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Welcome to The Non-Designer'’s Design & Type Books, Deluxe Edition.

This is a collection of two complete books: The Non-Designer's Design Book,
Third Edition and The Non-Designer’s Type Book, Second Edition.

The Non-Designer’s Design Book has been in print since 1994, and ['ve been
amazed as I've watched its progress. The four simple principles embodied

in it have been responsible—I've been told—for changing lives, saving marriages,
getting jobs, changing careers, developing businesses, and discovering hidden
talents and passions. As well as making things look better. Wow. ['ve seen the
principles described on blogs, explained on the web sites of print shops, written
about in magazines, included in other books—often without credit to me. But
that’s okay. As Chaucer said, “Go, little book’

This is the first edition of the book that is in color. The cost and trouble of color
printing has been spectacularly reduced, and rare is the home or ofhice that
doesn't have a color printer. So I've added a chapter about the color wheel,

a magical tool that simplifies color choices, and redesigned all of the examples
with color. I hope you find it helpful.

The second half of T/ie Non-Designer’s Design Book is about designing with type;
specifically, how to choose several typefaces that work together. I include

the type information because if a printed piece doesn't have type on it, it's not
graphic design. Typography is the foundation of all graphic design.

So the type information segues into the next book, The Non-Designers Type
Book, which is filled with practical, usable information about how to create
professional-level typography. I am astounded at the high-level pieces I see, such
as full-page ads in slick magazines or commercials on television, that have an
ignorant use of type. Where did those highly paid designers study where they
didi’t learn how to make a real apostrophe? I find myself hollering at the ads,
“Hang those quotation marks! Stop hitting two Returns between paragraphs!
Why are you still putting two spaces after periods?”

Sorry.

But there’s just no excuse anymore. And now that we live in a world where every-
one has become more visually aware, every one of us must rise to the occasion.
Using the design and typographic principles outlined in these two books, your
work will not only look better, but it will, in the very process, communicate more
clearly. And clear communication can make the whole world happier.

With a smile, .
@W—_WM 3



The Non-Designer’s Design & Type Books, Deluxe Edition

ROBIN WILLIAMS

NOTE: This edition is a collection of these two books:
The Non-Designer’s Design Book, Third Edition, 1SBN 10: 0-321-53404-2, ISBN 13: 978-0-321-53404-0
The Non-Designer’s Type Book, Second Edition, 1ISBN 10: 0-321-30336-9, ISBN 13: 978-0-321-30336-3

The Non-Designer’s Design Book, Third Edition, is the first book in this combined volume. The index
for The Non-Designer’s Design Book immediately follows the text and begins on page 212.

The Non-Designer’s Type Book, Second Edition, follows The Non-Designer’s Design Book, beginning
after page 216 at the gray thumbtab. Note that this book’s pages are numbered separately, and its index
begins on page 231 at the very back of the book.

©2008 by Robin Williams

Peachpit Press

1249 Eighth Street
Berkeley, California 94710
510.524.2178

510.524.2221 FAX

Interior design: Robin Williams
Production: Robin Williams
Editor: Nancy Davis

Cover design
and production: John Tollett

Prepress: David Van Ness

Peachpit Press is a division of Pearson Education.
Find us on the web at www.Peachpit.com.

To report errors, please send a note to errata@peachpit.com.

Notice of rights

All rights reserved. No part of this book may be reproduced or transmitted in any form or by any
means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written per-
mission of the publisher.For information on obtaining permission for reprints and excerpts, please
contact permissions@peachpit.com.

Notice of liability

The information in this book is distributed on an “as is” basis, without warranty. While every precau-
tion has been taken in the preparation of this book, neither the author nor Peachpit Press shall have
any liability to any person or entity with respect to any liability, loss, or damage caused or alleged to

be caused directly or indirectly by the instructions contained in this book or by the computer software
and hardware products described herein.

