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Every January even the most dedicated of pessimists dares to believe that
this year they will, in F. Scott Fitzgerald’s words, “run faster, stretch out our
arms farther…” et cetera.
This issue we tackle our shared annual yearning for a new beginning
with the best way to work with photographers before a single shot has been
taken (page 10) and expert advice on how to make your infographics more
impactful (page 14).
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Thus inspired, we pick the brain of rock-star designer Michael Bierut
about his career as he celebrates the release of his first monograph/design
manual/manifesto, How to (page 16).
To ensure that there is a great outdoors in which to roam in future
new years, the Sierra Club continues to raise money at swanky events—
something we explore in detail through the cross-media promotion of its
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Trail Blazers Ball (page 30).
This issue’s greatest tribute to New Year’s optimism is
our cover story on the marketing of San Francisco’s
wonderfully bonkers Beach Blanket Babylon (page 34). In a
year that marks the home stretch of yet another depressingly
polarizing election campaign, there’s something refreshing
about diving into a cocktail of catchy tunes, impossible hats
and fun-house-mirror of today’s headline makers.
So open up that new calendar, temporarily table
those resolutions, and dive into a brand new year of
Storyboard magazine.
Here’s to your success in 2016!

SABINE LENZ, Editor-In-Chief

editor@vmastoryboard.com

Storyboard magazine is published quarterly
(Spring, Summer, Fall and Winter). Storyboard
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SEE IN THIS ISSUE? THEN
PLEASE GO TO OUR WEBSITE
STORYBOARDMAGAZINE.COM
AND BEGIN YOUR FREE
SUBSCRIPTION—BECAUSE YOU
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Los Angeles, CA 90040
323-728-9500
10650 Treena Street, Suite 103
San Diego, CA 92131
858-800-6900
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the right paper, board and packaging supplies required for the
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I Think Your Card’s
Trying to Call Me

What’s happening in the world

I

n October MOO.com unleashed Business Cards+, instantly
yanking the humble business card out of the awkward phase in
which it’s been sulking since smartphones gained widespread
adoption in the mid-2000s. In the process, it added a powerful new
tool to your marketing arsenal.
Each Business Cards+ paper card contains a near field communication (NFC) chip that can transfer preselected information to
any NFC-enabled phone or other device simply by tapping it—no
special app necessary. Contact details, maps, online portfolios, website links, images—any of these can be accessed via these special

of cross-media design

Story
Bits

cards. And by using MOO’s Manage Paper+ online platform, you
can change what your cards do electronically long after they’ve been
passed out. Best of all, it even gives you analytics to help you see
how many people have interacted with them.

Now here’s the intriguing bit:

This technology isn’t limited
to just business cards. Using Paper+, the technology that underpins
MOO’s new cards, you could in the near future print stationery, brochures, you name it, all with the ability to interact in this way. Your
clients won’t know what hit them.
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There’s nothing like something that sparkles to attract
attention and for this issue we’re dressed to the nines to
ring in the New Year. We’re sipping champagne and shaking
our bodacious Beach Blanket Babylon booty in a shimmery
UV glitter. All that glitz is made to pop, pop, pop by using
Opus Dull 100 lb. paper for a snarkier feel, just like the
show itself.
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Online Ads Need a Lo-BOT-omy
Bots are jerks. Software
designed to automate simple
tasks online, the little bastards
are frequently used for no
good, from harvesting email
addresses for spam to launching denial-of-service attacks.
And now we know that if you’re
paying for ads online, about
11%—23% of the “people” seeing them are probably bots.
This is something experts
have known for a while now,
ever since the December 2014
release of The Bot Baseline:
Fraud in Digital Advertising,
a joint study by the Association

of National Advertisers (ANA)
and online fraud detection firm
White Ops.
Video ads are particularly
susceptible. In one example
from the report, 98% of the total
viewing stats for a video car ad
on a well-known lifestyle site
were bots. More recently, a July
2015 report from several European researchers suggested
that Google had ignored bots on
YouTube when displaying how
many times a video had been
viewed, but did count them as
views when charging people
who had taken out Google

AdWords ads against those
same videos. The ANA/White
Ops report’s top tip for cutting down on the number of
nonhuman ad impressions you
pay for? Set your ad to display
during local waking hours if
possible, as many bots are
deployed overnight.
Sweet dreams.

