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Spring Is Upon Us,
a time when climate and nature conspire to show us
our old surroundings with fresh eyes. It’s also a time to
realize that marketing isn’t always about selling people
on a product or service.
A great example: This issue’s cover story, in which Celery Design
Collective and the Berkeley Food Institute got together to launch the
Charlie Cart Project (page 32), a clever combination of mobile kitchen
and curriculum, designed to teach children how to prepare their own
healthy meals right in the classroom.
Sometimes you need to think outside the box, as design studio
MINE did when the San Francisco Museum of Modern Art
(SFMOMA) needed to promote its annual fundraising event…even
though the museum was closed for renovations (page 28).
Occasionally marketing requires you to help the public
see an old landmark through new eyes, even as you
highlight its historical flourishes. That’s what r.vH Design
managed to do with North Beach’s Tosca Cafe (page 24).
And if you're creating presentations or displays for a
trade event, your brand's core values have to shine through—
check out our expert tips for doing so, along with some key
takeaways (page 10).
So take in that sweet spring air and get inspired by this
issue’s experts …before the dog days of summer come
nipping at our heels.
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ABOUT THE COVER

Setting a

Shining Example
Our cover story is about the amazing
Charlie Cart Project, which aims to
put a compact, mobile kitchen in every
classroom. These ingenious carts have
everything needed for high-quality cooking and nutrition programs in a simpleto-use, streamlined kit that is stocked
with equipment, lessons and training to
get kids cooking.
To get the cover design cooking, we
found inspiration in the idea of all that
shines in a kitchen: polished silverware,
stainless appliances, gleaming pots and
pans, and that essential tool for any cook
... foil! In our case, it’s silver foil stamping.
We love how it adds a visual and tactile
contrast to the beautiful, bright white
uncoated Accent Opaque.
We chose two special elements for
foil stamping because they add movement
and grab the reader’s attention. Playing up
the arrows reminds us of the wheels and
activity associated with these charming
little kitchens. The intersecting lines pay
homage to the welded
steel construction of the
Charlie Carts and direct
your eye to the other
wonderful stories in
this Spring issue.
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What’s happening in the world

of cross-media design

Story
Bits

CALL TO ACTION
In the passive-aggressive marriage that is Facebook and the business
world, the social media giant is in the makeup stage, having just brought us
some flowers in the form of its new “Call to Action” (CTA) button.
Rolled out in December and January, the new button comes in seven
flavors: Book Now, Contact Us, Use App, Play Game, Shop Now, Sign Up,
or Watch Video. Simply choose one of these phrases to sit alongside the
“Like” button on your page’s cover photo, include the URL you want people
to go to when they press your CTA button, and you’re in business. (The buttons can be used in your Facebook ads, too.)
The new feature is an inspired move on Facebook’s part. Not only does
it make a business more likely to
buy an ad for their Facebook page—
you don’t have to simply
hope that visitors find their
way to your website
through your Facebook
page anymore—it
also generates even
more data for the
social media company in terms of
what outside sites
want people to
businesses
click on.
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STORY BITS

TH E WO

TOUCHSCR
I
SHEDDING LIGHT ON

‘Dark Social’
P

onder for a moment all the time you spend tracking how your website links are shared through
Facebook and Twitter posts in order to figure out
which platform gives you the most bang for your buck.
Now realize that, currently, you’re only able to
track about 30 percent of it.
That’s the gist of a recent report by digital advertising firm RadiumOne, which claims that global online
sharing of links through mobile apps, email, texts,
forum posts and other “private channels” accounted
for about 69 percent of global online shares last
October alone. This category of shares—collectively
dubbed “dark social”—leads to an obvious question:
How on earth do you completely track your social
media campaign results? Short answer: You can’t.
That said, it helps to understand why this blind
spot is so large. Mobile apps, including those of
Facebook and Gmail, have traditionally stripped away
referrer tags on links, though the former has begun
to add “app identity” tags to links shared through its
mobile service. Those app identity tags tell us that
Facebook has been the source of up to 40 percent of
dark social traffic, according to data-analytics service
Chartbeat.com. An increase in the number of sites that
have switched over to secure https sites (which mask
referral info) adds to that number.
As Web traffic increasingly migrates to the mobile
space, it will be incumbent on app makers to prevent
“dark social” from swallowing up what traceable
sharing data remains.