ISBN 13: 978-0-321-53405-7
ISBN 10: 0-321-53405-0

1009 8 7 6 5 4 3 2 1

Printed and bound in the United States of America






























mnl-‘,SIGN PRINCIPLES

Is this book
for you?

This book is written for all the people who need to design pages, but have
no background or formal training in design. [ don’t mean just those who are
designing fancy packaging or lengthy brochures—I mean the assistants whose
bosses now tell them to design the newsletters, church volunteers who are
providing information to their congregations, small business owners who are
creating their own advertising, students who understand that a better-looking
paper often means a better grade, professionals who realize that an attractive
presentation garners greater respect, teachers who have learned that students
respond more positively to information that is well laid out, statisticians
who see that numbers and stats can be arranged in a way that invites reading

rather than sleeping, and on and on.

This book assumes you don't have the time or interest to study design and
typography, but would like to know how to make your pages look better.
Well, the premise of this book is age-old: knowledge is power. Most people
can look at a poorly designed page and state that they don't like it, but
they don’t know what to do to fix it. In this book I will point out four basic
concepts that are used in virtually every well-designed job. These concepts
are clear and concrete. If you don't know what’s wrong with it, how can
you fix it? Once you recognize the concepts, you will notice whether or
not they have been applied to your pages. Once you can name the problem,
you can find the solution.

This book is not intended to take the place of four years of design school.
[ do not pretend you will automatically become a brilliant designer after
you read this little book. But I do guarantee you will never again look at a
page in the same way. [ guarantee if you follow these basic principles, your
work will look more professional, organized, unified, and interesting. And

you will feel empowered.

With a smile, ’
@VN
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Joshua Tree
Epiphany

This short chapter explains the four basic principles in general, each of
which will be explained in detail in the following chapters. But first [ want
to tell you a little story that made me realize the importance of being able
to name things, since naming these principles is the key to having power
over them.

Many years ago | received a tree identification book for Christmas. I was
at my parents’ home, and after all the gifts had been opened I decided to
go out and identify the trees in the neighborhood. Before I went out, I read
through part of the book. The first tree in the book was the Joshua tree
because it only took two clues to identify it. Now, the Joshua tree is a really
weird-looking tree and I looked at that picture and said to myself, “Oh, we
don't have that kind of tree in Northern California. That is a weird-looking
tree. | would know if I saw that tree, and I've never seen one before.”

So I took my book and went outside. My
parents lived in a cul-de-sac of six homes. Four
of those homes had Joshua trees in the front
yards. I had lived in that house for thirteen
years, and I had never seen a Joshua tree. |
took a walk around the block, and there must
have been a sale at the nursery when everyone
was landscaping their new homes —at least 80
percent of the homes had Joshua trees in the
front yards. And I had never seen one before!

Once | was conscious of the tree—once |

could name it—I saw it everywhere. Which
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The four basic principles

The following is a brief overview of the basic principles of design that
appear in every well-designed piece of work. Although I discuss each one
of these principles separately, keep in mind they are really interconnected.
Rarely will you apply only one principle.

Contrast

The idea behind contrast is to avoid elements on the page
that are merely similar. 1f the elements (type, color, size, line
thickness, shape, space, etc.) are not the same, then make
them very different. Contrast is often the most important
visual attraction on a page—it’s what makes a reader look

at the page in the first place.

Repetition

Repeat visual elements of the design throughout the piece.
You can repeat colors, shapes, textures, spatial relation-
ships, line thicknesses, fonts, sizes, graphic concepts, etc.
This develops the organization and strengthens the unity.

Alignment

Nothing should be placed on the page arbitrarily. Every
element should have some visual connection with another
element on the page. This creates a clean, sophisticated,
fresh look.

Proximity

Items relating to each other should be grouped close
together. When several items are in close proximity to each
other, they become one visual unit rather than several
separate units. This helps organize information, reduces
clutter, and gives the reader a clear structure.

Umm...

