead style, and

don't even bother with the font

settings. You can just use the

program defaults. Set all of your

subheads in this style, then go

back and tweak the style's font

settings. Your subheads will be

updated automatically, and you'll

be able to choose the right font

for the job based on the actual

layout. Pretty sweet, huh?

Let me begin by dispelling an assumption. Just because we're starting

our foray into document-specific design with a discussion of the

printed news media, that does not mean that these sorts of documents

are the easiest to design. Actually, they're among the hardest.

So why are we starting with them, you ask? Because they provide good

experience. Nearly all of the design elements discussed in the first six

chapters can find their way into a news document and probably will

—

columns, grids, subheads, sidebars, boxes, rules, illustrations, and

photos. News media usually contain a vast panoply of unrelated infor-

mation—stories, reports, statistics, reviews, editorials, features, and

pictures. The designer must keep all of these elements separate and

distinct, while maintaining a consistent look and feel. It's a daunting

challenge, I admit, but you'll be ready for anything once you over-

come it. Anyway, baby steps are for babies!

Newsletters
Newsletters are major beneficiaries of the desktop publishing revolu-

tion. Highly specialized newsletters that once were impractical because

of high typesetting and paste-up costs can now be produced using the

most basic desktop publishing and word processing software. They've

become a very cost-effective advertising medium for businesses and

organizations.

One of the most difficult aspects of newsletter layout is devising a de-

sign that will work well repeatedly. You don't want to change the

layout of each issue to fit the content, for a number of reasons. First of

all, it's usually impractical. Good design takes time, which is why you

should spend a great deal of time designing your first issue. Once it

has been published, you're on a schedule. Coming up with a brand-

new design for each successive issue will probably throw you off

schedule, and you'll lose your readership. (As you might expect, read-

ers don't think much of periodicals that habitually appear three weeks

late or skip the occasional month.)

Besides, if your newsletter looks different every issue, will your readers

even recognize it? A consistent design establishes a strong identity for

your publication; readers will automatically associate new issues with

previous ones they've seen. Some high-profile periodicals—magazines,

in particular—are so confident about the strength of their identity,

they'll frequently cover up part of their nameplate with artwork or a

blurb. Now that's recognizability!
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Nameplate
Your nameplate provides immediate visual identification and communicates

your newsletter's purpose.

Devote some time and thought to the design of your nameplate. It's

the most noticeable feature of a newsletter and is essential for promot-

ing identification and continuity. Successful nameplates are simple in

design and easily recognized.

Turn Your House
Into a Fortress
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vuiputatc vein esse mo1cticconicqti.it, vcl ilium

dolore cu fcugiat mill.i feciIbis at vcro cros ct

.ii > hi, ..ui ct itisto odio dignissim qui blandii

prat ii I" luptatum aril delenii auguc dub dolore

fcugaii nnil il ., dolor sit amel

conscctccucr adipiscing clit. scd diam nonummy
l IIIMTlnd IIIU U.illlll III

I
lim-tl d"luri. III. I. 'II. I illi|l

ic volutpat.

Uri Ditrud

anon ullamcorpcr suscipit lobortis nisi

ex ca commodo conscquat Duis aurci

urc dolor in hendrerit in vuiputatc vcli

e conscquat. vcl ilium dolore i leugut nulla

niulli

dignissim qui blandii praeseni luptatum zzril dclcnit

auguc duis dolore tc fcugait iiull.i I.kiIim

Invest in a Chain Bolt

Nameplates are generally centered at the top of the first page and

sometimes extend across the full width of the page. However, equally

effective nameplates can be placed flush left or flush right.

Secure

Livin
Turn Your House
Into a Fortress
I Orem ipsum dolor sit amct. conscctemcr adipiscing

clir, sed diam nonummy nibh euismod tmcidunt UI

laorcct dolore magna .iliquam trat volutpat. Ut wisi

emm ad minim veniam. quis nostrud excrei tation

ullamcorpcr suscipit lobortis nisi ut aliquip ex ca

commodo conscquat.

Dub autcm vcl cum iriurc dolor tn hendrenr in

vuiputatc vclit esse molestie conscquat, vcl ilium

dolore cu fcugiai nulla tacilisis at vcro cros ct

accumsan ci iusm odio dignissim qui blandii

pracscnt luptatum zzril dclcnit auguc duis dolore tc

leugait nulla fatilisi Lorcm ipsum John .11 .1

. ( 1 -l. ... r ... r 1 1._ 1 ..,h|i|.., him ,. In m.iI J 1 in iM.iutmii... i,iMi
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do Iix mi .mut 1.1 insi'ttct net adipiscing clit, scd diam

Du
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1 k conscquat. vcl ilium

tcugiar nulla facilisis ar vcro cros ct

accumsan ct iusto odio dignissim qui blandi'

pracscnt luptatum izril dclcnit auguc du-' dolore te

feugait nulla racilisi. Lorem ipsum dolor sit amct,

conscctctuer adipiscing clit. scd diam 1 U nibfa

euismod tincidunt ut laotcct dolore magna liquarn

erat volutpat.
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excrei tation ullamcorpei suscipit lobortis nisi ut

aliquip ex ca commodo conscquat I )uis autcm vcl
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molestie conscquat. vcl ilium dolore 1 U

facilisis at veto eroiei secumsan ei iusto odio

dignissim qui blandii pnu ii in lupi rrum izril delenii

auguc duis dolore te 1< ugaii nulla 1 u iliii

Invest in a Chain Bolt

1 Li ii 1 -

,

Secure

Livin
Turn Your House
Into a Fortress

laotcct dolore m i

" ' '
'

1 D od « 'I" U

1
I

' hi nd

l ill

accumsan el iu

pra ent luptai m
1. lib 'H

1
1

1
'I.

1 1

" '" tpium dol

ecti dipi 1 mi i" d 1 bh

uti I iduni !
1

1

'

I

.

dola

,1,1,,

1

,il di Ii .in u

1
1 an Ii

Invest in a Chain Bolt



142 Chapter 7

You can also place nameplates approximately one-third of the way

down from the top of the page. This location leaves room for a feature

headline and article to appear above it.

Turn Your House Into a Fortress
Lorem ipsum dolor sit amet, conscctetuer adipiscing

elk, sed diam nonummy nibh euismod tincidunt ut

laorcet dolore magna aliquam erat volutpat. Ut enim

torpor suscipit lobortis nisi m aliquip ex ea commodo

consequat et laorb.u

Duis autcm vel cum iriure dolor in hendrerit in ad

minim veniam. quis nostrud exerci tacion ullam

vulputate velit esse m&lestie consequat, vel ilium

praesent luputum zzril dclenit auguc duis dolore re

feugait nulla facilisi. Lorem ipsum dolor sit amet,

r adipiscing elit. sed diam nonummy nibh

mod tincidunt ut laorcet dolore magna aliquam

volutpat ut iaoreet dolore magna aliquam nibh

(Continued on page 2)

Secure Livin
Bar the Windows
Lorem ipsum dolor sit amei, conscctetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam eracv olutpjt. Ut \\ isj

enim ad minim veniam, nostrud exerci ration

ullamcofper suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril dclenit auguc duis dolore te

reugait nulla facilisi. lorem ipsum dolor sit amet,

conseccetuer adipiscing clir, sed diam nonummy

dolore eu feugiat nulla facilisis Ut wisi t

ad minim veniam, quis nostrud exerci tation ullam

corper suscipit lobortis nisi ut aliquip ex ea commodo

consequat. Duis autem vel eum iriure dolor hendrerit

in vulputate velit esse molestie consequat. vel ilium

dolore eu leugiat nulla facilisis at vero eras et accumsan

et iusto odio dignissim qui blandit praesent luptatum

zzril dclenit auguc duis dolore te feugait nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option

congue nihil imperdiet doming.

Nail the Doors Shut
Duis autcm vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat. vel ilium dolore

There are, of course, other possibilities. Sometimes the logo is incorpo-

rated into the nameplate itself. Or, if your logo reproduces well at

small sizes, try placing it in the header or footer of each page. You

might even choose not to include your logo at all—but at the very

least, put the name of your organization in a prominent place.

Published by Ajax Security Systems, Milt

Turn Your House
Into a Fortress
Lorem ipsum dolor sit amet. conscctetuer adipiscing

elit, sed diam nonummy nibh euismod tincidunt ut

Iaoreet dolore magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud exerci Cation

ullamcorpcr suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat. vel ilium

dolore cu feugiat nulla facilisis at veto eros et

accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril dclenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dolor sit amet,

consecietuer adipiscing clic, sed diam nonummy nibh

euismod tincidunt ut laorcet dolore magna aliquam

erat volutpat.

Ut wisi enim ad minim veniam, quis nostrud

exerci cation ullamcorper susdpil lobortis nisi ut

aliquip ex ea commodo consequat. Duis autcm vel

eum iriure dolor in hendrerit in vulputate vein esse

molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio

tincidunt ut laorcet dolore magna aliquam dolor in

hendrerit in vulputate

Duis autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat. vel ilium

dolore eu teugi.it nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dolor sit amet,

conscctetuer adipiscing elit. sed diam nonummy nibh

euismod tincidunt ut laorcet dolore magna aliquam

erat volutpat.

L'r wisi enim ad minim veniam, quis nostrud

on ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat. Duis autem vel

cum iriure dolor in hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore cu feugiat nulla

lacilisis at vero eros et accumsan et iusto odio

dignissim qui blandit praesent luptatum zzril dclenit

augue duis dolore te feugait nulla facilisi.

Invest in a Chain Bolt

vulputate velit ess

dolore eu feugiat

n iriure dolor in hendrerit in

molestie consequat, vel ilium

ulL, l.icilisis. Ut wisi enim ad
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Volume numbers, issue numbers, and the date should also be promi-

nently featured. This allows both you and your readers to refer easily

to back issues.

Secure Livin
Volume II, Issue')

Turn Your House
Into a Fortress
1 orem ipsum dolor sii amet, conseccetuer adipiscing

.
In. icd dia i imj nibh euismod tinciduni ui

laoreci dolon magna aliquam erai volucpai Ui wisi

enim ad minim veruajn, quis nostrud'exerci radon

ullamcorpi i sus< ipii lobortis nisi ui aliqu p

commodo i omequai

Duis autem vel cum inure dolor in hendrerii in

vulputate vt Ik esse molestic consequat, vel ilium

duloic eti tfujr,i.K null. i I.k iIim'. .11 w. m cros et

accumsan ei iusto odio dignissim qui bl.mdit

praesem luptatum aril delenii augue duis dolon <-

teugaii nulla tat ilisi I on m ipsum dolor sit amet,

lohm\ U'uu i
.i.Ii|mm inv Jit .

.1 ,1 diam nonummy nibh

euismod iiikkIuiu ui laoreet dolorc magna aliquam

erai volucpai

l'r wisi enim ad minim veniam, quis nosrrud

exerci ration ullamcorpet suscipil lobortis nisi ui

aliquip ex ea commodo consequat. Duis autem vel

cum iriurc dolor in hendrcrit in vulputate velic esse

molestie consequat, vd ilium dolorc eu feugiat nulla

tacilisis ai vcro cros et accumsan et iusto odio

dignissim qui blandii praesem lupratum mil delenit

September 1996

laoreei dolore magna aliquam eratv olutpat. Ut wisi

i d minim veniam, nostrud exerci cation

it lobortis nisi ut aliquip exea

commodo consequat.

I )uis .ink in vel nun iriure dolor in hendrerii in

vulputate velii esst moiesrii consequat, vel ilium

IWO ems et

accumsan el iusto odio dignissim qui blandit

praesem lupratum zzril delenit augue duis dolorc re

feugait nulla facilisi. Lorem ipsum dolor sit amet,

i onset i.iii. i adipiscing elit, sed diam nonummy nibh

euismod iiiicidunt ut laoreet dolorc magna aliquam

erai volutpat.

Ut wisi enim ad minim veniam, quis nostrud

ion ultanacorper suscipil lobortis nisi ut

aliquip ex ea commodo consequat, Duis autem vel

cum inure dolor in liendrent in vulputate velii esse

molestie consequat, vel ilium dolore eu feugiat nulla

tacilisis at vcro cros el aceunisan et iusto odio

dignissim qui blandit praesent luptatum zzril delenit

augue duis dolore te leugaii nulla facilisi

Invest in a Chain Bolt
Duis autem vel eum iriure dolor in hendrerit in

Vertical orientation can draw more attention to an important

headline.
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Turn Your

House Into a Fortress

adipiscing elu. sed diam nonummy nibh

euismod tincidunt ut laoreet dolorc

magna iliquam erai volutp.it. Ut wist

enim ad minim veniam, quis nostrud

exerci ration ullamcorper suscipil lobortis

nisi ui aliquip c\ ea commodo consequat

Duis autem vel eum iriure dolor in

liendrcnr in vulputate velii esse molesnc

consequat, vel ilium dolore eu feugiat

null l tacilisis ai vcro eros et accumsan et

iusto odio dignissim qui nbridii pu. m

lupratum zzril delenit augue duis dolore te

liugait nullj lacilisi. I orem ipsum dolor

sit amet, consectetucr adipiscing clit, sed

diam nonummy nibh euismod tinciduni

ut laoreet dolore magna aliquam erai

volutpat

Utv iadr quis

nostrud cxerei ration ullamcorper (USCtpil
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Publication Information

Your readers should be able to identify the source of the newsletter quickly

and easily.

Be sure to tell your readers who you are by leaving space for your or-

ganization's logo or name, as well as your address and phone number.

Logically, your logo belongs in a high-profile place. The most logical

choices are the front cover or the mailing area. If you choose to place

your logo on the front cover, make sure it's large enough to be noticed

but small enough to avoid competing with the nameplate. The name-

plate deserves higher priority.

^4-

VS
Secure

Livin
Turn Your House
Into a Fortress
Lorem ipsum dolor sir amet, con secretuer adipiscing

elit. sed diam nonummy nibh euismod tinddunt ut

laoreer dolore magna aliquam erat volutpat. Ut wisi

enim ad minim veniam, quis nostrud exerci cation

ullamcorper suscipit lobortis nisi ut aliquip ex ea

commotio consequat.

Duis autem vel cum iriure dolor in hend

vulputate velit esse molesti consequat, vel illun

dolore eu feugiat nulla facilisis at vero eros accumsan

et lusto odio dignissim qui blandit praesent luptatum

z.zril delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, consectetuer adipiscing

elit, std diam nonummy nibh euismod tincidunt ut

laoreer dolore magna aliquam erat volutpat.

Ucwisi enim ad minim veniam, quis nostrud

exerci ration ullamcorper suscipit lobortis nisi ut

Mailing Information

Ifyour newsletter is a self-mailer, be sure to provide sufficient space for a

mailing label and other mailing information.

A newsletter's mailing area normally appears at the bottom of the

back page.

Be sure to include your organization's return address next to the mail-

ing label. Sometimes when fulfillment (mailing list maintenance and

addressing) is handled by an outside firm, you'll put that firm's return

address in the mailing area.

In the mailing area, clearly indicate whether your newsletter is first- or

third-class mail. In either case, to avoid licking stamps, include your

firm's postal permit number.

Adding Address Correction Requested above the mailing label area helps

you keep your customer or prospect mailing list up to date. If you in-

clude Address Correction Requested in the mailing area of your

newsletter, you'll be informed of the new address when a recipient

moves.
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Credits

Ifyour newsletter is designed to provide employees or members with opportu-

nities to express themselves, identify the authors by name.

If possible, personalize feature articles by including a photograph or

drawing of the author. Photos can become organizers for features.
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Turn Your House Into a Fortress
by John Bolt
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Headlines

Consider the number of articles included in each issue and the length of

each article when designing headlines.

If you plan to feature a single in-depth article plus a few shorter pieces

in each issue of your newsletter, you'll use a single, dominant headline.

Secure Livin

Turn Your House Into a Fortress

tlii. sed dum nonummy nibh euumod rinaduni ui

,-„,,. |„.

. nisi ui Uiquip a ea

re dokn in hendrerii i

vulputaie vdit esic molesuc consequat. vd ilium

dolorc eu fcugiat nulla fccilisis at veto eros M
*£umun ci mslo odio digmssim qui blandu

praeseni lupiaium aril ddenit augue duis dolore I

reugail nulla facilisi. Urem ipsum dolor lit amet.

GOIuectetUR adipiscmgelir, sed dum nonummv n

cutsmod (incidttDI ut laorcci dolore magna aliquai

Ut mil enim id minim venum, quts nosirud

exctci lation ullamcorper lUMiipn Inlinnis nid ui

aliquip c* ea rammodo conscqual. Duis auiem vcl

cum ir iiiri. Joint in hcndrcrit in vulputatc vein ciii

n\ ilium dolorc eu feugiai nul

f.Kll,

nscquat

iijdjO

dignissim qui blandu praescnt lupuium mil delcr

auguc dim dolorc re feugari nulla facilm.

Nam liber temper cum soluta nobis dcifcnd

option congue nihil impcrdict doming id quod

mazim placerai facer poisim aauffl, Lorcm ipsum

dolor sit amct, conscuciucr adipiM.ui); dit, ted dia

nonummv n.bh euumod uncidunt ur laorcct doloi

magna aliquam eral volutpai

Put Bars on the Windows

Gouunodo conicqi

Duis autcm vet

fcugiat nulla radJuii .11 rero ere* n
odio dignissim qui bland it

ml dclcnti augue duis dolpraeseni lup

fcugair nuUa fadlisi. Loi

,;clir..eddiam nonummy mhl

icidunl u( laorcci dolorc magna aliquam

n Kendrc

,. loboms nlfll u

Ut Dun aurcm

lolesiicconscquai. vcl ilium dolorc eu fcugiat nulla

t,,,l,., 10 odio

digmu.m qui blandu praeseni luprarum «nl delec

augue duis dolorc ic fcugait nulla facilisi.

Invest in a Chain Bolt

Duis auiem vcl cum inure dolor ui hendrerii in

vulpuiaic vdit cue molesiie consequat. vel ilium

dolorc eu fcugiar nulla ladusii. Ui wisi emm ad

corpcr iuscipii lobortis msl ut aliquip ex cai Comm
consequat Dull auiem vel cum inure dolor hendr

in vulputaie vein esse molcstie conscqual. wl illun

dolorc eu feugiai nulla facilisu at veto eras ci

-dio dignissim qui blandu

fcugait nulla mriluL Nam libel tempor cum soiuta

nobis clciicnd option congue nihil impcidict doming

On the other hand, if you feature several short articles, the front page

can be designed to accommodate more than one significant headline.

Secure Living
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Turn Your Urem ipsum dolor litmm, dolor ,it amct.coruecteiuet

idipUdng cln, sed diam
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Duii autcm vcl cum inure consequai. Duis mum vel cum
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velit esse molesuc consequat. vd vulputaie velit esse molesuc

illum dolorc eu fcugiat nulla conscquat. vd ilium dolorc eu

radii* ereexoietaecumnn feugiat nulla facilisi, at veto eroi

ct mito odio dignimm qui ctaccumsanciitutoodio

blandir praescnt luptatum mil dierinum qui blandii praescnt

delen.t augue duis dolore tc lupiaium aril delcnii augue dun

feu .N
1

1.1..1I1-.1 I oreni ipsiun dolore ccreuguc nulla fkdliii

So You Want Nam hber (empor cum solura

nobu deifend option congue dolor in hendrerii in vulputatc

to Install a nihil imperdict doming id quod

ilium dolorc eu teugiai nulla

Portcullis? a*,um. Lorcm ipsum dolor sit racilitu at veto em or accumsM

unci, consectetuer adipiscing elit. el ituto odio digni^Min qui

sed diam nonumrm libfa euil blandlt praescnt lupiaium irril

mod t.iKidumui laorcct dolore dclcnu augue dui

magna aliquam eml rolutpal fcugait nulla facilisi 1 orcm ipium

Consectetuer adipucing elit. sed dolor ut amci. COniCCKtUCI

dum 11. -.immmv nibh euiimod idipiuiini: clu, icddiam

tincidunt ut laorcci dolorc magna nonummy nibh euiimod

aliquam cratv oluipat Ut wisi tmciduni ut laorcci d«lurc nijpn.i

cnim ad minim vcmam. nostrud aliquam crai voluipai

exen: 1 ration ullamcorper suscipii Ut mri enim ad minim

loborrii nul ur iliquipea ea vcmam. quis nosirud and ration

commodo conscqual ullamcorper susctpit loborns md
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Typically, headlines are placed above the articles they introduce. How-

ever, you might consider placing the headline next to the article

instead.

Teasers

Use teasers to invite readers inside your newsletter.

A short table of contents on the front cover can draw attention to ar-

ticles and features inside. The table of contents should be a focal point.

Experiment with different locations and typographic treatments to

help it stand out on the page.
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Many publications, like newsletters and direct mail pieces, appear in

the reader's mailbox with the address label up. You may want to place

the table of contents next to the mailing label area where it can't be

overlooked.
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You can also let the entire front cover serve as your table of contents.

Include photographs that relate to the articles inside, with photo cap-

tions that tease the reader to find out more.

Experience Kenya's

Astonishing

Diversity

4 Monkey Puzzles
(f

Eve's Lament

Lead-ins

Use subheads and short summaries to provide transition between headlines

and body copy.

Lead-ins can be placed between the headline and text. Frequently,

lead-ins span more than one column.

Secure Livin,

Turn Your House Into a Fortress

Security is a state ofmind. When your house isn't secure, you

may also experience feelings oft ^security. But those feelings

can he dispelled ifyou 11just take a jew simple precautions.

Lofem ipnim dolor sit uiut, eufeugutnulkfadliiiiu vcroeroici

toaseattaa adiparing elii, sed diam luumun ei imio odio digniiiim qui

nonummv mbh cuifmod i.nodum ui bland.r pracien. luprarum aril delenii

laoreel dolorc magna aliquam cral auguc duis Jolorc re leugaii nulla

fadlw. Lorcm .psum dob, til amci.

Kniun 41m nomud exercj ration COfl*K leruer adipitting elil, ted

ullamcorpcr uucipir lobOfiil mil ul rn.nummv njbfl EUifmod imuduiK or

aliquip ex cj commodo conicquai laoreel dolore magna aliquam volupat

Duis autem vel cum inure dolor m Ui wiii enim ad minim veniam,
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bland., prwwm lupttium mil detenu Urcmipsum dolor ui unci.

augue dun dolorc W feugail nulla GOOKCtefuef adipivcing elii. wd diam

facilili Lorcm ipsum dolor nf imel, nonummv nibh euismod nnudunr ur

eooKcietuci adducing elic ted dun laorcct dolorc magna aliquam cr.u

nonummy mbh euismod (inciduni ui volurpll U. .visi cnim ad minim
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A lead-in is often placed within the text, set off by horizontal rules or

some other device.

Secure Livin,

Turn Your House Into a Fortress
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Size

A standard newsletter is created by folding an llxl 7-inch sheet of

paper, called a signature, into four S^xl 1-inch pages. Additional

sheets increase the page count in increments of four.

Your newsletter can be any size, of course, but printing costs are gener-

ally higher for uncommon sizes. The three most common paper sizes

are letter (SV2XII inches), legal (8V2XI4 inches), and tabloid (11x17

inches); all printers will stock these sizes. If your page size doesn't

match one of these, you'll have to pay the additional expense of trim-

ming each page. (Of course, if your newsletter contains bleeds, you

have to trim the pages anyway.)

Distribution

How you distribute your publication is a design consideration.

There are two important factors to consider:

• Should the newsletter be folded or sent full size?

• Should the newsletter be enclosed in an envelope or sent as a self-

mailer?

Decisions about distribution need to be made early in your planning

process. Self-mailers avoid the cost of envelopes, but you lose valuable

editorial or selling space because you must leave room for the address

M.
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area. Additionally, the newsletter's pristine condition off the press

might not withstand the rigors of today's automated physical mail

delivery system. Often, tears and creases can mar an otherwise good-

looking piece. To test the durability of your publication, mail one to

yourself.

While a multiple-fold newsletter is easier to mail, the nameplate and

headlines aren't visible until the folds are opened. You also lose the

advantage of presenting the recipient with the billboard effect of a full-

size 872x1 1-inch newsletter.

Tabloids
Many of the same principles involved in designing successful newslet-

ters also apply to tabloids, particularly the need to maintain issue-to-

issue consistency while accommodating a constantly changing mix of

text and visuals. For example, tabloids need high-impact headlines

that don't compete with the nameplate or with each other. It's also

important to organize photographs of varying size as effectively as

possible.

American Vintner
for the discriminating winemaker October 1997

Squash Them Like Grapes!

rtilpulat* velit esse molestle wnsequat. vel Ilium

oolore eu feuglat nulla fadUsls al vero cros

rilbh eutsmod Unddunt laoreet dotore magna

nam llber tempor cum soluta nobis clelfend

option congue nihil ImperdJet doming Id quod

dlam nonummy nlbh eulsmod tinddunt ul laorecl

dolor sit nihil Imperdlet doming Id quod mazlm

What the Cork Can Tell You

The typical tabloid page is 11x17 inches, although those dimensions

vary from newspaper to newspaper and printer to printer. Tabloids are

often printed on a web press, which feeds the paper to the press from a

large roll. As a result, the actual image area of the tabloid is slightly

smaller than the page size of 11x17 inches.
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Laser printers can be used to prepare tabloids, although the coarse

paper used for most tabloids absorbs ink and consequently, reduces the

high-resolution sharpness normally achieved in phototypeset images.

Most laser printers, however, are not designed to handle paper sizes

larger than 8V2XII inches. (Tabloid-sized laser printers are available,

although uncommon.) To get around that limitation, desktop publish-

ing programs offer a tiling feature that automatically overlaps, or tiles,

a series of 8'/2xl 1-inch pages that can be pasted together to create one

large tabloid page.

Front Cover
Larger page sizes can accommodate large, bold headlines and large photo-

graphs.

The most effective tabloid covers contain a dominant visual element.

For important or urgent news stories, the headline should probably be

the primary focus.

American Vintner
(or the discriminating wincmakcr October 1997

258 Bottles of Priceless Bordeaux

Discovered in Abandoned Cellar

ndlplscing clit «d dlam noi

magna allquam erat volulpal Lorcm ipsum

It nihil Imperdlet doming Id quod mazlm

lutpal Ul wfal Bnlm mi a

1 lusto odlo dlgnlsslm blandlt pratscnt luplalui

:nll augue duls dolore fugail nulla (aclll-

idlplsclng ellt scd dlam nonummy nlbf

olutpal Loiem Ipsum dolor sir nihil Im

If your headline is more evocative than informative, you might wish to

let a photograph or an illustration dominate the page.

For an extravagant look, you can mimic a magazine cover by using a

full-page photo.
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American Vintner
for the discriminating winemaker

GRAPES a

F w R A T H

Lorem ipsumdo timet.

er adlpisc ng cllt, sed

diam nomi nmy ibh culsmod

tlncidunt u laoreetdolor magna

allquam er t vok tpa . Ut wlsi

enlm ad minim vOlil m, quls

nostrud ex on Jllamcorper

SUStlpIt lot orta llSl Jt allqulp ex

ea commo loco sequat.

^American Vintner
for the discriminating winemaker october 1997

Inside Pages
Choose a consistent format for the inside pages ofyour tabloid.

Design your tabloid as a series of two-page spreads. Include your

organization's logo or publication title at least once on every spread,
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typically in a running footer. Another ideal place for such items is in a

Sink, a deep top border.
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Generally, the more columns you use in your grid, the more design

flexibility you have. A five-column grid is extremely flexible.

The Gold
5 A /\r^l Ujl\.t\AJ For Investors in Precious Metals
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Back Cover
Don't neglect the back cover. It's almost as high-profile as the front

cover. Back-cover information should be immediately accessible t< - the

casual browser and should encourage readers to peruse the rest of the

i



154 Chapter 7

tabloid. Try placing summaries of the front-cover articles in this space

or repeating your best ads and promotions.

Planning For Ads
Because of their size, tabloids let you creatively mix editorial and selling

space.

Mixing information and advertising is a good way to ensure that read-

ers see everything your tabloid has to offer. It's also a good way to

expand the market for your products. The editorial content can answer

basic questions that first-time buyers might have.

Experiment with different placements for the editorial information on

your pages:

• On the top half of each page.

The Gold
STANDARD For Investors in Precious Metals

',

".":' lu
„'", " ". ';:

", '".,',

"

'.:'
:" kclyueffot tteirafcqr in

AD

AD

AD

AD

AD

AD

AD

AD
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The Gold
STANDARD

AD

AD

AD

AD

Gold Prices Fall

in n

.,.; ...i.- .
,

. . .
.

AD

AD

For Investors in Precious Metals

AD

AD

Tin Prices Soar

1 inghi ihertu h k . ihcaec
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• In vertical columns adjacent to the selling area.

The Gold
STANDARD For Investors in Precious Metals
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Between the selling areas.

The Gold
STANDARD For Investors in Precious Metals
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AD

How to Witch The Everchangmg Investments:

Falling Gold Raises Tin Prices

AD

AD
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• With a screen to integrate editorial material into one unit.

The Gold
STANDARD For Investors in Precious Metals
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Newspapers
Once you're comfortable producing tabloid-size newsletters, you'll find it

easy to step up to newspaper design.

The primary difference between a tabloid and a newspaper is the num-

ber of columns. Tabloid pages generally hold two or three wide text

columns. Newspaper pages, on the other hand, are divided into nar-

row text columns—often six or more per page. The shorter line lengths

require smaller type sizes, and more attention must be paid to hyphen-

ation, letter spacing, and word spacing.

THE BIG NEWS
THE BIG NEWS GETS BIGGER! ^ of

you like
ingflll. mldUm n-.ii IplKUlf (III Mt) dli i»litii, in:,,,,! ,„.: , In .1

1
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dpti leborui run ui .1 1 1 ilntidi
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1 1
1] relit

m vt\ ram
ut< up ex«tcom dol 1
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todH I"'
1 Uodlgnlnlm
'""'"

i 1

Irture doloi in hrndie-
' in 1

ni

luptitum nrll dcltntl

lllum dolore ta Ituglal "'•"" dull doloie i< ' »° dUnluim qui

Exhausted paperboy gasps

"It's as heavy as a brick!" li - •'•' "->"'

diqui 11 n «i

|p| , ,,.,; . |,| .,.| .|,..,.,

.

Ii noiliud « t

on uiiiiiH.orm.-i *

Price gets bigger too
umiril nihh i-mi lore It Ituitalt milki l;i-

J *•*
in, ..1 line Idun I ul ctllil Lornn Ipsum da Ut will entm ad mln. rem Ip»um dolor :

1 ,,,..,, i,!].,,,.- l|T..iru< .III. :<:,! ..)!.,

Headlines

When several newspaper headlines appear on the same page, the size and

prominence ofeach should reflect its relative importance.

The type size of a headline should reflect the importance of the story.

Make sure there's some variation. Confusion will reign if all articles

are introduced by the same size headline.

Let the top of the page carry most of the weight. Your layout will look

unbalanced if you place your larger headlines near the bottom.
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THE BIG NEWS
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Photographs
Newspapers must accommodate a wide variety ofphotographs of differing

size and degree of importance.