8
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f Swedish cellphone maker Ericsson has been floundering
lately (and it has), that may be partially because they’re
focusing on something more ambitious than yet another
smartphone— smart paper. With this nascent technology, the
moment you touch a piece of paper, information is instantly
transferred to your smartphone.
Dubbed “connected paper,” the technology uses “capacitive coupling” (not nearly as exciting as it sounds) to transfer
electrical impulses through the human body, making any
paper like your smartphone’s touchscreen.
As you can imagine, the potential for cross-media
promotions is intriguing: a direct-mail recipient’s phone, for
example, can bring up your website the moment they pick up
your postcard—no QR code scanning necessary.

Helping Advertisers

See a Bit
S

o far it’s been a neck-and-neck race in the efforts of
Google and Facebook to carve up the world’s advertising
budgets. Over the last six months, the search engine has
quietly gained ground by coming up with new ways to tell
just who is looking at the ads you’re running.
This began last August when Google AdWords
rolled out Website Call Conversions, which overlays a
dynamically generated toll-free number on your homepage
whenever someone clicks through to it from a Google ad.
If they click on the number or dial it by phone, the call is
linked to that specific ad, becoming one more stat to track
in your analytics.
In January, Google furthered its efforts by turning its
all-seeing eye to video commercials, unveiling a tool that

RLD AS

17-50
milliseconds

EEN

The time it takes for

someone to decide if your
website is appealing

Unveiled at January’s Consumer Electronics Show, the
technology can currently transfer up to 10Mbps of data,
Ericsson says, though the company really has its eyes on the
near future and the rollout of 5G networks.
And once those networks are in place—the year 2020
has been bandied about—paper will be able to transfer even
more data, graphics and multimedia experiences to your
phone. Then the only extraneous piece of the equation will
be…you.

75

%

Web users who admit they
judge a company’s credibility
by their website design

62%

More
ore

Companies that designed

mobile websites reporting
increased sales

94

%

First impressions
of a website that are
design related

Source:

will allow
advertisers to know
whether the online video segments
delivered via DoubleClick ad services are
actually being watched or skipped. One clarification:
“watched” in this context means that 50 percent or more of
the video is on screen for two seconds or longer (the industry
standard definition for what constitutes a video “viewing”).

DigitalInformationWorld.com
http://bit.ly/1C7D0UL
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THESE DAYS, it seems every tech firm
EXPERT

wants one: their own company event, or
Developers Conference, or WWDC—
you name it. From Salesforce to
Cisco, Google to Box, everyone wants to create an
experience.

DESIGNING FOR EVENTS
by WOLFGANG STRACK

CENTER STAGE
Events provide a great stage for your brand
because they combine all aspects of a holistic,
integrated experience: content creation, branding, marketing (digital and print), sales, social
media, demand generation, mobile access,
and more. Beyond these tangible experiences,
events have become increasingly important
in how they represent the organization as a
whole. It is the one annual occasion where a
company’s culture, and brand, really comes to
life. Events serve also as an exchange platform
for developers, users and third-party vendors.
These are the people who are at the forefront
of implementing your technology and building
your ecosystem.
SPIRIT AND ATMOSPHERE
There is more to creating a smooth event
experience than designing the communication
and signage. The location, the programming,
the speakers and the date itself—all shape
the experience.
However, the design is able to express the
spirit and atmosphere in a unique, compelling
and consistent way, year after year. Ultimately

10
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the event design becomes a brand of its own.
An authentic relationship is built with attendees; they feel valued as partners and turn into
evangelists of your brand.
Events have similar design needs as a
branding campaign: create a unique visual
language based on a strategy and messaging
framework with enough flexibility to play across
the most diverse set of media, all while creating
an integrated experience. You want to position
the company as a thought leader, capture the
industry topic and drive the conversation. You
get to coin the phrases, terms and hashtags to
spark conversation. Your messaging links the
verbal theme back to specific services and solutions. Your design supports the theme, but

Wolfgang Strack is an awardwinning designer with experience in
integrated branding and marketing
programs that have a global reach. After 10 years at
MetaDesign in Berlin, he came to the Bay Area, where
he currently focuses on identities and event designs
for John McNeil Studio in Berkeley.

