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After the dash and dive of the holidays, you’re
probably determined to make at least one of
your New Year’s resolutions stick. The leftover
cookies and pies might have torpedoed one of them already,
but you can always keep another: Try something new with your
cross-media campaigns, even if it’s only a one-time experiment.
There’s certainly no shortage of options out there.
A casual skim through our front-of-the-book Story Bits section
reveals some new possibilities: an app that transforms your
website into … an app (page 7); stickers that can be placed on
virtually anything to trigger cross-media experiences on the
smartphones of whomever comes near (page 9); and, heaven help
us, another social media platform (page 9).
Perhaps the greatest example in this issue of “going outside
your comfort zone” is the inspiring story of Grid. Technology
packaging firm Theory Associates branded this allnew televised sport. In just eight months, they
transformed some vague ideas into an exciting
spectacle and even devised its field of play
(page 24)!
We hope this and the other stories you find
in these pages will rouse you from your sugar coma,
steady your nerves, and inspire you to dream big the
next time a client says, “I think we’re ready
to try something a little different.” And don’t forget
to let us know how it goes; send a note to the
email address below.
Now then … are you going to have that
last macaroon?
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Data Quality Solutions for Direct Marketing
See your campaigns flourish with cleaner data.
Accurate customer contact information is vital to any direct
marketing effort. Melissa Data understands the value of high

Email
& Phone
Verification

quality data. That’s why since 1985, we’ve helped companies
successfully clean address, phone and email information, in
real-time and on demand – locally and worldwide. Improve
customer communications, increase mail
deliverability, drive response rates, and grow
your profits or sales.

Email
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Append

Address
Verification
Change of
Address

• Verify global addresses, phone
numbers and email addresses
• Update addresses of people and
companies that have moved
Geocoding

Matching +
Dedupe

• Enhance customer and prospect data
with phone numbers, emails and geocodes
• Powerful, affordable solutions with
120-day ROI guarantee
• Build the right solution at the right cost
with our knowledgeable consultants

Helping companies thrive in
today’s global economy.

1-800-Melissa
www.MelissaData.com
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The World’s Most Trusted Destination
for Online Marketing Education
Built by online Marketers for online marketers.
OMI is the only destination to provide high-quality video
classes to teach the best practices of digital marketing
in an easy-to-learn format.

• Stay on top of Emerging Trends
& Best Practices
• Get up to Speed on the Essentials
for Great Digital Marketing
• Gain Insight on Driving ROI for
Digital Campaings and Topics
like Social, Mobile, Analytics,
Search and More

START YOUR FREE 7-DAY TRAIL TODAY!
Visit: onlinemarketinginstitute.org/7day
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Explore your
horizons.

Making the leap to becoming a true marketing services provider is less intimidating and more
rewarding with Ricoh Production Print by your side. Create eye-popping, targeted marketing
campaigns that get noticed which means more business and better results. And the best
part, we can help you track performance so you can see what works best. It's a whole new
world out there. Visit http://rpp.ricoh-usa.com/ or call 877-646-3677.
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What’s happening in the world

ABOUT THE COVER

Going Deep

of cross-media design

Story
Bits

with a Multi-Level Die
Water – the life-sustaining compound
essential to our very existence – is the
featured element for our Winter 2015 cover.
To highlight the depth of its liquid state, we
asked our finisher (Imperial Die Cutting, Inc.,
Sacramento, California) to create a multi-level
embossing die.

If you run your fingers over the
front cover, you’ll feel a pattern of fluid
lines rising above the paper’s surface.
In the center – a slightly higher (deeper)
registered emboss of a water drop graphic
– is the logo of Lifewater, the organization highlighted in this issue’s cover story.
We’ve filled that shape with an image of
the people helped by their charitable work.
We hope the texture and dimension
of the effects achieved with our multi-level
embossing die will remind you of clean
water’s ability to enhance the quality of life
and expand human potential.
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WEBSITE to APP
in Under 10 seconds

MO ST OF YOUR AUDIENCE LIVES ON
THEIR PHONES, WHICH IS WHY APPS
ARE PRIORITY 1 THESE DAYS. But if you
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don’t have a spare $25,000-plus in your budget,
you’ll want to check out an app called DWNLD, which
transforms any website into an app, just like that.
For $15 a month, DWNLD allows you to simply
enter your website address into the app. Less than
10 seconds later you have a preview of your new app,
which you can then customize and publish to the
Apple App Store (how long it will take for approval
is another matter.)
While custom fonts and other
elements might not make the jump, for
Learn more at
the most part you’re left with a fully
https://dwnld.me/
functioning app natively coded for iOS.
If you opt to use DWNLD’s integrated
advertising tools, expect to fork over a
small cut to the company.
Considering how much a professional app will
run you when it’s built from scratch, this seems like
a real no-brainer.
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Story bits

Here are three tips
from The New Yorker’s
success, courtesy of
FastCoDesign.com.