In a typical newspaper, the front page alone often contains more pho-

tos than are found in an entire newsletter issue.

THE BIG NEWS
THE BIG NEWS GETS BIGGER!

It In vulputite veil! cur

Editor

decides

bigger is

better

rrugUI nulla (aclllMi curwqu*

lusto odlo dlgnlnlm itturc dol

Exhausted paperboy gasps

"It's as heavy as a brick!"

nulla facilUtj it vero rUtnvulpuuir vellt case

10 odlo dlgnlnlm qui Ilium dolorc cu frugiai

luplatum zarU dclcnlt eroa-eiaccurnsanct Iuj-

auguc dul. dolor* M to odlo dlr-itsjlm qui
(cug.lt nulla faclllil blandli pracicnt
Lortm Ipjum dolor ill luuutum izrll dclenlt

•met. comccutucr ad auguc dull dolorc te

nonummy nlbh culs Lorcm Ipmm dolor sit

laorect dolorc magna Ipbclng ellt, scd dlam

tr« tilt «d dlam non-

ummy nlbh culsmod
Unclduni lit laorwt do-

lorc ni.gr.. atiquam

Uran Ijsuni dolor ill Ut wtil er

ummy nlbh culsmod lamcorpct iuiciplt allqua
Unclduni u( laorrcl do Jobonls nlil ul allqulp Utv

cu fcuglat nulla (aclllsb

«t luito odlo dlgnlsslm

i.^i,.,

Arrange multiple photographs so that each is placed appropriately in

relation to the others and to the page design as a whole. Also, be on

the lookout for embarrassing juxtapositions if a photo must appear

between two articles. The reader should not have to guess which article

the photo is meant to accompany. A picture of the President, for in-

stance, should not inadvertently appear alongside an article about an

arrested felon.

Whereas most newsletter photographs are usually simple head shots,

newspaper photos include a variety of subjects, shapes, and sizes.

Like headlines, the relative size of a photo should be indicative of

its importance.
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Teasers

Because ofa newspaper's greater size and complexity, it's even more impor-

tant to provide front-page teasers to attract readers to the inside.

Attention must be drawn to special features and high-interest articles

inside. Readers also want clear direction to specific items such as classi-

fied listings, calendars of events, and other sections.

THE BIG NEWS
THE BIG NEWS GETS BIGGER! H™

of

you like

Exhausted paperboy gasps

"It's as heavy as a brick!"

IJHVil'JilUMI

v^mzZtaZzmz *stl
^Ulul.ttqutp

Price gets bigger too

corp« njxlplt lobortta lestle corucquat, vero

^—a i iiiii'i iiif^^^M

Bridge C-5 Lifestyles E-6

Business B-6 Markets Ar7

Classifieds D-5 Movies A-12

Comics C-3 Obituaries B-S

Crossword C-S Sports C-1

Editorials B-4 Slocks f-2

Finance F-1 Weather A-l

Humor E-5 World New: A-2

Keep teasers brief; front-page space is too precious to use extrava-

gantly. Don't, for instance, put the entire weather report on the front

page. Instead, merely supply a short summary and list the section and

page number where the full report can be found.

Article Jumplines

Another peculiarity ofnewspapers is the large number of articles continued

on inside pages.

Long articles are often broken into several segments placed on subse-

quent pages. Each segment requires jumplines to help the reader locate

the continuation. This presents a challenge to the designer. Jumplines

must be easily noticed, but also easily distinguished from headlines

and subheads.
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Article doesn't quite fit

in wisl enlm ad min-

im \ enlam, quls nos

iimi exen I tation ullam-

corpei sus< i|>u lobortis

nisi ut allqulp ex cm

commodo consequat.

Puis autem vel eum ui-

uredoloi In hendrerit in

vulputate velit esse mo-

lestie consequat, at vero

eros et accumsan et ius-

to odio dignissim c|ui

praesent luptatum //til

delenit augue duis

dolore te feugait nulla

facilisi.

Nam liber tempor
cum soluta nobis eleif-

end option congue ni-

hil imperdiet doming id

quod mazlm placerat

facer possim assum. l.o-

rem ipsum dolor sit

amet, consectetuei ad-

tpiscing elit, sed diam
nonummy nlbh euis-

mod tincidunt nisi ut

aliqulp ex ea commodo
consequat.vel ilium do-

lore en feugiat nulla fa-

cilisis at vero eroset ac-

i inns.in el iusto odio
dignissim qui blandit

praesent luptatum zzril

delenit augue duis

dolore te feugait nulla

facilisi nam liber tem-

por soluta.

Nam liber tempor
cum soluta nobis eleif-

end optional congue
nihil imperdiet domin.
Duis autem vel iriurent

(Continued on p. 7)

Advertisements
Advertising is a necessary ingredient and, in fact, pays the bills for most

newspapers.

It's often impossible to be sure of the number and sizes of advertise-

ments you'll run until the last minute. Many newspapers adhere to the

specifications of the Standard Advertising Units to simplify page

makeup (check this with your local newspaper). These include a vari-

ety of standard ad sizes that can be used as building blocks in

assembling pages.

It's a good idea to use a mix of advertisements and editorial material

in your pages, to ensure that ads get noticed. Many readers will auto-

matically bypass a page that contains ads only. If you can, though,

keep editorial material together on a page. A checkerboard of adver-

tisements and articles will frustrate readers.

For more about design and placement of advertisements, see Chapter 8.

Evaluation Checklist
Each of the chapters in this section will end with a list of questions.

Pose these questions to yourself after you've completed a first draft of

your publication. They will help you spot problem areas.

Newsletters

• Is your newsletter's nameplate distinctive? Does it identify subject

matter and editorial focus in any way?

• Are volume numbers, issue numbers, and dates clearly identified?

• Do headlines compete with the nameplate or with each other?
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• Is the source of your newsletter clearly identified by a logo, address,

and telephone information?

• Is there a table of contents or some other form of teaser which di-

rects the reader's attention inside?

• Are articles clearly separated from each other?

• Will it be possible to use the basic design for this newsletter in fu-

ture issues?

Tabloids And Newspapers

• Does the front page include teasers to invite readers inside?

• Are headlines and photos sized and placed with their relative im-

portance in mind?

• Can readers quickly locate article continuations on inside pages?

• Is the same column structure used throughout the publication?

• Does the back cover induce readers to examine the rest of the pub-

lication?
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Design flexibility and pragmatism are important ingredients in effec-

tive advertisements.

Good design is particularly crucial in advertising, for the ironic reason

that most viewers are content to ignore advertisements. Few media

have such a built-in reluctance on the part of the reader. It requires

that ads be visually striking, even flashy, to attract attention.

Unfortunately, flashiness does not always lend itself to good organiza-

tion. Poorly organized ads—many of them quite attractive—abound.

They succeed in attracting attention but fail to promote any awareness

of the product. Here are just a few of the things that can go wrong:

• Too many focal points. The best ads have one dominant visual ele-

ment. Readers forced to divide their attention will probably lose

attention instead.

• No integration of text and visuals. An isolated visual may make read-

ers look, but it won't cause them to read seemingly unrelated

headlines and body copy. Make sure your headlines tie in with

your visual elements and the eye travels a logical path when mov-

ing from picture to headline to copy. If the path seems haphazard,

the ad needs restructuring.

• Missing information. Once you've hooked your readers, don't frus-

trate them by withholding crucial information. If the size of the ad

precludes giving all the necessary information, include instructions

for finding out more.

You'll probably find that if you concentrate on organization in your

ads, the problem of visual interest will take care of itself. Well-arranged

graphics and text are inherent focal points.

Small Ads
Small ads must compete with other page elements for attention.

A small ad is any advertisement that takes up only a portion of a

page. Small ads have a built-in limitation—they're forced to compete

with adjacent material for the viewer's attention. The adjacent mate-

rial can be copy, headlines, or other advertisements. There's no way for

the ad designer to know in advance.

The placement of your ad is largely beyond your control, so you

should try to design ads that work reasonably well in any placement.

You can so test the effectiveness of your ad by printing it at actual size,

cutting it out, and superimposing it against some sample pages from

the target publication. Try different placements. In particular, place it
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over ads of identical size. Does it stand out or get overwhelmed by the

rest of the page? Does it compare favorably or unfavorably to the other

small ads? Don't expect your ad to "win"—that is, draw the reader's

attention first—every time, or even a majority of the time. Remember,

most readers consider ads a distraction. The operative question should

be, is your ad good enough to compete? If most of the other advertise-

ments are overshadowing it, the answer is no.

Grids

Use a grid to plan your advertisements.

Don't abandon the concept of a grid just because you're dealing with

smaller blocks of space. Organization is still all-important. Grids will

help you decide the correct position and proper amount of space for

each element.

The first step is to create a flexible grid. In the sample grid below, a

standard vertical rectangle has been divided into 6 columns, with each

column divided into 13 equal units.

Err on the side of elaborateness when constructing your grid. Obvi-

ously, a quarter-page ad will not contain six text columns, but

overdividing the space keeps your options open. The actual ad might

contain three equal columns two units wide; two columns three units

wide; one column four units wide, flanked by an empty column on

each side—the list of possibilities is endless. A two-column grid, on the

other hand, offers an extremely finite set of possible arrangements
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From the grid shown, a number of ways to mix text and graphics are

possible. For example, you can divide the space from top to bottom

into four areas: a two-unit-high headline area extending across the top

of the page; below that, an area for visuals also extending the width of

the page; then, three two-column-wide text blocks four units high, and

at the bottom of the page, a two-unit-high response area. The response

area would contain your firm's logo, address, and, perhaps, a coupon.

Headline area

Primary visual

Response area

Simple sketches such as the one shown here can help you choose

promising possibilities without having to perform the actual layouts.

If you have an idea of what the content of your ad will be, use that

knowledge to refine your grid. For example, if your primary visual is

meant to set a certain tone rather than depict a product, you might

want it to appear before the headline.

If your intended primary visual is vertically oriented, your arrange-

ment should be adjusted accordingly.
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Primary visual

Headline area

Response area

Headline
should

here

Primary visual

Response area
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Likewise, if you intend to use several visual elements, make room for

them in your grid. The combination of a large atmosphere—or

premise—photograph, a column of premise copy, and a row of product

photos with prices can make for an interesting design.

Headline
should

here

Prem ise
^opx

$000

Premise visual

$000 $000

esponse a

Once you've settled upon a satisfactory grid, the actual layout process

becomes very straightforward.

R,esponse are

Furniture
Sale at

Grumper's

ipmm dolor >i< -mc, eadjpiKing

,l„. ,,1.1, „h ,..:,. lin,my<;uiimod

hendicikinvulpuuccvdii Vd ilium

premise

visual

photo photo photo

"::z*:'"$499 :;:ri:\z,z
n

$759 £££££.** $229

photo photo photo

$599 $399 $159

"We don't know much, but we know \JRUMPERS
what we like, and we likefurniture " l—™——

—

~~^*
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Templates For Small Ads
Templates can save you time and effort when designing small ads.

Create and save ad templates for various sizes (half-page, one-third-

page, quarter-page, and so forth) to save yourself time. Design all of

them to reflect a strong family resemblance, with consistent treatments

of headlines, borders, artwork, and buying information. Besides mak-

ing the design process easier, templates will promote reader recogni-

tion—your ads will become more noticeable through familiarity.

Borders

Strong borders separate your advertisement from the page elements that

surround it.

A strong border can keep your ad from blending into its surroundings.

The type of border you choose will often be determined by the shape of

the ad. A vertically oriented ad should generally have strong top and

bottom rules.

i orem ipsum dolor sil amet,

consectetua adipiscing etit, seddiam

nonummy nihil euismod tincidunl ul

laoreel dolore magna aliquam erai

volutpat. Ul wisi enim ad minim

veniam, quis nostrud exerci lation

ullamcoipei suscipil lobortis nisi ui

aliquip ex ea commotio consequai.

Duis autem vel cum inure dolor

in hendrerit in vulpuiale velil esse

molcstic consequat, vel ilium dolore

en feugial nulla facilisis at vcro eros

el accumsan el iusto odio dignissim

qui blandii praesenl lupiatum zzril

delenit augue duis dolore te feugail

nulla facilisi, Lorem ipsum dolor sit

amel, consectetuer adipiscing elit,

sed diam nonunimy nibh euismod

tincidunt ui laoreel dolore magna
aliquam eat volutpat.

Duis autem vel cum inure dolor

in hendrerit in vulpuiate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

el accumsan el msto odio dignissim

qui blandit praescnt lupiatum zzril

delenit augue duis dolore te feugait

nulla facilisi. Lorem ipsum dolor sit

amet, consectetuer adipiscing elit,

sed diam nonunimy nibh euismod

tincidunt u! laoreet dolore magna
aliquam erat volutpat.

Ul wisi enim ad minim veniam.

quia nostrud exerci tation

ullamcorper suscipil lobortis nisi ul

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velil esse

molestie consequat, vel ilium dolore

eu feugial nulla facilisis at vero eros

el accumsan el iusto odio dignissim

qui blandii praesenl luptalum zzril

delenit augue duis dolore le feugait

nulla facilisi.

Nam liber icnipor cum solula

nobis eleilend option congue nihil

impcrdiet doming id quod mazim

placerat facer possim assuni. Lorem

ipsum dolor sit amel, consectetuer

adipiscing elit. sed diam nonunimy

nibh euismod tincidunt ut laoreel

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor

in hendrcnl in vulpuiate velit esse

molestie consequat. vel ilium dolore

eu feugial nulla facilisis.Ul wisi enim

ad minim veniam. quis nostrud exerci

lation ullamcorper suscipit lobortis

nisi ut aliquip ex ea commodo
consequat. Duis autem vel eum inure

dolor in hendrerit in vulputate velit

esse molestie consequat. vel ilium

dolore eu feugial nulla facilisis al

vero eros et accumsan et iusto odio

dignissim qui blandit praesent

lupiatum zzril delenit augue duis

dolore te feugail nulla facilisi.

Nam liber tempor cum soluta

nobis eleifend option congue nihil

imperdiet doming id quod ma/im

placerat facer possim assum. Lorem

ipsum dolor si! amet, consectetuer

adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreel

dolore magna aliquam erat volutpal.

Ul wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ul aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor

in hendrerit in vulputate velil esse

molestie consequat. vel ilium dolore

eu feugial nulla fucilisiv

Lorem ipsum dolor sit amel,

consectetuer adipiscing elit. sed diam

nonummy nibh euismod tincidunt ut

laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci talmn

ullamcorper suscipil lobonis nisi ui

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor

in hendrerit in vulpuiale velit esse

molestie consequai. vel ilium dolore

eu feugiat nulla facilisis at vero eros

et accumsan et iusto odio dignissim

qui blandii praesent lupiatum zzril

delenit augue duis dolore le feugail

nulla facilisi. Lorem ipsum dolor sil

amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna
aliquam erat volutpat.

Duis autem vel cum iriure dolor

in hendrerit in vulpuiale vein esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

el accumsan el mslo odio dignissim

qui blandit praesenl lupiatum zzril

delenit augue duis dolore te feugait

nulla facilisi Lorem ipsum dolor sit

amel. consectetuer adipiscing elit.

sed diam nonunimy nibh eutsmod

lincidunl ul laoreel dolore magna
aliquam erat volutpat. x

Ul wisi enim ad minim veniam.

quis nostrud exerci tation

ullamcorper suscipit lobonis nisi ul

aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore

eu feugiat nulla facilisis at vero eros

el accumsan el mslo odio dignissim

qui blandii praesenl luplaluni //nl

delenit augue duis dolon U fi ugail

nulla facilisi

Nam liber tempor cum solula

nobis c I
c-

1 1 c- r 1J option congue nihil

imperdiet doming id quod ma/im

placerat facer possim assum. Lorem
ipsum dolor sil amet. conseclctuer

adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquam eral volulpat,

Ut wisi enim ad minim veni

nostrud exerci talion ullamcorpe]

suscipit lobortis nisi ul aliquip tS c.i

commodo consequat.

Duis autem vel eum inure dolor

in hendrerit in vulputate velit esse

molestie consequai, vel ilium dolore

Fetter's Office

Cleaning Service
We clean more offices than anyone

else in the metropolitan area— and

there's a reason we're so popular. In

the dirty world of business, you don't

want to trust your work area to just

anyone. Give us a call.

(417) OL-E-A-n-U-P

Generally the smaller the advertisement, the thinner your rules should

be. Small text-based ads in thick boxes aren't very effective—the bor-

der eclipses the text rather than frames it.
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Lorem ipsum dolor sit amet,

consedetuer adiptsdng elit, sed diam

nonummy nibh euismod tmddunt ut

laoreet dolore magna abquam erat

volutpat L't wisi enim ad minim
vemam, qui? nostrud extra taoon

uuamcorper susapit loborbs nisi ut

abquip ex ea conunodo consequat

Duis autem vel eum iriure dolor

in hendrerit in vulputate velit esse

moiestie consequat. vd ilium dolore

eu feugiat nulla fadlisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla fadlisi Lorem ipsum dolor sit

amet. consectetuer adiptscing elit sed

diam nonummy nibh euismod
tincidunt ut laoreet dolore magna
abquam erat volutpat

Duis autem vel eum iriure dolor

in hendrerit in vulputate velit esse

moiestie consequat vel ilium dolore

eu feugiat nulla fadlisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla fadlisi- Lorem ipsum dolor sit

matt I '-^r.tr^:- ;:;::•-"; -:.:' sed

diam nonummy nibh euismod
tincidunt ut laoreet dolore magna

abquam erat volutpat

L't wi5i erum ad minim veniam.

quis nostrud exerci tation

uDamcorper suscipit lobortis nisi ut

abquip ex ea conunodo consequat

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

moiestie consequat vel ilium dolore

eu feugiat nulla fadlisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

- trial Ea :...;.

Nam liber tempor cum sotuta no-

bis eleifend option congue nihil

imperdiet doming id quod mazim
placerat facer possim assum Lorem

ipsum dolor sit amet. consectetuer

adipiscing ebt, sed diam nonummy
nibh euismod hncidunt ut laoreet

nostrud exerci tation ullamcorper

susapit lobortis nisi ut abquip ex ea

conunodo consequat

Duis autem vd eum inure dolor

in hendrerit in vulputate vekt esse

moiestie consequat vd ilium dolore

eu feugiat nulla radlisis.L't wisi enim

ad minim vemam, quis nostrud

exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat Duis autem vd

eum iriure dolor in hendrerit in

vulputate velit esse moiestie

consequat, vel ilium dolore eu feugiat

nulla fadbsis at vero eros et accumsan

et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue

duis dolore te feugait nulla faalisi.

Nam liber tempor cum sotuta no-

bis eleifend option congue nihil

imperdiet doming id quod mazim
placerat racer possim assum. Lorem

ipsum dolor sit amet, consectetuer

adipiscing ebt sed diam nonummy
nibh euismod tincidunt ut laoreet

dolore magna aliquant erat volutpat.

L't wisi enim ad minim vemam, quis

nostrud exerci tation ullamcorper

suscipit loborbs nisi ut abquip ex ea

commodo consequat

Duis autem vd eum inure dolor

in hendrerit in vulputate velit esse

moiestie consequat vd ilium dolore

eu feugiat nulla faciksis.

Lorem ipsum dolor sit amet,

consectetuer adiptscing ebt. sed diam

nonummv nibh euismod tincidunt ut

laoreet dolore magna abquam erat

volutpat L't wisi enim ad minim
veniam. quis nostrud exerd tabon

ullamcorper suscipit lobortis nisi ut

aliquip ex ea commodo consequat

Duis autem vd eum inure dolor

in hendrent in vulputate velit esse

moiestie consequat. vel ilium dolore

eu feugiat nulla fadlisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait

nulla fadlisi Lorem ipsum dolor sit

amet, consectetuer adipiscing eat, sed

diam nonummy nibh euismod
tinddunt ut laoreet dolore magna
abquam erat volutpat

Duis autem vd eum iriure dolor

in hendrerit in vulputate velit esse

moiestie consequat. vd ilium dolore

eu feugiat nulla fadlisis at vero eros

et accumsan et iusto odio digmssirn

qui blandit praesent luptatum zzril

:=..'.-'.. :.; :. • ::.:•
. .-_;:

nulla fadlisi. Lorem ipsum dolor sit

amet consectetuer adipiscing elit. sed

diam nonummy nibh euismod
tinddunt ut laoreet dolore magna
abquam erat vo'urpat

L't wisi enim ad minim veniam.

quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut

aliquip ex ea conunodo consequat

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

moiestie consequat vd ilium dolore

eu feugiat nulla faolisis at vero eros

et accumsan et iusto odio dignissim

qui blandit praesent luptatum zznl

ddenit augue duis dolore te feugait

nulla faciksi

Nam bber temper cum soluta no-

bis eleifend option congue nihil

imperdiet doming id quod mazim

placerat facer possim assum. Lorem

ipsum dolor sit amet. consectetuer

adiptscing ebt, sed diam nonummy
nibh euismod tincidunt ut laoreet

L't wisi enim ad minim veniam, quis

nostrud exerd tabon ullamcorper

susdpit loborbs nisi ut abquip ex ea

conunodo consequat

Duis autem vd eum iriure dolor

in hendrerit in vulpuia:

!

moiestie consequat, vd ilium dolore

Frame Your

Message With

a Thin Box

What better way to

maJce sure your message

gets across?

Obscure Your

Message With
A Thick Box

What better way to

make sure your message

fails to get across?

You can also define borders with backgrounds. Often, this type of bor-

der supplies enough visual interest to make additional visuals unne-

cessary; a simple centered headline might be enough to get the

reader's attention.
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White Space
Use white space to further isolate and highlight your advertisement.

White space is chronically underused in the world of design, particu-

larly in newspapers. This makes white space a powerful tool in

advertising—an ad that uses white space liberally is a novelty, and

novelties tend to get noticed.

One way to include white space in your design is to place the borders

of your ad within the allotted space. The resulting border of white

space will clearly separate your ad from its neighbors.
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You can make small ads look larger by letting part of the ad break

through the border, into the surrounding white space.

White space within ads can be created by using a multicolumn grid,

indenting body copy, and allowing headlines to begin in the vertical

band of white space to the left of the ad.
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J25J-"— diam nonummy nibh euismod cicrci talion ullamtonx-r suscipn diam Mnwrany raW «iamod
iii. 11 nihh euismod nnctdum ut laorcci di>lore magna lobortil nul ui aliquip ex ea tincidunt ut laorcci dolore magna

tincidunl m laoreet dolore magna aliquam erai volulpal Li vmi emm commodo consequai. aliquam erai volulpal llwisicnim

aliquam erai volutpat Ui wisi cnim ad minim vcniam. quis nostrud Duis auiem vcl eum inure dolor ad minim vcniam. quis novirud

ad minim vcniam. quis nostrud exerci lation ullamcorper suscipn in hendrent in vulpulale vela cue exerci uuon ullamcorper suscipn

lohoms nisi ui ahquip ex ca molcstic cortsequiL vcl ilium dotorc lobortis nil! ui aliquip ex ea

lobortis nisi "i aliquip e* ea commodo consequat cu fcugiat nulla facilisis at vero erot commodo corucquai.

commodo consequat. Duis aulcm sel eum .nurc dolor el accumsan el mvto odio dlgnismm Duis aulcm vcl cum inure dolor

Duis aulcm vcl cum inure dolor in hendreni m vulpulale vein cvve qui blandit praescni luplalum zzril in hendrent in vulpulale vein c\se

in hendreni in vulpulale vclir ewe unequal, vcl ilium dolore detenu auguc duis dolore ic feugail molcstic conscquai. vel ilium dolore

maleslic coiuequai, vel ilium dolore cu fcugial nulla facilisis at vero cros nulla IjciIisi 1 ofcm ipsum dolor ill

cu fcugial nulla facilisis ai vero cros ct accumsan ei iusio odio dignitsim amet. consecictuer adipiscmg clu.

sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna

qui blandit praescni luplalum zzril

delcnil augue duis dolore tc feugail

cl accumsan cl iusIo odin dtgnisam

qui hlandil pr;icscni luplalum ZZril delcnil augue duis dolore ic feugail

detenu auguc duis dolore tc feugail f ^ k^ Call 542-7870 to nulla facilisi. Lorem ipsum dolor sil aliquam erat volulpal. nulla facilisi, Lorem ipsum dolor sit

nulla facilisi Lorem ipsum dolor sit X LEARN TO )
si«" uP f^ class

( /at High In-T\iition

\ THINK OUTSIDE \ Academv

amet,consecieiucradipisGingelit, sed diam nonummy nibh euismod quisnosmide.,1 sed diam nonummy nibh euismod

scd diam nonummy nibh euismod rinddunl ut bored dolore magna ullamcorper suvcipil lobonis nul ul Imrirtrnri ul laonol loion maijn

tincidunl ul bored dolore magna

uliquameral volulpal.

jlN

inrcn,'madm,n,mvcn,am.
aliquip ex ea commodo consequat aliquam erai volulpal.

Ul wisi cnim ad minim vcniam.
( THE BOX! ) A. a - quis noslrud eierci talion hendrent in vulpulale vein esse quis nostrud exerci lalion

quis noslrud exeicj lation
v y AAjf moteslk ennscquji. vcl ilium dolore ullamcorper suscipn lobortis msl ut

ullamcorper suscipn lobortis nivl ul V A———r—s ^^m aliquip ex ea commodo consequat cu fcugiat nulla MKJ aliquip ea ca commodo conscquaL—
r~^\ WSt I Uemvel eum inure dolor in Duis aulcm vet cum inure dolor in

Duis autem vcl cum inure dolor in — ^i-s. W^^m ffebave

hendreni in vulputalc vclil esse qui blandit praocnt lupuiun. z/jil hendreni in vulpulale vel it esse

hendreni in vulpuiatcvchles.se molcsiie consequat. vcl ilium dolore delcnil augue duii dolore Ic feugail molesiK consequat. vel ilium dolore

molcstic- consequat. vcl ilium dolore S-'r^ El ifeehn*
{

,-_J |H you'll be

cu fcugiat nulla facilisis at vero cros nulla facilisi cu fcugiat nulla fatilisii at vero eras

cl accumsan e! iusio odio digmssim Nam liber lempor cum sfiluta el accumsan ei iusio odio digmwim

el accumsan el iustoodlo dignisaim ^V ciUme u qui blandit praescni luplalum zzril nobis clcifcnd option congue nihil qui blandit praescni luplalum zznl

qui hl.mdii pracseni luplalum /znl

detenu augue duis dolore Ic feugail

nulla facilisi

delcnil auguc duis dolore tc feugail

nulla facilisi.

Nam liber lempor cum solula

imperdiel doming id quod mazim

placcral facer pottfan

delcnil augue duis dolore Ic feugail

nulla factlisi.

Sam hber lempor cum solula

Nam liber lempor turn solula nobis clcifcnd option congue nihil adipiccmg ehl. scd diam nonummy nobis clcifcnd option congue nihil

nobis clcifeiid option congue nihil imperdiel doming id quod mazim nibh euismod tincidunt ut laoreet imperdiel doming id quod mazim

imperdiel doming id quod mazim plait rai facer possim usum Lorem dolore magna aliquam erai volulpal placeni fjLer p.rsiim assum Lorem

placcral facer possim assum. Lorem ipsum dolor sit amet. consecictuer Ul wisi emm ad minim vcniam. quit ipsum dolor sil amci. convcctelucr

ipsum dolor sil Bjnet, Kmseetetjuct j.lipisung clit. scd diam nonummy nostrud exerci talion ullamcorper adipiscmg cln, ved diam nonummy
adipiM ing elil. scd diam nonummy nihh euismod tincidunl ul laoreet nocipi! lobona msiut iliquip ex ea mbh euismod tincidunt ut laoreel

nibh euiSTTUxi tincidunt ul laorcci dolore magna aliquam crat volulpal. commodo conscquai dolore magna aliquam erai volulpal.

dolore magna aliquanier.il volulpal. Ul wisi enim ad minim veniarn, quis Duis aulcm vel cum inure dolor Ul wisi enim ad minim vcniam. quis

Ul wisi emm ad minim veniarn, quis noslrud cxerei lation ullamcorper in hendreni in vulpulale vein esse noslrud cccrci talion ullamcorper

nostrud exerci (anon ullamcorper suscipn lobomsnisl ul ahquip en ea molcstic conscquai. vcl ilium dolore suscipn loboitb msl ui aliquip ex ea

suscipit lobortis nisi ui .iliquip cs ea commodo consequat eu fcugiat nulla facilisis. commodo consequat.

commodo conscqual.

in hendrent in vulpulale sclil esse

Duis aulcm vcl eum mure dolor

in hendreni in vulpulale vclil esse

mokMie consequat, Kl ilium dolore

Nam liber temper cum solula

nobis clcifcnd option congue nihil

imperdiel doming id quod mazim

in hendreni in vulpulale vein esse

molcstic consequat. vcl ilium dolore

molcstie con.sequat. vcl ilium dolore cu fcugiat nulla (acihsis. placcral facer possim assum. Lorem eufeugial nulla facilisis

cu fcugial nulla Facilisis Nam hber lempor eum solula ipsum dolor sit amet. consectducr Nam liber lempor cum solula

Nam liber lempor cum solula , adtpiscing elil. sed diam nonummy nobis eteifcnd option congue nihil

nobis eteifcnd option congue nihil imperdiel doming id quod mazim nihh euismod tincidunt ut laoreet imperdiel doming id quod mazim

imperdiel doming id quod mazim placer jl t jcci possim jsMim Lorem dolore magna aliquam crat volulpal. placcral facer possim assum Lorem

placcral facer possim assum Lorem ipsum dolor sil amci. consecictuer Ul wisi enim ad minim vcniam. quis ipsum dolor sit amet. convcctelucr

adipiscmg elu. sed diam nonummy

,uli|-.i-i.ing trlii, sed diam nonummy

nibh euismod (incidunt ut laoreet

noslrud exerci lation ullamcorper

dolore magna aliquam crat volulpal

adipiscmg elil. sed diam nonummy

nibh euismod tincidunl ul laorcci dolore magna aliquam erai volulpal. consecictuer adipiscmg elit. sed dolore magna aliquam erai volulpal.

dolore magna aliquam erai volulpal. Ul wisi enim ad minim vcniam. quis diam nonummy nibh euismod Ul wisi cnim ad minim vcniam. quis

Ul wisi emm ad minim veniarn. quis noslrud excrei lation ullamcorper tincidunl ul laoreel dolore magna nosuud cxerei lation ullamcorper

noslrud exerci lation ullamcorper dolore magna aliquam era! volulpal ahquameralvolutria, U L-r„m dolore magna aliquam crat volulpal.

We're not just a
bunch of dim bulbs.

Lorem ipsum dolor sit amet, adipiscing elk,

sed diam nonummy nibh euismod tincidunt

ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniarn,

quis nostrud exerci ration ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit molestie

consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio

dignissim qui blandit praesent luptatum zzril

delenit augue duis dolore te feugait nulla

facilisi.

Lorem ipsum dolor sit amet, elit, sed diam

nonummy nibh euimod tincidunt ut laoreet

dolore magna aliquam erat volupat. Ut wisi

enim ad minim veniarn.

BRIGHT
IDEAS

Headlines

Headlines should be designed to draw attention.