10 TAKEAWAYS
1. Be bold and go crazy.
2. Everything is your canvas.
3. Expand your horizon as designer:
Think in spatial experiences, motion
graphics and performance art.
4. Don't be on brand, but in the spirit
of the brand.

is also a vibrant and approachable expression of the specific event. Event design
needs to be believable and authentic. And
the design solution needs to be highly scalable—from mobile apps, social media and
event websites to billboards, signage and
name badges. This is where event design
is closest to brand design. There are lots
of vendors involved who all will apply the
design in some way.
DESIGN AS INSTALLATION
The greatest aspect of event design is that
you can walk through the results of your
process almost right away. It is like an art
installation, leveraging all kinds of media,
from stage or environmental design to show
elements and digital signage. You also can
gather feedback immediately by simply
talking to the attendees.

5. Vectors are your friend.
6. Start design only after the verbal
theme is locked down.
7. Document the event (photos and
video) and create a sizzle reel to use
for marketing the next event.
8. Fuel your social media with
everything that’s going on.
9. Broadcast the key events back
to the staff.
10. Do good: Create fundraisers for
charity and share the success.

SPRING 2015
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EXPERT

EMBRACE YOUR
INNER NERD
BY

No matter what your
marketing or advertising focus, it’s an
exciting but extremely
challenging time—
technology is finally
catching up with
our imaginations.

Marketing departments are scrambling to
understand this constantly changing landscape,
so join this tech-driven nerd as I explain some
of the newest applications being integrated into
innovative marketing campaigns.

This technology gives us the ability to create
“brand-in-hand” interactions that both educate
and entertain users. And when the audience
is given control over content, the experience
resonates more deeply: Magic happens.

Our audience
To understand technology needs, we have
to understand consumers. “If you don’t have
A.D.D. these days, you’re not paying attention,”
says filmmaker and futurist Jason Silva. People
are receiving, interpreting and reacting to
information like never before. Simply launching a product and pushing out one-way
messages doesn’t work. Campaigns need to
shift towards interactive and collaborative
experiences. Experiential marketing builds a
memorable and emotional connection between
people and brands—social media allows them
to trumpet that brand value to their connections.
So what can tech do to maximize those
impressions and connections?

A smarter smartphone
Spacious environments with high foot traffic,
like experience demo centers, museums and
hospitals, are beginning to explore the incredible data collection that Bluetooth technology
provides. It was originally created with retail in
mind, but creative marketers have found ways
to guide visitors through a seamless experience
while adding customized and personal interactivity. An app still needs to be installed, but
the impact of directional way-finding, in addition to integrated, hyper-specific content sent
to a phone, can create an unrivaled personalized experience.

The motion is the message
Many types of interactivity can be created with
infrared motion-sensing devices, like Microsoft’s Kinect 2.0. The typical recipe includes a
depth camera (Kinect, Leap, etc.) and content
on a backend media server that can be used in
interactive installations or gamification kiosks.
12
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Steve Deitz

The Holodeck is here
900lbs of Creative recently created a Virtual
Holodeck Experience for Boy Scouts of
America (BSA). Kids often don’t fully understand what it is like to be a scout until they
experience it first hand. To help BSA generate
more recruits, we digitized exciting adventures

Steve Deitz is cofounder and creative
director at Dallas-based 900lbs of
Creative, a studio that focuses on
interactive installations, activations
and exhibits. He is an innovator and
advocate for utilizing emerging technologies in design and experiential marketing to create
connections between technology, people and brands.

with our custom 360-degree video productions.
We seamlessly transported potential scouts to the
environment of their choice, digitally displaying
their adventurous experiences. Our easy-to-use app
gathered critical data and feedback and proved to
be a successful recruiting tool. The Holodeck and
interactive experiences like it speak the language to
young audiences (and their parents).