1

STREAMLINE YOUR WEB
PUBLISHING PROCESS.

Whether you run an online publication or
simply maintain a corporate site, you might
be using a variety of applications to do
so, resulting in a serious waste of time. In
NewYorker.com’s case, they’d been using two
content management systems (CMS), which
were seriously limiting the number of stories
they could post: just 10-12 each day.
After switching to the more user-friendly
WordPress, they doubled that.

2

The New Yorker’s

WEBSITE REVIVAL

(AND WHAT YOU CAN LEARN FROM IT)
The New Yorker is probably the best long-form,
English-language magazine there’s ever been, but until
recently it didn’t seem to know the first thing about moving that
expertise online. That all changed in July after
NewYorker.com completely reinvented itself following a
redesign of the print edition. The results have been pretty
spectacular: 10.4 million monthly unique visitors –
up 23 percent from the previous year.

8
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KNOW YOUR AUDIENCE

Yeah, no kidding. But this is a particular
problem for those working in cross media.
Those who interact with your website may
be different from those who engage with
you via smartphone or tablet. And then
there are your direct-mail people, your
print-publication people–each audience has
different needs. NewYorker.com realized the
print mag’s signature Irvin headline typeface
simply didn’t work from a readability standpoint on smartphones. They replaced it with
Neutraface.

3

IT’S NOT ALWAYS NICE
TO SHARE

We’ve been trained to think that the “share”
button is everything, but NewYorker.com’s
research showed that if people are allowed to
get through the story they’re reading unhindered, they’re more likely to share it. So they
redesigned the site to ensure that only the
content comes to the fore.

WHY YOU’RE GONNA LOVE

‘NEARABLES’

If one more marketing type begins with “You know that scene
in ‘Minority Report’ where the store starts selling Tom Cruise stuff…”
you’re going to upend their latte, but they have a point. That scene has become the
Holy Grail of marketing, and the technology that’s poised to take us there is already here.

U

p till recently, “beacon technology” has required bulky
hardware to talk to your smartphone whenever you come
within a preset range. Say every time you pass your favorite
coffee bar, a message on your phone pops up with an e-coupon
for that establishment – that’s beacon technology.
Now a startup called Estimote is introducing nearly
weightless stickers slightly larger than a postage stamp that
do the same thing. Dubbed “nearables,” the stickers contain
tiny beacons and can be placed nearly anywhere. A poster

Ello Again

for an upcoming event can begin to ping the
phones of passersby as the date draws near;
a business card can randomly “remind” the
recipient of your products and services –
the possibilities are endless.
And Macy’s is already sending discounts to shoppers’
phones based on the department they are in…just like
“Minority Report.”
Read more about nearables at

¥ http://estimote.com/

1. Friends vs.
Noise. Everything

3. Names vs.
Pseudonyms.

in your news feed
is categorized this
way, based on which
label you’ve used for
each person in your
network. You’ll see
complete posts from
“Friends,” while
you’ll only see a grid
of posts in the separate “Noise” tab.

Since the new social
media platform allows you to use an
alias, there’s always
the risk of others
“claim jumping”
your business name.
By October – just
two months after
launch – there were
more than one million users, among
them a few “official”
accounts for the
likes of Tumblr and
LinkedIn that suspiciously included
some touting of
“local singles in your
area.” Oops.

2. Love vs. Like.

Just when you thought you had your social
media strategy nailed down, something called
Ello winks at you seductively from across a
crowded cyberspace. It’s invite only, it has
a clean design, and it’s ad free. So how else
does it differ from all your other options?

There’s no “Like”
button as the whole
point of that is for
Facebook to sell that
fondness to advertisers. However, Ello
will be rolling out
a “Love” button for
posts you want to
read later.

Each invite-only
user receives 25
invites to extend to

others, so it’s impossible to predict what
kind of penetration
Ello will have. Still,
the social media
sector is a notoriously fickle one, and
the lack of ads
argues against its
staying power.
That said, when
used as part of
a cross-media
campaign for a client, creating and
managing an Ello
account might just
be the thing to set
them apart…if you
can keep them from
being unceremoniously dumped in the
“Noise” tab.
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What is

EXPERT

VDM

and

Why Should
You Care?

By Sheena Coleman

When you open the
cover, a magnetic
switch is activated
and the video starts
to play.

Users can pause play
and adjust the volume
through function
buttons next to the
LCD screen.

VDM can boost your
direct mail response rate
by as much as
%

45
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SHEENA COLEMAN
is synergy manager at
NextPage, where she
concentrates on identifying
partnerships with industries,
Fortune 500 companies
and agencies. Coleman just finished three years
on the AMA-KC board, where she developed and
implemented programs, projects and activities
to increase and retain membership.