In most small ads, the headline should be the dominant element.

You'll want to set it at a large size and use a distinctive typeface.

Reversed type can be used to draw attention to your headline.
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Everything

Muse Co!
After 40 years of serving the Van Nuys area,

the Cobb-Hendricks Used Furniture Outlet

is going out of business. Prices are dropping

dramatically in an effort to empty our inven-

tory. Our prices have never been this low!

Beds, living room sets, dining room sets,

sofas, chairs, and pianos are 50-70% off. So

stop by and get a great deal on furniture

—

but hurry. After Wednesday, we'll just be a

memory.

a Cobb-Hendricks Used Furniture Outlet

3707 Siddown Avenue

Van Nuys, California 1 2345

Another effective technique is to place a dark-to-light gradient fill

behind the headline and primary visual. The headline is set in re-

versed type, while the body text is black against a light background.

Plan Your Next
Tropical Vacation

Lorem ipsum dolor sit amet. consectetuer

adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim

veniam. quis nostrud exerci tation

ullamcorper suscipit lobortis nisi ut aliquip ex

ea commodo consequat.

Duis autem vel eum iriure in hendrerit in

vulputate velit esse molestie consequat, vel

ilium dolore eu leugiat nulla facilisis at vero

ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat.

Autem vel eum hendrerit in vulputate velit

esse molestie consequat. sed diam

nonummy nibh euismod tincidunt.

Real World Travel

355 Robcrson Way
Chapel Hill, NC 27516
919/944-3245

CHOOSING HEADLINE

FONTS

Find an interesting font to use for

headline type. Avoid those

printer-resident fonts like Times

and Helvetica (or, if you're on a

Windows platform, Times New

Roman and Arial). They're okay

for body text, but they don't

have much character when set

at large sizes. There are plenty

of better choices, believe me!

Explore your font menu. Because

you're looking for headline type,

examine each prospect at large

sizes. You'll find that many

typefaces that look generic

when set as body text have real

character when set at display

size. If you can't find anything

suitable, maybe it's time to do a

little shopping. Fonts are cheap

and plentiful these days— it's a

worthwhile investment.
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Headlines are often centered in newspaper ads, although that doesn't

have to be the case. An alternate technique is to balance a strong

flush-right headline with a smaller flush-left subhead. The headline

can be catchy, to draw readers in, while the subhead can be more in-

formative. (Anyone who's wrestled with the problem of making a

single headline both catchy and informative will appreciate this

technique.)

Anacat's New Line
of Super/Modems

Screens

Screens add a two-color effect to your ads.

Using a screen within the border of your ad can prevent it from blend-

ing into a mostly white page. Screens also make good backdrops for

black-and-white graphics.

£yet the

Latest

scoop

The Soda Fountain

350 W. Redbark Street

Fitchfield, NC 27783

Buying Information And Prices

Use consistent type treatments for buying information and prices.

In general, the type size of a caption or price should be proportional to

the size of the product illustration. Use large prices for large pictures
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and small prices for small pictures. However, you won't want to use a

different type size for each product. Even the most product-filled ads

need no more than a few type sizes. If you've got wildly varying sizes

of artwork, try to divide the products into primary and secondary sets,

and assign each set its own type sizes.

Remember that not every product advertised needs an illustration.

Often, the best-looking ads simply list the available products, with a

few representative photographs or drawings.

Logos And Contact Information

Advertisements should include all necessary purchasing information.

The logo of the firm running the ad should be prominent but not

huge. Headlines and visuals should be proportionally larger. Logos will

stand out well even at small sizes if surrounded by white space.

Mid-Summer Sale!
Lorem ipsum dolor sit

amet.consectetuer

adipiscing elit, sed diam

nonummy nibh euismod

tincidunt utlaoreet dolo

magna aliquam erat

volutpat. Ut wisi enim ad

minim veniam, nostrud

exerci tation uUamcorper

suscipit lobortis nisi ut

aliquip ex ea consequat.

Clearly visible addresses, phone numbers, and other contact informa-

tion make it easy for the reader to respond to the ad. You can use type

size to indicate preferred modes of contact. If you'd rather receive

phone calls than office visits, set the phone number in large, promi-

nent type and the address in small, discreet type.
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Hcai Yulll- bL&nk

Real World Travel
355 Roberson Way
CfTapel Hill. NC 27516

ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat.

Autem vel eum hendrerit in vulputate velit

esse molestie consequat. sed diam

nonummy nibh euismod tincidunt.

919/944-3245

Small Ads In A Series

An increasingly popular trick is to create a series of similarly styled

small ads and run them on successive pages of a publication, always

in the same place. Although the ads should read well as a series, each

individual ad should also function as a standalone item—just in case a

reader notices one but not the others.
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Full-Page Ads
From a design standpoint, there's no real difference between producing

full-page ads and small ads. The same sorts of elements (headlines,

copy, visuals, contact information) appear in both. However, full-page

ads are generally more effective. They don't have to vie with adjacent

material for the viewer's attention, so they're able to offer a more cohe-

sive, complete message.

Now, before you ditch the small-ad concept entirely and sink your

advertising budget into full-page ads, a few caveats. First of all, full-

page ads are extremely expensive. For the same price as one full-page

ad, you could run a small ad in several different publications. Al-

though each individual small ad is less likely to be noticed, you could

benefit dramatically from the increased circulation.

Second, you still don't have any control over what appears on the

page opposite your ad. If it's another full-page ad, your reader may

skip the entire spread after a single glance—most readers are interested

in editorial content, not advertising.

Finally, it's important to remember that advertisements fail most often

due to reader disinterest. It helps to have a prominent and well-de-

signed ad, but even the most gorgeous ad for a new air conditioner is

not going to tempt your average Siberian shopper. Before you shell out

big bucks for a full-page ad, make sure that the target publication's

demographic is made up of people who will probably be interested in

your product. If there's no reason to expect good returns, you should

probably be using small ads instead.

That said, it's difficult to ignore the power and effectiveness of a well-

designed full page ad. They're particularly powerful in magazines,

because the pages are trimmed on all four sides, and dramatic effects

can be achieved with bleeds.



178 Chapter 8

Arc you still

todnq
t^s line?

Anacot 57.6 SuperModems
The newest way to burn rubber
on the information superhighway. ANACQT

Classified Ads
Desktop publishing can produce attractive classified ads.

Often, advertisers don't realize they can submit their own camera-

ready copy rather than leaving the ad preparation to the newspaper.

The addition of a strong, high-contrast headline and prominent border

can make a big difference in the response you get to your help-wanted ad.

Because classified pages tend to be made up of gray space, the use of

white space can be a real attention-getter. Indenting body copy creates

strong vertical bands of white space around your ad.

A border can also add white space.
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and originating its powers in such form,

as to them shall seem most likely to effect

their safety and happiness. Minimum.

DESKTOP PUBLISHING
Art/production person to help out three

tired cowboys and one cowgirl who are

working day and night to finish a graphic

design book. Must have DTP experi-

ence, willing to work long hours, meet

hot deadlines and like pizza. Must relo-

cate to Denver, Colorado ASAP. Send

resume to Laser Writing Inc.,

20 W. Bond, Denver, CO 25982.

TRUTHSAYER. We hold these truths to

be self evident, that all People are

created equal, that they are endowed by

their Creator with certain inalienable

rights, that among these are Life, Liberty,

and the Pursuit of Happiness.

NEW ASSISTANT KING. The history

of the present King of Great Britain is a

history of repeated injuries and usur-

We hold these truths to Liberty, and the Pursuit of among these are Life,

be self-evident, that all Happiness. That to secure Liberty, and the Pursuit of

People are created equal. these rights, governments Happiness. That to secure

that they arc endowed by are instituted among Men these rights, governments

their Creator w III certain and Women.We hold these are instituted among Men

among these are Life, SALES MANAGER We hold these truths to

Liberty, and the Pursuit of FOR EXPANDING be self-evident, that all

Happiness. That to secure COMPUTER SOFTWARE People are created equal.

these rights, governments

are instituted among Men
and Women.

COMPANY
Supervisory or extensive

retail experience required

CALL TODAY!

that they are endowed by

their Creator with certain

unalienable rights, that

We hold these truths to

be self-evident, that all

People are created equal.

1-800-333-4444 among these are Life,

Liberty, and the Pursuit of

Happiness. That to securetruths to be self-evident, that

that they are endowed by all People are created equal. these rights, governments

their Creator with certain that they are endowed by are instituted among Men

unalienable rights, that their Creator with certain and Women. We hold these

among these are Life, unalienable rights, that truths to be self-evident.

LORF.M IPSUM DOLOR
Consecrctucr adipiscing elit, sed

diam nonummy nibh euismod

tincidunc ui laorcet dolore magna

aliquam erat volutpat. Ut wisi enirr

ad minim veniam, quis nostrud

excrci ution ullamcorper suscipit

bbortis nisi in aliquip ex ea

commodo consequat.

DUISAUTEM VELEUM

[riure dolor hend Iputatevel

itie conscquat. vcl ilium

feugiat nulla facilisis ai

£t accumsan c( iusto odic

qui blandii praesent

zzril delenit augue dui\

nostrud cxerci ration ullamcorper

suscipit dolor lobortis nisi ut aliquip

commodo conscquat et mi rum.

A
NEW
HOUSE

3 bdrms.. 2 bach, being

offered by owners forced to

relocate unexpectedly. OH
207/294-2428. No
reasonable offer will be

refused—we're desperate!

\

FACIL1SETVERO
Dujj autem vcl cum iriure dolor in

hendrcrit in vulputate velil essi

moleste conscquat, vel ilium dolor c

feugiat nulla facilisis at vcroros ct

accumsan ei iusto dignisira qui blan

praesent luptatum aril dclcnii augu

duis dolore feugaii nulla fai ilisi ei

CONSECTETUER ADIPfSCING

Elit, sed diam nonummy nibh

euismod tinciduni ut laorcet dolore

magna aliquam volutpat. Ut wisi

entm ad minim veniam, quil itrud

exerci tation ullam corpt-r suscipit

loborris msl ut aliquip ex ea comodo

consequat. Duis auum vel cum iriun

dolor in hendrcrit in vulputate velit

i m molestie consequat, vel ilium

dolore eufcuEiat nulla fiicilisis I
-

tnidexer.

ipii lobe

i nil.

.qui'

UU.AM: ' IRPI R

In i" mlpuoue velit

consequai vd ill
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Quality Considerations
It's entirely appropriate to prepare camera-ready newspaper ads using

your laser printer. It's usually not necessary to go to the expense of

having newspaper ads phototypeset, because the relatively coarse

newsprint absorbs the ink to such a degree that the quality advantage

offered by phototypesetting is lost. Although newspapers continue to

improve their reproduction quality, the standard resolution for laser

printers is also on the rise. The two factors tend to balance out, so, un-

less your printer is five or six years old, you're probably safe. (Even an

old 300-dot-per-inch laser printer might suffice, as long as the ad con-

tains no screens—low-resolution printers produce coarse, ugly screens.)

In addition, scanners and desktop publishing programs are rapidly

improving in their ability to handle photographs. The quality pro-

duced on some laser printers approaches the quality of newspaper

photo reproduction. Thus, it's entirely feasible that you prepare com-

plete newspaper ads, including photographs, with your desktop

publishing system and laser printer.

Magazine ads are another story, because glossy paper tends to show

even the slightest imperfections. You should probably avoid sending

camera-ready ads to magazines unless your printer is high-quality

—

1,000 dots per inch or better.

Evaluation Checklist

• Does your advertisement use borders, margins, and white space to

set itself apart from adjacent page elements?

• Is your headline prominent and readable, without being over-

whelming?

• Is there an obvious tie-in between your headline and your primary

visual?

• Are captions and prices clearly connected to product photos or

illustrations?

• Has all the necessary buying and contact information—address,

phone numbers, business hours, credit terms, and so on—been

included?

• Is your logo prominently featured and set off by white space?

• Are the treatments of repeating elements, such as prices and cap-

tions, consistent throughout the ad?

• Do your advertisements have a consistent look and feel to promote

name recognition?
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Sales materials serve different needs than advertisements.

Sales materials—brochures, flyers, catalogs, and menus—are similar to

advertisements in their primary purpose: Both are meant to coax read-

ers into buying something. However, sales materials aren't meant to be

encountered inadvertently, as ads are. Anyone who bothers to read a

sales piece is almost certainly a prospective buyer. Rather than concern

yourself with getting attention, your primary focus should be keeping

it—and, hopefully, increasing it.

Because of this, the attention-getting tricks used in advertisements

aren't as useful in sales materials—and in fact, they're often harmful.

Think of an advertisement as the loud midway pitch of a vendor. It's

directed to everyone within range, and meant only to draw customers

closer. Once a potential customer approaches, the vendor stops shout-

ing to a general audience and begins talking to a specific one,

displaying and describing the available wares. Sales materials serve

this latter role, offering a sales pitch that is at once more informative

and more personal.

It should come as no surprise, then, that your sales materials reflect

the nature of your organization much more than your advertisements

do and, therefore, require more care in their design. A badly designed

advertisement will probably be, at worst, ignored. A badly designed

brochure will drive away your most likely customers. Don't make the

mistake of skimping on your sales materials because they're being

distributed to customers who are already "hooked," or you'll find your-

self endlessly bemoaning the ones that got away.

There are several factors to consider when designing a sales piece:

• The number, complexity, and cost ofproducts and services being adver-

tised. Will the sales piece focus on a single item or accommodate a

variety of products and services?

• The targeted point in the purchase cycle. Will the materials be de-

signed for buyers who are merely interested in learning more or on

the verge of making a purchase?

• The focus of the appeal—pragmatic or emotional. Should the product

be depicted as a utilitarian item or as an enhancement to the

buyer's lifestyle and self-image?

• The appropriate overall style. What tone does the target audience

expect? Should the piece be sober and businesslike or informal and

plain spoken? Is it more important to convey information or to

project a certain image?
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Answering these sorts of questions requires a certain amount of empa-

thy with the potential consumers. Ask yourself: Why might / want this

product? What further information would / want or need? Product

research is a rather nebulous business. This is as good a way to start as

any. To be thorough, you should canvass other views besides your own;

try to spot patterns and trends among the opinions you receive.

Remember, too, that different people will approach your publications

differently. Some readers flip through catalogs from cover to cover,

others browse them randomly, and still others use them as references,

looking up specific items of interest. Your materials should be tailored

to accommodate all of these approaches.

Brochures
Organizations use brochures to convey information to potential customers or

constituents.

Generally, brochure information falls into one of the following categories:

• An organization's purpose, goals, and available products or services.

A health maintenance organization's brochures might describe its

preventive medicine and long-term care plans, while a perform-

ing arts group's brochures might provide concert and instruction

schedules.

• A description ofa product line or a single product. An audio/video

manufacturer might have separate brochures for compact disc

players, videocassette recorders, and car stereo systems.

• A description ofa project being undertaken by an organization. A col-

lege alumni association, for example, might prepare a brochure in

conjunction with a fund drive to raise money for a new building.

• Information which might be of assistance to an organization's patrons.

A bed-and-breakfast might offer brochures describing local areas

of interest, sightseeing tours, and so on.

Small brochures are commonly produced by folding an 8V2XI 1-inch

sheet of paper into thirds and printing on both sides. Lengthier bro-

chures take the form of staple-bound booklets, produced in any

number of sizes. If your brochure's page count starts edging into the

double-digit range, it's generally wise to include a small table of con-

tents or an index. Readers who merely want to locate one specific item

of interest should not be forced to skim through 20-odd pages.
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Teasers

Teasers are brochures targeted to prospective buyers early in the decision-

making process.

Teasers don't pretend to tell the whole story. Their purpose is to direct

the reader to the next level of action, such as calling a toll-free tele-

phone number.

Teasers are frequently printed on single sheets of paper, then folded

into panels (to fit into a business envelope). They're inexpensively

produced so that they can be distributed to as many prospective buyers

as possible. Teasers are also displayed conspicuously in free-standing

or countertop racks so that anyone can feel free to take one.

The future is now. Introducing the

Axon Impulse.

Finally, a fax machine that

makes use of a logic circuit

Imagine a fax machine that

can collate your document,

remove any spelling errors,

DnOtO and deduce the recipient's

phone number-even if you

don't know it yourself. Now
stop imagining. It's already

available.

Call 1-800-IMPULSE

for your free brochure.

Ir
> the future,

fax machines
will operate
on artificial

intelligence

AXON

Tell-All Brochures

Tell-all brochures target qualified buyers.

Tell-all brochures are designed for the next level—serious potential

buyers who are closer to the moment of truth. As the name implies,

they provide much more information than teasers—they're designed

to answer specific, detail-oriented questions.

Tell-all brochures usually take the form of booklets, printed on glossy

paper using spot color or full color. This isn't a necessity, of course, but

you need to be aware of the brochures your competitors are producing.

If everyone else in the industry is using glossy full-color brochures,

your matte one-color brochures will look like cheap leaflets in com-

parison—unless your design is truly inspired.

If your brochure is copy-heavy, use lots of text organizers to break up

the gray space. Headlines, subheads, and bulleted lists should be em-

ployed. Even sidebars are not unheard of. If your brochure is product-
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oriented, you should include photos of the product. If it's a service

brochure, illustrations might be more appropriate.

Collate... Deduce Phone
AT THE TOUCH
OF A BUTTON Numbers...

-L/orcm ipsum dolor sit amct. conscc

INSTANTLY

tetucr adipiscing clii, sed noiiummy

nihil cuismod tine iduni ut laorcci

adipiscing die. sed nonummy nibh

cuismod tinadunt ut laorect dolor

dolor magna aliquam crat volutpat. Ut magna aliquam crai volutpat. Ut wisi

wisi cnim ad minim veniam, quis cnim ad minim veniam. quis nostrud

nostrud cxcrci tation ullamcorper

lobortis nisi ut aliquip ex ca commodo

exerci tation ullamcorpcr lobortis nisi

ut aliquip ex ea commodo conscquai.

conscquat. Lorem ipsum dolor sit amei, conscc

Duis autem vcl cum inure dolor in

hendrcrit in vulputate vclit molcstie

tctucr adipiscing clit, sed nonummy

nibh cuismod uncidunt ut laorect

conscquai, vcl ilium dolorc cu fcugiat

nulla l.iulisis .11 win croi , i .n cumsaii

dolor magna aJiquam crat volutpat. Ut

wisi enim ad minim veniam, quis

pracscnt luptatum zzril delenit auguc nostrud exerci tation ullamcorpcr

duis dolorc ic fcugau nulla facilisi. lobortis nisi ut aliquip ex ca commodo

Lorcm ipsum dolor sir amci, conscc conscquai.

tetuer adipiscing clit, sed nonummy Pracscnt luptatum zzril dclnit auguc

nibh cuismod uncidunt m laorect duis dolorc te fcugau nulla laulisi.

dolorc magna aliquam erat volutpat.

Impressers

Impressers approach the quality ofsmall magazines in design sophistication.

Impressers follow up and reinforce the message at the crucial last

phase before purchase. They combine sophisticated graphic design

with high-quality printing and paper. An impresser brochure is fre-

quently designed to be part of the product—the high quality of the

brochure implies high quality in the product or service.

Impressers are appropriate when the products or services are either

emotionally important to the buyer or in cases where benefits can't be

measured until after the purchase is made. Examples include luxury

items, such as expensive automobiles, complex technical products and

services, and intangibles like public relations or financial services.

Hi
Is your
company
operating

completely
>" the dark?

Step into the light.

Duis autem vel eum dolor inure

dolor in hendrerit in vulputate velit

esse molestie consequat, vel ilium

HJw[^R dolore eu feugiat nulla facilisis at

j^^^il vero eros et accumsan uisto odio

dignissim qui blandit.

Praesent luptatum delenit augue

duis dolore te feugait nulla facilisi.9 ^^^^^^HB
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Brochures And Product Sheets

Brochures should be designed to have a long shelf life.

Full-color, multipage brochures are not the sorts of items you can af-

ford to produce in small batches, bolstering your supply as the need

arises. There's a fixed cost associated with setting up the printer, re-

gardless of the size of the print run. You'll only get your money's worth

if your print runs are large. As a result, your brochures should be de-

signed to last a long time.

This can create a problem if your brochure is designed to cover an

entire line of products. If even one product undergoes substantial revi-

sion, you'll be stuck reprinting the entire brochure, and throwing out

the old copies. You can avoid this problem by supporting your bro-

chures with detailed product sheets (see the "Product Sheets" section

later in this chapter). Keep the brochure on a general level, covering

only those aspects of the products that are unlikely to change signifi-

cantly. Then, create a detailed product sheet for each individual item.

These sheets can be revised and reprinted as necessary, at a fraction of

the cost it would take to reprint your brochure.

USE VARIATION

CONSISTENTLY!

Once you've determined a set of

variable elements, make sure you

vary them throughout your entire

series. If you're using the cover

photo to differentiate your bro-

chures, don't use the same photo

twice—even if it fits the content of

both publications. If you're using

spot color, pick a radically differ-

ent shade for each brochure

(color-impaired readers will not

notice the difference between red

and red-orange).

Designing Brochures In A Series

Vary a distinct set ofelements across a series of brochures to attain a unified

look.

When creating a series of brochures, you'll want to define a distinct set

of elements that will change from brochure to brochure. Your list

should include some front-cover elements—readers can't be expected

to open two identical-looking brochures to check for differences.

The most effective variable element is color. If you're using color print-

ing, assign a distinctive spot color or color scheme to each brochure in

the series. If your brochures are single-color, differentiating them may

take a little more effort. For instance, if you decide to use a different

black-and-white photo for each brochure cover, make sure the photos

you choose are easy to tell apart. Scenes that are easily distinguished

in color—for instance, rolling waves and rolling sand dunes—can look

remarkably similar in black-and-white. The title of a brochure can also

help set it apart from its brethren, if it's set prominently at large sizes.

Some design elements should not be considered candidates for varia-

tion. Keeping the following aspects consistent will help establish a

unified look for your series:
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• Typefaces, type sizes, and type styles for headlines and body copy.

• Margins, borders, and graphic accents.

• Sizes and placements of photos or artwork.

Catalogs
Catalogs are similar to brochures, but they're usually longer and more

product oriented.

While a brochure is used to display a single product or a product line,

a catalog can display a firm's entire inventory. Catalogs are customar-

ily produced once or twice a year. Because of their longevity, they're

usually printed on expensive paper, and feature full-color printing.

Page size is sometimes sacrificed for volume, which increases the per-

ceived reference value of a catalog and contributes to its longevity.

(Readers generally consider thick media, such as books and maga-

zines, less disposable than thin media, such as brochures and

newsletters.)

Covers
Catalog covers are often printed on a different paper stock than the inside

pages.

A heavier, glossier paper stock can provide higher quality photo repro-

duction and better color saturation for your catalog's cover.

A single photo of the company's most popular product is often used on

the cover to communicate an identity and promote sales.
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^j<?S^8SW^^~^~&<^*
Pottery Supply Company

KM
f Books

^^^ Additives

^^ Chemicals

^k Brushes/TooLs

Moist/Do days

Opulence Qlazes

^m Safety Equipment

^T Slab RollersfMieeb

Kilns/Firing Accessories

Alternately, the cover can also feature a collage of photos, calling at-

tention to the diversity of products described inside.

Catalog titles are often designed like newsletter nameplates, with dis-

tinctive typographical treatments that remain the same for each new

iteration of the catalog.

Inside Pages
The inside pages ofa catalog must successfully integrate product visuals,

captions, and prices.

The primary challenge when designing the interior spreads of a cata-

log is to successfully link product visuals with their corresponding

captions and prices. A strong, ultraconsistent layout grid can solve this

problem, but the result, while functional, is not very dynamic.

Most catalog designers use a more freewheeling approach to layout.

Captions are tied to product visuals by proximity, and white space is

used to separate individual products. This technique can be effective,

but it's a pretty delicate operation. Too much white space between

items can create a sparse, disconnected look, while too little can create

a cluttered look.



Sales materials 189

Dinette Sets
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(o place your order. AU
Items will be shipped
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**5 shipping « handling
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An alternative scheme is to group the visuals together and use alpha-

numeric references to link them to a separate list of captions. This

scheme allows you to depict several small products in a single photo,

rather than cluttering up the page with separate pictures.

B3523HI
Jlngdezhen Handmade Bnuhet

A catalog's inside front-cover spread can be used to describe the com-

pany and its policies. Frequently there's a "Letter From the President"

explaining the company philosophy.
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Ordering Information

Ordering information and forms are typically printed as part of the catalog.

However, response is encouraged by providing a separate, postage-paid, self-

addressed order form inserted into the middle of the catalog.

Inviting readers to respond by offering easy-to-use order forms and

placing toll-free telephone numbers in the catalog can greatly increase

sales. It's a good idea to put your phone number in the same place on

every spread of the catalog, to ensure that your readers will be able to

find it quickly.

Order Forms
Order forms can be used as catalog inserts or as standalone sales materials.

The primary concern when producing an order form is ease of use.

Instructions should be brief and concise. Areas designed to receive

written. information should be large and inviting, not small and

cramped. Most important, the ordering process should be quick and

relatively effortless.

For instance, don't force your customers to write out the full names of

the products they want. If you have a small number of available prod-

ucts, list them all in a table. This allows your customers to place an

order simply by specifying a desired quantity for each item. If your

product list is too large for a table, assign each product a short alpha-

numeric code. Your customers can use the codes to specify the items

they want. Make sure the codes are placed prominently beside the

product listings in your catalog.

Don't feel, however, that order forms need to be purely functional. In

fact, if your catalog is fancy or flashy, a drab and businesslike order

form will seem distinctly out of place. Instead, let the style of the order

form mirror the style of your catalog—be it elegant, informal, or down-

right wacky.

Order forms don't have to be part of a catalog. Sometimes they func-

tion well as standalone items, resembling small brochures. Try folding

a single sheet of 8V2XII sheet of paper into thirds. Use one panel for

the cover, two more panels for brief product descriptions, and the en-

tire reverse side of the page for the order form. While perhaps not

offering as much detail as an actual brochure would, the order form

has an obvious benefit—customers who are interested in buying can

do so, immediately!
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Same person.
Different col

Jeannine's Custom Wigs

Delivery within 7 I" days ol order.

Sorry, no returns,

1 5% discount on orders ol $50.00 or more

Color Qty Price Total

Red $15.95

Blonde $14.95

Dirty Blonde $17.95

Strawberry Blonde $17.95

Brown $14.95

Auburn $14.95

Russet $15.95

Blue with Purple Highlights $20.95

Blacb $17.95

Even Blacker $18.95

Name Diameter of Head (inches)

Address (include city, state, zip)

Method of Payment: Check Money Order MasterCard D Visa

Card number (if applicable) _

Product Sheets
Product sheets are generally used in conjunction with brochures.

Product sheets provide detailed information and specifications about a

product or service, and they are usually printed pn high-quality paper

stock. The front side can display a large photograph of the product, a

paragraph or two of explanatory material (often repeating the infor-

mation contained in the company's full-line brochure), and an outline

of the product features and benefits.

Information on the back is generally more detailed, including specific

product information, related accessories and supplies, photos display-

ing the product being used, and/or cutaway diagrams.

Product sheets are often three-hole punched, so they can be inserted

into binders or added to proposals.

L
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Like brochures, product sheets can be created for an entire series of

products within a single product line. Use the same techniques

described in the section "Designing Brochures In A Series" to create a

unified yet easily differentiable set of product sheets.

f Amm i f ^ 1 f Prod. Code 104-7783

o Lompu-i.dlC Version 2.0

Lorem ipsum dolor sit Utwisi enim ad minim molestie consequat, vel

amet, consectetuer i/eniam, quis nostrud ilium dolore eu feugiat

adipiscing elit, sed diam exerci tation ullamcorper nulla facilisis at vero eros

nonummy nibh euismod suscipit lobortis nisi ut et accumsan et iusto odio

tincidunt ut laoreet aliquip ex ea commodo. dignissim qui blandit

dolore magna aliquam praesent luptatum zzril

eratvolutpat. Utwisi Options delenit augue duis dolore

enim ad minim veniam. Duis autem vel eum iriure te feugait nulla facilisi.

quis nostrud exerci tation dolor in hendrerit in Nam liber tempor cum

ullamcorpersuscipit i/ulputate velit esse soluta nobis eleifend.

lobortis nisi ut aliquip ex

ea commodo consequat.

o Features
Quis autem vel eum iriure

dolor in hendrerit in

vulputate velitesse

molestie consequat, vel

ilium dolore eu feugiat i«^I^P
nulla tacilisis atvero eros

et accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Lorem ipsum dolor sit

amet, consectetuer

adipiscing elit, sed diam

nonummy nibh euismod V.

o tincidunt ut laoreet

dolore magna aliquam

eratvolutpat.

Flyers
Flyers are typically used to advertise a special, limited-time promotion ofa

single product or service.

Flyers contain time-sensitive information printed on one side of a sheet

of paper. They're ideal when you have only a small budget and need

to get the information out right away. They can be distributed in a

number of different ways. You can mail them, send them as faxes,

stack them on countertops, hang them on walls, or tuck them beneath

windshield wipers.

Flyers are appropriate vehicles for promoting a drug store's specially

priced vitamins, a nightclub's upcoming performance of a popular

jazz musician, or a music store's sale on a certain label's compact

discs.
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Hair's not ail
ureJrb cutting!

Hot Summer Price Cuts At

Chopping Locks

Boutique

$14 Haircut

$22 Permanent

$30 Perm*
Manicure

$45 "The

Works"

Chopping
A ocks
° I4J Rid Crucial Dril

Calf 44SI023 for in jppointtnenl

Walk-ins Kilcomi!

Flyers should be designed to capture an audience's attention. Use large

headlines, clever catch phrases, and attention-getting visuals. Flyers

are distributed much more indiscriminately than other sales materials,

so it rarely pays to use expensive printing processes. Print them in one

or two colors, on relatively cheap grades of paper. Low-cost colored

paper will sometimes attract more attention than plain white paper,

but don't pick overly dark colors that interfere with legibility. (For some

reason, red seems to be popular color for flyers nowadays, but I

wouldn't personally advise using it. The color may attract attention,

but does anyone actually struggle through the barely-visible black

text?)

Although most flyers are printed on standard 8V2XI 1-inch paper, larger

sizes are possible. Tabloid-sized llxl 7-inch flyers can act as mini-bill-

boards, providing high visual impact at a relatively low price.

Menus
A restaurant's menu is its most important advertising medium.

Designing menus requires special care. Menus are not mere lists of

comestibles with prices. Their typography and design reflect the nature
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and ambiance of the restaurant. A fancy restaurant will not go far

with a shoddy-looking menu. Customers will think to themselves,

"Where else are they cutting corners?"

A menu is an excellent candidate for the application of desktop pub-

lishing technology. You can create menu templates that are easily

updated when prices need to be changed or new items added. Indeed,

many fine restaurants print new menus each day using color printers.

This allows each menu to feature the daily specials and the freshest

available produce.

Borders, typefaces, and visuals used in the menu's design play a major

role in projecting the restaurant's character. Stylized serif typefaces and

ornate borders can communicate an Old World atmosphere. A con-

temporary atmosphere is suggested by sparse, angular, or geometric

sans serif type.