Evolve
Author Jonah Berger says “If it’s built to show, it’s
built to grow. If we care, we share!” Brands have to
focus more attention on innovation. As marketers,
we must stay on top of the latest trends and evolve
with technology. The goal of the experience is to
form memorable and emotional connections between
consumers and brands. Embrace your inner nerd.

FUNCTIONFOX

SPRING 2015
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Q+A

Designing Brand

Alina Wheeler is one of America’s leading brand identity
consultants. Her book, Designing Brand Identity, is an essential
guide for anyone building a brand. The book offers a proven
five-phase process for creating and implementing effective
brand identity, along with case studies, tools and examples.

14
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Identity
Q. The book is currently in its

What advice do you have for

The global marketplace is

fourth edition. What have you

organizations building brands

getting more crowded. Is this

changed over the years and

in different media spaces—

a good time to be working on

what’s stayed the same?

print, television, web, and

identity design or has it become

A. My goal has always been to map

now social?

much more challenging?

Breathe. Understand that there is no
one-size-fits-all media mix—budget
allocations are shifting all of the time.
First and foremost, remain customer
centric in decision-making. Pay attention to the relationship between
real and virtual customer experiences.
Create an integrated system that is
coherent across media.

Being dramatically differentiated in
an over-saturated marketplace is
harder than ever. Everyone wants your
customers, your business and your
share of the wallet. Good designers are
needed to help organizations express
their unique advantage. As attention
spans shrink, and the smartphone
reigns, we all have less time and less
space to tell our stories. The best
designers know how to synthesize
and simplify. It’s a critical skill.

a process that helps the whole branding team achieve remarkable results.
I also want to spotlight strategic,
sustainable and original best practices.
I am about to write the fifth edition—
both the process and the brand
fundamentals will stay the same. The
tools, however, have changed with
each edition—apps are now trumping
websites, smartphones are replacing
desktops, even the tiniest business can
be global and the sharing economy is
birthing great brands.
My definition of branding is still
the same: Branding is a disciplined
process that helps organizations
answer these questions: Who are you?
Who needs to know? How will they
find out? Why should they care?

How do the best designers
go about building trust
with clients?
Listen a lot, before you speak. Make
it easy for clients to understand the
process. Remember that it’s their
brand, not your design. Clarify why
research is important. Build trust
and a common understanding of the
strategy, before you design. Show them
that you understand their competitive marketplace. Connect design with
their vision and strategy. Demonstrate
that you understand their customers.
Never, ever show something you don’t
believe in. (Read my book!)

What are the commonalities in
organizations doing a good job
of growing their brands?

Your father was a sea captain.

The best organizations view their
brands as their most valuable asset.
They understand who they are and
what they stand for. They invest in
their culture and value their people.
They ensure that their people understand and can articulate the brand.
They have courage to imagine what
others can’t see, and they have the
tenacity to deliver value and stay
relevant. They demonstrate, across
touchpoints, why they should be the
brand of choice. They make it easy for
the customer to understand and buy,
they make it easy for the sales force to
sell, and they do everything to build
brand equity.

What was that like when you

Why are you passionate about

were growing up?
When my father would return from
seafaring, he would captivate me with
stories and presents from faraway
cultures. I still have the gold and tangerine sari from India and my geisha
doll from Japan that I received when
I was 10. He wasn’t good at staying in
one place—he was always off to sea,
and we would see him between voyages. What lingers are his unspoken
mantras, which were, “Keep moving
no matter what,”“Keep them on the
edge of their seat with a good story,”
and, “Beauty is enchanting.” He introduced me to the power of storytelling
and the quest for adventure.