When gathering these four principles from the vast maze of design theory,
I thought there must be some appropriate and memorable acronym within
these conceptual ideas that would help people remember them. Well, uh,
there is a memorable— but rather inappropriate— acronym. Sorry.






Proximity

Very often in the work of new designers, the words and phrases and graphics
are strung out all over the place, filling corners and taking up lots of room
so there won't be any empty space. There seems to be a fear of empty space.
When pieces of a design are scattered all over, the page appears unorganized
and the information may not be instantly accessible to the reader.

Robin’s Principle of Proximity states that you group related items together,
move them physically close to each other so the related items are seen as one
cohesive group rather than a bunch of unrelated bits.

Items or groups of information that are rot related to each other should not
be in close proximity (nearness) to the other elements, which gives the reader
an instant visual clue to the organization and content of the page.

A very simple example illustrates this concept. In the list below, on the
left side, what do you assume about all those flowers? Probably that they
have something in common, right? In the list below-right, what do you
assume? It appears that the last four flowers are somehow different from
the others. You understand this instantly. And you understand it without
even being conscious of it. You know the last four flowers are somehow
different because they are physically separated from the rest of the list.
That’s the concept of proximity—on a page (as in life), physical closeness
implies a relationship.

77/1g Flecwess 77/1g Flecwwess

Marigold Marigold
Pansy Pansy
Rue Rue
Woodbine Woodbine
Daisy Daisy
Cowslip Cowslip
Sl Carnation
Primrose :
Violets anrose
Violets typefaces

Pink Pink Spring Wrgulan
Formata Light
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Shown below is a typical newsletter flag (sometimes called masthead). How
many separate elements are in this piece? Does any item of information

seem related to any other, judging from the placement?

Take a moment to decide which items should be grouped
into closer proximity and which shoutd be separated.

SWEET SWAN SOCIETY
AMUSING, PECULIAR, EDUCATIVE ... Vol. 26. No. 9

THE SHAKESPEARE PAPERS [

Oct. 2012 nd Ita

The two items on the top left are in close proximity to each other,
implying a relationship. But should these two have a relationship? s it
the Society that's amusing and peculiar, or “The Shakespeare Papers™?

How about the volume number and date? They should be close together
since they both identify this particular issue.

In the example below, the proper relationships have been established.

Tl*ne Shalzespeare Papers

Amusing, peculiar, educative . . .

Sweet Swan Society
Volume 26 » Number 9 * October 2012

Notice | did a couple of other things along the way:

| changed everything from all caps to lowercase with
appropriate capitats, which gave me room to make the
titte bigger and stronger.

| changed the corners from rounded to straight, giving the
piece a cleaner, stronger Look.

| enlarged the swan and overlapped the edge with it. Don't
be a wimp.

Because the text is going to drop out of the dark background,
| changed the small font to Trebuchet so it wouldn't fall apart
when printed.

Palatino Light
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Sometimes when grouping items into close proximity, you need to make
some changes, such as in the size or weight or placement of text or graphics.
Body copy (the main bulk of reading text) does not have to be 12 point!
Information that is subsidiary to the main message, such as the volume
number and year of a newsletter, can often be as small as 7 or 8 point.

gﬁcsf gfcidag Club
“(Oinfer Reading chedule

Friday November 1 at 5 p.m. Cymbeline
In this action-packed drama, our strong and true
heroine, Imogen, dresses as a boy and runs off
to a cave in Wales to avoid marrying a man she
hates.

Friday, December 6, 5 p.m. The Winter's Tale
The glorious Paulina and the steadfast Hermione
keep a secret together for sixteen years, until the

Delphic Oracle is proven true and the long-lost

daughter is found.