& &?wiA&iixew& (^[ Appetizers
Chinese Dumplings J^f Chinese Dumplings

$3.95 mf $3.95

^
&C4/A& ^A Soups

r
French Onion Soup

$2.95

H French Onion Soup

>• 1 $2.95

Soup Du Jour ^^^f Soup Du Jour

-*.
$2.85 Bf^V $285

^ (^a/eui& 3 Salads

F
Chef Salad

$4.95

Spinach Salad

$4.50

Chef Salad

$4.95

^L^ y Spinach Salad

it

Menus present an ideal opportunity to use clip art to establish a mood.

Clip art publishers offer a variety of country, urban, and atmosphere

themes.

When creating your layout, remember that patrons will want to locate

food categories quickly. Subheads set in a contrasting typeface, size, or

style are easy to distinguish.

Categories can be separated by boxes, horizontal rules, or white space.
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% Starlight Drive In

-&

Burgers

Once In a Blue Moon Special

includes your choice ol potato salad or tries

$4.95

Green Martian Special

Our special 1/4 lb lean ground round

topped with green chili, salsa, and Monterey lack cheese
includes your choice of potato salad or fries

$5.95

Jupiter Rising Special

Our special 1/4 lb lean ground round

topped with bacon, lettuce, tomato and hot banana peppers

includes your choice of potato salad or fries

$4.95

Side Comets

•*.
*

-#

French Fries

$1.95

Saturn's Rings

Onion Rings

$1.95

Outta-this-

world Drinks

Martian Malt
Our favorite double trouble, thick

creamy malted milk, your choice of

two scoops of any flavor ice cream

$2.95

Haley's Comet
A parfait in a glass

strawberry, chocolate, vanilla

your choice

$3.95

Pluto's Smoothie
F resh banana, strawberry, and pineapple

blended with yogurt, ice and

1 scoop your choice ice cream

$3.95

Also: Coffee, Tea, Milk

Orange Juice, Apple Juice, Pepsi

4_ Hash Browns ^\ «rV

^ 1300 Moonlight Dr., Heaven, MN 23411

873-4444 • Take Out 873-5555

One of the cliches of menu design is the use of separate columns for

entrees and prices, with leader dots connecting each entree to its

corresponding price. Actually, this technique is rarely effective. The

dots create a distracting horizontal pattern, and the prices gain an

unwanted prominence over the cuisine. As an alternative, try placing

prices discreetly after entree descriptions. If your descriptions are suit-

ably mouth-watering, the prices may not seem too terribly important!

Evaluation Checklist

Brochures

• Have you chosen an appropriate size and format?

• Does the front cover encourage readers to look further?

• Have you maintained page-to-page consistency throughout?

• Have you supplied all the information that prospective buyers need

to make informed buying decisions?
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Catalogs

• Does your catalog begin selling on the front cover?

• Have you paid as much attention to your catalog's nameplate as

you would to a newsletter nameplate?

• Does your catalog contain information describing your company

and its credentials?

• Have you made it easy for readers to respond by providing com-

plete ordering information and a large, easy-to-use order form?

Order Forms

• Is your form easy to use? (See Chapter 1 1 for more on making easy-

to-use forms.)

• Is the design style of your order form consistent with your catalog

and with the nature of the merchandise?

Flyers

• Can readers glean your flyer's basic message at a glance?

• Have you edited your flyers to provide "who, what, when, where,

and how" information in the fewest words possible?

• Have you avoided unnecessary clutter?

Menus

• Is the design style of your menu consistent with the spirit of your

establishment?

• Can patrons quickly locate various food categories?

• Are prices clearly visible yet not overemphasized?

Product Sheets

• Do your product sheets share a common family resemblance

through consistent use of typography, photo placement, and high-

light color?

• Do your product sheets maintain the look established by the sales

brochures they're designed to augment?
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As you develop your design sense and become more familiar with the

capabilities of desktop publishing, you'll continue to discover new

applications. For in-house projects, you'll come to rely on your desktop

system for design and production, rather than on professional service

bureaus.

It's especially fitting for designers to develop their own business com-

munication materials—letterhead, envelopes, business cards, and so

on. Don't assume that these sorts of documents should only be

handled by print professionals. If you've got a modicum of design

sense, you should feel no qualms about handling the design yourself.

Remember, you've got distinct advantages. You know your organiza-

tion better than anyone, and you care enough about the results to

spend whatever time is necessary to achieve perfection. Professionals,

even thoroughly-briefed ones, will only have a vague sense of the im-

age you.wish to impart—and they can't be expected to spend days

searching for the "perfect" look—they've got other clients besides you.

Letterhead
A good letterhead communicates practical information at a glance, yet it

does not overshadow the more important message—namely, the letter.

Letterhead design is not as simple as it may seem. It's important to

express something about the nature or character of your firm or asso-

ciation in your letterhead design, in addition to providing its name,

address, and phone number as response information. A good design

for a district attorney's letterhead would not translate well to the letter-

head of a tanning salon.

There are several basic components of a letterhead:

• Firm or organization name

• Logo

• Motto or statement of business philosophy

• Street address and mailing address (if different)

• Telephone number(s)

• Telex and/or fax number

• Email address and/or Web address

Corporate and nonprofit letterheads often list officers or board mem-

bers, as well. That's a lot of information to fit into a relatively small

space—remember, most of your letterhead needs to be left blank for

the message area.
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Logo Size And Placement
The size ofyour logo must be proportional to the amount ofsupporting

information.

Logos must be large enough to be noticed yet not so large that they

visually overwhelm the letterhead. In the following example, the logo

detracts from the message area.

Magellan Travel

1521 Earth Circle © Columbus. OH 28868 @ 714/529-3000

Placement can be flexible. Although logos are frequently centered

above the letterhead, there is no reason why they can't be placed dif-

ferently, as long as you observe basic rules of good design.

For example, logos can be set flush left or flush right at the top of the

page.

the nucleus
753 Holt Avenue
New York, NY 10026

(212)275-4949

'•J
the nucleus

I NY 10076

The letterhead can be designed on an asymmetrical grid. This will

leave a vertical band of white space along the left-hand side of the

letterhead.
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is
Macellan
Travel

1521 Earth Circle

Columbus, OH 28868
714/529-3000

Contact Information

Be sure to include all the information that the letter's recipient needs in order

to respond.

Insufficient address and phone information can cause problems for

your correspondents. One common mistake is to print a telephone

number without the area code. That will put long-distance callers at a

distinct disadvantage.

Placement of telephone and address information usually depends on

logo placement. When the logo is centered at the top of the letterhead,

telephone and address information is often centered in a smaller type

size along the bottom.

When the logo is at the top left, contact information is commonly

placed directly beneath the logo, beside the logo to the right, or at the

bottom of the page. The information is usually aligned flush left, to

match the logo.
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is
the nucleus

753 Holt Avenue A New York. NY 10026 A (212)275-4949

Contact information is usually arranged as a set of stacked lines or as

a single line with bullets separating the items (see previous examples).

If you've got a great deal of information to include—telephone and

fax numbers, as well as a separate street address and post office box

number—another possibility is to divide the information into several

small stacks and arrange them in adjacent columns. For instance, you

might put the street address flush left on two lines, telephone and fax

numbers centered on two lines in the middle, and the post office box

number flush right.

753 Holt Avenue

New York, NY 10026

PHONE: (212) 275^949

FAX: (212) 275^870

P.O. Box 7982

New York, NY 10026

Mottos

You can include your company motto in your letterhead.

Mottos often run along the bottom of a letterhead, forming an um-

brella over address and phone information. In these cases, the motto is

typically set slightly larger and differentiated from the contact infor-

mation by type style. Try using the italic version of a font for one of the

elements and the normal face for the other.
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"The Customer Comes First"

753 Holt Avenue New York. NT 10026 (212) 27>-4949

"The Employees Come Dead Last"

753 HoltAvenue New York, NY 10026 (212) 275-4949

Message Area
The final challenge is to effectively set off the letterhead elements so they

don't interfere with the contents of the document.

One way to isolate the message area is to box it.

^^QP Magellan Travel

You can also separate the two areas with a partial box or a rule. A

screened column or panel, or a second color, can also be used to isolate

supplementary information. This technique works well for listing

board members or officers of an organization.
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Magellan Travel
1521 Earlh Circle ® Columbus, OH 28868 ^ 714/529-3000

BRIGHT
IDEAS

President

Charlie Circuit

Vicc-Prcsidenc

Sheiity Switch

Accountant

Receptionist

Sat Watt

1012 Eureka Avenue

Suite 415

Brighton, CA 87526

1-800-DIMBULB

Envelope Design

Letterhead designs and logos—in a scaled down size—are repeated on the

business envelope.

Of Magellan Travel
1521 Earth Circle Columbus, OH 28868 714/529-3000

Magellan
Travel

1521 Earth Circle

Columbus. OH 28868

714/529-3000
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Some businesses use window envelopes, which eliminate the need to

address separate envelopes or labels. In such cases, the letterhead must

be designed so that the recipient's name and address will be positioned

within the envelope window when the page is inserted.

Often a "family" of envelopes is created: a small, inexpensive envelope

for sending invoices and paying bills; a Number 10 envelope printed

on the same paper stock as the letterhead for standard correspondence;

and a 9x1 2-inch envelope for formal proposals or oversized docu-

ments.

Occasionally, logo and address information are rotated 90 degrees and

placed vertically along the side of the envelope. This isn't a conserva-

tive design, so banks and legal firms should probably shy away from it.

Business Cards
Business cards are not strictly functional—they often serve the function of

sales materials.

On a business card, a lot of information must be presented in a rela-

tively small amount of space—typically 3V2X2 inches. The cardbearer's

name and position need to be featured prominently, along with the

name of the company and a logo. Addresses, phone and fax numbers,

and online information should also be included.

Traditionally, the quadrant technique has been used as a solution to

small space constraints. The firm's logo is placed flush left in the up-

per-left quadrant of the card, balanced by phone numbers set flush

right in the upper-right quadrant. The street address is set flush left

along the bottom of the card in the lower-left quadrant, and the post

office box information is set flush right in the lower-right quadrant.

These four elements form a framework for the individual's name and

title, located in the center of the card.

JMIfithPleaium
RESTAURANT

315/760-2525

315/760-2337

^M^|
Sol onion Grundy

Proprieter

75 Exeter Boulevard P.O. Box 2337

Ann Arbor, Ml 27818 Ann Arbor, Ml 27818
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Unfortunately, this scheme rarely results in an attractive or effective

layout. White space in the interior of the card quickly takes on a

jumbled appearance, and there's no logical progression for the

reader—important information is scattered willy-nilly.

It's better to keep contact information together, if you can. If your logo

is roughly square, set it at the top left of the card, and put the text at

the bottom right. The result is a well-balanced card with larger, less

haphazard blocks of white space.

Shellfish Pleasures
RESTAURANT

tW4 Solomon Grundy
Proprieter

75 Exeter Boulevard

Ann Arbor, Ml 27818
315/760-2525

315/760-2337

If your logo is long and thin, try setting it along the top of the card.

Then, put your name in the center and your contact information at

the bottom.

Gregory Q^ McTick
Sales Representative

103 Secondhand Square

Pendulum, SD 30331

792-402-4278

Home: 792-397-6929

Mobile: 792-397-2110

gregorym@clydesclocks.com

Vertical formats also work well. They command authority and lend a

modern feel to your card.
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Shellfish PleasuresRESTAURANT

Solomon Grundy
Proprieter

75 Exeter Boulevard

Ann Arbor, Ml 27818
315/760-2525

315/760-2337

If you have even more information that you'd like to include on your

business card—a motto, for instance, or a pager number—you might

consider printing it on the back of your business card. It's a little more

expensive to print on both sides, but it's worth it if you desperately

need the space. A cluttered-looking card will cost your business plenty.

Shellfish Pleasures

now offers takeout!

Call 315/760-2337

to place your order.

Color printing can help make your business card more flashy. You can

use a second color to add accents to logos, graphics, or type. If you

can't afford two colors, you might try printing your card in a single

nonblack ink. It's a relatively inexpensive way to get the benefits of

color, but you'll need to select a dark ink. Light colors can affect the

legibility of small type.
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Fax Cover Sheets
Fax transmissions are an important part of today's business world.

Well-designed cover sheets help ensure safe, efficient fax transmissions.

It's important for the fax cover sheet to indicate the total number of

pages sent. This helps the recipient know that the entire transmission

has been received and nothing is missing. The following items should

probably also be included:

• Recipient's name

• Sender's name

• Company name and logo

• Date of transmission

• Subject matter or summary of contents

Some fax cover sheets include space for a brief handwritten message.

Page 1 of

From:

Phone:
FAX

COMMENTS

O B

1012 Eureka Ave., Suite 415, Brighton. CA 87526

*

Be careful when choosing typefaces for fax cover sheets. Because the

quality of reproduction varies, it's important to choose a typeface that

remains legible under any circumstances. Typefaces with thin strokes

or detailed serifs tend to reproduce poorly and are not the most reliable

choice for fax transmissions. Simple sans serif faces work best.
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Resumes
A resume is direct response advertising in its purest form.

Good design is absolutely crucial for resumes. Although the actual text

of your resume is a better indication of your talents and abilities, it's

the design that determines the all-important first impression and pro-

vides the organizational structure which invites potential employers to

read further. Don't assume that your merits will "speak for them-

selves"—if your resume is poorly designed, your merits may not get a

chance to speak at all.

Changing Resume Trends

Today, the trend is toward less formal, more skill-oriented resumes.

Contemporary resumes focus more on what an individual has to

offer a specific company, rather than a dutiful chronology of a

person's education, career, and activities. Information is generally

broken down with text organizers. White space, subheads, and

graphic accents are used to separate categories. This allows prospec-

tive employers to locate relevant qualifications quickly, without

having to play detective.

You should use two typefaces on your resume at most—one for sub-

heads and one for body copy. Actually, the second font isn't strictly

necessary. Many resumes use the italic version of the serif type in a

larger type size for subheads. This softens the contrast between sub-

heads and body copy.

Sell Yourself

Resumes are designed like advertisements—selling information precedes

supporting or qualifying information.

Primary resume information describes the benefits of hiring you. Ev-

erything else is secondary and should be styled accordingly. Ideally,

your resume should be customized to the recipient. Only include the

work experience that a certain potential employer is likely to be inter-

ested in. This is where having an electronic version of a file can really

come in handy—editing and updating becomes a matter of minutes,

not hours.
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Pay careful attention to typos, grammatical errors, and unwanted varia-

tions in letter and line spacing. It's difficult to convince an employer

that you're detail-oriented if your resume is riddled with errors and in-

consistencies. Your layout software should contain a spell checker and

might even feature a grammar checker—make use of them.

Business Reports
Business reports are used to exhibit a company's current financial status and

future plans. They usually contain a multitude of numerical data.

Designers of business reports should strive for a clean, conservative

look. Although business reports are rarely seen by prospective custom-

ers, they're frequently seen by stockholders. Poor design or low print

quality will not inspire much confidence.

A conservative design is not necessarily a dull design. It merely means

you shouldn't be using elements like grunge typefaces, outlandish

graphics, and rotated type. The easiest way to produce a professional

look is to use an asymmetrical layout grid with plenty of white space.

The asymmetry keeps the page dynamic-looking, avoiding the stodgy

stick-in-the-mud impression conveyed by a balanced layout.



210 Chapter 10

The A Word From dolor sit amet, consectetuer

the President
adipiscing elit. sed diam
nonummy nibh euismod

p Lorem ipsum dolor sit amet. tincidunt ut laoreet dolore

rerry consectetuer adipiscing elit. magna aliquam erat volutpat.* sed diam nonummy nibh Ut wisi enim ad minim

%JA t^.S\ *"4" euismod tincidunt ut laoreet veniam. quis nostrud exercircepori dolore magna aliquam erat tation ullamcorper suscipit

volutpat. Ut wisi enim ad lobortis nisi ut aliquip ex ea

minim veniam. quis nostrud commodo consequat.

exerci tation ullamcorper Duis autem vel eum inure

suscipit lobortis nisi ut aliquip

ex ea commodo consequat.

dolor in hendrerit in

vulputate velit esse molestie
•

J : Duis autem vel eum inure consequat, vel ilium dolore eu

dolor in hendrerit in velit esse feugiat nulla facilisis.
' '."'.

molestie consequat. vel ilium Lorem ipsum dolor sit amet.

dolore eu feugiat nulla facilisis consectetuer adipiscing elit.

at vero eros et accumsan et sed diam nonummy nibh

iusto odio dignissim blandit euismod tincidunt ut laoreet

praesent luptatum zzril delenit dolore magna aliquam erat

augue duis dolore te feugait volutpat. Ut wisi enim ad

nulla facilisi. Lorem ipsum minim veniam. quis nostrud

dolor sit amet. consectetuer exerci tation ullamcorper

elit. sed diam nonummy nibh suscipit lobortis nisi ut aliquip

euismod tincidunt ut laoreet ex ea commodo consequat.

dolore magna aliquam erat Ut wisi enim ad minim
volutpat. Ut wisi enim ad veniam, quis nostrud exerci

minim veniam. quis nostrud tation ullamcorper suscipit

exerci tation ullamcorper lobortis nisi ut aliquip ex ea

suscipit lobortis nisi ut aliquip commodo consequat. Duis

ex ea commodo consequat. autem vel eum inure dolor in

Lorem ipsum dolor sit amet. hendrerit in vulputate velit

consectetuer adipiscing elit, esse molestie consequat. vel

sed diam nonummy nibh ilium dolore eu feugiat nulla.

euismod tincidunt ut laoreet

dolore magna aliquam erat

volutpat. Ut wisi enim ad

minim veniam, quis nostrud

Seadogs
and Sailors

exerci tation ullamcorper Nam liber tempor cum soluta

suscipit lobortis nisi ut aliquip nobis eleifend option congue
ex ea commodo consequat. nihil imperdiet doming id

quod mazim placerat facer

iVeiv Boat possim assum. Lorem ipsum
dolor sit amet. consectetuer

Designs autem vel eum inure dolor in

The Cape Nam liber ternpor cum soluta hendrerit in vulputate velit

nobis eleifend option congue autem vel eum iriure dolor in

Hatteras nihil imperdiet doming id hendrerit in vulputate velit

Division
quod mazim placerat racer esse molestie consequat. vel

possim assum. Lorem ipsum ilium dolore eu feugiat nulla.

Copious white space indicates affluence. The implication is that your

company is well-heeled enough to be unconcerned about printing

costs. Of course, if your company is extremely concerned about printing

costs, you're better off trying to convey professionalism with a tightly

packed, no-nonsense style. (Which just goes to show, there's more than

one way to skin a cat!)

Evaluation Checklist

Letterheads

• Does the design of your letterhead accurately reflect your firm's

philosophy?

• Is the message area clearly set apart from the information area?

• Has all the necessary information been included, such as area

codes, fax numbers, post office box numbers, and online addresses?

• Do the envelopes echo the style of the letterhead?

Business Cards

• Are the cardbearer's name and the company's name the most

prominent items on the card?

, 'L
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• Has all relevant information been included: addresses, phone num-

bers, email accounts, and so forth?

Fax Cover Sheets

• Do your fax sheets clearly document the sender's name, recipient's

name, transmission date, the total number of pages sent, and sub-

ject matter details?

• Will the typeface you've chosen retain legibility after being faxed?

(Fax a copy to yourself, if you're unsure.)

Resumes

• Is information presented in order of importance to the reader?

• Have you used white space, subheads, and graphic accents (such as

rules) to organize the information in your resume?

• Have you thoroughly checked your resume for typos, grammatical

errors, and design inconsistencies?

Business Reports

• Do your typographical and design choices convey a sense of profes-

sionalism?

• Are charts and graphs easy to read and understand?

• Is the company name and logo featured prominently on both the

cover and the inside pages?
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the exception to

The Rule

Forms are generally dull and

worthy documents, but order

forms are a notable exception.

Flashy, handsome-looking order

forms can sometimes encourage

readers to order more tha

might have initially intend'

a sales opportunity that no self-

respecting marketing agent

should pass up. For more on

designing order forms, see

Chapter 9.

Adopt a pragmatic approach when designing response devices. The

primary consideration should be ease of use. If you're reading this

chapter at all, you're probably skimming it doubtfully while thinking

to yourself: "Good grief, forms\ What a one-way ticket to Dullsville this

is going to be!"

Now, I'm supposed to contradict that thought and blather on about

how wonderful forms can be, right? Well, no. The fact is, forms are

generally pretty dry. There are exceptions, of course—and if you have

a great idea for producing an exciting form, pursue it by all means,

but don't despair if you don't. Most people don't want excitement from

a form. They just want to fill it out tout de suite. If you really want to

please your readers when designing response devices, concentrate on

making them clear, concise, and easy to use.

This may sound like a humble aspiration for a designer to strive for,

but, believe me, a well-designed form is a novelty. Many organizations

don't even think of forms as "designed" documents. The job of creating

a form is often given to someone with no design experience whatso-

ever. Actually, a good sense of design is not merely preferable but

crucial. Confusing or unnecessarily laborious response devices are

much more likely to fail in their primary purpose, to elicit a response

—

readers won't bother, and who can blame them? Badly designed

response devices are also a major headache for people who have to

process the responses, because there's a greater chance that the infor-

mation received will be inaccurate, incomplete, or both.

Elements Of Response Devices
Regardless of their specific function, response media are composed of

similar basic parts:

• Title

• Instructions

• Response area

• Tables

• Addresses and phone numbers

Title

The title should clearly identify the form's purpose.

All response devices (except possibly coupons) should have a title to

clearly identify their purpose. The title should be a prominent visual

element. Set it in a distinctive typeface and/or a large size.
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Evaluation

n i

Stronglj igf i Strongl) Keynote Speaker

secondary educa-

5 4 3 2 1

5 4 3 2 1

1 [he information presented , ., ,, .

tion id 1 toward i

2. The presentation was relevant and well presented

) 1 would recommend this speaker for future conference

Othei con snts hwrt

Session Owe/Title:

5 4 3 2 1

5 4 S 2 1

5 4 3 2 1

1 rhe information presented increased my knowledge o

in Howard! ountj

2. The presentation was relevant and well presented.

I llu- presentation will enable me to share the content v

secondary education

Session 7«WTitle:

5 4 3 2 1

5 4 3 2 1S4321
1 The irirorltiation presented increased mv knowledge o

in Howard County.

2. The presentation was relevant and well presented.

3. The presentation will enable me to share the content v

secondary education

Even if you're designing a form that will only be used in an interoffice

capacity, by people who already know its function, it's a good idea to

slug it with an appropriate title. Forms are rarely disposed of. They

usually get stuffed away in filing cabinets for long-term reference, and

it's much easier to organize and classify forms with clear, recognizable

titles. The bureaucracy might seem manageable if you've only got one

untitled form, but when the number of forms grows—and it invariably

will, in a business environment—you'll quickly find yourself in a file

clerk's worst nightmare.

Instructions

Clearly describe how to fill out and submit your response device.

Instructions should be set in a small type size, ideally near the title.

Keep them as brief as possible without sacrificing information. Readers

generally skim through instructions quickly and consider it a chore to

reread them. Your instructions should take these criteria into a< counl
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Coupon instructions should include payment options, for example,

prepayment, COD shipment, and accepted credit cards. If personal

checks are an option, specify to whom they should be made out. If

items are to be shipped via United Parcel Service, customers should be

reminded that a post office box address does not usually provide

enough information for delivery.

Applications should indicate how and where the applicant should fill

in needed information, and what to do with the document after com-

pleting it.

Surveys should clearly explain the rating scheme used—whether high

numbers indicate agreement or disagreement with a given statement,

for instance.

Don't skimp on instructions for interoffice forms, even if all the current

users don't need them. New users will come along eventually. If your

forms ate self-explanatory, they won't be forced to ask questions, and

you won't be forced to answer them.

Response Area
Readers record information in the document's response area, generally

by filling in blanks or checking ballot boxes. Ballot boxes are prefer-

able, because it takes much less time to draw a checkmark than to

write an entire word or sentence.

Sleepytime Pillow SUiVCy Address

Please take a few moments to fill out this survey. Your opinion

us and these surveys help us better serve you. As an added incs ntive, all Sleepytime Phone

Pillow buyers who complete this survey will receive a set of Sleepytime Pillowcases Date

absolutely free of charge. Sorry, you may not specify color. SSN

1. How many Sleepytime Pillows do you own? 6. What object would you say is most comparable, in

1
terms of softness, to a Sleepytime Pillow?

2 O a cottonball

a 3 O a sponge

O 4 or more d a catcher's mitt

G a brick
2. How many hours do you sleep on a given night?

O less than 3
7. Do you plan to buy another Sleepytime Pillow soon?

3-6 O yes

6-10 d no

d more than 10 O maybe

3. Do you ever let anyone borrow your Sleepytime Pillow? 8. If someone stole your Sleepytime Pillow, would you

d yes
respond with violence?

O no Ci yes

Ci absolutely not no
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Try to phrase your information requests as multiple-choice questions,

and avoid blanks whenever possible. Even when a question has too

many possible answers to list, you can provide ballot boxes for the

most likely answers, and include an extra box labeled Other accompa-

nied by a blank. Most readers will be saved a lot of effort.

Don't leave a lot of space between a ballot box and its accompanying

label. Mentally matching up badly spaced boxes and labels becomes

tedious and discourages respondents from completing the form.

1 . What made you decide to buy 2l Sleepytime Pillow?

Low price

Softness

n Aesthetics

a Peer pressure

Blanks accommodate names, addresses, and other detailed informa-

tion that might be required. Remember to provide sufficient line length

and space between lines. It's in the best interest of everyone involved to

provide adequate horizontal and vertical space to permit a comfort-

able, readable handwriting size.

AVOID THE
RUSH!

Order your own Sleepytime Pillow

direct from the factory.

Yes! I want to order my very own Sleepytime Pillow.

Address City

State Zip Phone »

Qty Method of payment: D Check D Money Order

D Credit Card (list name & number)

AVOID THE
RUSH!

Order your own Sleepytime Pillow

direct from the factory.

Yes! I want to order my »ery own Slrcpytimr Pillow

•

Incidentally, while it's better to err on the side of generosity when de-

termining line length, don't go to extremes. Providing two full lines for

a zip code, for instance, can mentally trip readers up (they might us

sume they skipped a question somewhere).
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Tables

Tables are a special type of response area in which data is entered into

cells cross-indexed by row and column. Tables are generally the most

efficient type of response area, requiring the least user effort to elicit

the most information, so they should be used whenever possible. For

instance, if your form contains a sequence of multiple-choice questions

with identical responses, you should probably consider replacing those

questions with a table.

The

Superhero
Survey

1

.

Which superhero has the best costume?
O Superman O Spider-Man O Aquaman O Wonder Woman 3 Green

2. Which superhero is the most powerful?
O Superman O Spider-Man O Aquaman 3 Wonder Woman 3 Green

3. Which superhero has saved the entire world the most times?
O Superman 3 Spider-Man 3 Aquaman 3 Wonder Woman 3 Green

4. Which superhero has the most interesting super-powers?
O Superman (3 Spider-Man 3 Aquaman 3 Wonder Woman 3 Green

5. Which superhero seems the most heroic?

O Superman O Spider-Man 3 Aquaman 3 Wonder Woman 3 Green

6. Which superhero has the most fiendish arch-nemesis?
O Superman 3 Spider-Man 3 Aquaman 3 Wonder Woman 3 Green

The

Superhero
Survey

Which superhero.
Spider- Wonder Green

Superman Man Aquaman Woman Arrow

... has the best costume?

... is the most powerful?

... has saved the entire

world the most times?

... has the most interesting

super-powers?

... seems the most heroic?

... has the most fiendish

arch-nemesis?

Column headers for tables should be clear and concise. Typically,

they're centered over the columns.
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DON'S MASONRY
miry *. mi-. iv ',1'rtnuiJW

""

This scheme works fine if the column heads are short. If they're not, or

if you have an unusually large number of them, you'll soon find your-

self running out of horizontal room. One possible fix, if the row heads

are short, is to flip-flop the table so that rows become columns and vice

versa. Another possibility is to rotate the column heads. Unless you're

really crunched for space, though, don't rotate them a full 90 de-

grees—angles in the 45 through 60 degree range produce much more

readable text, while saving a goodly amount of horizontal space.

/f/i//$A
/f/i/£/i/w

<4

/£/w/£yjy*£/ */
/&/£/<9/w/$/<tF/<s7

Lorem ipsum dolor sit amet

Consectetuer adipiscing elit

Sed diam nonummy nibh

Euismod tincidunt ut laoreet

Dolore magna aliquam erat

Volutpat ex ea commodo

<

In large tables, screening every other row or column helps respondents

keep track of information.
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PURCHASE ORDER

VENDOR - I I I I I \ENDOR REE I

\EXDOR NAME I

JOB' I I

SMPTO NAME

ATTN.

STREET

PO BOX

C-S-Z

PURCHASING AGENT

TERMS

FOB POINT

SHIP VIA

CONE NEEDED

ORDERTAKEN BY

DATE REQUIRED

ORDER TYPE [ II I RO=

DATE ORDERED I I II I II I

QTY PMf
PART'

DESCRIPTION SO* UWT
COST

'

enmm

Because tables often require the user to add up column totals, it's best

to arrange a table as a single vertical block. The possibility of math-

ematical error increases when the user must deal with subtotals or add

columns that aren't visually aligned.

Addresses And Phone Numbers
Include the four-digit extension to your zip code for carrier-route sort-

ing. This information can expedite mail delivery and save your

organization postage costs. Also, you might consider including the

country name in your address—if your organization ever goes global,

you'll be ready. (Even if you never go global, people might think you're

global—hey, it couldn't hurt!)

Addresses for many large firms now include mail-stop information

—

their own internal zip codes. Make it easy for users to include complete

delivery information; otherwise, order fulfillment and return commu-

nications could be seriously delayed.

Phone numbers should include the area code and extension numbers,

if applicable.
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Coupons
Coupons typically only take up a portion of a page and are bordered

with a dashed line indicating that they're meant to be cut out. If you

can afford to have the coupon perforated, do it—there are probably a

fair number of readers out there who would rather give your coupon a

miss than hunt up a pair of scissors. Coupons are easiest to detach, on

average, when placed in the lower-right corner of a right-hand page.

(My apologies to all the southpaws out there.)

Evaluation Checklist

Forms

• Does the form have a title?

• Are the directions clear and concise?

• Are information requests subdivided into clearly defined categories,

where applicable?

• Have tables been used wherever possible?

Surveys

• Is the rating scheme clear?

• Have ballot boxes been used in place of blanks, whenever possible?

• Do the instructions tell the user how to submit a completed survey?

Coupons

• Is it clear where the coupon should be sent?

• Is there adequate space in which to write the needed information?

• Is the coupon large enough to attract notice yet small enough to

avoid dominating the accompanying advertisement?
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Good design is easily sabotaged. Errors have exceedingly high visibil-

ity. Once spotted, they become the most prominent aspects of a

document. Only virtually error-free documents are able to convey a

straightforward, undiluted message. Even a minor layout flaw can

turn the readers' attention toward the design of a document, when they

should be concentrating on the content.