More info here: bit.ly/vidbots

Scodix Foils Our Personalized Plans
There we stood, transfixed, a loose collection of skulls
staring back at us. Far from being a reminder of our own impending
demise, these foil skulls glimmering at us from the Scodix booth at
Graph Expo instead promised a new life for our projects. That’s because the new Digitized Inline Foil unit for the Scodix Ultra Pro allows
printers to digitally add foil to print pieces for short runs—as short as
a single piece.
This means you now have the ability to customize foil enhancements
in 15 different colors using variable-data printing. Say you’re putting
together a mailing for 2,000 people; you can ensure that each piece has
that recipient’s name rendered in foil, all in the same run.
And now printers can also show you a proof of your foiled mailing
Go to bit.ly/shortrunfoil
to get yourself a sample
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precisely the way the final product will look rather than simply handing
you a foil swatch alongside a printout showing you where it will appear.

S TAT S

$Cashtag

1.14 Percentage of

Pass the Hat with Twitter

T

hose looking for new ways to help

The transaction is actually made

nonprofit clients raise a bit of cash

through the Square Cash quick-payment

online will want to keep an eye on a little

service, provided by the makers of that

Twitter experiment taking place in the

ubiquitous plastic cube vendors plug into

run-up to the 2016 elections. Using a spe-

their smartphones to process credit card

cial Twitter widget, candidates can hoover

payments. As such, it dovetails nicely

up donations with a “Contribute” button

with that company’s $Cashtag program,

that appears right in their Twitter stream.

which lets anyone send you money simply

Users type in the amount of their donation,

by entering your customized handle (e.g.,

their name and address, and that’s pretty

$Clothes4Kids) into the Cash app or on

much it.

your personal Cash page. Helpful hint:

all e-commerce traffic
attributable to social media

90 Percentage of the

world’s data created in the
past two years (!) thanks
to social media

40 to 1 How much email

Add your $Cashtag to invoices and business cards and your clients now have two

Source:

fewer excuses for not paying you on time!

outperforms social media in
terms of conversion rates

Outmarket.com

What a Rip-off!
Normally the last thing you want to do is
encourage the locals to tear down your outdoor
advertising. But budget airline JetBlue brought a
little pre-holiday cheer to New Yorkers in September and October by plastering 181 bus shelters
with ads that enticed passersby to tear them off
in order to claim a host of prizes. On the back of
each, a code that could be redeemed online for
prizes ranging from local sporting events tickets to
actual JetBlue vouchers for excursions to LA,
San Francisco and the Caribbean.

EXPERT

VISUAL
COLLABORATIONS
by AUBRIE PICK
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AUBRIE PICK (on
right, below) is an
editorial, commercial
and lifestyle photographer,
specializing in food,
portraits and interiors.

One of the most important
collaborations in a media
campaign is between designers
and photographers.
Both work visually, but approaches can be different. And there are a lot of questions: How much
direction is too much? Where can creativity come
into play? How will the visuals really be used?
In my career, I’ve focused on a few key points
to help make visual collaborations successful,
creative and fun.

1

Share inspiration. One of the most important things you should
do before a project even begins is to figure out if the creative director/
designer and a photographer are a good fit and can collaborate
successfully. One of the most effective ways to determine this is by
sharing inspiration. Words can mean different things to different people,
so if you’re working on a visual collaboration, it’s helpful to share what
inspires you, what publications you like or what catches your eye. That
can help ensure everyone is on the same page and can work toward
a common vision.