With all the channels at their disposal, marketers are always keeping
an eye on the “NEXT BIG THING”— and it might be here. For those who
aren’t already familiar with VDM (video direct mail), it’s time to investigate
this new marketing concept and how it can benefit your organization.
VDM is a revolutionary marketing

WHY SHOULD YOU CARE?

tool that will help your brand stand
out amongst the over 87 billion
pieces of direct mail sent in the
United States each year. VDM mailers
look like a hardcover brochure
and are easier to manufacture
than you’d think. When you open
the cover, a magnetic switch is
activated, and the video starts to
play. The LCD screens come in a
variety of sizes and store about
10-15 minutes of video with three
hours of playback time. The recipient
is able to pause and adjust the
volume through function buttons
next to the LCD screen. A mini
USB port, built into the mailer,
allows you to upload content and
charge the battery.

Already a hit overseas, VDM has
proven its ability to deliver results.
Working with global brands like
Xerox and Adobe, a UK company,
Vidioh, is reporting VDM can boost
direct mail response rates by as
much as 45 percent.
Here is an example of how
Vodafone, one of the largest mobile
phone network companies in the
world, enjoyed overwhelming results
in employing VDM. Using Amstore
Innovation’s “VideoPak” product,
Vodafone targeted decision makers
across seven countries with an
innovative VDM piece. On opening
the mailer, a video automatically
started, and the recipients were
immersed in a world of Vodafone
products and benefits. The mailer
provided a multi-sensory experience
and drove a deeper brand engagement.
The campaign also integrated email
and social media efforts to increase
participation among recipients.

Within the first week, Vodafone
sold a new contract that paid for the
VDM campaign. Vodafone’s head
of marketing claimed the campaign
was “the benchmark for all future
campaigns.”

BUT WHAT DOES IT COST?
Over the past two years, average
price per 1000 units has been
between $35 and $50. Experts are
expecting this to come down as the
technology becomes more popular.
VDM is also advancing in
technology with the emergence
of OLCD (Organic Liquid Crystal
Display), which is flexible and
can be wrapped on an object. For
example, an OLCD screen could be
used on a souvenir cup purchased
at a sporting event.

WINTER 2015
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Making it Personal
Marketers and designers should focus less on
what pieces cost and more on the likelihood of
finding new customers—and keeping them.
By Kate Dunn

What a difference a year makes.
Since 2013, 92 percent of marketers say their companies have taken a greater interest in personalization.
Getting the right message to the right person at the
right time is a key element in engaging customers,
especially when interactive elements are built into
the overall experience. Including print.
Studies show that print is still a critical element in
driving response rates—campaigns that included print
as well as digital generated average response and conversion rates of 8.7 percent and 19 percent respectively.
And print is competing on a far less crowded playing
field than digital, where marketing clutter on the Web
reached an all-time high in 2013.
Studies have also shown that print can be more
rewarding and effective than its online counterpart
since readers don’t have the constant distractions found
on the Web. And other studies indicate that tangible
materials, like direct mail, generated more activity in
the area of the brain associated with visual and spatial
information—physical materials are better connected
with memory and seem “more real” to our minds.

12
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So if combining print with digital channels gives
marketers the best chance to connect with customers,
how do we add interactivity?
Near Field Communication (NFC) and Augmented
Reality (AR) are two approaches being used to link
a reader to the digital world. Since these tools require
action on behalf of a recipient, the goal is to streamline
the interaction mechanisms and increase the chance
the reader will take action.

NFC and AR
NFC uses small tags that are affixed to a printed piece.
Once tapped with an NFC-enabled smartphone, the
interaction is automatically initiated. The user doesn’t
have to scan an image or type in a complicated URL.
Market research firm InfoTrends expects the use of
NFC to increase rapidly once Apple makes the functionality standard on iPhones.

Tap this poster for a FREE
mocha cappuccino

Kate Dunn is director of the
InfoTrends Business Development
Group and regularly shares her
expertise in cross-channel marketing
at industry events. Dunn has
published more than 30 case studies
on marketing and selling advanced
graphic communications.

Once a reader connects to the digital world, marketers
can track what is being clicked on, entered and shared
with others. The ability to capture real-time data helps
increase the likelihood of recruiting new customers.
Marketers can improve their chances of success
by focusing on how they can use data to drive
personalized content and adding trackable and
engaging interactive elements that make sense to their
campaigns. Tools like NFC tags that make it easy
for customers to interact are perfect for signage and
packaging where other tools like QR codes, personalized URLs and augmented reality will work better on
direct mail. Both marketers and designers and even
the printers who support them should focus less
of their attentions on what pieces, techniques or
elements cost, but on how they increase the likelihood
of finding new customers and keeping them.