If that sounds like an exaggeration, consider an analogy from the

world of film: imagine a panoramic landscape scene in which the

camera tracks slowly over a hill, then launches into the sunset beyond,

and, off to one side, a film crew member is seen standing, eating a

sandwich. It may seem like a small flaw—the hill and sunset are still

as glorious as ever, and the crew member only takes up a tiny portion

of the screen for a few seconds. In reality, though, the entire scene is

ruined. The viewers have been reminded—in the worst possible way

—

that they are merely watching a movie. Any chance of being "swept

up into the story" has been dashed.

A Gallery Of Mistakes
This chapter lists and illustrates the most common errors that sabo-

tage otherwise effective designs. Some of the errors result from an

overuse of desktop publishing devices, whereas others are caused by a

lack of attention to detail. Like the design concept checklist in Chap-

ter 1, this list is meant to be used as a last-pass safeguard against

careless mistakes.

Rivers Of White Space
Watch out for rivers of white space that can develop vertically or diagonally

through justified text.

Rivers of white space are caused by gaps between words. They occur

often when large type is justified in narrow columns. They're especially

likely to occur if there are double spaces after periods.

Remedies include decreasing the type size, increasing the column

width, or both. You can also reset the copy with a ragged (unjustified)

right margin, although in narrow columns the right rag can get

rather extreme.
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Apartment Life
in S/i I I

I w a-, su desperate to find a place to live

w hen I Rrsl moved to New ^'^>l k, 1 signed

a lease nevei tia> ing seen the apartment.

Big mistake. The

landlord, of

course, gave a

glowing descrip-

tion of the place,

saying thai it was

"extremelj well

ventilated." It

wasn't until I ar-

rived at my new

abode that I real-

ized what he

meant: there were mammoth holes in the

floor, ceiling and roof. I was despondent,

needless to say, though at least I was sure

my security deposit was safe; no further

damage done to the apartment could pos-

sibly make it look any worse.

Apartment Life
by Sid E. Slicker

I was so desperate to find a place to live when
I first moved to New York, I signed a lease

never having seen the apartment. Big mistake.

The landlord, of course, gave a glowing de-

scription of the place, saying that it was "ex-

tremely well ventilated." It wasn't until I ar-

rived at my new abode

that I realized what he

meant: there were

mammoth holes in the

floor, ceiling and roof.

I was despondent, need-

less to say, though at

least I was sure my
security deposit was

safe; no further damage

done to the apartment

could possibly make it

Trapped White Space
Avoid "holes" in publications that disrupt the flow of information.

Trapping white space between elements on a page produces a visual

hole in your layout. This confuses readers and interrupts the flow of

the copy and graphics.

Fireside Reader

Santa Considers

the New Year

tfUlpUl \d,U-

eonsequat, vi-l ilium doloi

tusl Uo dignlulm qui M,indit pra«s*nl

tup ill .!>. I. I'.ii.'iluiSiMon.'

Iv leug.Ml nulla Lie ilisi 1 orem ipsum

i-hl. s.-ddum n.imimmi nlbh ciusmod

linciduntul l.mrw( duli'rr m.isnj ..liqu.i,

Roatnid exact tatton ullai

1'ib.Tii- ui-l hi .iln|iii|' • i-. ii-Jii

December 199S

lili.Hi

miiI. li 'Hi.it v..-l ilium Jiilnri- eu

eugwl nulla fadlisisal

icurman i-l tusio odio I

'l.mdi! pracacnl lupiamm //nl delemt

ugucdutedoloretefeugi Ill (ai illai

in solutt nobis

i. Ifend "i i ongue nihil ImpadW

Rudolph's Nose

Finally Goes Out

n ' tal ii ""'
. ,,..i mi sliqidpe i

hi equal

...mum ,,.1,1,1,, Wuredoloi

Ii.m.I,.,,' IpUl III
'!

qusi el lUum doloreni (tug

nulla fadliali Loremipsumd 1

1

low tetuer arflpladng all!

Uquipi i

li
m

i ulpuiata

|

.,.,1 V.| ,11, MM .1

Solutions include increasing the size of display type, enlarging the

illustration, or recomposing copy
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Inappropriate Column Spacing

Gutter width and type size need to be proportionate.

As type size increases, you need more space between columns (a wider

gutter) to prevent the reader's eyes from moving horizontally across

columns, instead of progressing down to the next line.

As type increases, more

space between columns

is needed to prevent the

reader's eyes from mov-

ing horizontally, across

columns, instead of pro-

gressingdown to the next

line. Be careful that you

do not overdo it, how-

ever. Overly generous

column spacing causes

distracting vertical bands

of white space.

As type increases, more

space between columns

is needed to prevent the

Be careful not to overdo it, however—overly generous column spacing

creates distracting vertical bands of white space.

Whispering Headlines

Make headlines and subheads significantly larger and bolder than the text

they introduce.

Gray pages result where there's not enough contrast between headlines

and text. Whispering headlines fail to attract attention to the corre-

sponding text.

Fireside Reader

m nonummy nibh

aoreet dolore

ilutpal Ul wisi

niedssfatea

much-needai

iusti> i»(iu dignusim qui hlandi! pr.

luplatum zzril delcmi augue duts d

II' feudal! null.i fairilJM I orem ipsui

Rudolph» Nose Finally Goe» Out

Dum nonummy mbh nllBmed linadui

ul laoreel dolore magna aliquant enl

s ohitpal Ul wisi oiim id minim veniu

quis mutrud ciera l.ition ullamcorpvi

usdpil loboilu nisi ul ollqulp ex

u

o'mmodoconsequal.

December 1998

oonsequal, val ilium dot

'Ugljt null.i I.H-lll-1- .1! ' •!" .Tu- !

iiiimMn el iusIo odio digm^siin qui

landit pracsenl lupMlum /.znl delenit

The Grinch Steals Chnetma* Again

OOIIsequaJ Duis aulem vd eum inure

dolor in hendrenl in vulputate vein esse

mole tie consequat, vel ilium dolore eu

ieugial nulla facihsis ,il vitu ems el
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Claustrophobic Borders And Boxes
Provide sufficient breathing room between borders and text.

Squeezing text into boxes or wrapping it too tightly around illustra-

tions or silhouetted photographs produces an unappealing

claustrophobic feel.

A VERY TIGHT FIT

1 orum sum ipsum dolor sit amet,

con; minimim venami quis

nostrud [aborts nisi ut aliquip ex

ea com dolor . In reprehenderit in

volupatate nonumy. Lorumque
etipsum dolor sit amet, con; mini-

mim venami quis nostrud laboris

nisi ut aliquip ex ea com dolor in

reprehenderit in volu-patate

nonuiiH In reprehenderit in vo-

lupatate nonumy. laboris nisi.

I orum ipsum dolor sit amet, con;

minimim venami quis nostrud

laboris aliquip ex ea com dolor.

MUCH MORE
COMFORTABLE

Lorum sum ipsum dolor sit

amet, con; minimim venami
quis nostrud laboris nisi ut

aliquip ex ea com dolor . In

reprehenderit in volupatate

nonumy. Lorumqueetipsum
dolor sit amet, con; minimim
venami quis nostrud laboris

nisi ut aliquip ex ea com dolor

in reprehenderit in volu patate

nonumy ibsen dipsum dong.

Jumping Horizons

Start text columns the same distance from the top ofeach page throughout a

multipage document.

Jumping horizons occur when text columns start at different locations

on a page. The up-and-down effect is disconcerting and destroys publi-

cation integrity.

PRODUCTS IN THE NEWS 23

Lorum ipsum dolor sit

amet, con; minimim ve-

nami quis nostrud laboris

nisi ut aliquip e\ ea com
dolor . In reprehenderit in

volupatate nonumy. Lo-

rum ipsum dolor sit amet,

con; minimim venami
quisnostrudlaboris nisi ut

aliquip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con.

Minimim venami quis

nostrud laborisnisiut aliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy

Lorum ipsum dolor sit

amet, con; minimim ve-

nami quis nostrud.

Plastic

Products

Lorum ipsum dolor sit

amet, con; minimim ve-

nami quis nostrud laboris

nisi ut aliquip ex ea com
dolor In reprehenderit in

volupatate nonumy Lo-

rum ipsum dolor sit amet,

con; minimim venami
quis nostrud laboris nisi ut

aliquip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con

Minimim venami quis

nostrudlaboris nisi utaliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy

Ipsum dolor sit amet,

con; minimim venami
quis nostrud labons nisi.

Lorum ipsum dolor sit

amet, con; minimim ve-

nami quis nostrud laboris

nisi ut aliquip ex ea com
dolor in reprehenderit in

volupatate nonumy. Lo-

rum ipsum dolor sit amet,

con; minimim venami
quis nostrud Laboris nisi uf

aliquip ex ea com dolor.

In reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con;

minimim venami quis

nostrud laborisnisiut aliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy Lorum
ipsum dolor sit amet, con.

Minimim venami quis

nostrud laboris nisi ut aliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con;

minimim venami quis

nostrud laboris nisi I 1

1

rum ipsum dolor sit amet,

con; minimim venami
quisnostrud laboris nisi uf

aliquip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con;

minimim venami.

Metal
Products
Lorum ipsum dolor sit

amet, con; mirumim ve-

nami quis nostrud laboris

nisi ut aliquip ex ea com
dolor

.

In reprehenderit in vo-

lupatate nonumy. Lorum
ipsum dolor sit amet, con;

minimim venami quis

nostrud laboris n" i ut aliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy. I .orum

ipsum dolor mi amet, con

Minimim venami quia

nostrudlaboris nisi ut aliq-

uip ex ea com dolor in

reprehenderit in vo-

lupatate nonumy

I orum ipsum loli n til

amet, con; mmimim ve-

nami quis nostrud laboris

nisi, Lorum ipsum doloi

mi .unci, inn, rrdnimim i e

nami quis nOSb lid COm
dolor vim et iaboi i

in i iii

aliquip i ea i om dolor in

reprehenderitdesel

eldei ttrbono In frujeUi a
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Overly Detailed Charts

Combine and simplify information presented in charts.

To highlight the important message of a chart, combine and simplify

less important information. For example, a pie chart with more than

six slices is confusing. Often, you can group the smaller slices together

to simplify the chart.

Who's Playing?
Card players broken down
by age group ^^^ ^l^_^

Ik.

3-20
35% / 66+ \

20% \

1 \ /
21-40

^ 27%

. 41-65 /

\ 18% /

Buried Heads And Subheads
Avoid headlines and subheads isolated near the bottom of columns.

When only one or two lines of type follow a headline at the bottom of

a page, the headline becomes visually buried, and the story appears to

trail off into nowhere.

Fireside Reader

Santa Considers

the Hew Year

.l.lij'i- liu; .'111 m'J ill. nil luimir 1 nihil

iji.jgnj ,iln(ujni tr.il ii. Iulp.it UIwn

susdp boras

"l"",",p"""~ "J """
,
"'"

Ik,

hl.^;;.;;;;';;™ ;,;;;,;;":;;, ::':::,,
conseqiut.vel ilium dolt

nulla bdausatvooBOB

:r;;3
:r

Rudolph's Nose
Finally Goes Out

December 1998

nostrcd esetti lationuUaincorpcrausd]

doloi m hcndreril in vulputab ralil he

fvugiat nulla facilisi- iinii.i

accuinsan i-t iuslo odio dignissim qui

blandtl prtewni tupt.numzzrildi-lemt

ugue dub doloie tc ttugail nulb imli

Nam IA«r tempoi

The Grinch 5teals

Christmas Again

').«»> .ili^u.

volutptl Uiw
quis nostrud exend lati Uameorp i

susdpil lobortis nul ul altmiip w <
modoconscqual

Duti
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Floating Heads And Subheads
Position headlines and subheads close to the text they introduce, leaving

plenty ofroom between them and the preceding text.

The impact and purpose of a heading is weakened if readers can't

immediately identify which text it refers to.

Aliquip ex ea com dolor in

reprehonderit in volupatate

nonumy. Ipsum dolor sit amet,

con com dolor nostrud.

Sensitivity to

variations in spacing

Minimim venami quis nostrud.

Laboris nisi lorum ipsum dolor

sit. Aliquip ex ea com dolor in

reprehenderit in volupatate

nonumy ipsum dolor.

Aliquip ex ea com dolor in

reprehenderit in volupatate

nonumy. Ipsum dolor sit amet,
con com dolor nostrud.

Sensitivity to

variations in spacing
Minimim venami quis nostrud.

Laboris nisi lorum ipsum dolor

sit. Aliquip ex ea com dolor in

reprehenderit in volupatate

nonumy ispum dolor.

Box-itis And Rute-itis

Don't overuse boxes and rules.

Too many borders and lines make pages look compartmentalized and

partitioned. Newsletters, in particular, often have this problem because

of their highly modular designs. The result is a busy effect that inter-

feres with reading.

Fireside Reader
December 1998

Santa Considers

the New Year

Niit.il,......!

lorvni ,p.um J.iI.t mi jmel. consedetuci blandit present lupl-itum ^zril delenit

.idipisLiny: I'll!, scd dum iwnummy nibli <iugue dots Juluro lo teiig.nl mill.. I.n ill

i-uismod linodunt ut laorttt dolore Duis ,iulem vel eum inure dolor In

m.if;n.i .iliquam eral VOlUtpal Ut Win hendrent in vulpulate vein esse molesti

aim .i.l mintui vei.i.im quis nostrud consoqual, vel ilium dolor? eu feugul

ptatum nil delenit augue duis dolor

leug.il! nulla radii*. Nam liber tempi

^ '^T* Rudolph's Nose
<*<*••«—• Finally Goes Out
ef * Lot™ .psun dolo, .«, conucUUU

page 5 magna auquam era. volulpal.

Pa9« 6 lobort,, rod M aliqwp „ « commodo

ekUend option oanguc

The Grinch Steals

Christma6 Again
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Likewise, too many horizontal rules can break up the natural flow of

the page.

Printed by the

JingleBell

Fireside Re
White Plains

ader
December 1WS

moleshe consequat. vel ilium dolor? eu

aceumun el luslo odio dignissim qui

augue duis dolore (e (eugait nulla fadlisi

deifend option congue nihil jmperdiet

iusio odio digrmsim qui bljnd.il praescnt

Santa Considers

the New Year

adipi*.cing ei it. sed dum nonummy mbti

eui5m<«J tincidunt ui bored dolor magna

,-„& tai

The Grinch Steals

Christmas Again

volutpat Ut wisi enim ad minim venum,

amet. consectetuer adipiscing elit.

Ut wisi emm ad minim veniam. quis

n.istnid etod tation ullamtorper susapit

£:::—;: .'::....

Rudolph's Nose
Finally Goes Out

mj>;n.i .ili..|uam .-r,i! volutpat.

Irregularly Shaped Text Blocks

Set type in novelty shapes only when doing so serves a purpose and the text

retains its legibility.

It might be fun to set text in the shape of a diamond, cloud, or rein-

deer, but these special effects can diminish the overall effectiveness of

your communication.

One

American's

Home

Thread...

Over a

decade ago, I

moved from the Midwest to

central North Carolina, a modern,

quickly developing region, a magnet of

high employment suburban sprawl in the

middle of a previously agricultural region

that contained farmsteads and vil-

1 a g e s among the oldest in the country.

Here, in the middle of this mag- net for

non- natives, most people I deal with

are from another state or na- tion; and

like most ofthem, I came for good

employment, better cli- mate and

for a change of scene, I guess.
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Flush-left type is easiest to read. Lines without a consistent left margin

take more time to read because readers lose track of each line's starting

point.

Similar Typefaces

Strive for obvious contrast between different typefaces used in a single

publication.

When using different typefaces for headlines and text, for example,

go for contrast. Avoid typefaces that are similar.

This is Bookman.
Now is the time for all good
men to come to the aid of their

country. The history of the

horse and buggy date back to

a time when the modern car

was not even a figment in

This is Helvetica Bold.
Now is the time for all good
men to come to the aid of their

country. The history of the
horse and buggy date back to

a time when the modern car
was not even a figment in

Overuse Of Rotated Type
Rotated type works best in short banners or teasers.

Rotated, tilted, or angled type is difficult to read, especially if there's

lots of copy or the type is set in a small point size. Readers are forced to

tilt their heads, tilt the page, or even move on without reading.

^oV'VV^Vv* s
\^o,%N

S

Vol II, Issue 3

*4jp.>r
L*on^y / .Liorem

ipsum dolor

sit amet, dolore

adipiscing elit, sed

diam nonummy nibh

euismod tincidunt ut

laoreet dolore magna
aliquam erat volutpat.

Ut wisi enim ad minim
veniam, quis nostrud

exerci tation ullamcorper

suscipit lobortis nisi ut

aliquip ex ea commodo
consequat.

Duis autem vel eum
iriure dolor in hendrerit

in vulputate velit esse

molestie consequat, vel

ilium dolore eu feugiat

nulla facilisis at vero eros

j MAST-
\

\ HEAD
/

et accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis dolore

te feugait nulla facilisi.

Lorem ipsum dolor sit

amet, vel consectetuer

adipiscing eu elit, sed

diamnonummy nibh
euismod tincidunt ut

laoreet dolore magna
aliquam erat volutpat.

Ut wisi enim ad minim
veniam, quis nostrud

exerci tation ullamcorper

suscipit lobortis nisi ut

aliquip ex ea commodo
consequat. Duis autem

vel eum iriure dolor in

hendrerit in vulputate

velit esse molestie

consequat, vel ilium

dolore eu feugiat nulla

facilisis at vero eros et

accumsan et iusto odio

dignissim qui blandit

praesent luptatum zzril

delenit augue duis del te

feugait nulla fa< Llisi.

Nam liber tempor cum
soluta nobis eleifend

option conguc nihil

impcrdiet doming id

quod mazim placerat

augu" duis del te feugait

nuila facilisi

suado |ooi|)s fiujussadAi uojiDJisny

"**<« . ?**

\felit ipsum dolor sit

amet, sed consectetuer

adipiscing elit, sed diam

nonummy velit nibh

euismod tincidunt ut

laoreet dolore magna
aliquam eiatvolutpat ut

wisi enim ad minim
veniam, quis nostrud

exerci tation ullamcorper

suscipit lobortis nisi ut

aliquip is ea i miii I"

consequat. Lorem Ipsum

dolor consect adlplsi Ing

elit nisi.

Duis autem vel eum
iriure dolor In hendrerit

In vulputate veil! esse

mm ilestie consequat vel

ilium dolore eu feugiat

nulla facilisis Nam llbei

tempoi i um soluta nobis

eleifend option
i

nihil imperdlel doming
id quod iii.i/iin plai i ral

I rii.-iii ipsum doloi sit

amet, sell i onset tetuer

adlpl! g I'ht Lorem
Ipsum doloi stl t,sed

consectetuei elll
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Underlining

Underlining undermines readability.

Use bold or italic type instead of underlining. More than a few under-

lined words cause visual clutter and confusion. Portions of the

descenders often become lost in the underlining, making letters harder

to identify and words harder to read.

FURTHER READING

Arnheim, Rudolf. Visual Thinking. Berkeley, CA: University of

California Press, 1980.

Beaumont, Michael. Type: Design, Color, Character & Use.
Cincinnati, OH: North Light Publishers, 1987.

Boom, Michael. Music through MIDI. Redmond, WA: Microsoft
Press, 1987.

Busch, David D. The Hand Scanner Handbook: Mac & PC
Editions. Homewood, IL: Business 1 Irwin, 1992.

FURTHER READING

Arnheim, Rudolf. Visual Thinking. Berkeley CA: University of

California Press, 1980.

Beaumont, Michael. Type: Design, Color, Character & Use.

Cincinnati, OH: North Light Publishers, 1987.

Boom, Michael. Music through MIDI. Redmond, WA: Microsoft
Press, 1987.

Busch, David D. The Hand Scanner Handbook: Mac & PC Editions.

Homewood, IL: Business 1 Irwin, 1992.

Widows And Orphans
Watch for widows and orphans, which can cause unsightly gaps in text

columns.

An orphan is a syllable or short word isolated at the bottom of a col-

umn, paragraph, or page.

The anchor is a means of securing, of holding fast, while the

dolphin is capable of limitless movement. What adds to this ten-

sion is the way the dolphin is wrapped around the anchor. Is the

dolphin lifting the anchor, or is the anchor holding down the dol-

phin?

A widow is a word or short phrase isolated at the top of a column or a

page.
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better.

What makes this emblem so

appropriate? It encapsulates the

the mission of the Aldine Press:

to sustain tradition while
encouraging progress in fact,

to make them interdependent.

As both a vehement classicist

and an ardent innovator, Aldus
used his creative resourceful-

ness in design and publishing

technology to preserve the liter-

ature of the past.

You can banish widows and orphans from your layout by editing the

text (the best solution), re-hyphenating line endings, or adjusting letter

or word spacing.

Unequal Spacing

Strive for consistent spacing between the elements that make up a document.

Readers notice even the smallest variations in spacing. Inconsistent

spacing can brand your work as careless and unworthy of serious

notice, giving the impression that your message isn't important.

Pay attention to the relative space between headlines or subheads

and text.

Fireside Reader

Santa Considers

the New Year
Lorem ipsum doloi

adipisdng

euismod ti

magna a I it

i oreni ipsum doloi sil amet, elit, sed

di.im [lunumrin .idipi>< mil: hi -< '.I iii.nn

nonummy nibh nibh euismod hnndunt ul

laorett dolore

Rudolph's Nose
Finally Goes Out
Lorem Ipsum doloi sii

euismod tinadunt ul laoreet dolore

magna aliquant erai volutpat.

nostnuJ i >n i l.ilnui nil >>>
;

bbortis nisi ui allquip i eai onu lo

-n —
|

. . • r
I >iii- , ml. -in v.'l i i.ini niun

December 1998

vel ilium dolore eu

Teugial nulla laci-lisis at vero eros et

oodiodignisMm qui

nt luptatum aril delenil

auguc duis dolore U l.'ii;.'.nl null.. I.iiili-i

Duisautem veleumiriun dolor in

hendrt-nt in vulputalc volil esse moksiic

ilium dolore eu feugjai

nulla fadlisis at veroei

Ii .Ii
:

'.im-miii ijin N.indii pr.u-.iiil

luptatum zzril delenil augue duis dolore

te feugail nulla Facilisi Nam liber tempor

cum solura nobis i Ii Lfi nd "r" gui

nihil imptrdiet doming id quod Diazlm

,r p. .-.sim ,isMim

The Grinch Steals

Christmas Again

ui laoreel anion- magna allquam enl

1
.

I
u i F

|
.

i I I I '. 1,1 .11 .'I Mill -< 111. nil.

ii i m .mi i exeri i ted II po

Li'., ipii l.iii.-iii'. ni'.i in ..ii-|iii|

I sequal

i luii ,.,l,, l,„

hendreril In i ulputab rellti Ii

i'i.ii i ill'""
'

null.
i Fa< >li'

:

i onse ti i" 1

' idipi Ingclll

in v 'i
111

nostrud i
- ul exer lb i Jlli orp i

Mi'. I|.|l Inlnnlr- hi'. I ill ilf|iM| I.i

' i|i i.'l I 'ui'- '
i

I

''"

.1..

i

hendr n vulputati m 111 i

molesl --iii.ii. -! i ii lolon i u

. ,i .ii. i
| nib] I

M



234 C H APTER 12

Keep an eye on the spacing between borders and text.

Fireside Reader

Santa Considers

the New Year
Lorem ipsum dolor >it amel, consecletuer

adipiscing elit. sed diam nonummy nibh

euismod tincidunl ut laoreet dolore

magna aliquam eral volutpat Ut wisi

enim ad minim veniam. quis nostrud

exerri ration ullamcorper suscipit lobortis

nisi ut aliquip en ea commodo consequat

December 1998

dolor in hendrenl in \-ulpuiate . elit esse

molestie consequat, vel ilium dolore eu

leugiat nulla facilisis at vera eros et

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te teugait nulla facilisi

Duis autem vel eum inure dolor in

hendrenl in vulputate velit esse molestie

consequat, vel ilium dolore eu feugiat

nulla facilisis at vera eros et accumsan et

iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore

The elves lake a

much -wetted

e feugait nulla facilisi Nam liber tempor

cum soluta nobis eleifend option congue

nihil imperdiet doming id quod mazim

slacerat facer posaun assum

The Grinch Steals

Christmas Again

tincidunt ut laoreet doiorejpi^F

-^^B?ra tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea .

commodo consequat

Duis autem vel eum iriure dolor m
hendrerit in vulputate velit esse

molestie consequat. vel ilium dolore

eu feugiat nulla facilisis. Lorem

ipsum dolor amel. consectetuer

adlpisangefit

quis nostrud en ut exercitation

ullamcorper suscipit lobortis nisi ut

aliquip commodo consequat Duis

autem vel eum inure dolor

*

Loiem ipsum dolor sit amel elit !
diam nonummv adipisang elit. sed diam

nonummy nibh nibh euismod tinddunt ut

Rudolph's Nose
Finally Goes Out
Lorem ipsum dolor sit. consecletuer

Hrismod tinddunt ui laoreet dolore

magna aliquam erat volutpat

U( wvA i-nim ad minim veniam. quis

nostrud exera tahon ullamcorper suscipit

obortis nisi ut aliquip en ea commodo

Consistently align captions and artwork.

Fireside Reader
December 1998

Santa Considers the New Year

Hit. sed diam nonummy nibh

mm veniam, quis nostrud

n ullamcorper suscipit Inborn*

Utv n ad d

nostrud enera tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat Duis autem vel eum inure

dolor in hendrerit in vulputate velit esse

molestie consequat. vel ilium dolore eu

ieugiat nulla faalisis at vero eros et

accumsan et iusto odio dignissim qui

blandit praesent luptatum ^zril delenit

augue duis dolore te feugait nulla facilisi

Nam liber tempor cum -soluta nobis

eleifend option congue nihil imperdiet

doming id quod mazim placerat facer

exerci tation ullamcorper suscipit lobortis
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Pay attention to the spacing between artwork and text.

Fireside Reader
Dcicmhcr 19VS

Santa Considers the New Year
""111 IpMllll I"

lipl • in}, i lii
• I dll mmimy nibli

.

on i dolore

magna aliqui Tal i olutpal

Utwisienimadm nveniam mi
.(,,.. i e»

^ (equal Duis suten
Sim

doloi in hendrerit in volputate velit esse

li i-
1

','i ii re] III .:

feuRiat nu!l,i fadllsu .< i are eros • i

: I'" h^nissini qui

blandil praesenl luptanun betU detenit

,uii;iK- Juis dolori- I..- (..u^.-nt null.) l<h. ili-i

\.iin libei i ;i

i-li-iMid .iption luii>;ik' nihil iiii|>.r,.ln i

dummj; id quod ini.-ini pl.i. -_ »
.

r 1,1,0

n
'
tation ullamcorpei susdpil loborhs

nisi in sliquip t «ea< ommodo oru i qual

Dulsautern veleuni Inure dolor ii

lu-lidri'Ml in vulput.ili' will , .„ m,

I

null. i l.i.ihvjs Lon-in ipsum duKx -,i

""'
I sectetuei adipiscuig eUl

': Knn.l.r, Cam

Exaggerated Tabs And Indents

Make your tabs and indents proportionate with the type size and column

width ofyour pages.

Default word processor and desktop publishing tab settings are often

indented too deeply. Wide columns with large type usually require

deeper tabs and indents than narrow columns with small type.

To guard against their editions being

counterfeited. Renaissance publishers cus-

tomarily put a printer's mark, or colophon,

on the title page of each book. With a

unique colophon, each book could be clear-

ly identified as the work of a particular

publisher or printer.

The choice of colophon, however,

could not be a casual one. It had to repre-

sent what was distinctive about the pub-

lishing house. For the Aldine Press, Aldus

Manutius mulled over the range of classical

and Christian icons and finally chose the

dolphin and anchor.

In the early Christian era, the dol-

phin and anchor represented the soul being

To guard against their editions being

counterfeited. Renaissance publishers cus-

tomarily put a printer's mark, or colophon,

on the title page of each book. With a

unique colophon, each book could be clear

ly identified as the work of a particular

publisher or printer.

The choice of colophon, however,

could not be a casual one. It had to repre

sent what was distinctive about the pub

lishing house. For the Aldine Press, Aldus

Manutius mulled over the range of classical

and Christian icons and finally chose the

dolphin and anchor.

In the early Christian era. the dol

phin and anchor represented the soul being
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Excessive Hyphenation
Switch to manual hyphenation or adjust the hyphenation controls in your

software when too many words are hyphenated.

Excessive hyphenation occurs in narrow columns of type. Solutions

include reducing type size, increasing column width, manually hy-

phenating lines of text, or choosing unjustified, flush-left alignment.

Five hundred years ago, Christopher Co-

lumbus was on his knees in throne rooms

throughout Europe, scrambling to finance

his first voyage to the New World. Mean-

while, his Venetian countryman Aldus Ma-
nutius—scholar, printer, and entrepre-

neur—was establishing what would be-

come the greatest publishing house in Eu-

rope, the Aldine Press. Like Columbus, Al-

dus Manutius was driven by force of in-

tellect and personality to realize a lifelong

dream.

Aldus' greatest passion was Greek litera-

ture, which was rapidly gowing up in smoke

in the wake of the marauding army. It

seemed obvious to Aldus that the best way

Five hundred years ago, Christopher

Columbus was on his knees in throne

rooms throughout Europe, scrambling to

finance his first voyage to the New World.

Meanwhile, his Venetian countryman

Aldus Manutius—scholar, printer, and entre-

preneur—was establishing what would

become the greatest publishing house in

Europe, the Aldine Press. Like Columbus,

Aldus Manutius was driven by force of

intellect and personality to realize a lifelong

dream.

Aldus' greatest passion was Greek litera-

ture, which was rapidly gowing up in smoke

in the wake of the marauding army. It

seemed obvious to Aldus that the best way

Increasing the hyphenation zone in your software allows longer words

at the end of each line, but this might result in excessive word spacing.

Manual hyphenation gives you control over which words are hyphen-

ated and which are moved intact to the next line.

Cramped Logos And Addresses
Design your advertisements from the bottom up.

A firm's logo, address, phone number, and other identifying informa-

tion are often difficult to read because they're treated as afterthoughts.

Having trouble establishing

your corporate presence?

Owning a degree in business

management doesn't always

mean you have all the answers.

You may have a great product,

but without good name recog-

nition, no one's going to notice

it. And that means no one's

going to buy it, either.

If your company's struggling

to be noticed, you need to call

Bright Ideas. We have fifty

years' experience in improving

corporate presence. Even the

most obscure company name

can become a household word

after the Bright Ideas PR team

works its magic.

John Q. Nobody, founder of

Nobody Enterprises (and a

satisfied Bright Ideas client), can

vouch for the power of name

recognition. "Before I went to

Bright Ideas, we had no corpo-

rate presence at all. We couldn't

even get a phone book listing.

But BI retooled our image, and

now everyone knows we're

Nobody.''

The power of Bright Ideas

can work for you. Give us a

callat 1-800- f\
DIMBULB r

Vy_

future.

Having trouble establishing

your corporate presence?

Owning a degree in business after the Bright Ideas PR team

management doesn't always

mean you have all the answers.

works its magic.