2

Have a strong outline. Every project has its must-haves, but it
isn’t fun to just be a technician clicking buttons. When you have a strong
project outline, you know what the boundaries are, but also where you
can play and bring your creativity to bear.
In a recent project, a new cookbook from model and chef Chrissy
Teigen, the stakes were high. It was important to capture the author’s
personality while also getting foundational shots to put together a beautiful and useful cookbook.
We had a month of in-depth conversations, shared Pinterest boards
and discussed mood sheets to define what was absolutely needed and
WINTER 2016
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where we could experiment. One dish could be a beauty
shot, but another might be difficult to make, so we needed
to show the preparation steps. And we had to capture the
fun and spontaneity of the author, both for the book and for
marketing. Because we had a strong outline, I knew what
the publisher needed, knew the tone and approach, but on
set had the freedom to be flexible and mobile and creative.

And that’s important—there needs to be that willingness
to make mistakes or try things that aren’t completely
applicable so that creativity can naturally unfold. You can
find within constraints the freedom to let the serendipitous
things happen that can really bring a project to life.

3

What’s the brand? As much as visual collaborators
want to have a creative voice, the client needs to have a
product that matches their brand. It’s important to understand what’s going to work best for them, what their goals
are and how we can best support their brand. That understanding provides a solid base when you’re on set so you
can be flexible to capture something that feels authentic
rather than contrived but still meets the client’s needs. I try
to have a conversation with clients about what their brand
is and see my work as an extension of that—a chance to
compliment it and also be able to augment it.

4

What are the outlets? It’s important to fully understand where the images are going and how they’ll be used.
There are so many outlets for a project’s images—print,
marketing collateral, social media—so you really need
wide coverage. You also need to know what will play well
where—can we use outtakes, do we need to leave room
for text, does the image need a square frame for social?
By knowing all the possible uses, a photographer can
ensure the images will be successful.
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Kick the CRACK(ing) Habit!
Winter is here… Normally a time for dry, cracked lips. But also
a time when the dreaded “cracking” issue is heightened for printers.
Not with Invercote!
Invercote will not crack… Not when heavy ink coverage crosses
scores and folds that run against the grain; not when printing on
Invercote’s heaviest stock offering.
See for yourself. Log onto iggesund.com/pinecracker to order
a printed demonstration. Better yet, ask us for free press trial stock
and put Invercote to the test in your pressroom.
CARE BY IGGESUND Our care for our customers and their businesses goes far beyond offering
two of the world’s leading paperboard brands, Invercote and Incada. We also provide a broad range
of services, support and advice. And we care about the environment, all the way from our forests to
the consumers. That’s because we believe black figures are best grown from green assets.

Get in touch:
Iggesund Paperboard Inc.
Phone: +1 201 804 9977
Email: info.usa@iggesund.com

EXPERT

INFOGRAPHICS
Telling a Visual Story
Undoubtedly, you’ve heard of the trend for designers
to use more visuals in our content—in other words,
adding more graphics, photos, artwork and color.

By SALLY COX

Whether we are creating print publications, designing
slides for eLearning or preparing presentations,
everyone wins when we use more visual materials to
tell the story—visuals draw you in more than plain text
and studies suggest learners retain visual content better.

Then There are the Numbers.

Graph.net has determined infographics
have increased a staggering 800%
between 2010 and 2012. And here are
a few more facts:
• 90% of information transmitted to
the brain is visual
• Visuals are processed 60,000 times
faster than text
• 40% of people will respond better to
visual information
Clearly, a visual approach is necessary to
effectively reach learners in our fast-paced
world. And incorporating infographics into
your workflow is an easy process.
How Do I Get Started?

Assembling your data is a key initial step.
Whether it’s provided by a client or you
collect the data yourself, make sure it is

accurate. Check your facts before you
begin and double-check throughout the
process. In a situation where numbers may
be constantly changing—such as a bar
graph based on the stock market—it’s very
important to verify your information.
Tips for Planning Your Infographic

Once you have a theme and a story to
tell, a logical next step is to plan how to
present the information. I recommend
scanning a variety of resources to see what
types of infographics are out there and
which ones might be best suited for the
data you have to present.
I use a variety of sources, but here
are a few suggestions:
Pinterest I mainly save infographics I

like, but it’s also important to find ones you
do not like. I collect both to help me plan
for success.