Augmented reality offers another opportunity to make
the link to the digital world. AR supplements printed
materials with computer-generated sensory input such
as sound, video, graphics or GPS data.
Marketers are using AR on everything from catalogs that help customers visualize furniture in their
homes to floor signage that lets sports fans be photographed next to a hologram of their favorite player.
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MARIA GIUDICE

MARIA GIUDICE HAS
PURSUED A VISION OF
INTELLIGENT, ELEGANT,
PEOPLE-CENTERED DESIGN
THROUGHOUT HER
PROFESSIONAL LIFE.
Hot Studio, the experience design firm
she founded in 1997, was inducted into
the San Francisco Business Times’ Hall
of Fame in 2011. The firm was acquired
by Facebook in 2013, where Maria now
works as Director of Product Design.

14

StoryboardMagazine.com

The RISE of the DEO

Q+A

Q. Can anyone be
a design executive
officer, a DEO?
A. I think the important thing

Is it hard being
people-centered in
the tech sector where
there is so much
focus on data?

to realize is that everybody is born
creative. Creativity is in all of us. As
we get older, we practice creativity
less and less and we’re losing the
muscle. Anybody can come back to
that trajectory of creativity if they
open themselves up to empathy, if
they open themselves up to taking
risks, if they get to use their intuition
along with analytics at the same
time. My book, Rise of the DEO:
Leadership by Design, is really about
recognizing that there are all these
things that can get you back to a
place where you can leverage your
creativity in any context, and how
you go through the practices of
doing those activities to get to a
better, more intuitive, more
empathetic place.

A lot of tech companies really
were born out of the technology
piece, and design was sort of an
afterthought or a necessary evil.
But what differentiates products is
experience and brand and making
things delightful for people—all
of that is design. So when you connect technology to design, it’s
about trying to understand people
to serve their needs through these
experiences.
So how do you move from being
technology-led to being peoplecentered? Not design-led, but
people-centered. The focus has
to be on people.

When you decided
to transition from an
agency to Facebook,
what did you think
would be the biggest
thing you could
contribute?

Can lower level
employees inspire
the type of creative
DEO leadership in a
traditional company?
I’m an idealist, so my answer is yes,
but with some caveats. You have
to kind of embody that spirit—the
spirit of positivity, connecting with
people, being collaborative. All
these things have to come from the
bottom up. People, individually,
have to embrace them, and then
they have to evangelize and somehow build allies and then they can
have some impact over their
immediate environment.
I can’t say that they’ll have
impact company-wide. In order
for it to scale, you’re going to need
people at the top who are going
to walk the talk and believe in
those qualities as well. So you can
have some success, but it’s really
going to be dependent on whether
the company has the appetite and
understands the value of peoplecentered experience design.

Leadership. I felt like I had so
many years of experience on what
it takes to actually build, energize,
educate, and inspire people to do
their best work that I felt like, going
into Facebook, I could continue
doing that and contributing to
getting the best out of the people
that report to me, and respecting
them. I love working with people.
A good manager is in service to the
people that report to them, because
if I can make them great then I’m
doing my job.
Maria Giudice christopher ireland

leADership By Design

“Our cities need leaders driven by dreams
and data. Rise of the DEO shows us who
these leaders are and how we can create
more of them.”

Jay naTh

Chief innovAtion offiCer,
sAn frAnCisCo mAyor’s offiCe

“Giudice and Ireland provide a simple,
detailed path to becoming a successful
creative leader. Their collaboration is certain
to spark a new generation of executives who
learn to lead as designers and designers
who might make their way to becoming
the next DEO.”

chip conley

founDer of Joie De vivre hospitAlity
AnD Author of peaK

Tim Brown

Ceo iDeo, AnD Author of change by design

richard Grefé

exeCutive DireCtor, AigA,
the professionAl AssoCiAtion for Design
www.riseofthedeo.com
facebook.com/riseofthedeo
@riseofthedeo

US $34.99

Cover & Book Design:
AlBertson Design

CAN $36.99

ISBN-13: 978-0-321-93439-0
ISBN-10:
0-321-93439-3

CAtegory: entrepreneurship
www. newriDers.Com
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780321 934390

Giudice ireland

“Not until Rise of the DEO has anyone
captured the true potential of a designoriented thinker at the highest level of an
organization. This book is a must read!”

Author of Laws of simpLicity AnD
Redesigning LeadeRship, presiDent,
rhoDe islAnD sChool of Design

“A new kind of leader is emerging whose
attributes are energetically described
in Rise of the DEO...an inspirational
and accessible code-base for effective
leadership in the 21st century.”

leADership By Design

John maeda

“Rise of the DEO identifies a new generation
of leaders who combine traits we typically
think of as opposites. They are analytic and
creative, rule breakers and system thinkers.
They will change our world for the better.”

You have spent
at least a few years
trying to define the
word “designer.”
Are you any closer
to a definition?
I’ve kind of given up on defining
“designer,” and I think I’ve really
obsessed more on defining “design.”
I’m a trained designer.
I embody the spirit of a DEO.
And I am an expert in designing.
And when I think about design,
it’s the change from the perception that design is about making
artifacts, like business cards, logos
or websites. Those are just outcomes of what your intentions are.
Designers ask, “How are we going
to change this? How is this thing
going to change? How is it going to
be better for people? How are we
going to work together to come up
with something better than what
exists now?” So the act of design
has multiple components, which
includes collaboration and facilitation, ideation and execution.