The power of Bright Ideas

You may have a great product,

but without good name recog-

can work for you. Give us a call

at 1-800-DIMBULBfora

nition, no one's going to notice brighter future.

it. And that means no one's

going to buy it, either.

If your company's struggling

to be noticed, you need to call r\
Bright Ideas. We have fifty

\y
corporate presence. Even the

most obscure company name

can become a household word

W BRIGHT
IDEAS

1012 Eureka Avenue. Sui

Brighton, CA 87526

1-800DIMBULB

e#415
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To avoid that, build your documents around the logo and other vital

information—or at least place those elements on the page first, instead

of last.

Many designers create a single graphic file consisting of a properly

spaced logo, address, and other information. That file can then easily

be added to any ad, flyer, or other document in a single step.

Using Several Similar Visuals

Establish a visual hierarchy by altering the size and shape ofphotos and

illustrations.

The size of an image should be a reflection of its relative importance.

Avoid running every illustration at the same size and shape, or readers

won't know where to look first.

THE BIG NEWS
THE BIG STORY

Nam liber temper

cum soluta nobis clef,

end opiion congue nihil

impcrdiet doming id

quod zim pi*

m dolor

cdol

ilium dolo

null., Mis

m vel cum
,u Kendrerii

lie consequat, vcl

fcugial

Qua. d.

.fpL
1

,"

oodic

nssim qui blandi.

sent luptatum zzril

lit auguc duis dolorc

ugau nulla facilisi

vclit esse molcstic

quai. vcl ilium dolorc

fcugiat nulla facihs:

blandil

,„ ,,nl delcnit

: duis dolorc te

,ad,pi-

lore magna aliquam erai

volutpat. Ut wisi enim

ad minim veniam, quis

nosrrud cxerci (anon ul-

lamcorpcr suscipii lobor-

ns nisi ut aliquip ex (S

commodo consequat.

Duis autem vcl eum

iriurc dolor in hendrerit

molcstic consequat, vcl

.Hum dolorc eu fcugiat

Exhausted paperboy gasps

"It's as heavy as a brick!"
Lorem ipsum dolor sit

Ut

m.qui

:t dolorc magna

amcorper

aliquip ex ea commodo

consequat

Lorcm ipsum dolor sit

amct. conscct adipiscing

clit. sed diam nonummy
nibh cuismod tincidunt

ut laorcct dolorc magna

vcniam, quis nostrud ex-

aliquip ex fa commodo

Duis autem vel eum
iriurc dolor in hendrerit

molcstic consequat. vel

iliquip c

i ration ullamcorp-

icipitlobortismsl ut

ore magna aliqu;

. Duis 2

quat. vcl ilium dolorc c

fcugiat nulla facilisis ;

msto odio digmssim qui

blandit pracsent

tation ullamcorp-

ipit lobortisnisl ut

The Big News Gets

BiggerYet Again

vcl cum
hendrer,

vclit esse

mlputatc

fcugait bcilisi.Dl

dolor

nulla facilisif

.saurcmvelcum.n.

dolor ,n hcndieru ,n

Dais autem vel eum

inure dolor in hendrerit

molcstic consequat, vcl

ilium dolote eu fcugiat

nulla facilisis at veroeros

dignissim qui blandlr

pracscnr lupratum zzril

dclenir augue duis dolorc

fcugait nulla balls

molcstic consequat. vcl

ilium dolorc eu fcugiat

nulla facilisi

dignissim qui blandil

del nit auguc duis doloi

cugait nulla facihs

Ut nad,

n, quis nostrud Lo-

icingelit, sed diam non-

ammy nibh cuismod

mcidunt ur laorcct do-

ors magna aliquant erac

Lorcm ipsum di *

ummy nibh cuismod

tinc.dunt 111 laorcct do-

lorc magna aliquam ciai

Ut wisi cn.m ad min-

im vcniam, quis nostrud

ut aliquip ex e

do lol - nisi in ,il

iqnip " '
"

kugjii nulla facilisi

Price gets bigger too

tion .ill,,

itloborn,

orp-

conscquat. Duis autem

vcl cum iriurc dolor

hendrerit in vulpuiale

vcl it

ipslll I

t.conscctctuct adipi

„y nihil cuismod

idunt nisi ui iliquip

, lo

.equal vcl ilium do
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Too Many Typefaces

Avoid a potpourri of typefaces, sizes, and weights.

Including too many typefaces on a single page—one of the most com-

mon desktop publishing mistakes—makes your pages look amateurish

and confusing.

Use a few carefully chosen typefaces, sizes, and weights to organize

your information and create a hierarchy of importance. Each new

typeface, size, or weight slows the reader down.

Fireside Reader

tJa/lta Considers

the New Year
Lorem ipsum dolor sit amet, consectetuer

adipiscing eht, sed diam nonummy nibh

euismod tinadunt ut laoreet dolore

magna aliquam erat volutpat. Ut wisi

enim ,id minim vcniam, quis nostrud

exerci tation ullamcorper suscipit lobortis

nisi ut aliquip ex ea commodo consequat

December 1998

consequat, vel ilium dolore eu feugiat

nulla facilisis at vero eros et accumsan

et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue

duis dolore te feugait nulla facilisi.

Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui

blandit praesent luptatum zzril delenit

augue duis dolore te feugait nulla

T he elves Cake

a much-needed

coffee break

acilisi. Nam liber tempor cum soluta

nobis eleifend option congue nihil

mperdiet doming id quod mazim

placerat facer possim assum.

The Grinch Steals

CtwU*** Again
Diam nonummy nibh euismod

tincidunt ut laoreet dolore magna

aliquam erat volutpat Ut wisi enim

ad minim ventam, quis nostrud

exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea

commodo consequat.

Duts autem vel eum iriure dolor

in hendrerit in vulputate velit esse

molestie consequat, vel ilium

dolore eu feugiat nulla facilisis.

Lorem ipsum dolor sit amet.

consectetuer adipiscing elit.

quis nostrud ex ut exercitation

ullamcorper suscipit lobortis nisi ut

aliqutp commodo consequat. Duis

autem vel eum inure dolor

Lorem ipsum dolor sit amet, eht, sed

diam nonummy adipiscing elit, sed diam

nonummv nibh nibh euismod tincidunt ut

aoreet dolore

Rrad©lplh's N©se
Finally Goes Out
.orem ipsum dolor sit, consectetuer

euismod tincidunt ut laoreet dolore

magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper

suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel

Misaligned Elements
Strive to keep all elements on separate pages aligned with each other.

Consistency in aligning design elements, such as subheads and illus-

trations can make the difference between a professional-looking

document and a rag-tag disorderly one.

Align columns and graphics vertically. Subheads, rules, boxes, bullets,

and other items can rest along the same baseline as the text they ac-

company.
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SPORTS NEWS
The Authority On What's Sporty

Track Team's Coach Is Very Confident
I orem ipsum doloi sii amet,

i onsi i teruei adipiscing elit,

^•ii tlumi nonummy nibh

euismod tineiduni ui laoreei

dolor magna aliquam erai

volutpat, i 'i wisi i-iiini .ui

veniam, quis nostrud

exerci tation ullamt oipei

suscipil lobortis nisi ui

aliquip ex ea commodo
consequat,

Duis autem vel eum inure

dolor m hendreril in nisi

t ulputate vein" molestie mini

consequat, vel ilium dolore

eu feugiai nulla facilisis at

vein cms el

accumsan el

iusto odio

I dignissim qui

I blandii duis

praesent zzril

I delenii augue

duis dolore

re feugaii

nulla facilisi. Lorem ipsum

dolor sit amet, consecletuer

vel ilium doloreadipiseing

filit, std diam nonummy
euismod magna aliquam

iusto odioerat erat volutpat.

Ut wisi enim ad minim

veniam, quis nostrud execi

ration ullam corper susc pit

lobortis nisi aliquip ex

commodo consequat I luis

autem vel eum iriure dolor in

hendrerit in vulputate velit

esse molestie consequat, vel

ilium eu feugiat nulla at ver

erosel accumsan iusto odio

dignissim qui blandit present

duis dolore te feugait null.

Nam liber tempor cum
soluta nobis eleifend option

congue nihil imperdiet

doming id quod mazim
placerat facer poss assium.

Lorem ipsum dolor sit amet.

Lack Of Contrast Between Text

And Other Elements

Strive for as much contrast between type and background as possible.

Without sufficient contrast, it's hard to distinguish text from back-

grounds. Beware of overly dark screens or screened graphics placed

behind text, or color combinations that can affect readability.

I

Crouch behind

something

Remain quiet

a Don't stand up if

your name is call

Unnecessary Special Effects

Overusing special type and graphic effects serves no effective purpose.

There's no substitute for clean, concise design. Using special effects for

their own sake makes pages look frivolous and over-designed. Some

computer-generated effects make information much more difficult to

process and understand.
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Comput-O-Rama
27 S. Park Street
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Graphic Gimmickry
Don't substitute or overshadow content with graphics and photos.

Graphics and photos should support the content of a document, mak-

ing complicated information easier to understand. Access to a large

library of art—whether it's clip art, photos, scans, or freehand illustra-

tions—doesn't mean that you should flood your document to show

your artistic skill. Using too many elements clutters the page.
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IN SESSION

& in TROUBLE
adipiscing elit. sed

diam nonummy nibh euismod

tincidunt ut laoreet doloie

magna aliquam erat volutpat. Ut

wisi enim ad r

quis nosttud exerci tation

ullamcorper susdpit lobortis nis!

ut aliquip ex ea commodo
consequat.

Duis autem vel eum iriure do-

lot in hendretit in vulputate velit

ilium dolore eu feugiat null

facilisis at veto eroset

et iusto odio dign:

blandit praesent lupti

delenit augue duis dolo

teugait nulla facil

ipsum sit amet, co laoreet doloie magna, -i-

REPUBLICANS
^ON THE
SSMOVE

ety (or I

|

polihcal
|

correctness

feugait nulla facllisi option

congue nihil lmpenUet --L.

Inhf irtis nisi ut 3liquip

Duis autem vel eum
doloi in hendrent tn

vulputate velit esse

molestie consequat,

L-el ilium dolore eu

feugiat nulla facilisis at

odi.i digmssim

qui blandit praesent

luptatum ..'M delenit

augue duis dolore te

Party Update
Duis autem vel eum

iriure dolor in

hendreric in vulputate

vefit esse molestie

consequat, vef tllum

dolore eu feugtat nulla

facilisis.

Shoehorning

Jam-packing every tidbit of information into the smallest available area will

cause readers to fatigue.

Shoehorning makes information difficult to find and tiresome to read.

Look for ways to include white space in your design.
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U un nun mj
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ad minim
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"ii""'"! nsequal Duis
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,i, lenll '"".'
i dull dolorc b
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hum congue nihil

Imperdlel
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eum Iriure dolor
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i orem tpsum sit amet,
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Party Update
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ea i ommodo consequal i hils
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consectetuei adlplsi Ing sedl

dlai nummy tincidunt ui

i" irei i 'i n magna aliquam
1

I wis! enlm ad

n" I in. un. quis nostrud

exerd tatl m ullami orpei susclpii

lol Is ui ! ui aliquip ex ea

i
"i 'i isequal Duis autem

vel eum Iriure dolor in hendrerlt

In vulputate vein i orem ipsum

Too Much Gray
Unless your reader is very devoted, a text-heavy page will discourage reading.

Remember that gray pages send a visual signal that a page will be

time-consuming. No matter how compelling your content is, readers

will be discouraged from reading your document.

POLITICAL INSIDER

In Session ft In Iruuhle

UI wlsl enlm ad minim veniam,

quis nostrud exert Hat ion ullam

M>f|K-r susvipii lobortis nisi ut

iliqutp commodo conseq Duis

autem vel eum dolor in liendrerit

in vulputate vellt esse molestie

tonsequ.it, vel ilium dolore eu

feugiat nulla faclllslsat veroeros

et accumsan et odio dignissim

qui blandit praesen! luptatum

zzril delemt augue duis dolore le

feugait nulla facillsj option

tongue nihil imperdiet.

Duis autem vel eum iriure do-

lor in hendrerlt in vulputate velit

esse molestie consequat, vel

ilhim dolore eu feugiat nulla

et iusto odio dignissini qui

blandit praesent luptatum zzril

delenit augue duis dolore te

feugait nulla factlisi. Lorem

ipsum sit amet, consectetuer

adipisting elit, diam nonummy
nibh euismod tincidunt ut

laoreet dolore magna I orc-m du-

et, ctetu

adtpiscing, sedl diam nonummy
euismod tincidunt ut laoreet

dolore magna aliquam era!

volutpat. ut wtsi enlm ad minim
veniam, quis nostrud exercl

tation ullamcorpei suscipit

lobortis nisi ut aliquip ex ea

commodo consequat. Duis

autem vel eum iriure dolor in

hendrerlt in vulputate velit.

Duis autem vel cum dolor In

hendrerit In vulputate vein esse

molestie consequat, vel ilium

dolore eu feugiat nulla facilisis

at vero eros et accumsan et odio

dignissini qui blandit praesent

luptatum .-ill delenit augue duis

dolort k feugait nulla factlisi

option tongue nihil inipiidul

Duis autem vel eum Iriure do

loi 111 hendrerit In vulputate vellt

esse molestie consequat, vel

ilium dolore eu feugiat nulla

i. itihsis.it reroerosei accumsan

et iusto odio dignissim qui

blandit praesent luptatum zzril

delenll augue duis dolore te

feugall nulla facilisi lorem

ipsum sit amet, consectetuer

adipisi ing elit, diam n minis

nibh euismod tincidunt ut

laoreet dolore magna lorem do-

lor sit amet. consectetuei

.ulipisi nig, sedl diam nonummy
euismod tincidunt ut laoreet

liqU.1,1,

ninadn

do],.,, mag
volutpat. Utv

veniam, quis nostrud exerci

tation ullamcorpei sun Ipll

lobortis nisi ut aliquip ex ea

commodo consequat Duis

autem vel eum iriure dolor In

hendrerlt in vulputate velit.

Republkans, on the Move

Lorem ipsum sit amet, conse

tdipiscing elit. diam

t uiiun\ euismod tincidunt ul

laoreet dolore magna.Lorem
dolor sit amet, consectetuei

adlptS* Ing, sedl diam nonummy
euismod tinciduni ui li iel

dolore magna aliquam era!

volutpat. Ut wisi enim

n, qui;

ullam .rper

:rud exercl

Ipll

lobortis nisi ut aliquip ex ea

commodo consequat Dims

autem vel eum iriure dolor in

liendrerit in vulputate velll

Duis .intern vel CUIil dolor in

liendrerit in vulputate velit esse

molestie consequal, vel ilium

dolore eu feugiat nulla facihsis

at vero eros et accumsan et odio

dignissim qui blandit praesent

luptatum zzril delenit augue duis

dolore te feugait nulla facilisi

option congue nihil imperdiet.

DulS autem vel eum iriure do-

lor in hendrerit in vulputate velit

esse molestie consequat, vel

ilium dolore eu Uugi.il nulla

facihsis,H veroeros et accumsan

et iusto odio dignissim qui

blandit praesent luptatum zzril

delenit augue duis dolore te

teugaii nulla facilisi. l.orem

ipsum sit amet, consectetuer

adipisung flit, diam nonummy
nibh euismod tinciduni Ul

laoreet di flore magna i orem do-

adipisting, sedl diam nonummj
l uismod tincidunt ut laoreet

dolore magna aliquam era!

volutpai Ui wlsl [ d n m
veniam, quis nostl ud

tation ullamcorpei susi fpll

lobortis nisi ut aliquip ex ea

commodo t onsequat i >uls

autem i i eum mure dolor In

hi ndrerit In vulputate vellt.

Ut wiSl enim ad minim

i enlam, nos I exi n Itai lor

nil.un i nipi-r sum i|'il l.ih., nis ui' I

ui allquip

Duis i dolor

eiltihendrerit In vulputate i

|uat, vt i Ilium

dolon i ii ft uglal nulla fai Hlsli

dignissim qui blandli praesent

luptatum zzril delenit augueduls

do) fl "'ut nulla fadllSl

optloi i'.
i"i Impi rdlei 1

1
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Moving On
If you're using this chapter as an all-points checkup for your document

and still haven't found any errors, congratulations! You've avoided the

standard glitches, which puts your document way above average.

Unfortunately, an error-free document is not necessarily an effective

one—it merely has more potential to be effective. In our final chapter,

we'll take a look at some sample documents—some of them riddled

with errors, others teetering on the brink of success—and show how

they can be improved, through the application of basic design con-

cepts and a smattering of common sense.



REDESI

J
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The redesign process is nearly identical to the design process. The only

real difference is your starting point. Rather than dreaming up possible

designs, you begin by evaluating the existing design.

What you definitely don't want to do is open up the original document

and start shoving textblocks and graphics around, hoping to hit upon

a better arrangement. For those particular page elements, it's unlikely

that a better arrangement exists because they were chosen and sized

with a specific design in mind. Rearranging them is like trying to im-

prove the appearance of an ugly jigsaw puzzle by interlocking the

pieces differently—barring a miracle, your chances for success are nil.

Instead, get a hard copy of the original document and submit it to a

thorough inspection. Read it through from start to finish. Try to pre-

tend you're a first-time reader. Evaluate each page element on its own

merits and on its relationship to the overall design. Ask yourself these

sorts of questions:

• Is the reading process intuitive or unnecessarily cumbersome?

• Are the most prominent elements also the most important?

• If each page (or spread) was viewed as a separate unit, would it be

apparent that all of them came from the same document?

• Do any elements seem inappropriate or out of place?

• When you view (as opposed to read) the document, what adjectives

leap to mind as possible descriptors?

Your thorough scrutiny will produce one of three results. In the worst-

case scenario, you'll decide that the original layout was completely off

the mark and start the design process from scratch. Don't be too de-

pressed by this outcome. You've saved yourself a lot of effort by

realizing early the futility of a partial overhaul. Actually, a fresh start

can be very liberating—you might not realize how strong your precon-

ceptions are until you've deliberately discarded them.

In the best-case scenario, you'll decide that the document is nearly a

success, with only a few discreet problem areas—an overly-formal

headline font, perhaps, or a cluttered-looking corner. Pinpoint the

problem elements, then delete, restructure, or replace them.

In the final (and most common) scenario, you'll have a mixed bag of

impressions. Some page elements seem effective, others don't—but the

"good" elements don't necessarily work well together. Or perhaps your

document is attractive on a page-by-page basis, but the overall pack-

age is inconsistent, conveying no clear theme.
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At this point, it's time to grab your sketchpad and draw some sample

layouts, using a few harmonious pieces from the previous design to

begin each sketch. Basically, you're going back to the design process,

but you've got a head start—the original document has become a

"grab bag" of design ideas. Quite often, one or two borrowed elements

will suggest a framework for an entirely new design. Don't try to pre-

serve too much of the original layout—you'll only end up re-creating

the former flawed design.

Think of it this way. The design concepts you preserve are points, and

a good design is a straight line that connects them. If you start with

one or two predefined points, you'll always be able to produce a

straight line. If you use three or more predefined points, however, your

design must "bend" to connect them, and that's backward—if any-

thing, your page elements should bend to fit your design.

Redesign Gallery
The remainder of this chapter is devoted to a gallery of redesigned

documents. Each before-and-after example is thoroughly annotated,

cataloging the defects of the old design and the advantages of the new

one. I've tried to provide examples which encompass all of the "rede-

sign scenarios"—some of the documents receive a complete overhaul,

while others require only minor changes.

As you peruse the gallery, try to focus on design concepts rather than

specific document types. A suggestion for producing a great-looking

brochure might apply equally well to your newsletter. Remember, most

good design tips are not document-specific.

THE ROAD NOT TAKEN

Often, the redesigner is faced

with a tough choice: the original

draft contains two utterly brilliant,

utterly incompatible ideas. Un-

able to bear the thought of

discarding either one, the de-

signer attempts to shoehorn them

together, usually with disastrous

results.

Here's a better plan: Use one of

the ideas in the redesign, and put

a copy of the original document

in your clip file. Next time you

turn to the ol' clip file for

inspiration, that second brilliant

idea—the "road not taken"—will

be ready and waiting for you.
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Newsletters

Make sure the design of your newsletter matches the tone of its con-

tent. In the newsletter below, the comical dinosaur graphic and the

article titles seem to be striving for a sense of fun—but the design is

extremely conservative.

Original

The scattered name-

plate is difficult to

read— is it "The Fossil

Record" or "Fossil

The Record?"

The museum's logo is

overpowered by the

larger dinosaur

above it.

The words "In This

Issue" are too big

—

except for the

nameplate, they're

the largest words

on the page.

FOSSIL

THE

RECORD

The Official Newsletter of the© UTHICUS

MUSEUM July 1996

DEM BONES, DEM BONES...
Lorem ipsum dolor sit amet. consectetuer adipiscing elit.

sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorp

suscipit lobortis nisi ut aliquip ex ea commodo
consequatvelit esse molestie consequat. Duis autem vel

eum iriure dolor in hendrerit in vulputate velit esse

molestie consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi. Lorem ipsum dolor sit

amet, consectet adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat.

Ut wisi enim ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie consequat, vel

ilium dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option

congue nihil imperdiet doming id quod mazim placerat

facer possim assum. Lorem ipsum dolor sit amet,

consectetuer adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut aliquip

IN THIS ISSUE

Plaster of Paris—Paleontology Pal 2

Strange Reports from Costa Rica 3

Interview with Winston Shovel 4

Truths About Triceratops 6

ex ea commodo consequat. Duis autem vel eum iriure

dolor in hendrerit in vulputate velit esse molestie

consequat.

Duis autem vel eum dolor in hendrerit in vulputate

velit esse molestie consequat. vel ilium dolore eu feugiat

nulla facilisis.

COELACANTH MAKES
QUITE A COMEBACK

Lorem ipsum dolor sit amet, consectetuer adipiscing elit.

sed diam nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat. Ut wisi enim ad

minim veniam, quis nostrud exerci tation ullamcorp

suscipit lobortis nisi ut aliquip ex ea commodo
consequatvelit esse molestie consequat. Duis autem vel

eum iriure dolor in hendrerit in vulputate velit esse

molestie consequat. vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio dignissim

qui blandit praesent luptatum zzril delenit augue duis

dolore te feugait nulla facilisi. suscipit lobortis. Lorem

ipsum dolor sit amet. consectet adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet dolore magna

minim veniam, quis aliquam erat volutpateu feugiat.

Ut wisi enim ad minim veniam, quis nostrud exerci

tation ullamcorper suscipit lobortis nisi ut aliquip ex ea

commodo consequat. Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie consequat. vel

ilium dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore nulla facilisi.

Nam liber tempor cum soluta nobis eleifend option

congue nihil imperdiet doming id quod mazim placerat

facer possim assum. Lorem ipsum dolor sit amet.

consectetuer adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam. quis nostrud

exerci tation ullamcorper suscipit lobortis nisi ut aliquip

consequat. Nam liber tempor cum soluta nobis congue

nihil imperdiet.



A looser, more unconventional design makes the newsletter's informal-

ity explicit.
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Redesigned

Paleontology Pal

5 Strange Reports

from Costa Rica

^L Interview with

Winston Shovel

/L Truths About

Triceratops

THE FOSSIL RECORD
Official Newsletter ofthe Lithicus Museum I July 1996

Dem bones,

dem bones...

Coelacanth

makes quite

a comeback

© LITHICUS

MUSEUM

Lorem ipsum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim

ad minim veniam, quis nostrud

exerci tation ullamcorp suscipit

lobortis nisi ut aliquip ex ea

commodo consequatvelit esse

molestie consequat. Duis autem vel

eum iriure dolor in hendrerit in vulputate velit

esse molestie consequat, vel ilium dolore eu

feugiat nulla facilisis at vero eros et accumsan et

iusto odio dignissim qui blandit praesent

luptatum zzril delenit augue duis dolore te

feugait nulla facilisi. Lorem ipsum dolor sit

amet, consectet adipiscing elit, sed diam

nonummy nibh euismod tincidunt ut laoreet

dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat. Duis

Lorem ipsum dolor sit amet, consectetuer

adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim

ad minim veniam, quis nostrud

exerci tation ullamcorp suscipit

lobortis nisi ut aliquip ex ea

commodo consequatvelit esse

molestie consequat. Duis autem vel

eum iriure dolor in hendrerit in

vulputate velit ess; molestie

consequat, vel ilium dolore eu feugiat nulla

facilisis at vero eros et accumsan et iusto odio

dignissim qui blandit praesent luptatum z/nl

delenit augue duis dolore te feugait nulla facilisi.

suscipit lobortis. Lorem ipsum dolor sit amet,

consectet adipiscing elit, sed diam nonummy

nibh euismod tincidunt ut laoreet dolore ma-

gna minim veniam, quis aliquam erat voluipaiai

feugiat.

autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vel ilium

dolore eu feugiat nulla facilisis at vero eros et

accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore

nulla facilisi.

Nam liber tempor cum soluta nobis eleifend

option congue nihil imperdiet doming id quod

mazim placerat facer possim assum. Lorem

ipsum dolor sit amet, consectetuer adipiscing

elit. sed diam nonummy nibh euismod

tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, quis

nostrud exerci tation ullamcorper suscipit

lobortis nisi ut aliquip ex ea commodo
consequat. Duis autem vel eum iriure dolor in

hendrerit in vulputate velit esse molestie

consequat.

Duis autem vel eum dolor in hendrerit in

vulputate velit esse molestie consequat. vel illtitn

dolore eu feugiat nulla facilisis

Ut wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisi

ut aliquip ex ea commodo consequat, I'uis

autem vel eum iriure dolor in hendrerit in

vulputate velit esse molestie consequat, vd ilium

dolore eu feugiat nulla l.icilisis at veri

accumsan et iusto odio dignissim qui

praesent luptatum //til delenit augue duis dolore

nulla facilisi.

Nam liber tempor cum soluta iniln

option tongue nihil imperdiet doming id quod

mazim placerat facet possim assum Lorem

ipsum dolor sn aimt. consectctuci adipiscing

elit, sed diam nonummy mbh euismod

tincidunt ut laoreet dolore magna aliquant ei.it

volutpat. U't wisi enim ad minim veniam. quis

nostrud exerci tation ullamcorpei suscipit

lobortis nisi ut aliquip consequat, Nam libet

tempot cum soluta nobis COngUC nihil

Lmperdii i

Page space has been

saved by incorporating

the table of contents

into the nameplate.

Headlines are now
half-buried in their

corresponding

stories—a visual pun

on the newsletter's

content, perhaps?

Thee tin on

the far left opens up

the page somev.

.go.
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Nameplates
The best nameplates use a distinctive type treatment to promote name

recognition. The heavy monoweight typeface used in the nameplate

below is hardly memorable, and its readability is hampered by a dis-

tracting pattern of thin horizontal lines.

Original

The subhead is far too

large and contributes

little to the message.

i

The subhead has

been eliminated and

replaced by the less

obtrusive "Restaurant

Technology" slugline.

Restaurant Technology, Inc. March 1987

trends • views • insights

The slender, condensed serif face used in this nameplate has a lot more

character and takes up less room, creating valuable white space on the

page. The title is framed by simple rules, adding to the sense of

minimalist elegance.

Redesigned

techtalk
A publication ofRestaurant Technology, Inc.

ity aspects of the business, you

must maintain adequate con-

trols and properly plan for the

arrival of your guests or your

reborn efforts will be in vain.

July 1987

plan, the basics of your business

have not changed. After all,

that's why we're returning to

them . . . they're the foundation

on which the business was built.
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Advertisements
Inappropriate graphics can be worse than no graphics at all. The clip

art in the ad below suggests that the lab assistant will be performing

chemical experiments and analyzing slides—but the duties listed in

the job description are mostly clerical.

Original

CHEM LAB
ASSISTANT

NEEDED...

...to clean lab equipment, prepare

reports and proposals, and keep

track of inventory. $6.50/hr starting

salary. No experience necessary.

Call Dr. Petri at 307/344-8987,
extension 178.

Relegating design elements to

the corners of an ad can leave a

disconcerting hole in the center.

Thin sans serif type with tight

leading is difficult to read.

A simple stylized picture of a flask suggests a laboratory environment

without misleading the applicant about the nature of the work.

Redesigned

\ /

Chem Lab Assistant
needed to clean lab equipment

prepare reports and proposals,

and keep track of inventory.

Salary starts at $6.50/hr.

No experience necessary.

307/344-8987 ext 178

Screening a small ad can help it

stand out from adjacent ads.

The text of the ad reads more

naturally without the ellipses.
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Make an effort to integrate text and visuals when designing advertise-

ments. The photograph in the advertisement below may connote air

travel, but it doesn't visibly tie in with the ad's "cheap airfare" theme.

Original

The largest chunk of

white space in the ad

is the area between

the text columns

—

hardly a desirable

focal point!

Most people won't

find the image of a

grounded airplane

reassuring—it con-

jures up images of

flight delays.

The disclaimer text at

the end of the second

paragraph interrupts

the ad's positive

message.

The company's name
is never displayed

prominently— it only

appears once in the

body copy (hyphen-

ated, no less), and the

logo at the bottom of

the ad is small and

cramped.

WE OFFER THE CHEAPEST
AIRFARE IN THE BUSINESS

For the remainder of the year, Sput-

ter Airlines is offering the cheapest

flight rates to be found anywhere!

$69 to anywhere in the continental

U.S., $99 to anywhere in North

America (including Alaska and Ha-

waii), $1 49 to selected parts of Eu-

rope (England, France, Spain, Ger-

many, and Scandinavia), and $21

9

for India and the Orient.

We're so sure that our fares are

the lowest, we're willing to put

money on it! If you can find cheaper

airfare to the same location, we'll

not only match the price, we'll beat

it by $1 0! We call that our "Ten-Dol-

lar Guarantee." (Written proof of the

competing offer is required. Cou-

pon specials and other forms of

giveaways are not considered vi-

able offers, and will not be honored

with the Ten-Dollar Guarantee.

Void where prohibited.)

So why take chances with some
bargain airline? Come to the name
you know, and get the lowest price

available. We guarantee it!

SPUTTER



A vague, humorous headline connects the photograph to the rest of

the ad. The first paragraph of the body text has been enlarged to serve

as a lead-in to the rest of the copy.
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Redesigned

Look who's

nosing out the

competition.

•••••Ill I ill

For the remainder of the year,

Sputter Airlines is offering the cheapest flights

to be found anywhere. Guaranteed.

$69 to anywhere in the continental U.S.,

$99 to anywhere in North America (in-

cluding Alaska and Hawaii), $149 to se-

lected parts of Europe (England, France,

Spain, Germany, and Scandinavia), and

$219 for India and the Orient.

We're so sure that our fares are the

lowest, we're willing to put money on it!

"Written proof of the competing offer is required. Coupon

specials and other forms ofgiveaways are not considered viable

offers, and will not be honored with the Ten-Dollar Guarantee.

Void where prohibited.

Ifyou can find cheaper airfare to the same

location, we'll not only match the price,

we'll beat it by $10.We call that our "Ten-

Dollar Guarantee."*

So why take chances with some bargain

airline? Come to the name you know, and

get the absolute lowest price available. We
guarantee it.