SALLY COX is an e-Learning expert/instructional designer residing in the
San Francisco Bay Area. Her company kreatable.com offers a variety of
eLearning services, including presentation design, storyline production,
training and virtual producing via Adobe Connect. Find Sally everywhere
on social media @kreatable.
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Twitter Search using hashtags like

“#infographics” or “#datavisualization.”
Adobe Behance This portfolio service

has a variety of infographics, including a
few free templates for Behance members to
download.
Magazines and publications You never
know where the good ideas will come from,
so keep your options open.
I organize my content in a variety
of ways, but here are a few tips.
Case in Point

Here is an infographic I created using
factual information about RMS Titanic
(a favorite subject). I gathered my data and
arranged it by category. I have marked key
areas with red circles, so let’s review them:

1. This is the main part of the infographic
I want the learner to see when they
first look at it. Notice the text is bigger,
and I used white to draw their eye into
the design. I didn’t use an excessive amount of white anywhere else,
because that would be distracting.
2. Here is an opening statement to give
an introduction to what they will be
learning. Most people have heard of
Titanic, but I never want to assume.
And an introduction helps to set the
tone of the information that is to follow.
3. Here I added another supporting
statement that really didn’t go with any
other topic but I found it interesting.

¥

4. I divided the main content into categories and used color to visually organize
it. Notice the dark blue bar to—excuse
the pun—“anchor” the subheads, and
the yellow flag to draw attention to
the topics.
5. Here I broke things up with a simple
pie chart to really drive home a key
statistic.
6. I anchored the bottom of the infographic
with another visual, this time to show
scale. Some people have scoffed at
using this scale technique, but I must
tell you: It’s a pretty instantaneous way
to help learners perceive the concept.

Learn more about building visually creative infographics through my course
at HOW Design University. Check it out here bit.ly/infocourse
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Q+A

Design Obser
It started with a chance discovery—
a dusty how-to manual for graphic design that
the 15-year-old Michael Bierut found in his
high school library. That book started him on
a decades long career, in which he’s worked
with Massimo Vignelli, been a partner in the
New York office of Pentagram, served as
senior critic in graphic design at the Yale
School of Art and co-founded the influential
blog Design Observer.
Bierut recently published How to, a
design retrospective that showcases more
than 35 projects. Bierut walks through each
project from start to finish while reflecting on
the philosophy behind his work and offering
up insight and inspiration.
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For Michael Bierut, design is just a
means to an end, and the end is ideas.

Q. What is it like to see your de-

signs throughout the city where you
live (The New York Times Building,
Saks Fifth Avenue bags, parking
signs, etc.)?

A. Seeing things that I designed out in the

world is my favorite part of being a graphic
designer. I have always felt that graphic
design is fundamentally utilitarian, so seeing
things I worked on being used by real people
is thrilling. It doesn’t matter if they don’t
know that I designed it, or really that anyone
designed it, for that matter. Doing graphic
design isn’t about getting credit, it’s about
having an impact.

Is there something you learned from
Massimo Vignelli that you still use in
your work today?
Obviously, working for Massimo Vignelli
for 10 years—it was my first job out of
school—had a real impact on me. I think
the advantage of working closely with him is
that it let me experience not just the rules he
was famous for but the way he broke those
rules. Despite his reputation as a very logical,
very disciplined designer, he was also tremendously intuitive, and his best work managed
to combine structure and passion. I think
about the relationship between those two
seemingly contradictory impulses every day.