What’s the coolest
rock band painting
you ever did on the
back of a jean jacket?
Oh, that’s a great, great question.
My favorite one of all time was
the Molly Hatchet cover with the
Frank Frazetta painting on it
because he’s my uncle.

Giudice co-authored Rise of the DEO: Leadership
by Design with Christopher Ireland. The book looks
at the coupling of creativity and business acumen
and how such an approach produces leaders capable
of solving our increasingly complex business problems.

5 3 4 9 9

¥ For more about this book, visit http://riseofthedeo.com/
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CULTURAL ICON
STUDIO

HINRICHS

|

The

Presidio,

has turned a lifelong love of
cultural icons into a 45-year career defined by
the ways design educates, informs
and creates who we are.

KIT HINRICHS
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SF

Although he is a collector,
Kit Hinrichs wants to make
one thing clear. “I’m not a
hoarder,” he declares. “You
can walk into my house and
not trip over anything.” And
his clean, well-ordered studio
in the Presidio reflects that.
Hinrichs founded Studio Hinrichs
in 2009 after 23 years as a partner at
international design firm Pentagram.
The company works on all types of
design projects: corporate communications, brand identity, promotion,
publishing, packaging, and interactive
as well as environmental systems.
Hinrichs himself is an influential
force in graphic design. Recipient of
the prestigious AIGA medal for achievements in graphic design and visual
communications, his work has been
honored internationally and several of
his pieces are part of the permanent
collection of the Museum of Modern
Art (MoMA) and the Smithsonian
Institution’s Cooper-Hewitt Museum
of Design.
After a suggestion by his wife,
Hinrichs began focusing his collecting
on the flag. His assortment of Stars and
Stripes memorabilia has been exhibited
across the country and presented in the
book Long May She Wave (Ten Speed
Press, 2001).

Located in an 1862
army barracks that
was converted to offices,
Studio Hinrichs reflects
the passions of its
namesake: typography,
cultural collectibles
and a wide range of
graphic design.
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Hinrichs has been collecting flags for more than 50 years.
There are 5,000+ items in his collection, ranging from
buttons and weavings to spoons and promotional pieces.
The cornerstone is a flag his great-great-great aunt
sewed in 1865.

2

Hinrichs produces the “365 Typography Calendar” as a way
to understand the value of typefaces. “Typography is the
mortar between the bricks. It holds everything together—it’s a
crucial aspect,” says Hinrichs.
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For Hinrichs, understanding typefaces is important.
“So many people, including designers, don’t realize who
designed a typeface they may use every day. I think it’s
important to understand who the people are that created
them, what the context was when they were creating them,
and how it’s been used historically,” he says.

4

Studio Hinrichs is filled with more than just flags. Tucked
in throughout the space are a wide variety of items Hinrichs
collects from his travels, his childhood and popular
culture. They are his “cultural icons,” he says.
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Hinrichs loves to explore design through type. “I’m not
a big Helvetica fan ... it is a beautifully designed typeface,
but to me it’s characterless, it’s just informative. I like to
do things with more character.”

6

Books are everywhere in Studio Hinrichs. Hinrichs
believes they’re important for both design and reference.
“To me,they still have a place in our lives,” he says.
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That’s where we come in.
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FREE
or low delivery minimums

The Paper Experts Since 1936
Brandi Sweeney, Manager | San Bernardino, CA
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AlphaChrome
Postcards
A modern interpretation
of original alphabet
cards from the late
19th and early 20th
centuries. The cards
use 30 different prints,
including William Morris
patterns, Italian marble
papers, and traditional
Japanese prints.

[
“The Standard”
Sappi Fine Paper’s
promotional, educational
series for printers and
designers highlighting
various printing and
production techniques.

.
2014 Skoll World
Forum Program
A program for the Skoll
Foundation’s 11th
World Forum on Social
Entrepreneurship. The
foundation strives to
drive large-scale change
by bringing together
and celebrating social
entrepreneurs and
innovators who help
solve the world’s most
pressing problems.

,
Long May She
Wave Catalog
A catalog for the
traveling Stars and
Stripes Foundation
exhibit featuring
unique American
flags and American
flag memorabilia.

[
SF Views Campaign
A promotional campaign for HP to
introduce its new digital press. The
program, entitled SF Views: 15 Designers
Give Impressions of San Francisco,
includes a poster and a series of
international designer profile cards.