All readings held at the Mermaid Tavern,
Grand Hall. Sponsored by the Community Educa-
tion Program. Tickets $10 and $8
For ticket information phone 555-1212
Also Friday, January 3 at 5 p.m. Twelfth Night
Join us as Olivia survives a shipwreck, dresses as
a man, gets a job, and finds both a man and a
woman in love with her.

typefaces

Slana Jlicole

Formata Regular

Not only is this page visually boring (nothing pulls your
eyes in to the body copy to take a look), but it is difficult
to find the information—exactly what is going on, where is
it happening. what time is it at, etc. It doesn't help that the
information is presented inconsistently.

For instance, how many readings are in the series?
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The designer’s intention with this dance postcard was probably to create
something fun and energetic, but at first glance, can you tell when and
where the classes are happening?

Free Teat Free SCOT)egr
Learn to Dance! Prizest

Hip Yop Salsa Clow?) Funk

Tango Bomba Saturdy,,; Quickstep

ngtpot 9 3
. 10
109 Jive Lane Mambo Lmd‘iY v

Sse C, Cha Chg Kromp

S
@p, s
Do

Bolero

o
St
Rosetta Dance Studio v %@\0%

By using the principle of proximity to organize the information (as shown
below), we can communicate immediately who, what, when, and where.
We don't run the risk of losing potential customers because they give up
searching through the vast field of slanted text.

Don't feel like you have to somehow portray “dancing” (in this case)
through your design. At this point, if your choice is between clear
communication or amateur design, choose clear communication.
Upgrading your design skills is a gradual process and begins with
clear communication.

Learn to Dance!

Rosetta Dance Studio ¢ 109 Jive Lane ¢ Satordays 9a.m. to 3 p.m.

Smooth Rbythm Street Social

Jaltz Cha Cha Hip Hop East Coast Swing
Tango Rumba Kromp West Coast Swing
Foxtrot Bolero Funk Lindy Hop
Quickstep  Mambo Clown Salsa

With or withovut a partner!
PrizesY Free Tea and Scones!

typeface

Jiggery Pokery
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Group the items that have relationships. If there are areas on the page
where the organization is not perfectly clear, see if items are in proximity
that siouldn’t be. Use the simple design feature of space to make the
page not only more organized, but nicer to look at.

Want to be an

UNDERSTANDER?

How'd you like to . . .
understand every word and every
nuance in a Shakespeare play?

Can you imagine . . .
going to see a play performed and actually
understanding everything that's going on?

What if you could. . .

laugh in the right places in a play.
cry in the right places, boo and hiss
in the right places?

Ever wanted to . ..

talk to someone about a Shakespearean play
and have that person think you know what
you're talking about?

Would you like to . . .

have people admire and even esteem you
because you know whether or not Portia
cheated her father by telling Bassanio
which casket to choose?

It’s all possible!
Live the life you’ve dreamed about—
be an Understander!

For more 1info on how to wisen up and start your
new life as an Understander. contact us right away: typefaces
1.800.555.1212

Ben@TheUnderstanders.com Clarendon

Bold, Roman,
and Light

If | do just one thing to this piece, if | move the headlines closer
to their related paragraphs of text, several things happen:

The organization is clearer.
The white space is not trapped within elements.
There appears to be more room on the page.

| also put the phone and email address on separate lines—but grouped
together and separated—so they’ll stand out as important information.

And you probably noticed that | changed the centered alignment to
flush left (that's the principle of alignment, as explained in the next
chapter), which created more room so | could enlarge the graphic.
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Proximity is really just a matter of being a little more conscious, of doing
what you do naturally, but pushing the concepta little further. Once you
become aware of the importance of the relationships between lines of
type, you will start noticing its effect. Once you start noticing the effect,

you own it, you have power over it, you are in control.