+SPUTTER

Bleeding the photo

rather than boxing it

makes the ad seem

larger.

Using a condensed

typeface creates more

white space within the

ad, aiding readability.

The disclaimer text has

been moved to the

bottom of the page,

and set in smaller type.

A discreet asterisk

signals its existence

without interrupting

the flow of the copy.

The company's logo

has been enlarged

,nui Framed by white

space.
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Brochures

This brochure's informal tone is completely inappropriate for selling

luxury items. Prominently-displayed phrases like "On Sale" and "Get

Ready to Save!!!" put emphasis on price—but buyers of gold pocket-

watches are probably more interested in the quality of the

merchandise.

Original

Important ordering

information is

scattered all over

the page—phone

numbers at the top,

restrictions at the

bottom, and discount

information near the

right margin.

"Shoehorning" (using

every bit of available

space on the page)

creates a claustro-

phobic feel.

m
Jfom

Tb« "Restrictions and

Extra* Charges" para-
'

graph looks like

another item in the

list of merchandise.

Fine Timepieces On
Sale From Hannaford
To place orders, call toll-free 1-800-833-3328

For inquiries, call 1-617-535-5950

All prices are subject to change without notice.

THE TRADITIONAL TIMEPIECE
Features the classic look of days gone by. Black roman
numerals on a white face, in a 24-karat gold case with

gold chain attached. $395.00
Prices in effect from
May 21, 1 997 thru

August 31, 1997
THEMODERNTIMEPIECE
Successfully blends the classic look with today's modern needs. Black arabic

numerals on a white face, in a 24-karat gold case. Smaller dial inset on face displays

seconds. $395.00

THE SILVER TICKER
Tastefully displays the elegance of silver. Silver numerals on a black face, in a sterling

silver case with silver chain attached. $325.00

THE MACHINERY-LOVERS'SPECIAL
Lets the beauty of the watchmaker's craft show through. A transparent face allows

the owner to watch the delicately-calibrated inner workings do their stuff. Comes in a

24-karat gold case with gold chain attached. $395.00

THEMINIMALISTTIMEPIECE
Features a daring blend of past and present style. The handsome 24-karat gold case

and chain echo the look of the Traditional Timepiece, but the inner white face is

blank. $385.00

THEMYOPIC TIMEPIECE
Adapts the Modern Timepiece for the visually impaired. Larger

arabic numerals make reading easier. $395.00

THEBRONZEBOMBSHELL
Features the look and feel of the watches carried by American

soldiers in World War I. Lovingly recrafted, the watch features

a case and chain made from actual bombshells. $295.00

Get ready

to save!!!

10% off orders of

$500 or more

20% off orders of

$1000 or more

RESTRICTIONSANDEXTRA CHARGES
Watches and cases not sold separately. C.O.D. only. There is a 10% shipping and
handling charge for orders within the continental U.S. (15% for orders outside the

U.S.) This charge does not count toward the price needed for a discount.

Hannaford Timepieces, P.O. Box 2241, 3 Bourbon Street, Peabody MA 97874



A typographic overhaul and a generous use of white space give the

brochure a formal, refined tone.
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Redesigned

Fine Timepieces

from Hannaford

on salefrom May 21-August31, 1997 /

The Modern Timepiece

The Myopic Timepiece

Hannaford Timepieces

P.O. Box 2241

3 Bourbon Street

PeabodyMA 97874

The Traditional Timepiece features the classic look of days gone by. Black

roman numerals on a white face, in a 24-karat gold case with gold chain

attached (see above photo). $395.00

The Modern Timepiece successfully blends the classic look with today's

modern needs. Black arabic numerals on a white face, in a 24-karat gold case.

Smaller dial inset on face displays seconds (seephoto at right). $395.00

The Silver Ticker tastefully displays the elegance of silver. Silver numerals on a

black face, in a sterling silver case with silver chain attached. $325.00

The Machinery-Lovers' Special lets the beauty of the watchmaker's craft show

through. A transparent face allows the owner to watch the delicately-calibrated

inner workings do their stuff. Comes in a 24-karat gold case with gold < bain

attached. $395.00

The Minimalist Timepiece features a daring blend of past and present style.

The handsome 24-karat gold case and chain echo the look of the Tratlition.il

Timepiece, but the inner white face is blank. $385.00

The Myopic Timepiece adapts the Modern Timepiece for the visually im]

Larger arabic numerals make reading easier (see photo at right). $395.00

The Bronze Bombshell features the look and feel of the watches ( ai I ied by

American soldiers in World War I. Lovingly recrafted, the watch features a

caseand chain made from actual bombshells. $295.00

Ordering Information

To place orders, call toll-free 1-800-833-3328

For inquiries, call 1-617-535-5950

There is a /0% rfwroHw/ on orders of $500 or mon I here i a 20% discount on

orders of $1000 or more.

All prices are subject to change without notice. Watches and i asei not sold

separately. C.O.D. only. There is a 10% shipping and handling i h u

orders within the continental U.S. (15% for orders outside the I f.S I Hus

charge does not count toward the price needo I nl

Photographs of actual

merchandise replace

the frivolous clip-art

graphic.

Precious space has

been saved by com-

bining the names and

descriptions of the

watches into single

paragraphs.

All of the information

needed to place an

order has been moved
to fhe bottom ol

page.
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Catalogs

Catalogs and price lists without illustrations present a unique set of

design challenges. Type must be handled skillfully to avoid visual

monotony.

Original

Using the same font

for the titles and the

copy doesn't provide

enough differentiation,

even though the titles

are larger and

boldfaced.

Often, a symmetrical

layout with justified

text provides too little

contrast to fully

engage the reader.

All-caps titles don't

lend themselves to

browsing—word

recognition is much
slower without

ascenders and

descenders.

NORMAN ROCKWELL
323 MAGAZINE COVERS
By Finch. 456 pages. Huge 12 X 15 1/4. This magnificent,

large-format, full color volume spans the artist's long and

prolific career, reproducing 323 of his cover paintings for the

SATURDAY EVENING POST, LADIES HOME JOURNAL
and other magazines. Published at $85.00. Only S45.00

GREAT MAGAZINE COVERS OF THE WORLD
ByKery. 184 pages. 9 1/4X 12. A panorama of more than 500

great magazine covers (most reproduced in full color! from 20

countries, spanning a century and a halfofmagazine publishing

around the world. Includes examples from 200 19th and 20th

century magazines. Published at $65. Only $45.00

VASARELY
150pages. 9 I/4X 13. 180 illustrations, including 64 full color

plates. Masterful reproductions and a text by the artist combine

to form an authoritative yet personal study of one of the major

figures of modern art. Published at $60.00. Only $35.00

CHAGALL BY CHAGALL
Sorlier. 262 pages. 11 1/4X12. 285 illustrations. including 83

full color plates. Illustrated autobiography. Published at

$50.00. Only $40.00

MAXFIELDPARRISH
By Ludwig. 223 pages. 9X12. 184 illustrations. 64 in full

color. Published at $25.00. Only $18.00

THE GREAT BOOK OF FRENCH IMPRESSIONISM
By Kelder. 448 pages. 12X14 1/4. Over 200 illustrations,

including 200 full color plates and 16 spectacular full color

fold-outs. Huge, exquisitely produced treasury of French

Impressionist art. packed with full-page reproductions.

Examines the lives and works of all the major Impressionists

and Post-Impressionists. Published at $ 1 00.00. Now $59.00

CARL FABERGE: GOLDSMITH TO
THE IMPERIAL COURT OF RUSSIA
By Snowman. 100 pages. 8 1/4 X 10 1/2. Over 185 photos,

1 1 1 in full color. Originally published at $35.00. Only $22.00

CONTEMPORARY PAINTING
By Vogt. 135 pages. 7 1/2X10 1/2. Over 50 in full color.

Penetrating analysis of World War II European and American

an. Including paintings by Jaspar Johns. Andy Warhol. Roy

Lichtenstein. Jackson Pollock, others. $19.95. Now $14.95

TWENTIETH CENTURY MASTERS
OF EROTIC ART
By Smith. 212 pages. 9X12. 190 full color plates presents

erotic works by such top-ranking artists as Picasso. Segal. Dali.

Ernst, Rauschenberg. Rivers, Warhol. Schiele and others, many

of which have never been displayed in public exhibitions.

$30.00. Now $20.00

LEONARDO DA VINCI
538 pages. 11X14 1/2. Huge. 1.635 illustrations, including

many large full color plates. Originally published in Italy by the

Instituto Geografico De Agostini. this new edition is the most

lavish, authoritative ever produced. Published at $60. Now
$50.00

REMBRANDT PAINTINGS
By Gerson. 527 pages. 11X14 1/2. Huge. Over 730

illustrations, including many large full color plates. Complete,

authoritative and beautiful presentation of the great master's

work. Written by one of the world's foremost Rembrandt

authorities. The book was thirty years in the making in

Amsterdam, and is lavishly illustrated with spectacular

reproductions. Published at $60.00. Only $50.00

ENGLISH CAMEO GLASS
By Grover. 480 pages. 8X11. A wealth of rare firsthand

material and over 1 .000 color and black and white plates makes

this book an invaluable reference. Published at $50.00. Now
$25.00

20,000 YEARS OF WORLD PAINTING
By Jaffe. 416 pages. 9X13. Historical survey from early to

modem art. 1 .000 reproductions in full color. Was $50.00.

Now $20.00

STAINED GLASS
By Seddon & Stephens. 205 pages. 473 full color photos. 1

1

X 14. Covers stained glass from the beginning to the present.

Was $39.95. Now $19.95

THE COMPLETE BOOK OF EROTIC ART
By Kronhausen. 781 black and white plates. Extraordinary

collection of the world's erotic art from Japan, China, India,

Renaissance masters and modern greats. Originally published

in 2 Volumes at $50.00. New. Complete 1 Volume Edition only

$25.00

COLLECTING POLITICAL AMERICANA
By Sullivan 1980. 250 pages. 8X11. 400 illustrations.

Packed with reading. Out of print. $15.95. Now $10.00

DIAMONDS
Myth, magic and reality. Revised edition. Over 420 full color

illustrations. Beautiful and informative look at the world's most

magnificent and mysterious stone. Tells how to recognize and

appreciate quality stones, more. 288pages. Large. 10 1/4X12.

Originally published at $50.00. Only $29.00

THE GREAT BOOK OF JEWELS
By Heninger. 206 full color plates. 94black and white photos.

The most spectacular, lavishly illustrated, comprehensive

volume ever published on jewels and jewelry. Nearly 300

photosspeciallymadeforthis volume. many gems not available

for public inspection before. Includes bibliography, table of

gemstones: much more. Huge. 11 1/4X13 3/4. Published at

$69.50. Now $29.95

1(1



Subtle changes in spacing and typeface create contrast and promote

readability.

REDESIGN 255

Redesigned

Norman Rockwell
323 Magazine Covers

By Finch. 456 pages. Huge 12 X 15 1/4. This magnificent,

large format, full color volume spans the artist's long and

prom ic career, reproducing 323 of his cover paintings for the

SATURDAY EVENING POST. LADIES HOME JOURNAL
and other magazines. Published at $85.00. Only $45.00

Great Magazine Covers of the World
By Kery. 184 pages. 9 1/4X12. A panorama of more than

500 great magazine covers (most reproduced in full color) from

20 countries, spanning a century and a half of magazine

publishing around the world. Includes examples from 200 19th

and 20th century magazines. Published at $65. Only $45.00

Vasarely
150 pages. 9 1/4 X 13. 180 illustrations, including 64 full color

plates. Masterful reproductions and a text by the artist combine

to form an authoritative yet personal study of one of the major

figures of modern art. Published at $60.00. Only $35.00

Chagall by Chagall
Sorlier. 262 pages. 11 1/4X12. 285 illustrations. Including

83 full color plates. Illustrated autobiography. Published at

$50.00. Only $40.00

Maxfield Parrish

By Ludwig. 223 pages. 9X12. 184 illustrations. 64 in full

color. Published at $25.00. Only $18.00

The Great Book of French Impressionism
By Kelder. 448 pages. 12 X 14 1/4. Over 200 illustrations,

including 200 full color plates and 16 spectacular full color fold-

outs. Huge, exquisitely produced treasury of French Impres-

sionist art. packed with full-page reproductions. Examines the

lives and works of all the major Impressionists and Post-

Impressionists. Published at $100.00. Now $59.00

Carl Faberge: Goldsmith to the

Imperial Court of Russia
By Snowman. 100 pages. 8 1/4 X 10 1/2. Over 185 photos,

1 1 1 in full color. Originally published at $35.00. Only $22.00

Contemporary Painting

By Vogt. 135 pages. 7 1/2X10 1/2. Over 50 in full color.

Penetrating analysis of World War II European and American

art. Including paintings by Jaspar Johns. Andy Warhol. Roy

Lichtenstein. Jackson Pollock, others. $19.95. Now $14.95

Twentieth Century Masters of Erotic Art

By Smith. 212 pages. 9X12. 190 full color plates presents

erotic works by such top-ranking artists as Picasso. Segal. Dali.

Ernst. Rauschenberg, Rivers. Warhol, Schiele and others, many

of which have never been displayed in public exhibitions.

$30.00. Now $20.00

Reference Art Books

Leonardo Da Vinci

538 pages. 11 X 14 1/2. Huge. 1.635 illustrations, including

many large full color plates. Originally published in Italy by the

Instituto Geografico De Agostini, this new edition is the most
authoritative ever produced. Published at $60. Now $50.00

Rembrandt Paintings
ByGerson. 527 pages. 11 X 14 1/2. Huge. Over 730 illustra-

tions, including many large full color plates. Complete,
authoritative and beautiful presentation of the great master's

work. Written by one of the world's foremost Rembrandt
authorities. The book was thirty years in the making in

Amsterdam, and is lavishly illustrated with spectacular repro-

ductions. Published at $60.00. Only $50.00

English Cameo Glass
By Graver. 480 pages. 8X11. A wealth of rare firsthand

material and over 1 .000 color and black and white plates makes
this book an invaluable reference. Published at $50.00. Now
$25.00

20,000 Years of World Painting

By Jaffe. 416 pages. 9X 13. Historical survey from early to

modem art. 1.000 reproductions in full color. Was $50.00.

Now $20.00

Stained Glass
By Seddon & Stephens. 205 pages. 473 full color photos.

11X14. Covers stained glass from the beginning to the

present. Was $39.95. Now $19.95

The Complete Book of Erotic Art

By Kronhausen. 78 1 black and white plates. Extraordinary

collection of the world's erotic art from Japan. ( I i India,

Renaissance masters and modern greats. Originally published

in 2 Volumes at $50.00. New. Complete I Volume Edition only

$25.00

Collecting Political Americana
By Sullivan 1980. 250 pages. 8X11. 400UllUtral

Packed with reading. Out of print. $15.95. Now $10.00

Diamonds
Myth, magic and reality. Revised edition. Over 420 lull coloi

illustrations. Beautiful and informative look at the world's mosl

magnificent and mysterious stone Telis how to recogn

appreciate quality stones, more 288 page) Large 10 1/4 X
12. Originally published at $50.00. Only J

The Great Book of Jewels
By Heninger. 206 full color plates 94 black and whin photo

The most spectacular, lavishly illustrated, comprehensive

volume ever published on jewels and irlj 'i* 1

photos specially made for this voln

available for public inspection before, Includes biblio

table of gemstoncs: much more. Huge. II 1/4 X It V4

Published at $69.50. Now -

Phone Toll-Free / 1-800-238-8288

The two-column

format is retained, but

the text is set ragged-

right to break up the

symmetry. Vertical

downrules are used to

separate the columns.

Using a bolder sans-

serif font for the titles

provides contrast to

the body copy, and

setting them with

initial caps rather than

all caps increases

readability. See how
much easier it is to

browse the titles?

The "Reference Art

Books" logo (taken

from the front cover)

has been reversed

and repeated on each

page, along with the

firm's toll-free phone

number. In gener.il, try

to make user response

as easy as possible.
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Flyers

When working with text-heavy documents, readability should be your

primary concern. In the question-and-answer flyer below, small text in

a wide text column makes reading difficult.

Original

The question marks

are redundant—the

headline and content

clearly communicate

the Q&A format.

The text and visuals

are crowded.

Answers beginning

with a single boldface

word (e.g. "Yes!") look

as if they might be-

long with the

preceding boldface

question.

1 • ?
Answers to Questions

Frequently Asked About

Tri-Steel Homes

1. What is the Tri-Steel concept and why is it different from conventional wood frame construction?

The Tri-Steel concept is based upon the utilization and superior quality and strength of sleel to form the frame or shell of the

home. This allows the home to be stick built on site, but with steel instead of wood and bolts and fasteners instead of nails and

staples.

The superior strength of steel means that the frame spacing can be on 6-foot and 8-foot centers instead of 1 6-inch and 24-inch

centers. Plus, we can utilize 9 inches of insulation on the sides and also provide consistent quality, less maintenance, and much
greater strength than is possible with conventional construction. In addition, this gives you much greater flexibility inside the

home since none of the walls need to be load bearing. Also important, the entire shell can often be dried-in within 4 to 5 days by

an inexperienced crew.

2. How are Tri-Steel homes unique?

Our homes utilize an engineered and computer designed steel structural system. You can choose from a wide selection of

contemporary slant wall designs which stand out among conventional wooded structures or numerous conventional-looking

straight wall designs ranging from conservatively gabled roof lines to ultra-modem units allowing clerestory window placement.

i. What are some of the advantages of Tri-Steel homes?
Tri-Steel homes can cost less to erect and can go up much faster. They are exceptionally energy efficient, require almost no

exterior maintenance, and are tremendously flexible in their design. In addition to these areas of savings, they offer the strength

and durability of steel to withstand extreme weather conditions, termites and fire. The quality of steel is consistently high. Pre-

engineered framing components ensure your home goes up one way—the right way! Special snow or wind loads are possible

with very little extra cost. The also meet Seismic 4 earthquake specifications—the highest rating required.

4. Have these homes been tried and proven?

Absolutely! In terms of the history of home building. Tri-Steel homes are a new and unique concept; however, these homes
have been in use throughout the South for over ten years. Tri-Steel has thousands of structures all across the nation and we are

constantly receiving letters from satisfied homeowners attesting to the beauty, strength and energy savings of Tri-Steel

structures.

^^»^^
5. Can I put up one of these homes myself and is construction assistance available?

Yes! The home is actually designed to be constructed independently by the buyer. No heavy lifting equipment or special tools

are required. The steel beams are designed to bolt together—A to B. B to C—with prepunched holes so you are basically

working with a giant erector set. No cutting or welding is required on the job site and complete instructions and drawings are

included with the package. Tri-Steel can provide your choice of construction assistance. As part of the assistance available, we

can consult with you over the phone, have your shell erected, or provide on-site supervision on a daily or weekly basis.

6. How much flexibility do I have choosing a home size?

Infinite! A virtually unlimited variety of home sizes are offered from 800 square feet on up. Our homes come in one, two of

three level designs with slant of straight walls. We have hundreds of plans drawn and available for immediate mailing and we

can also draw custom designs to meet virtually any floor plan or size requirements.

7. Can I add to the home at a later date?

Yes! Additional space may be added in the future at low cost and relative ease.

allowing you to enlarge your home economically as your needs and income requires. mI

Tri-Steel
Structures
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A two-column format is more inviting for the reader. Using a different

typeface for the questions makes scanning for specific information

easier.

Redesigned

Building aTri-Steel home:

(xuestions

nswers

Q

a

a
A

What is the Tri-Steel concept and why is it different

from conventional wood frame construction?

The Tri-Steel concept is based upon the utilization

and superior quality and strength of steel to form the

frame or shell of the home. This allows the home to be

stick built on site, but with steel instead ofwood and

bolts and fasteners instead of nails and staples.

The superior strength of steel means that the frame

spacing can be on 6-foot and 8-foot centers instead of

16-inch and 24-inch centers. Plus, we can utilize 9

inches of insulation on the sides and also provide

consistent quality, less maintenance, and much greater

strength than is possible with conventional construc-

tion. In addition, this gives you much greater flexibility

inside the home since none of the walls need to be load

bearing. Also important, the entire shell can often be

dried-in within 4 to 5 days by an inexperienced crew.

How are Tri-Steel homes unique?

Our homes utilize an engineered and computer

designed steel structural system. You can choose from

a wide selection of contemporary slant wall designs

which stand out among conventional wooded structures

or numerous conventional-looking straight wall designs

ranging from conservatively gabled roof lines to ultra-

modern units allowing clerestory window placement.

What are some of the advantages of Tri-Steel homes?

Tri-Steel homes can cost less to erect and can go up

much faster. They are exceptionally energy efficient,

require almost no exterior maintenance, and are

tremendously flexible in their design. In addition to

these areas of savings, they offer the strength and

durability of steel to withstand extreme weather

conditions, termites and fire. The quality of steel is

consistently high. Pre-engineered framing components

ensure your home goes up one way—the right way!

Special snow or wind loads are possible with very little

extra cost. The also meet Seismic 4 earthquake

specifications—the highest rating required.

Q

A

Tri-Steel
Structures

,.(2<4| MO-MOO
AJ1 ftghS R«SWv«)

UC Have these homes been tried and proven?

A Absolutely! In terms of the history of home building,

Tri-Steel homes are a new and unique concept;

however, these homes have been in use throughout the

South for over ten years. Tri-Steel has thousands of

structures all across the nation and wc arc constantly

receiving letters from satisfied homeowners attesting to

the beaut)', strength and energy savings ofTri-Steel

structures.

Can I put up one of these homes myself and is

construction assistance available?

Yes! The home is actually designed to be constructed

independently by the buyer. No heavy lifting equip-

ment or special tools are required. The steel be

designed to bolt together—A to I?, 1! to C—with

prepunched holes so you are basically working with

giant erector set. No cutting or welding is required on

the job site and complete instructions and drawings are

included with the package. I ri Steel can provide your

choice of construction assistance. As part ot the

assistance available, we can consult with you over the

phone, have your shell erected, or provide on lis

supervision on a daily or weekly basis

Cx How much flexibility do I have choosing a home size?

A Infinite! A virtually unlimited variet] "I home sizes arc

offered from 800 square feet on up. ( >m homes come

in one, two of three level di ignswith lantol

walls. We have hundreds ol plai

for immediate mailing a u itom

designs to meet virtually an] Qooi piano

requirements.

Cx Can I add to the home at a later date?

A Yes! Additional space may be added in the I

low cost and relative ease, allowing \ oenl

hi ii" ill] '
'.'"i

I " '"

The logo no longer

interrupts the text.

Illustrations have been

omitted to allow larger

type and more white

space.

Oversized Qs and As

with drop-shadow

blocks mirror the title

design.

)L_
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Announcement-style flyers should be brief and eye-catching. Readers

are likely to ignore large amounts of text.

Original

The most important

words on the flyer,

"CLASSIC CAR
SHOW," are no larger

than the rest of the

copy.

The graphics seem to

have been added as

an afterthought. The

noticeable difference

in the cars' sizes is

jarring.

Exclamation points at

the end of each line

make it seem as if the

document is shouting

at the reader.

The centered, all-caps

text is difficult to read.

COME ONE COME ALL
TO THE

CLASSIC CAR SHOW!!!!

ALL MAKES - ALL MODELS
FROM THE ROARING 20'S

TO THE NIFTY 50'S!

AUTO BUFFS WON'T WANT
TO MISS THIS EXTRAVAGANZA!

TO BE HELD AT MCMILLAN PARK
SATURDAY, AUGUST 23

FROM 2:00 PM
TO 6:00 PM

IT'LL DRIVE YOU BUGGY!



Deleting all but the most relevant text-what, where, when-increases
the flyer's readability. A catchy lead-in completes the makeover.
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Redesigned

Sometimes you gotta stick

with what works.

THE CLASSIC CAR SHOW

McMillan Park

August 23

2:00-6:00

A decorative typeface

serves as an attention-

getter.

A light gray screen

makes the graphics

stand out.

The title of the event

is now prominently

featured in the center

of the flyer.

Notice how th(

progresses naturally

from top left to

bottom right.
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Business Cards And Logos
An excessive amount of detail can be a hindrance when designing a

pictorial logo. The eye is much better at processing and remembering

simple images. The skull logo below may be anatomically correct, but

it's not very memorable—and its detail will invariably be lost if the

logo is faxed or shrunk.

Original

The company name is set in the

same drab font as the rest of the

text on the card.

The company motto is too smal

and contains a bad text break.

Death's Head

Productions

Morty Thanatos
Producer

127 Perish Blvd

Suite C
Hollywood, CA 90026

Phone: 815/983-4811

Fax: 815/983-4814

"We Make Your Horror Films More
Horrible"

A simpler, more exaggerated skull is easier to remember and will re-

produce well at small sizes. Using a distinctive font for the company

name also aids recognition.

Combining two of the address

lines saves space, and gives the

textblock a clean rectangular

shape.

Enlarging and reversing the

motto helps it stand out. The

ragged edge of the reversed

area is evocative of blood on a

horror-movie poster.

Redesigned

Death's Head
Productions

Morty Thanatos
Producer

127 Perish Blvd., Suite C
Hollywood, CA 90026

Phone: 81 5/983-4811

Fax: 81 5/983-481

4

We make your horror films more horrible'
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Logos
Actually, the original design for this logo isn't bad, but there's always

room for improvement. While most viewers will recognize the imagery

for what it is—a white mountain against a night sky—others will

merely see two shaded triangles. Also, the typeface is perhaps a little

too ornate, given the simplicity of the rest of the design.

Original

WHITE
MOUNTAIN
BkEWEKlES

Giving the mountain a jagged top, adding a moon to the sky, and

moving the company name beneath the picture makes the "white

mountain" image impossible to miss. To ensure that the text remains

integrated with the visual, the gradient fill continues through the letters.

Redesigned

MOUNTAIN
BREWERIES
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Letterheads

This project is a designer's worst nightmare—does all of this informa-

tion really belong on the company letterhead? Probably not, but

designers often have to make the best of what they're given. The lay-

out below is an admirable attempt to organize the infoglut, but the

overall feel is still rather cluttered.

Closely set rules

compartmentalize

the logo.

A disconcerting

variety of type sizes

and rule thicknesses

imparts a haphazard

look to the design.

Categorizing the

information with

reversed subheads

calls undue attention

to the amount of

information being

included—something

we'd rather downplay,

if possible.

Original

fWHITE^
' 'MOUNTAIN'*
BREWERIES

Board of Directors Address/Phone || Mailing Address

Amber Muggs
Chief Executive Officer

Suds McKenzie
Vice President

Ruiz Coldone
Sales Director

Rex Stout

Production Director

1130 Hop Street

White Mountain, CO
93437-1130

210/897-9947

P.O. Box 1447

White Mountain. CO
93437-1447



A vertical orientation provides a column for company info that runs

the full length of the letterhead. Generous line and paragraph spac-

ing—made possible by the increase of available space—reduces

the cluttered feel. In fact, there's even room for the company

Web address!
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Redesigned

WHITE
MOUNTAIN
BREWERIES

Amber Muggs

Chief Executive Officer

Suds McKenzie

Via' President

Ruiz Coldone

Sates Director

Rex Stout

Production Director

1130 Hop Street

White Mountain, CO

93437-1447

210/897-9947

P.O. Box 1447

Wliite Mountain, CO

93437-1447

www.wmbreiv.com

The logo is framed by

white space.

Although the letter-

head still uses two

typefaces (not count-

ing the logotype),

decreasing the varia-

tion in type size gives

the text a more

unified look.

Instead of subheads,

small moon icons

(borrowed from the

logo) are used to

separate information.

___
w*
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Company Reports

The low-contrast, gray tone of typewritten materials often neutralizes

the effects of good writing, persuasive argument, and strong evidence.

The information in the report below might be unimpeachable—but

will employees stay awake long enough to read it?

Original

The limitation of a

single typeface and

type size makes it

difficult to show

relative importance.

A wide text column

doesn't lend itself to

speed-reading—an

important consider-

ation for business

people.

Awkward spacing of

data interrupts the

flow of reading.

r:

YEAR # UNITS SOLD

1965 1,000
1970 65,000
1975 220,000
1980 673,000
1985 1 ,220,000

CURRENT SNOOZE ALARM SALES

As stated previously, we believe that a high number of present users of snooze alarm
technology will want to own TardiSnooz. Current sales of snooze alarms have never
been higher, as the figures below show:

$ RETAIL

$ 12,000
430,000

2,800,000
5,900,000

11,760,000

A corresponding trend of employee tardiness has become evident, particularly in the
last ten years. In fact, some researchers believe that snooze alarms have indeed
played a large part in causing employee tardiness. According to Real Life
Information in Palo Alto, California, "Snooze alarm technology is largely responsible
for the dramatic rise in employee tardiness and late calls. Further, the
admonishment thrust upon the average employee, compounded by the guilt, feelings of

inadequacy and consequent resentment, creates an unresolved authority- figure
conflict , resulting in sharply decreased productivity. . . . One solution to this
problem is a mechanism whereby the employee can at least call in late with a feeling
of efficiency and accomplishment, instead of languishing in a commuter- frustrated
dissonance on his or her way to work."

Clearly, the above findings indicate the need for added features to snooze
technology. This, coupled with the fall in wholesale modem chip prices, could make
TardiSnooz our sale item of the decade.

PROJECTED TARDISNOOZ SALES

Based on a 1,000-piece consumer survey mailed last month (see attached data), we
found consumers receptive, and indeed eager, to pay the slightly higher price that

TardiSnooze would command. Below are projected sales figures, based on our survey:

PROJECTED TARDISNOOZ SALES

1990
1991
1992

1993
1994

# UNITS
PROJECTED

34,000

$ RETAIL

$ 430,000
970,000

2,400,000
3,700,000
2,200,000

4,450,000

81,000
239,000
310,000
228,000 (Break-

even)

1995 426,000
(Recession
Projected)

When you examine the above figures, and consider that all we have to do is add a $.93

modem chip to our present alarms, the conclusion is inescapable to all but the most

ardent critics that our company should move forward with plans to implement our new

"Tardi-Snooz" line of products. Accordingly, our current line of products should be

gradually and unobtrusively discontinued, with the intention of disavowing any
knowledge of these offerings at the beginning of the next fiscal year.



This design isn't very complex, but it demonstrates the variety of

options available to the desktop publisher, such as variations in type-

face and type size, screens, bleeds, rules, graphics, and reversed type.

The result is a high-contrast document that engages the reader's

interest.
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Redesigned

Snooze Alarm Sales 1965— 1985

$10,000

$5,000

$1,000

1965 1970 1975 1980 1985

Projected TardiSnooze Sales

1990 1991 1992 1994 1995

As stated previously, we believe that a high number of

present users of snooze alarm technology will want to own

TardiSnooz. Current sales of snooze alarms have never been

higher, as the figures at left show.

A corresponding trend of employee tardiness has become

evident, particularly in the last ten years. In fact, some

researchers believe that snooze alarms indeed played a large

part in causing employee tardiness. Real Life Information, a

statistical analysis firm located in Palo Alto, California, has

this to say about snooze alarm technology:

"Snooze alarm technology is largely responsible for

the dramatic rise in employee tardiness and late

calls. Further, the admonishment thrust upon the

average by the guilt, feelings of inadequacy and

consequent resentment, creates an unresolved

authority figure conflict resulting in sharply

decreased productivity.... One solution to this

problem is a mechanism whereby the employee can

at least call in late with feeling of efficiency and

accomplishment, instead of languishing in commuter-

frustrated dissonance on his or her way to work.