brand identity?
I have seen how powerful the branding process can be for leaders and
their organizations. Brilliant MBAs
wrote about strategy, our design
heroes showed how strategy could
be designed and experienced, but no
one was focusing on the process. Too
many projects had failed because the
right people didn't have a clear road
map to follow.
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Brands live everywhere.
Tomorrow Partners helps
organizations achieve greater
impact by creating
integrated experiences.
BY CLAY HAMILTON
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After 10 years as a commercial designer, Gaby Brink had
an epiphany. “I realized that
I wanted to put my creative
firepower towards more meaningful things than just selling
stuff.” Her vision was to create
a firm that integrated sustainability and social impact into
design work. And Tomorrow
Partners was born.
One important difference from traditional design firms: strategists. “Having
an MBA at the table really changes
the conversation,” says Brink. Being
able to understand the interdependencies of economic factors is crucial, she
explains. It’s an important part of having a broad perspective while bringing
expertise to bear on specific issues.
“The reality of our approach is what
we’re asking the designers and businesspeople in general to do—breaking
down silos.”
Their work focuses on collaborating
with clients to help guide them into
new ways of thinking and new ways of
doing things to achieve their goals—
and to keep it going over time. “We
are a design and innovation firm,” says
Brink, “which really means engaging
our clients in innovation processes
that then can become endemic in their
own processes.” At the end of the day,
Tomorrow Partners wants to bring
clarity to complex stories through
design and storytelling in a way that
people appreciate.
Close collaborators: The firm is led by (from left) Nathalie Destandau (partner, strategy), Gaby Brink
(partner, chief designer) and Jeremy Kaye (founder, innovation). PHOTOGRAPHY BY AUBRIE PICK
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“C” is for context. It’s important, says Jeremy Kaye, to do
purpose-driven work that isn’t just craft. “Our passion is
doing work that affects people’s lives,” explains Brink.
Difficult stories are still worth telling.

2

2

Brink and her partners engage all levels of a client institution
in strategic planning to enroll them in the process and give
a real sense of ownership. This helps ensure the successful
ongoing execution and maintenance of the deliverables.
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3

“Brands live everywhere,” says Brink, “on your phone,
your laptop, the grocery shelf—they’re ubiquitous.” The
challenge that Tomorrow Partners tackles is to integrate
the strategic approach in order to better express the
brand before building a deliverable.

4

The size of the team—15 core staff and a network
of collaborators (plus Wiley and Dinga, the canine
resources)—is important. “More than 20 staff,” says
Kaye, “and everything changes.” It’s important to
have a staff that knows each other, knows how others
work, and can maintain flexibility.

5
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The firm is housed in an old factory that once made
Sierra cups, the metal cups used by backpackers, and
motors for model airplanes.

6

When Brink and her team do research and strategy work,
they externalize all the findings and synthesize them—
that’s when the rooms get plastered with Post-its. “You
have to be able to see it to connect the dots,” says Brink.

Ericson

,
STUDIO
PORTFOLIO

ALTER ECO Alter Eco’s
mission of wielding the
food business as a weapon
against poverty and
inequality is in line with
their customers. Tomorrow
Partners helped their
message connect as well.

[
NUMI TEA A packaging redesign for a creative and
conscientious company allowed the firm to help Numi
give their shelf presence an added pop while retaining
the exotic artisan brand their customers know and love.

,
SF BUSINESS
PORTAL
San Francisco has a
strong entrepreneurial
culture, but small
business owners
don’t have it easy. The
SF Business Portal
allows the city to better
support its 65,000
small businesses and
anyone who is thinking
about setting up shop.

,
U.S. DEPARTMENT
OF STATE System
change isn’t easily
won—or sustained. The
team helped promote
the future of global
diplomacy through visual
storytelling that shows
real impact.

,
THE NORTH
FACE The new
North Face
hangtag and
packaging uses a
cohesive, scalable
system, while being
mindful of costs,
guidelines, and a
commitment to
the planet.
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Back to the

FUTURE
with

W

hen creating an identity for a historic

hangout, r.vH Design was faced with choosing
what to keep and what to leave behind.
BY AARON BERMAN
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CASE STORY

S

ince 1919, Tosca Cafe in San Francisco’s North Beach
has been a hangout for the likes of Johnny Depp, Francis
Ford Coppola and Tim Burton. Beat poet Allen Ginsberg
was famously shown the door for not wearing shoes. But
for all its fame-by-association, in recent years the bar (it
had dispensed with serving food years ago) hadn’t even
been able to cover rent.
“People loved it before because no one was ever
in there and you could just walk in and sit at the bar,”
explains Robert Van Horne, principal at r.vH Design
in San Francisco, who took on the job of rebranding the
institution. “But it’s not a great business model to be
known for being empty.”