Gertrude’s Piano Bar

STARTERS:

GERTRUDI'S FAMOUS ONION LOAF - 8

GAZPACHO OR ASPARAGUS-SPINACH SOUP -7
SUMMER GARDEN TOMATO SALAD -8

SLICED VINE-RIPENED YELLOW AND RED
TOMATOES WITH FRESH MOZZARELLA AND BASIL
BALSAMIC VINAIGRETTE

HAMLET'S CHOPPED SALAD -7

CUBED CUCUMBERS. RADISHES. AVOCADO.
TOMATOES. JARLSBERG CHEESE. AND ROMAINLE
LEAVES TOSSED IN A LIGHT LEMON VINAIGRETTE
CAESAR SALAD -7

HOUSE-MADE DRESSING, PARMESAN AND
CROUTONS

CARIBBEAN CEVICHE - 9

LIME-MARINATED BABY SCALLOPS WITH RED
PEPPER, ONIONS, CILANTRO. JALAPENOS, AND
ORANGE JUICE

SHRIMP COCKTAIL - 14

FIVE LARGE SHRIMP WITH HOUSE-MADE COCKTAIL
SAUCE

ENTREES:

NEW YORK STEAK, 16 OZ - 27

ROTISSERIE CHICKEN - 17

FRESH FISH, 10 OZ - MARKET PRICE

GRILLED SHRIMP - 24

NEW ORLEANS LUMP CRAB CAKES

WITH WARM VEGETABLE COLESLAW. MASHED
POTATOES, SPINACH AND ROMESCO SAUCE - 18
GRILLED PORTOBELLO MUSHROOM

STUFFED WITH RICOTTA CHEESE. GARLIC, ONIONS
AND SPINACH. SERVED OVER MASHED POTATOES
- 18

NEW ZEALAND RACK OF LAMB - 26

BARBEQUED BABY BACK RIBS - 24

AUSTRALIAN LOBSTER TAIL, 10 OZ - MARKET PRICE
SURF & TURF

AUSTRALIAN LOBSTER & 8OZ FILET - MARKET
PRICE typefaces

Potrzebie

Times New Roman

Lest you think no menu could be this bad, know that | took it right out
of a restaurant. Really. The biggest problem, of course, is that all the
information is one big chunk.

Before trying to design with this information, write out the separate pieces
of information that belong together; group the elements. You know how
to do this—simply use your brain.

Once you have the groups of information, you can play with them on

the page. You have a computer—try lots of options. Learn how to format
a page in your software.
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In the example below, I put more space between the separate menu items.
Of course, one should almost never use all caps because they are so hard
to read, so I changed it to caps and lowercase. And I made the type a
couple of point sizes smaller, both of which gave me a lot more room to
work with so I could put more space between the elements.

Gertrude’s Piano Bar

Starters
Gertrude's Famous Onion Loaf - 8
Gazpacho or Asparagus-Spinach Soup - 7

Summer Garden Tomato Salad - 8
sliced vine-ripened yellow and red tomatoes
with fresh mozzarella and basil Balsamic vinaigrette

Hamlet's Chopped Salad - 7
cubed eucumbers, radishes. avocado. tomatoes. Jarlsberg
cheese, and romaine leaves tossed in a light lemon vinaigretie

Caesar Salad - 7
house-made dressing. Parmesan. and croutons

Caribbean Ceviche - 9
lime-marinated baby scallops with red pepper, onions, eilantro,
jalapenos. and orange juice

Shrimp Cocktail - 14

five large shrimp with house-made cocktail sauce
Entrees

New York steak, 16 ounce - 27

Rotisserie Chicken - 17

I'resh Fish, 10 ounce - Market Price

Grilled Shrimp - 24

New Orleans Lump Crab Cakes - 18
with warm vegetable coleslaw, mashed potatoes, spinach,
and Romesco sauce

Grilled Portobello Mushroom - 18
stuffed with Ricotta cheese, garlic, ontons and spinach.
served over mashed potatoes

New Zealand Rack of Lamb - 26
Barbequed Baby Back Ribs - 24
Australian Lobster Tail, 10 ounce - Market Price

Surf & Turf
Australian Lobster & 8 ounce Filet - Market Price typefaces
Potrzebie

Times New Roman Bold
and Regular

The biggest problem with the original menu is that there is no
separation of information. In your software, learn how to format
so you can make exactly the amount of space you need before
and after each element.