"

Clearly, the above findings indicate the need for added

features to snooze technology. This, coupled with the fall in

wholesale modem chip prices, could make TardiSnooz our

sale item of the decade.

Based on' a 1000-piece consumer survey mailed last

month (see attached data), we found consumers receptive,

and indeed eager to pay the slightly higher price that

TardiSnooze would command. The graph at left shows the

projected sales figures, based on our informal survey.

When you examine these figures, and consider that all we

have to do is add a $.93 modem chip to our present alarms,

the conclusion is inescapable to all but the most ardent

critics that our company should move forward with

implementing the new "Tardi-Snooz" line of products.

Accordingly, our current line of products should be gradually

and unobtrusively discontinued, with the intention of

disavowing any knowledge of these offerings at the

beginning of the next fiscal year.

Used consistently, the

gray sink will unify the

separate pages of the

report.

Important research

findings are set in

larger italic type,

to indicate their

importance.

A narrow text column

makes reading easier.

The text-based tables

have been replaced by

graphs, which show

trends more clearly.

L
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Surveys
Customers don't have to fill out surveys—the proprietor is asking for a

measure of indulgence on the customer's part, so it's vital to make the

process as simple as possible. The poorly-organized survey below

bounces back and forth between multiple-choice questions and fill-in-

the-blank questions, upsetting the reader's rhythm.

Original

"PLEASE TAKE A
FEW MOMENTS..."
is an appeal to the

customer, not a title.

Arranging multiple-

choice options in

three columns makes

browsing for the

desired answer

difficult.

The blanks following

Questions 3 and 8 are

too short to hold any

information—it would

be better to delete

them entirely.

The answer ranges in

Question 7 contain

some overlap—if a

customer visits the

shop twice a month,

should 1-2 or 2-3 to

be selected?

PLEASE TAKE A FEW MOMENTS TO
ANSWER THIS SURVEY

1

.

What is your primary reason for choosing Yummygummy doughnuts

when you want doughnuts?

J taste J texture J price

J location of store J service

2. How many doughnuts do you usually buy when you come to

Yummygummy Doughnuts?

1 J2-3 J half dozen

J full dozen J more than a dozen

3. What would you say is your favorite type of doughnut?

4. What would you say is your favorite beverage to drink when you're

eating doughnuts?

5. Do you ever go to other doughnut places?

yes, which ones?

If the answer is

6. Do you always get excellent service when you come to

Yummygummy Doughnuts? If the answer is no, what could be

improved?

7. How many times a month would you say that you visit

Yummygummy doughnuts?

0-1 J 1-2 J 2-3

3 3-4 _i 5 or more

8. Do you generally eat your doughnuts in the shop, or takeout?

9. Do you have any other comments that would help Yummygummy
Doughnuts better serve you?



Rephrasing all of the questions as multiple-choice makes the docu-

ment easier to complete. A two-column layout provides the needed

vertical room to "stack" the checkboxes.
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Redesigned

Customer Survey

Please take a few moments to complete this survey.

Your opinions and preferences are very important to us.

When you've finished answering the questions, please

fold the survey in half and deposit it in the wooden box

on the counter. Thank you for eating at Yummygummy!

What is yourprimary reasonfor choosing

Yummygummy Doughnuts?

D taste

texture

O price

location of store

service

How many doughnuts do you usually buy on a

visit to Yummygummy Doughnuts?

1

2-5

half a dozen

a full dozen

more than a dozen

What is yourfavorite type ofdoughnut?

D Old-fashioned

Honey glazed

Chocolate frosted

Cinnamon

Jelly

Other

What beverage do you like to drink with your

doughnuts?

Coffee

Milk

Water

Juice

Soda

Other .

None

yumm YCiummy
dougknuts

What other doughnut shops do you patronize

besides Yummygummy Doughnuts?

Greebley's Doughnuts

The Cop Corner

Glazes & Sprinkles

Other

No other doughnut shops

Haveyou ever had any ofthefollowing

problems with the service at Yummygummy

Doughnuts?

O Slow service

O Rude service

Mistakes with your order

Incorrect change

D Other

How many times a month do you visit

Yummygummy doughnuts?

a o-i

2-3

4 or more

Where do you generally eat the doughnuts you

orderfrom Yummygummy?

Inside the shop

G Outside the shop

Comments

A descriptive title and

the addition of the

company logo clearly

identify the purpose of

the document.

The instructions at the

top of the page tell

readers how to submit

their completed

surveys—an important

detail that was over-

looked in the original

document.

Questions and answers

are differentiated by

type style.

I
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Although computers are supposed to make document creation easier,

sometimes technology only seems to complicate matters. This is espe-

cially the case if you're using an untested technique or trying out new

hardware or software.

If you're working with color or digital photography, or if you plan to

work with a service bureau for high-resolution output, the advice in

this appendix may save you hours of frustration and a fair amount of

money, too.

Image Databases
Image databases help you keep track of lots of different graphics.

If you work with lots of graphic files, you may find that keeping track

of which images match which files can be a tricky process. Just as you

can use a conventional database to sort and track information, you

can use an image database to store a low-resolution screen image of

your high-resolution digital photos and illustration files. Some image

databases can show thumbnail views of groups of photos according to

your specific instructions.

You can also use an image database to track how frequently you use a

photo or illustration, as well as in which publications and situations.

While they are currently used for more high-end publications, image

databases are slowly becoming cheaper and easier to use, giving any

desktop publisher the capability to track and sort images quickly and

effectively.

Choosing The Right Paper
Paper plays a crucial role in how your documents appear.

High-end printing (especially if it involves photos or color) works best

on higher-quality papers at fairly high output resolutions. Coarse pa-

pers don't hold ink well enough to create the crisp definition needed

for high-resolution work. Finer papers hold ink more precisely, with

less bleeding, running, and spreading.

Another consideration is the difference between coated (glossy) paper

and uncoated (matte) paper. Publications that use lots of full-color

illustrations and photos tend to benefit from glossy paper. There's less

ink absorption, which yields more precise color reproductions. Then

again, the slick look of glossy paper is sometimes too commercial for

projects meant to reflect taste and refinement—uncoated paper

in subtle off-white, brown, or gray shades can lend a certain stately

authority to a document.
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The paper thickness is also important. Using paper that is too thin may
cause the inks to bleed through, wreaking havoc with type or images on
the other side of the page. You'll also want to match the thickness of

your paper to the format of your project—paper too stiff to bend is a

poor choice for a booklet that requires users to flip through the pages,

and business cards printed on onionskin command very little authority.

When planning your project's budget, the paper you intend to use is

an important consideration. Size, thickness, coating, texture, and other

factors, like availability and demand, can cause wide variations in

paper prices.

Finally, don't forget the possibilities—or the pitfalls—offered by colored

paper. It usually costs only slightly more than white paper, and the

difference in impact can be significant. Of course, it's not always appro-

priate—bright yellow paper certainly gets attention, but setting an entire

book in it is a surefire way to annoy your readers. Be aware of a given

color's common associations, and compare these with the mood or feel

you're trying to convey. If your document is long or text-intensive, you

should probably stick with good old-fashioned black-on-white—it's the

most readable color combination. (You'll notice I'm using it now!)

The Role Of A Service Bureau
Ifyou need your document printed at higher resolution than a laser printer

can provide, it's time to visit a service bureau.

Most desktop publishers can't afford to lump the cost of a $50,000

imagesetter to output their high-resolution documents. For typeset

quality output, it makes financial sense to use a service bureau.

Service bureaus vary widely in their prices and the amount of service

offered. The cheapest option is to visit a copy shop or a small print

house, but they generally only handle very small jobs, and their ser-

vice reps are less knowledgeable about prepress arcana. Dedicated

service bureaus feature experienced prepress technicians and state-of-

the-art equipment, but, as you'd expect, the prices quickly skyrocket.

To find the right service bureau, call up each prospective candidate's

customer service rep, and get answers to the following questions:

• What file formats does the service bureau require or prefer? You need to

make sure that your system and documents are compatible with

your prospective service bureau's standards. If they're not, don't

buy a bunch of new software and utilities to fit that service bu-

reau—shop around.
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Color Woes

A recent widespread glitch in the

separation software used by

many color printers is the inability

to separate TIFF files—unless you

save your color graphics in EPS

format, they print as black-and-

white. The problem will no doubt

soon be corrected, so this is less

a warning about TIFF files than it

is a general piece of advice: Be

thorough when questioning

prospective service bureau candi-

dates. Problems like the or

mentioned above are net

of things you want to find out

about after your document has

gone to press.

3u candi-

-
t the sorts

Get specific when asking for and providing information—relay the

names and version numbers of the software you intend to use, and

ask about the graphic file formats they support. The most common

formats for graphics are TIFF and EPS (all printers should be able to

support these).

• Can the service bureau make last-minute corrections? You should

know if your service bureau can make corrections for you and at

what cost, if you happen to spot small errors in your document

after it has already gone to press. The question will often depend

on the material you've provided—application files are editable,

while postscript files (copies of your document saved in electronic

format) and camera-ready copy usually are not. If the service

bureau you've chosen is using the same software as you are, it's

much more likely that they'll be willing and able to make small

corrections.

• What is the average turnaround time? If you've never used the service

bureau before, allow for some extra time. It usually takes a while

to iron out all the compatibility problems. Find out if they charge a

premium for rush service, and ask for the best method of submit-

ting jobs. If they use their own BBS, it may take a day or two to set

up an account and password for you on their system, and provide

you with the necessary communications software or configuration

instructions. Also, find out if they offer delivery—free or other-

wise—when the job is finished. These may seem like small

considerations, but when you're on a tight deadline, little details

like these can determine whether you squeeze under the wire or

miss by inches.

• How do they price their services? Do they charge per page, per hour,

or do they custom-quote each job? Depending on the nature of

your project, some schemes may yield lower prices than others.

It's probably safest to find at least two good candidates for service bu-

reaus, if your work is deadline-oriented. Service bureaus are hectic

places, frequently beset by equipment problems, unexpected delays,

and gigantic jobs that get dumped on them at a moment's notice.

Don't be too surprised if your usually trusty service bureau is unable to

promise the usual turnaround time for your latest job, due to unfore-

seen circumstances. If you've got the phone numbers and submission

specs of a few backup service bureaus on hand, you won't be caught

flat-footed.
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Greasing The Wheels
While it's tempting to blame every problem, delay, and unexpected

expense on your much-beleaguered service bureaus, the quality of

their service is usually directly dependent upon how thorough and

meticulous you've been when creating your files and supplying your

print specs. Here are a few guidelines that will improve the chances of

consistent, predictable results:

• Ask for help. Nobody knows everything about desktop publishing,

and there's no shame in asking your service bureau or printer for

advice on complex subjects, like scanning photos or defining elec-

tronic color trapping parameters. Actually, they'll probably be glad

to hear you bring it up. Print technicians don't always mention

every relevant issue to their customers, because they often find

themselves in the futile position of talking over their clients' heads.

• Remember, time is money. When large files take longer than usual to

print, you'll probably have to pay a surcharge for tying up a service

bureau's equipment. Rush jobs cost extra as well, so plan ahead.

• Streamline your documents as much as possible. Large files can cost you

time and money, so try to keep your files small. Don't use graphics,

especially photos, digitized at a higher resolution than necessary

—

you'll just be wasting time processing image information you don't

need. Likewise, don't use giant photos cropped to small sizes. Using a

graphics program, crop graphics to the size you need.

Also, if your layout program has a pasteboard (an off-the-page

storage area for graphics and textblocks), delete everything on it

before submitting the application file. Don't bloat your files with

graphic elements that don't even show up on the finished output.

• Run the numbers. There are plenty of equations and rules that can

guide you through esoteric calculations, such as how many steps

to put in a graduated blend or at what resolution to scan a photo.

Check with your service bureau early in the design process, and

follow their instructions.

• Mention special requests and possible problem areas as early as possible.

If you want all the photos in your document to be set as duotones,

for instance, don't wait until the files are in their hands to mention

it. The earlier you learn their requirements and preferences, the

easier it is to conform to them. Likewise, if one of your graphics is

in an unconventional format, ask about compatibility in ad-

vance—don't just wait and see what happens.
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These tips basically boil down to accepting a measure of responsibility

in the production of your document. Avoid dismissing concerns and

small details with the haughty declaration of, "That's their problem."

When they're unable to meet your deadline as a result, it quickly be-

comes your problem.

Getting Files From Here To There
Formerly—say, about 10 years ago—nearly all design jobs were sub-

mitted to service bureaus on diskettes, either by hand-delivery or snail

mail. Nowadays, there are a number of online options as well. Many

printers have private bulletin board services (BBSes) where you can

post submissions. Most bureaus require you to set up an account with

them, complete with password, before you're granted access. Jobs can

also be sent as email attachments, though some sort of encoding is

usually necessary to avoid the files becoming corrupted as they travel

the information superhighway.

However you choose to submit your material, it's important to include

everything your printer needs. Service bureaus generally accept either

application files or postscript files. (If postscripts are required, make

sure you get detailed specs from the service bureau—there are a lot of

possible options to consider, and the slightest inconsistency can result

in unreadable files.) Sometimes

—

not always—postscript files will con-

tain embedded fonts and graphics, obviating the need to send copies of

these support files to the printer. More often, though, you'll need to

send everything. For example, if your file uses 2 typefaces, 12 pieces of

clip art, and 5 scanned photos, you'll have 20 items to send to your

service bureau (1 document file, 2 font folders, 12 clip-art files, and 5

photo files). Fortunately, most layout software will automatically move

all the files necessary for printing to a specified spot on your hard disk,

if you request it. (That sure beats trying to remember all those pesky

file names—why did you name that file flubadub.tif, anyway?)

Incidentally, even if you're using a font that the printer probably al-

ready has (can you say, "Helvetica?") it's a good idea to send your

copy to the printer anyway. Their copy of the font might have a differ-

ent version number. It's even possible that, despite the identical name,

their copy of the font was produced by a different manufacturer. (This

is especially likely for fonts based on old printer's characters, like

Garamond. Nearly every major font company produces its own

slightly different version of Garamond.) Unless the printer is using the

exact same fonts to output the document that you used to lay it out,
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slight differences in character width and kerning pairs can cause your

text to reflow. Don't take chances—include everything.

Color Printing

Color printing, particularly four-color process printing, is extremely

tricky, and a lot of things can go wrong. The following tips and tech-

niques will help you avoid making some of the more frustrating

mistakes. For more good advice, consult the "Color Caveats" section at

the end of the Do It In Color section.

How Four-Color Printing Works
Four-color processing breaks each color in your document down into

percentages of four component colors: cyan (a light blue), magenta (a

pinkish purple), yellow, and black—referred to collectively as CMYK. A

plate is generated for each ink color, and the inks are applied to the

same sheet of paper—one after the other—as the sheet passes through

the rollers. Imagine a photo of a grassy hillside. The cyan and yellow

plates would show the hill quite distinctly (cyan and yellow create

green shades when mixed), while the magenta and black plates would

show very little of the hill (most greens don't use much of either color).

As you can imagine, getting the four ink applications to match up

exactly is a little tricky. Paper, printing plates, and rollers can all slip

out of alignment. If a single element isn't perfectly aligned with the

others, your colors will print out of registration, with extremely ugly

results. (Actually, the end result is not unlike those horrible old 3D

posters that, when viewed with special glasses, showed Superman piv-

oting ineffectually back and forth. It's a look you should try to avoid,

if possible.)

The Color Trap

Slight registration errors can be covered up with trapping.

Trapping is the process of determining how much overlap or spacing to

leave between color elements to compensate for slight problems with

alignment.

While trapping has traditionally been handled by the printer on a

given job, most desktop publishing and illustration packages provide

some means of electronic trapping control. As with most other aspects

of color prepress and printing, the details of this process vary widely.

Poor trapping can be worse than no trapping at all, so it's best to con-

sult your service bureau on the best way in which to proceed. If you
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decide to use your layout software's controls, make sure you know

what you're doing, and consult the manual frequently

Preparing Spot Color For Printing

Printing spot-color work is only slightly more involved than printing

single-color work, but it requires that you plan and set up your docu-

ment carefully. Your second color needs to be defined in your layout

software's color palette and used consistently throughout. For instance,

don't ever use process colors to simulate your spot color. Apply the

actual spot color to each desired element.

You can print a spot color document in two ways. A separation proof

creates two pages of output for each single page in your electronic docu-

ment: one page showing all the black items and another showing the

spot color items. A composite proof puts both colors on a single page,

showing you how the final product will look. (Of course, unless you're

using a color printer, your color elements will be rendered as grays.)

As with full-color documents, trapping is a concern, although it's less

troublesome because there are only two plates to worry about. Discuss

your options with your service bureau. Usually, the technicians will

elect to handle the trapping issues themselves.

Color Matching
Color matching is the process by which the colors you choose for your

computer-generated documents are matched to existing color stan-

dards. (It also refers to the process in which the final printed product is

checked against a set of standard colors, as a final safeguard against

inaccurate reproductions.)

There are a number of color matching standards. The most widely

used is the Pantone Matching System (also known as PMS—obviously

the inventors weren't thinking too clearly when they named it). The

Pantone system uses a swatch palette and an electronic color library to

match colors with standard inks that printers use. Many other color

matching systems besides Pantone are available; however, one of the

prerequisites for your service bureau should be the use of a system

you're comfortable with. Try not to flip back and forth between sys-

tems, or it will become nearly impossible to ensure consistency and

quality. Your specific software package, color choices, and production

and printing methods should play a major role in determining which

matching system you choose. As always, consult your software manu-

als and your friendly neighborhood service bureau.
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Happily, the disparity between color on the computer and color off

the press is shrinking every day. Although they're still too expensive

to be widespread, color calibration techniques have been developed to

compensate for the differences between computer-generated and

printed colors. Most desktop publishing programs include rudimen-

tary color calibration utilities, but, for truly effective calibration, you

currently still need special hardware and software devices. Well,

maybe some day....

IL
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Colored paper, 271

Column spacing, 226

Columns, 28-31

Company reports, 209-211, 264-265

Composite proof, 276

Compound charts, 105-106

Compressing type, 69

Concept checklist. See Design concepts.

Consistency, 11-12, 14

Continuing articles on other pages, 45-46

Contrast, 12-14, 239

Copyright laws, 94

Counter, 51

Coupons, 221. See also Response devices.

Cropping, 130-131

Cutaway product drawings, 107

Cutaways, 94

D
Descender, 51

Design concepts

attention to detail, 18

consistency, 11-12, 14

contrast, 12-14

direction, 10-11

proportion, 9-10

relevance, 7-9

restraint, 17-18

total picture, 15-17

Design pitfalls, 223-242

box-itis, 229

buried heads/subheads, 228

claustrophobic borders/boxes, 227

contrast, lack of, 239

cramped logos/addresses, 236-237

exaggerated tabs/indents, 235

excessive hyphenation, 236

floating heads/subheads, 229

graphic gimmickry, 240

inappropriate column spacing, 226

irregularly shaped text blocks, 230

jumping horizons, 227

misaligned elements, 238-239

overly detailed charts, 228

rivers of white space, 224-225

rotated type, overuse of, 231

rule-itis, 229-230

shoehorning, 240-241

similar typefaces, 231

similar visuals, 237

special effects, unnecessary, 239-240

too many typefaces, 238

too much gray, 241

trapped white space, 225

underlining, 232

unequal spacing, 233-235

whispering headlines, 226

widows/orphans, 232-233

Details, 18-20

Diagrams, 106-110

Digital image editing, 134

Dingbat sets, 99

Direction, 10-11

Display text, 56-57

Distribution media

evaluation checklist, 161-162

newsletters, 140-150

newspapers, 157-161

tabloids, 150-156

Dominant photos, 126

Double-spacing after periods, 71

Downrules, 78

Draw programs, 101-102

Drop shadows, 85

Drops, 76-77

Em dash, 71

Empty columns, 30

Envelopes, 204

EPS format, 100

Errors. See Design pitfalls.

Examining proofs, 20-21

Examples. See Redesign.

Fax cover sheets, 207-208, 211

Filling type, 70

Floor plans, 107

Flow diagrams, 106-107

Flush left/ragged right alignment, 59
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Flush right/ragged left alignment, 61

Flyers, 192-193, 196, 256-259

Font, 51

Font families, 51-52

Footers, 42-43

Footprint, 55

Force justification, 61

Forms, 221. See also Response devices.

Four-color printing, 275

Full-page ads, 177-178

Galleys, 20

Getting started, 3-21

design concepts, 7-20

design without technological trappings, 6-7

examining proofs, 20-21

planning/experimenting, 5-6

understanding your message, 4-5

Glossy paper, 270

Gradient fill, 86

Graphic design, building blocks. See Page features.

Graphic gimmickry, 240

Gray space, 74, 241

Grids, 25-28

Gutters, 32

charts/diagrams, 103-100

clip art, 95-97

dingbat sites/picture fonts, 99

errors/pitfalls, 237

exotic (fancy) techniques, 116-120

information graphics, 102-113

manipulating, 100-102

maps, 113

photographs, contrasted, 92-93

presentation/placement, 113-116

ready-made art, 94-100

screen captures, 112

tables, 110-112

tips, 93

tone, 92

Image databases, 270

Impressers, 185

Indents, 63-65, 235

Information graphics, 102-113

Italic type, 53

Jumping horizons, 227

Jumplines, 45-46

Justified alignment, 59-60

Justify last line, 61

H K
Headers, 42-43

Headlines, 33-36

errors/pitfalls, 226, 228, 229

font type, 173

newsletters, 146-147

newspapers, 157-158

small ads, 172-174

Helvetica Black, 55

Helvetica Light, 55

Hyphenation, 236

Illustrations, 91-120

advantages, 94

background textures/patterns, 98

building blocks, 120. See also Page features.

Kerning, 61-63

Kickers, 37

Large caps, 54

Laser printers, 151, 180

Leading, 65-66

Letterhead

before-and-after examples, 262-263

components, 198

contact information, 200-201

envelopes, 204

evaluation checklist, 210

logos, 199-200

message area, 202-203

mottos, 201-202



282 Line charts

Line charts, 105

Line diagrams, 94

Line spacing, 65-66

Linear gradient fills, 86

Lines of force, 127

Logical sequence of events, 10-11

Logos, 46-47

advertisements, and, 175

before-and-after examples, 260-261

letterheads, and, 199-200

newsletters, and, 144

pitfalls/errors, 236-237

M
Magazine ads, 180

Maps, 113

Margins, 32-33

Menus, 193-196

Misaligned elements, 238-239

Mistakes. See Design pitfalls.

Mug shots, 130

Multiphoto layouts, 126

N

.

Nameplates, 46, 248

Newsletters, 140-150

before-and-after examples, 246-247

credits, 145

distribution, 149-150

evaluation checklist, 161-162

headlines, 146-147

lead-ins, 148-149

logo, 144

mailing information, 144-145

multiple folds, 150

nameplate, 141-143

page size, 149

photos of authors, 145

publication information, 144

self-mailers, 149

table of contents, 147-148

teasers, 147-148

Newspapers, 157-162

advertisements, 161, 180

evaluation checklist, 162

headlines, 157-158

jumplines, 160-161

photographs, 159

teasers, 159-160

Non-text fonts, 99

Optima, 56

Order forms, 190-191, 196, 214

Organizational diagrams, 106

Organizational tools. See Tools of organization.

Orphans, 232-233

Outline, 54

Page features, 73-89

bleeds, 87-89

borders, 81-82

boxes, 83-85

drop shadows, 85

rules, 78-81

screens, 86-87

sinks, 76-77

vertical white space, 77-78

white space, 74-75

Page organizers

columns, 28-31

grids, 25-28

gutters, 32

margins, 32-33

Pantone matching system (PMS), 276

Paper, 270-271

Paragraph spacing, 63-65

Path-set text, 70

Pencil-and-paper sketching, 5-6

Perfect binding, 32

Periods, double-spacing after, 71

Photographs, 121-136

advantages, 122-123

authors, of, 145

bleeds, and, 88

brightness, 125, 133

captions, and, 40-42

clarity, 124

columns, and, 30-31
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contrast, 125, 133

cropping, 130-131

design concepts/conventions, 126-129

dominant photos, 126

elements of good photos, 123-124

enlarging/reducing, 132

errors/pitfalls, 237

ethics, 136

flipping/flopping, 132

focus, 124

horizon, 128-129

illustrations, contrasted, 92-93

inherent direction (balance), 128-129

lines of force, 127

newspapers, and, 159

permissions, 136

sequence of still photos (sense of movement),

129

silhouetting an image, 134

special effects, 119, 134-135

technical aspects, 124-125

touch-up work, 134

Picas, 57

Picture fonts, 99

Pie charts, 103-104, 228

Pitfalls. See Design pitfalls.

Plastic spiral bindings, 32

PMS. See Pantone Matching System.

Points, 57

Prepress tips/techniques, 269-277

color printing, 275-277

four-color printing, 275

image databases, 270

paper, 270-271

service bureaus, 271-275

spot-color work, 276

Printed news media. See Distribution media.

Process diagrams, 106-107

Product sheets, 186, 191-192, 196

Project purpose/environment, 4-5

Proofreading, 20

Proportion, 9-10

Pull quotes, 43-44

Q
Quotation marks, 72

R
Radial gradient fill, 86

Ready-made art, 94-100

Redesign, 243-267

advertisements, 249-252

brochures, 252-253

business cards, 260

catalogs, 254-255

company reports, 264-265

flyers, 256-259

letterheads, 262-263

logos, 260-261

nameplates, 248

newsletters, 246-247

surveys, 266-267

Response devices, 213-221

addresses/phone numbers, 220

coupons, 221

evaluation checklists, 221

instructions, 215-216

response area, 216-217

tables, 218-220

titles, 214-215

Restaurant menus, 193-196

Restraint, 17-18

Resumes, 208-209, 211

Reversing type, 67-69

Ring binding, 32

Rotating type, 69-70, 231

Rules, 78-81, 239-240

Sales materials, 181-196

advertisements, contrasted, 182

brochures, 183-187

catalogs, 187-190

design considerations, 182

evaluation criteria, 195-196

flyers, 192-193

menus, 193-195

order forms, 190-191

product sheets, 191-192

Sans serif, 33, 51

Screen captures, 112

Screening type, 68

.
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Screens, 86-87

Script fonts, 57

Self-mailers, 149

Separation proof, 276

Serif, 33, 51

Service bureaus, 271-275

Shadow, 54

Shoehorning, 240-241

Sidebars, 44

Signature, 149

Silhouetting an image, 134

Sinks, 76-77

Small ads, 164-176

Small caps, 54

Smart quotes, 72

Spell-checking, 20

Spot-color work, 276

Stacked bar charts, 104

Starting up. See Getting started.

Stretching type, 69

Styles, 48, 140

Subhead styles, 140

Subheads, 37-40, 228, 229

Surveys, 221, 266-267. See also Response devices.

Tables, 110-112

Tabloids, 150-156

advertisements, 154-156

back cover, 153-154

consistency, 150

evaluation criteria, 162

front cover, 151-152

inside pages, 152-153

laser printers, and, 151

page size, 150

Tabs, 63-65, 235

Tangible borders, 81

Teasers

brochures, 184

newsletters, 147-148

newspapers, 159-160

Tell-all brochures, 184

Text organizers

bullet lists, 45

captions, 40-42

headers/footers, 42-43

headlines, 33-36

jumplines, 45-46

kickers, 37

logos, 46-47

nameplates, 46

pull quotes, 43-44

sidebars, 44

subheads, 37-40

Three-column photo, 31

Thumbnail proofs, 20-21

TIFF files, 100, 272

Tiling feature, 151

Timelines, 106-107

Tools of organization, 23-48

bullet lists, 45

captions, 40-42

columns, 28-31

grids, 25-28

gutters, 32

headers/footers, 42-43

headlines, 33-36

jumplines, 45-46

kickers, 37

logos, 46-47

margins, 32-33

nameplates, 46

page organizers, 24-33

pull quotes, 43-44

sidebars, 44

styles, 48

subheads, 37-40

text organizers, 33-47

Tracking, 61-63

Trapping, 275

Trim size, 32

Two-and-a-half-column photo, 31

Two-column photo, 30

Two-page spreads, 15-17

Type size, 57-59

Type style, 52-54

Type weight, 54-55

Typeface, 51

Typewriter conventions, 7

1

Typographers' quotes, 72
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Typography, 49-72

alignment, 59-61

body text, 55-56

display text, 56-57

errors/pitfalls, 231, 238

filling type, 70

kerning/tracking, 61-63

line spacing, 65-66

paragraph spacing/tabs/indents, 63-65

point/pica scheme, 57

presentation, 57

quotation marks, 72

reversing/screening type, 67-69

rotating type, 69-70

setting type along a path, 70

special fonts, 57

special type effects, 67-71

stretching/compressing type, 69

terminology, 51

type size, 57-59

type style, 52-54

type weight, 54-55

typewriter conventions, 71

word spacing, 62-63

U
Unbolded serif fonts, 59

Unboxed elements, 83

Uncoated paper, 270

Underlining, 54, 232

Unequal spacing, 233-235

Unstyled text, 48

V
Vertical white space, 77-78

W
White space, 74-75, 224-225

Widows, 232-233

Word spacing, 62-63

X
X-height, 50

Z
Zapf Dingbats, 99
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Learn what works, what doesn't, and why
Design software can be easily purchased, but where can you buy design expertise? The powerful tools,

features, and options provided by your page layout program or word processor can be more overwhelming

than intriguing if you don't know when and where to apply them.

Looking Good in Print, the most widely used design companion for desktop publishers, will give you the

guidance you need. You'll learn how to use the basic elements of design—typography, basic accents,

illustrations, photographs, and color—to achieve the special effects you want. Then, you'll apply your

newfound knowledge to creating specific documents such as newsletters, advertisements, brochures,

menus, letterheads, business cards, resumes, forms—whatever your heart desires (or boss requires).

Whether you use a PC or a Mac, and regardless of whjch software you prefer, Looking Good in Print is

your indispensable creative guide.
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look with

advanced
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Roger C. Parker is a desktop publishing design trainer and bestselling author of 1 3 computer books.

He has worked as a consultant, contributing editor, and columnist, leading seminars throughout the

United States and Australia. Currently, he acts as president of The Write Word, an advertising firm in

Dover, New Hampshire.

Look for these other Creative Professionals titles:

Looking Good in Print has been turning

design novices into professionals for over ten

years. This fully revised and updated fourth

edition, featuring over 200 new examples, will

teach you how to:

• Direct the reader's eye exactly where you

want it to go.

• Select typefaces that "fit" your document, and

size them and space them in dynamic ways.

• Choose appropriate illustrations and

photos, and position them on the page for

maximum effect.

• Use your software's organizational features to

make your designs more consistent and easier

to produce.

• Save yourself time, money, and aggravation

when dealing with service bureaus.

• Create impressive newsletters, ads, brochures,

letterhead, flyers, business reports, and more!

• Make knowledgeable decisions about service

bureaus, color lasers, and printing with color.
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