Add Impact
To your next print job with custom finishes
& inks from Direct Response Imaging:
• Matte Finish
• Dimensional Ink
• Gold Metallic Ink
DRI specializes in full color print
on demand marketing collateral
& online ordering solutions

290 7th Street, San Francisco CA 94103 • 415-294-7778
www.sfnexpress.com • info@sfnexpress.com
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Case
Story

“WE’RE A TECHNOLOGY
BRANDING AGENCY.
NOBODY HERE EVEN
WORKS OUT.”
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GRID
:
SPORT

A WHOLE

NEW

BY AARON BERMAN

As you slip into your favorite jersey
and eye the ever-bigger TV screens
at your local department store this
football season, you might ask yourself, “Would I have what it takes to
brand a whole new sport?” That’s not
what you do, you say? It wasn’t what
San Francisco’s Theory Associates did
either, but that didn’t stop them from
creating the name, identity, and even
the field of play for the all-new televised sport Grid.

WINTER 2015
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“EVERYTHING TOLD US
BAD FIT, RUN AWAY
FROM THIS.”
CROSSFIT COMPETITION
The mastermind behind Grid, Tony
Budding, spent more than nine years at
super-fitness company CrossFit.
“While he was at CrossFit, he was
always batting around this idea of turning what they were doing at the gym into
a spectator sport,” says Theory Associates
President Jamie Capozzi. But “the top
brass wasn’t interested.”
Last November, Budding quit his job,
determined to pursue his idea. He had
no financing and no clear idea of how
to transform fitness feats, like weightlifting and rope climbing, into a competitive
sport. He approached Theory Associates
the following month.
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“Everything told us bad fit, run away from
this,” Capozzi recalls. “But it seemed if
anybody could do it, this guy could do it.”

STANDING OUT
Budding had a surprise in his back pocket:
he had generated intense interest in the
broadcasting rights from NBC and Fox; all
that was needed was to create the sport.
He “had this modified playing field he
was trying to explain—all of these games
he was formulating in his head, and
you could see the wheels turning,” says
Capozzi. Capozzi and his associates went
back and forth with Budding until they
caught on.

What Budding did know was that this
would be the first professional spectator
sport with co-ed teams, each boasting two
members—a man and a woman—over 40.
The challenge, however, had nothing to do
with the team makeup.
“The whole idea is that you’re gonna
be launching a new sport to a society of
people that are over-sported. We thought
the best way would probably be to use a
visual language that everyone’s already
familiar with.”

GRID
Surprisingly, Theory Associates named the
sport before they came up with the gridlike field of play.
“If [Budding’s] vision came to life, you
would have a team in every major city,”
says Capozzi.“Let’s say he ends up making 30 teams. Each team would have their
home ‘box’ (CrossFitters call their gyms
‘boxes’). So 30 collected squares in a
formation is a grid—that’s where the name
‘Grid’ came from.”
When it came to designing the logo, they
wanted something that could be emblazoned inside the arena and easily read
from both sides of the field: an ambigram.
Next came the actual field. “We had to
make it really easy for spectators to figure
out who was ahead, who was behind, and
where they were in the stage of the action,”
Capozzi explains. “So we decided to steal
something from football and use their
grid hash marks. There are four quadrants,
there are other small increments in between
the quadrants.”
Theory Associates created a mockup
of players on a court and unveiled it to
Budding, saying, “This is what we think it
could be,” Capozzi says. “And I remember

putting the field of play up on the presentation board, and they were all quiet. All
of a sudden it became real to them what
they were going to be doing.”

BRINGING GRID TO LIFE
In just eight months, Budding and Theory
Associates transformed some vague ideas
into an exciting new sport that kicked off at
Madison Square Garden on August 19th between the L.A. Reign and the N.Y. Rhinos.
Currently, Theory Associates is designing
the game’s version of football’s Vince Lombardi Trophy, the Pinnacle award. And
they realize their biggest challenge may
be going back to ensure that everyone is
using their logo consistently across various
websites, television and the media.
“I think that’s one of the things that,
when something grows fast, it’s natural
that’s going to happen,” Capozzi says.
“I think that’s going to be our major push
over the next six months, to make sure
we can reinforce that style guide.”

FIELD OF PLAY

Jamie Capozzi
Tony Budding
Ben Gausman

NAME OF THE SPORT
Jamie Capozzi

IDENTITY (LOGO)

Robert McNall
Ben Gausman
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Case
Story

Everything
OLD
is

cool
again

BY TAMARA E. HOLMES
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When it comes to the
world of high fashion, most
people are looking for the
next big thing. So convincing
20-something women to turn
their backs on Fashion Week
in favor of refreshing their
wardrobes at second-hand
stores is a formidable challenge, to say the least. But
Sacramento-based graphic
design firm Mode Design had
enough fashionable tricks up
their sleeves to pull off just
such an endeavor.
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Art director

Hans Bennewitz

Creative director
Elizabeth Kelly

S

ince 2007, FreeStyle Clothing Exchange has
offered would-be fashionistas the chance to reinvent
their looks by trading in old threads for vintage gear.
Freestyle’s initial branding strategy centered largely
around stock photography. About five years ago, they
hired Mode Design to help them appeal to a more
fashion-savvy crowd.