The original text in all caps took up all the space so there was no
extra, blank, “white” space to rest your eyes. The more text you
have, the less you can get away with all caps. And it’s okay to
set the type smaller than 12 point! Really!
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Summary of proximity

When several items are in close proximity to each other, they become one
visual unit rather than several separate units. Items relating to each other
should be grouped together. Be conscious of where your eye is going: where
do you start looking; what path do you follow; where do you end up; after
you've read it, where does your eye go next? You should be able to follow
a logical progression through the piece, from a definite beginning to a
definite end.

The basic purpose

The basic purpose of proximity is to organize. Other principles come into play
as well, but simply grouping related elements together into closer proximity
automatically creates organization. If the information is organized, it is
more likely to be read and more likely to be remembered. As a by-product
of organizing the communication, you also create more appealing (more
organized) white space (designers’ favorite thing).

How to get it

Squint your eyes slightly and count the number of visual elements on the
page by counting the number of times your eye stops. If there are more than
three to five items on the page (of course it depends on the piece), see which
of the separate elements can be grouped together into closer proximity to
become one visual unit.

What to avoid

Don't stick things in the corners or in the middle just because the space
is empty.

Avoid too many separate elements on a page.

Avoid leaving equal amounts of white space between elements unless each
group is part of a subset.

Avoid even a split second of confusion over whether a headline, subhead,
caption, graphic, etc., belongs with its related material. Create a relationship
among elements with close proximity.

Don't create relationships with elements that don't belong together! If they

are not related, move them apart from each other.





















T HREE

AI.IGNMIZN']'E

Sometimes vou can add a bit of a twist on the centered arrangement,
such as centering the type, but setting the block of type itself off center.
Or set the type high on the page to create more tension. Or set a very
casual, fun typeface in a very formal, centered arrangement. What you
don’t want to do is set Times 12-point with double Returns!

O thou pale Orb O thou pale Orb
that silent shines that silent
| sLines
\\/'hllc Ca]'c-untroubled While core ftnlroubled
mortals sleep! morals
s]ee !
p
Robert Burns Robert Buras

A centered alignment needs extra
care to make it work. This layout
uses a classic typeface sized fairly
small (relatively), more space
between the lines, lots of white
space around the text, no border.

ves “centered” a bad name:
oring typeface, type that
is too large, crowded text,
double Returns, dorky border.

o Q

N

O thou pale © thou pale Orb
Orb that silent shines

while care-untroubled
shines montal& yleepj

While care-

that silent

Robert OQurns
untroubled
mortals '
Emphasize a wide, centered layout
sleep! with a wide spread. Try your next
9 flyer sideways.
jo

typefaces

, , l'vmes New Roman
Emphasize a tall, slender R i

centered layout with a tall,

slender piece of paper

Potrzehie

NMilkScript
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Even a piece that has a good start on a nice design might benefit from

subtle adjustments in alignment. Strong alignment is often the missing

key to a more professional look. Check every element to make sure it

has a visual connection to something else on the page.
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The story of a wicket woof and a iadle gull

U U ants pawn term dare worsted lade

gull hoe lift wetter murder nner ladle cordage
honor itch offer lodge. dock, florist. Disk ladle
gull orphan worry Putty ladle rat cluck wetter
tadle rat hut, an fur disk raisin pimpie colder
Ladle Rat Rotten Hut.

Wan moaning Ladle Rat Rotten Hut's murder
colder inset.

"Ladle Rat Rotten Hut, heresy ladle backing
winsome burden barter an shirker cockles. Tick
disk ladle basking tutor cordage offer gron-
murder hoe Iifts honor udder aite offer floriet.
Shaker lakel Dun stopper laundry wrotel Dun
stopper peck floors! Dun daily-doily inner florist,
an yonder nor sorghum-stenches, dun stopper
torque wet strainers!”