The trick was always making
sure that the authentic rough,
vintage quality was never
lost in translation.

26

StoryboardMagazine.com

In 2013, facing eviction, owner Jeannette Etheredge sold
the Tosca Cafe to Ken Friedman and Chef April Bloomfield, owners of several high-profile New York restaurants
including The Spotted Pig. In no time, AOC SF restaurant
consultancy hooked them up with Van Horne.

The Same…but Different
A decent chunk of change was invested in cleaning
up the ambience already present inside Tosca Cafe. Oil
paintings from the ’30s were restored and dramatically
lit from below.
“Before, you never saw them,” says Van Horne,
“because they were covered in cigarette smoke and were
never lit.” An old Marilyn Monroe photo that hung over
the urinals in the men’s room was replaced with a series
of colorful Andy Warhol portrait tiles of the screen star.
Still, no one made any bones about what would pack
the house—Chef Bloomfield’s fantastic culinary talents.
A full-service kitchen was installed in preparation for
resuming food service.
Sifting through all of the branded collateral that had
been part of Tosca for nearly a century, it became clear
that creating an identity would require knowing what to
keep and what to leave behind.
“The trick was always making sure that the authentic
rough, vintage quality was never lost in translation,”
Van Horne says. “We cleaned up and redrew nearly all
of the artwork, but tried to retain that authenticity.”
All agreed that there shouldn’t be just one logo, but
a collection of them connected by style and tone.

The Heart of a Brand
Behind the bar, they found some old sheet music
from the restaurant’s namesake, Puccini’s opera
“Tosca.” They scanned it and “manipulated [it]
so they had this fun, hand-drawn typeface,” says
Van Horne. Pow: instant typography for the paper
and online menus.
From his first meeting with the new owners,
Van Horne recalled seeing cheeky napkin illustrations of opera scenes on the wall, bestowed upon
Tosca by a French artist in the ’40s.
“We contracted a large-format photographer
to take a super-high-resolution image of it, and
then we extracted all the artwork and created the
coaster designs and some of the other artwork with
it,” he says. “We were basically handed this oneof-a-kind illustration that, had we not been there to
see it, could’ve been lost forever.”
Inspiration was everywhere. A monogram was
created based on the one featured on the restaurant’s jukebox. Another logo was derived from the
“quirky, funky type” on an ashtray there.

Finally, a vintage photo of Jeanette Etheredge herself was placed on a coaster, a tribute to the woman
who had been the public face of Tosca Cafe for 33
years. That coaster design is one of seven that are
rotated in and out on a regular basis.
“Having Jeanette on a coaster was also the
new management’s way of saying this is the real
face of Tosca,” says Van Horne, who’s seen her
there a few times since the changeover.
In many ways, it’s a testimonial that says
though the food service is new and the cheap vinyl
booths have been replaced by beautiful leather
ones, the new website, collateral, everything
respects the history of the original.
As for the place that once was empty any time
you wanted to swing by for a quick drink? Expect
to wait a good 45 minutes to an hour to be seated.
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Passing the hat around for a revered
institution like the San Francisco Museum
of Modern Art (SFMOMA) can be pretty
tricky in a struggling economy. But when
its major biennial fund-raising event
happens while the building itself is
closed for renovation, you really have
your work cut out for you.

Modern Ball

Bounce
to SFMOMA’s

Adding

BY AARON BERMAN
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San Francisco’s MINE embraced the challenge
last year by playing up an “out of the box” metaphor
for SFMOMA’s Modern Ball fund-raiser, incorporating it into a variety of cross-media materials leading
up to the event.
A 9-month Bounce

CREATIVE DIRECTOR
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DESIGNER
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Maiya Wiester

PHOTOGRAPHY
MINE

“This is going to be the first and probably only big
Modern Ball fund-raiser they were going to have
OUTSIDE the museum,” explains MINE Principal/
Creative Director Christopher Simmons. The studio’s
approach dovetailed nicely with the museum’s own
branding during its two-year expansion as “SFMOMA
on the Go,” alluding to the pop-up events it was
hosting throughout the city.