The store wanted to attract a hip, fashionable consumer and convince shoppers that
recycled clothing wasn’t just synonymous
with Goodwill, says Mode Design owner
Hans Bennewitz. Since the target audience
ranged from late teens to 30, “we focused on
creating a style that would be more friendly
and accessible to that demographic.”

UNVEILING Pandering to the fashion
A SWANKY crowd isn’t for the faint
CAMPAIGN of heart. To get the right
message across, Mode
Design set out to update the website and
logo, and create indoor and outdoor signage
and promotional materials such as buttons,
bags and advertisements.
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One immediate challenge was making sure
the brand stood out from the competition.
Mode Design studied FreeStyle’s competitors
and noticed that many of them favored subtle
colors in their ads and promotional materials,
so Bennewitz decided they’d go with a
bolder look. In other words, brighter colors.
After playing around with different color
combinations, they settled on blending
bright hues such as red, magenta and teal
in a paint-swatch style. Then they took a
page out of Vogue’s playbook and photographed chic and sophisticated models
staring haughtily into space from an isolated
white background, with the free-form color
splashed across the scene.

FreeStyle’s logo featured a play on two arrows
suggesting that all things revolve or recycle
themselves. Mode Design updated the colors
and refreshed the logo design to “give it more
of a sketchy feel.”
Catchy sayings such as “Cash in Your Fashion”
and “Recreate Reinvent Recycle” were used on
many of the promotional items.
All in all, it was an attempt to give everything
associated with FreeStyle a youthful, colorful
look, accentuating an edgy lifestyle.

MIXING & To give all of the elements in
MATCHING the campaign a unified look,
IN STYLE
Mode Design used similar typefaces, colors and images across
the different media. For example, they created
internal anti-theft signs with cheeky messages
warning shoppers that if they shoplifted, “we’ll
call your mother.” The signs had the same look as
some of the ads.

At the same time, Mode Design felt that it was
important to create some variety across the different media. “You want the look to feel fresh and
exciting,” he says.
The greatest challenge was “mixing it up
enough where if everything were laid out on
the table, you can look at it and it would look
connected, but it wouldn’t look like the same
stamp was applied to each one,” says Bennewitz.
One way Mode Design did this was by using
different arrangements of the primary colors on
different elements of the campaign. The color
pattern on the website differed from that on a
promotional button or a poster, though the actual
colors used for each medium would be the same.
Since the campaign began, FreeStyle has enjoyed
steady success, some of which can be attributed to
the fashion-forward campaign. “They’ve grown
from one store location to four,” says Bennewitz,
“so that’s a pretty good growth in five years.”
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Rebranding
Renews the
Life in
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BY SABINE LENZ

The nightmarish Ebola epidemic may have captured
headlines of late, but the greater threat facing Africa and
the rest of the developing world is a lack of clean drinking
water. So when Rule29 set out to refresh the branding
of Christian nonprofit water-development organization
Lifewater, they made communicating this need to new
generations—using modern means—their top priority.
WINTER 2015
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creative director
Justin Ahrens

designerS

K

ey to their approach was injecting
Lifewater’s website with modern
infographics, striking photography
of people being helped, and an
interactive map displaying all the
good being done. Users can click on the
map and see project stats as well as the
number of people helped.
Also vital was the creation of an annual
report that highlighted Lifewater’s commitment to transparency, in part because the
online version placed the option to donate to
the program prominently at the top. These
combined efforts have led to a bump in
press, press coverage and donations, along
with a rise in the number of people—young
and old—getting involved.

Despite this necessary embracing of modern
marketing tactics, one of the biggest lessons
Rule29 learned was also one of the oldest:
avoid reinventing the wheel.
For much of its 37-year history, Lifewater
featured a water drop in its logo. The Rule29
folks wanted to trade that in for something
more unique. But the more they worked on
it, the more they realized the value of the
old graphic.

Justin Ahrens
Susan Herda
Dawn Bjork
Adrian Mendez
Tim Damitz

To learn more about the rebranding of Lifewater – including a bold and successful bike
trip that raised $93,000 for the charity – visit
http://bit.ly/lifewatervma
for an inspiring
VIDEO interview with Rule29’s Justin Ahrens.

Brand Guidelines

1

Part of the website’s
appeal is derived from
gorgeous photography of
the people being helped.
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photographERS

Brian MacDonald
David Uttely

4

No matter where you go on the
Lifewater site, you can easily
donate to the cause.

3

5

Though Rule29
wanted to get away
from the water-drop
logo, clearly it was an
intuitive choice.

The annual report
emphasizes
Lifewater’s
commitment to
transparency.

6

Rule29’s Justin
Ahrens (right)
and Wonderkind
Studios’ Brian
MacDonald
bicycled from
Chicago to
Boston as part of
Wheels4Water, a
project that raised
over $90,000 for
Lifewater.