"Hoe-cake, murder) resplendent  Lade
Rat Rotten Hut, an ticke ladle basking an
stuttered oft. Honor wrote tutor cordage offer
groin-murder, Ladle Rat Rotten Hut mitten
anomalous woof.

“Wail, waill, waill" set disk wicket woof,
"Evanescent Ladle Rat Rotten Hutl Wares are
putty iadle gull goring wizard ladle baskina?”

"Armor goring tumor groln-murder's.” reprisa
adle gull. "Grammar's seeling bet. Armor
ticking arson burden barter an shirker cockies.”

"0 hoel Heifer gnats woke” setter wicket
woof, butter taught tomb shelf, "Oil tickle shirt
sourt tutor cordage offer groln-murder. O
Ketchup wetter letiter, an den—O borel”

Soda wltket woof tucker shirt court, an
whinny retChed a tordage offar groin'murder,
picked inner wingdrow, an sore debtor pore o
worming worse son inner bet. Inner flesh, disk
abdominal woaf lipped honor bet, paunched
Wonor pore Il wirming. an garbled erupt. Den
fisk ratchet ammantl pat honor groin-murdzr

by H. Chace

nut 2up an gnat-gun, any curdled dpe Inner
bet.

nner ladle wile, Ladie Pat Rotten Hut a raft
attar cordaae, an ranker douah ball. "Comb ink,
cweat hard” setter wicket woof, disgracing =
verse. Ladle Rat otten Hut entity bet rum, an
stud buyer groin-murder’'s bet.

"0 Grammar!" crater ladie gull histarically,
"Water bag cer gut! A nervous sausage vad
cel’

"Battered lucky chew whiff, sweat hard”
setter bloat-Thurseday woof, wetter wiceet
smal'l honors phase.

"0, Grammar, water baa noisel A nervous
sore suture anomalous prognosis!”

“Battered small your whiff, doling,” whigxered
dole woof, ante mouse worse waddling.

"0 Grammar, water bag mouser gutl A
nervous sore suture bag mouse!”

Daze worry en-forger-nut ladle guil's lest
warts. Oil offer sodden. caking offer carvars
an sprinkling otter bet, disk hoard-h-arded
woof lipped own pore Ladle Rat Fotten hut an
garbled erupt.

—H. Lhace
Anguish Languish

ural: Yondear nor serghum
stenches shut ladle gulls

stopper torque wet stralners.

CR

Can you see all the places where items could be aligned, but aren't?
With a colored pen, circle all the misalignments on this page. There are

at least ten!

typefaces
REHlaclxoaoaalx
Tekton
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| want to repeat: Find a strong line and use it. If you have a photo or
a graphic with a strong flush side, align the side of the text along the
straight edge of the photo, as shown at the bottom of the page.

Porche

Porche worse jester pore ladle gull hoe lift
wetter stop-murder an toe heft-cisterns.
Daze worming war furry wicket an shellfish
parsons, spatially dole stop-murder, hoe
dint lack Porche an, infect, word

orphan traitor pore gull mar lichen

ammonol dinner hormone bang.

~—
Porches furry gourd-murder whiskered.
“Watcher crane aboard?”

There is a nice strong line along the left edge of the type, and there
is a nice strong line along the left edge of the image—you can see the
pink dotted line | drew along those edges. Between the text and the
image, though, there is “trapped” white space, and the white space IS
an awkward shape, which you can also see with the pink dotted line.
When white space is trapped, it pushes the two elements apart.

Porche

Porche worse jester pore ladle gull hoe

lift wetter stop-murder an toe heft-cisterns.
Daze worming war furry wicket an shellfish
parsons, spatially dole stop-murder, hoe
dint lack Porche an, infect, word orphan

traitor pore gull mar lichen ammonol

dinner hormone bang.

Porche’s furry gourd-murder
whiskered,"Watcher crane aboard?”