Having a
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So…how long exactly did MINE have
to put their campaign together?

“It’s going to sound like a long time,” Simmons says
with a defensive laugh. “Almost a year.” Hardly
surprising considering they had to first get the event
on people’s radar and then remind them of its imminence. Then there were the magazine deadlines, the
website deadlines…
In years past, the ball-like element in The Modern Ball logo had been interpreted in different ways.
One year it was a glass marble, another a crumpled
piece of paper. “When we got our hands on it, we
looked at a variety of different ideas,” says Simmons.
What they ultimately decided on was a Super
Ball, those super-bouncy rubber balls that can easily
clear a two-story house when chucked at the ground.
“Rather than place it on top of the logo, we
wanted it to be more interactive,” he explains. Over
the next several months, they would find ways to
spread that interactivity to print, digital bus-shelter
ads, websites and more.

BALL with PRINT

Having a Ball with Print

MINE’s save-the-date mailing kicked everything
off in November 2013. It delivered a sense of fun
and mystery in a box roughly the dimensions of
dimensions of a checkbook.
“You know it’s from SFMOMA because it has
their stamp on it, but other than that there’s no
information on the outside,” he says. Taking off the
shrink wrap reveals a red rubber ball poking through
a die-cut hole in the top of the box.
“Remove the lid and you get this second reveal
where you’ve got the ball set up almost like it’s a
piece of jewelry or a toy. You’ve got all the information on where to buy tickets typeset around the interior perimeter of the box. We wanted to create this
unboxing experience where every time the recipient
took an action, they were rewarded with some new
information or some surprise.”
At the end of January, the invitation went out.
“Thematically it’s very similar. It’s not a box but it
unfolds,” Simmons explains. “There’s a die-cut hole,
but you’re not getting a physical ball; there’s a
picture of the ball in a blurred field.”

Similar images of balls in motion were used in ads for
San Francisco and 7 x 7 magazines. Says Simmons,
“Part of designing the theme was also anticipating all
these different uses.”
The idea of capturing the Super Balls in
mid-bounce was further explored in various website
banner ads, which of course could actually show
them bouncing. Except…
“We tried to shoot it as a video, but we ended
up doing it in After Effects,” he says. “This was
really a ridiculous process. We set up a little seamless backdrop. Then we’d drop the balls and just still
photographs of them in different states of blur, which
was just trial and error… . In the end I think we ended
up tying little pieces of thread to them and dangling
them in front of the camera.” The resulting animation
was also played on a big screen at the actual event.
The 80/20 Rule

Ultimately the project proved a successful one with
a respectable $3.2 million collected. And in many
ways, it was a dream opportunity for the studio.
“We have this thing we call the 80/20 rule,”
says Simmons. “Eighty percent of what we do we’ll
justify—say this is the right material or format for
certain reasons… But then 20 percent of it is art, and
it says this right in our contract and our proposals… .
That was something that really resonated with
[SFMOMA]. In fact, they told us it was a large part
of why they chose us for the project.”
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Kickstarting

Charlie Cart

An innovative campaign
aims to teach kids
how to prepare nutritious
meals of their own.
BY SABINE LENZ
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With a growing obesity problem in this country and universal health care always teetering on
the edge of political sacrifice, the future health of our children depends in part on their learning to
prepare nutritious meals of their own. Yet teaching these skills in classrooms requires the appropriate
equipment and lesson plans — two things today’s cash-strapped schools cannot afford.
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I

n November 2013, Berkeley Food Institute
co-founder Carolyn Federman and Celery
Design Collaborative founding partner/
creative director Brian Dougherty got
together to create The Charlie Cart
Project —a mobile kitchen designed to teach
elementary and middle-school students to cook.
The following November, facing a $40,000
price tag to get a decent pilot program off the
ground, they did what many musicians, filmmakers and inventors have done for years—they
launched a Kickstarter campaign—and met
their goal with $2,200 to spare.