2

The distinctive water
containers used by
Lifewater overseas
are reproduced in this
promotional piece.
WINTER 2015
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MAKING BUSINESS EASY.
Our 8 Western U.S. Regions will
always have a localized approach
to doing business so we continue to
meet the requests of our customers
with speed and simplicity.
www.spicers.com

2.8

* Million square feet of

stocked warehouse space

A Member of Central National-Gottesman Inc.

* Represents all of Central National-Gottesman U.S. Distribution

Why you should expect more
from your paper and your paper
company.
In these challenging times, you need more than just the highest quality paper
competitively priced. You need a paper company that genuinely understands
what you’re facing everyday and is constantly working to help you succeed
now and in the future. That’s Sappi.
The Standard
Sappi is committed to promoting the
viability and relevancy of print. One
of the ways we bring this commitment
to life is with The Standard, our series
on how to use print to create unique
and compelling campaigns.

Growing the Future
Sappi continues to make capital
investments to ensure our paper mills
are state-of-the-art and globally
competitive. We’ve invested over $37
million in our paper machines this
year alone.

Print &
Sappi’s Print & explains the influential
role of print in this rapidly evolving
environment and provides helpful tips
on how to succeed in a world of the
ever changing “next big thing.”

eQ
Providing videos, white papers, eQ
Blog, eQ Tool, and product benefits
statements all to help you lead the
conversation when it comes to paper
and sustainability.

Printer of the Year
Celebrating how your hard work is an
art form and rewarding this work with
much needed financial resources to
strengthen your marketing and
branding initiatives.

Digital Design Center
Personalizing your marketing collateral
to help you sell your unique digital
printing capabilities.

Ideas that Matter
Since its inception in 1999, 500
nonprofit projects have been funded
with $12 million worldwide to causes
that enhance our lives, our
communities and our planet. This
strategic initiative powerfully illustrates
how print can promote social good.

Act Now!
Act Now! showcases the strategies
and techniques behind how direct
mail can strike a uniquely delicate
balance: the ability to package a
message that will not only pique
reader interest, but also ultimately
drive consumer response.

For more information on any of these important initiatives,
please contact your Sappi sales representative, or call 800.882.4332.

PROJECT
FROM
HELL

PEGGY &
the PIGSTY
PRESS CHECK
[The following story is true.
Only the names and products have been
changed to protect … well, everyone.]

P

roduction manager Peggy was anticipating a
daylong press check with her Fortune 500 client
on a job that had to be done yesterday. They’d
gotten lucky finding a printer who said “no
problem” to the deadline on the work—a folder with
several inserts. Other printers had turned them down
flat after hearing the turnaround time.
To cover all bases, Peggy had even visited the printer
the day before to get the lay of the land and make sure
everything was in order. She was glad she did.
“They’re not really set up for clients to visit,” she
says diplomatically. In the press room, ceiling tiles
were falling like icicles—and it only got worse from
there. It was certainly not the place you want to take
a Fortune 500 client, a friend, or anyone, really. “The
place was a pigsty,” Peggy admits. Bang, diplomacy
goes out the window.
“I talked to the print rep and said, ‘You need to
make a spot where we can proof these press sheets,’”
Peggy recalls. This wasn’t going to be a quick inspection to ensure accurate color—the client needed to
make sure the various sheets made sense. “So the
printer said, ‘OK, we’ll find you a spot.’”
The next day Peggy brought her client to the plant,
and they both were ushered into the break room.
“They had this table stacked with piles of paper,
press sheets, samples—all stacked about six inches
high with no table surface and nowhere to clear it.
He laid our sheets out on top of THAT.”
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Cue the nervous laughter. She asked for a couple of
chairs, at least. No problem … though one of them
was missing a caster, which Peggy politely took. “The
client and I were laughing because every time I moved
it was like I was going to tip over and fall.
“So we’re trying to mark things on top of these
stacks of papers. One of the owners came in and he’s
wearing this funky, kinda dirty lab coat and drinking
out of the spout of a teapot. I’m mortified because
I’m with my client and we’re in this hole in the wall—
what a mess. I’ve never been so embarrassed in my life.”
While the printer did an awesome job, “I was never,
ever, EVER taking a client there again,” Peggy says.
“My client had used the printer on other jobs, but
they’d never been to a press check there.”
Peggy laughs now, both at the ridiculousness of the
situation and the fact that there is absolutely nothing
you can do to avoid something like this. When you
need something now and you need it right, it’s not
always going to be pretty.

HAVE A STORY TO SHARE?
Send it to editor@vmastoryboard.com and
you might find it in a future issue of Storyboard
magazine. Don’t worry—stories are always
made anonymous before they see print. One
word of warning: Suggest a fictional name
for yourself and your company, or we’ll have to
dream them up for you.
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