Find a strong line and use it. Now the strong line on the right side
of the text and the strong line on the left side of the image are next
to each other, making each other stronger, as you can see by the
pink lines | drew. The white space now is floating free off the left

edge. The caption has also been set against the same strong line
of the edge of the image.
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PRINCIPLES

Do you create multiple-page publications? Repetition is a major factor

in the unity of those pages. When readers open the document, it should

be perfectly and instantly obvious that page 3 and page 12 are really part

of the same publication.

Point out the elements of repetition in the two sample pages below.

-«
Consistent
Darn Honor Form double rule
Heresy rheumatic starry ofter for- on all pages.
mer’s dodder, Violate Huskings,
an wart hoppings darn honor form.
Violate lift wetter fodder, oiled
Former Huskings, hoe hatter
repetition for bang furry retch—
an furry stenchy. Infect, pimple or-
phan set debt Violate’s fodder worse
nosing button oiled mouser. Violate,
honor udder hen, worsted furry
gnats parson—jester putty ladle
form gull, sample, morticed,
an unaftlicted.
Wan moaning Former Huskings » Water rheumatic form!
nudist haze dodder setting honor
cheer, during nosing. Vestibule guardings <
N Yap, Fodder. Are fetter pegs. Consistent
or symphony . e e .
) itcher mail-car caws an swoop otter tg p ef(] ce In
VioLATE! sorted dole former, Watch- caw staple? Off curse, Fodder. Are )
er setting darn fur? Yore canned gat mulct oiler caws an swapped otter staple, headlines
retch setting darn during nosing? fetter checkings, an clammed upper and sub-
Germ pup otter debt cheer! larder inner checking-horse toe gadder heads. and
Arm tarred, Fodder, resplendent oiler aches, an wen darn tutor vestibule r
Violate warily. guarding toe peck oiler bogs an warms consistent
Watcher tarred fur, aster stenchy offer vestibules, an watched an earned space
former, hoe dint half mush symphony vore closing, an fetter hearses an..
further gull. Are badger dint doe Ditcher warder oiler hearses, toe? above
mush woke disk moaning! Ditcher enter-ruptured oiled Huskings. each.
curry doze buckles fuller slob darn Nor, Fodder, are dint. Dint warder
tutor peg-pan an feeder pegs? mar hearses? Wire nut?
- — <
:\ This single

rule repeats
across the

Page numbers
are in the
same place
(the bottom
outer corners)
and in the
same typeface
on each page.

bottom of
each page.

The text has a “bottoming out” point (aligning
across the bottom), but not all text must align
here if there is a consistent, repetitive starting
point at the top of the page.

Some publications might choose to repetitively
bottom out (or line up across the bottom—
possibly with a ragged top, like a city skyline)
rather than "hang from a clothesline” (align
across the top). One or the other technique
should be used consistently, though.




FOUR REI’E’I'I’I‘I()NE

It everything is inconsistent, how would anyone visually understand

that something in particular is special? If you have a strongly consistent

publication, you can throw in surprise elements; save those surprises

for items you want to call special attention to.

Can you point out the consistent, repetitive elements of this book?

Evanescent wan think, itching udder

Effervescent further ACHE, dare wooden bather cHECKING. Effervescent further PeG,

wayvwooden heifer BeckiNG. Effervescent further LESSENS, dare wooden bather DITCH- The sing le» wide
Ers. Effervescent further ODDEST, way wooden heifer ptTCHERS. Effervescent further column takes u P
CLASHES, way wooden kneader cLasH RUMS. Effervescent further BAsH TOPS, way
, . o . Lo the same space
wooden heifer BasH rUMs. Effervescent fur MERRY SEE D'KNEE, way wooden heifer
sHAKSPER. Effervescent further TUCKING, way wooden heifer LANGUISH. Effervescent as two columns,
. ; 5 . 3 2 fle . et . oo
fur daze phonv warTs, nor bawdy cud spick ANGU1SH! m CllntCllnlng
Moan-late an steers Arsenate rheumatic the consistency<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>