GIVING CHARLIE FORM
AND FUNCTION
Charlie Cart is a play on the term “chuck
wagon”—those horse-drawn wagons that kept
settlers and cowboys fed in the hardscrabble
days of the Old West.
Dougherty and Federman’s nonprofit project
could play a role nearly as vital in American
schools today. But to make the concept work,
Celery Design had to develop the physical

1
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layout of the cart itself alongside the branding
to have something to show potential Kickstarter investors.
“We’re rethinking the tools,” Dougherty
says—ovens, stoves, things like that —“but also
graphic design in terms of creating a brand that
people can relate to.”
The prototype cart is a marvel of industrial
design, solving many delicate problems with
style. For example, the convection oven and
induction stove slide neatly into the cart’s
housing. Turning a handle and locking it not
only keeps these potentially dangerous features
out of reach, it simultaneously locks the drawers
containing kitchen knives, too.
Says Dougherty, “We’ve gotten a lot of
requests for different features, some of which
we’re working on now. But the great thing is
that it’s like a living thing, so it’ll continue
to evolve.”

JOIN BRIAN DOUGHERTY FOR A VIDEO JOURNEY
THROUGH THE DEVELOPMENT OF THE CHARLIE
C A R T P R O J E C T B Y U S I N G T H E B I T LY L I N K
HTTP://BIT.LY/CARTVID

Carolyn
Federman
and Brian
Dougherty
want to make
hands-on food
education
simple and
accessible
nationwide.

3

The kit
includes all
the gear an
educator
needs to get
started.
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Dougherty sees
design as a tool
for enabling
sustainability
and promoting
large scale
social change.

4
5

The team has
assembled a panel
of expert advisors,
developed design
solutions, and
built relationships
with partner
organizations.

The cart supports
lessons across
disciplines, moves
between classrooms,
and works easily
outside.
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CHOOSE

PROJECT
FROM
HELL

5,000:-3-Time
= Chaos

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

H

owever much designers like to grouse about
the pressures of their job, at the end of the
day they can Command-Z their way out of
just about anything. Not so the printer, as
Bill found out while shepherding a brochure
through production.
“We were supposed to produce 5,000 copies of one
brochure,” he explains. “The client wanted to create
two different covers because they were sending it to
[potential clients in] two different industries.” He
sighs. “And they had three different mailing lists…but
they didn’t bother telling anyone that until the end.”
Wait…why three?
“Someone did the math and figured they could save a
lot of money if they sent copies of the new brochure to
current clients and bundled it with another brochure
they wanted to send anyway.”
If you’re confused, imagine how Bill’s design team
was feeling. The capper? They learned about all of this
just a few weeks before the brochure was scheduled to
be printed.
As the brochure was being shipped polybagged,
Bill and his staff found themselves waiting on the
delivery of three different overlay cards—from
a second printer—to be inserted into the brochure
packages bound for those three different audiences.
“So that printer was taking longer and everyone
was waiting for those extra pieces,” recalls Bill, who
was trying to communicate these last-minute changes
to the company printing the brochure.
There is, of course, a formula that dictates the fate
of any project: the more changes you make the closer
you are to your execution date, the more errors you
can expect to deal with later.
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To Bill’s horror, when the brochures were finally
mailed out, some of them were sent without shrinkwrap or overlay cards, and in some cases without the
second piece for preexisting clients. “I had no idea
what people were getting.”
So How Do You Avoid Situations Like This?

1.

Impose strict deadlines for printers and clients, and
establish financial penalties for missing them. Sticking

to this one piece of advice would probably clear up
80 percent of the problems that plague projects of
any kind. Clients constantly miss deadlines and come
up with last-minute changes because they have nothing to lose financially. Include deadline dates in your
contracts and spell out a substantial cash penalty for
missing them.

2.

Alert your printer to problems the moment they
crop up. If you bristle at the thought of last-minute

design changes, you can imagine how scary actual
printing and shipping changes can be to a printer. If
your client is giving you headaches, you need to do all
you can to keep the printer on your side.

3.

Walk clients through the design and printing process
ahead of time. “My clients seem to think I press a

button to design their pieces” is a frequent complaint.
Be sure any company you do work for knows what is
involved in bringing their idea to life.

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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