Your new book, How to, has been
called both a manual and a manifesto. What do you hope readers will
learn from it?
The design books I was tremendously
influenced by as a young designer were ones
where you felt you got a glimpse into the
process behind the work. I took inspiration
from books by people as different as Milton
Glaser and Armin Hofmann and George
Lois. In many ways, my book is written for
a young designer in the same place I was 40
years ago. At the same time, I tried to do it
in a way to appeal to people who have never
taken a design class in their lives. It certainly
wasn’t intended to be a manual or a manifesto, but I guess because I reveal so much,
it could be the first, and because I care about
it so much, it’s inevitably the second.

Based on your time in the graphic
design program at Yale, do you have a
favorite assignment?
My favorite assignment, one that I’ve given
on and off for years, is something I invented
called The 100 Day Project. It’s simple:
You just pick one thing, and you do it for
100 days in a row. What I like about it is
that it forces you to go beyond style and
creativity and find out what happens when
all your usual tricks are exhausted. Almost
every student who’s ever done it has sur-

prised me in one way or another.

You’ve called yourself more of a problem solver than a designer. Why?
For me, design is more about solving a problem than simply being “creative.” I could
never be an artist because I somehow lack
that impulse to be self-expressive. I really
need a client with a brief to get me going. It’s
really about the challenge of working within
parameters and the pleasure associated with
both respecting those limits and transcending
them. A blank canvas just seems too easy to
me. Or maybe too scary.

How has technology changed the
way you approach a project?
Obviously, technology has completely
changed what we do and the way
we do it. What hasn’t changed is the
challenge of communicating ideas with
intelligence, taste and ingenuity, in a
world where there’s no guarantee that
anyone is paying attention.

I understand that DJing is part of your
repertoire. Do you see any similarities
between that and design?
I started DJing because I had what was considered an impressive record collection very
briefly for a period about 30 years ago. Of
course, a good DJ designs an experience for
an audience the same way a graphic designer
does, finding relationships and patterns,
building a rhythm and then using surprise
to disrupt it. There is nothing like dropping
the needle on a song that just happens to be
exactly the one that everyone on the dance
floor was dying to hear—and better still if
they didn’t know they were dying to hear
it. I guess a designer does something similar
every time a problem is perfectly solved but
in a completely unexpected way.

You talk a lot about making connections between design and other
things. Why is that important to you?
I guess it’s because design is a process. It’s a
process that I love, but it’s just a means to an
end. The end is ideas. Ideas are more interesting than design and more important than
design. And ideas are the way that design
gets connected to the real world.

WINTER 2016
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What’s in
a Name?
Eat

My

Words

|

San

Francisco,

CA

Alexandra
Watkins in the
Eat My Words
downtown
San Francisco
studio space.

The folks at Eat My Words
know how to create brand
names that stick.
BY CLAY HAMILTON | PHOTOGRAPHY BY AUBRIE PICK

18

StoryboardMagazine.com

E a t M y Wo r d s specializes in creating
brand names and taglines that make people smile
instead of scratch their heads. The naming firm
is the brainchild of founder and chief innovation
officer Alexandra Watkins.
After working as an advertising copywriter,
Watkins got hooked on naming when Gap hired her
to create cheeky names for its first line of body care
products. With her fresh, unconventional naming
style, Watkins soon became a go-to resource for
countless branding and naming firms across
the country.
Since opening, Eat My Words has generated
thousands of names for snacks, software, sunscreen,
social networking sites, sportswear, shoes, and
seafood—and those are just the S’s.
While its primary service and passion is generating unforgettable brand names and taglines that
create powerful emotional connections, the company
also offers creative idea generation to promote buzz
through social media, product launches, marketing,
promotions and brand extensions. It can also help
clients find the best identity and package designers,
brand strategists, trademark attorneys and website
designers.
Watkins has recently authored Hello My Name is
Awesome: How to Create Brand Names that Stick, in
which she explains how anyone, even non-creatives,
can create memorable, buzz-worthy brand names.
And she throws in additional tips, like how to make
sure Siri spells your name correctly or how to nab
an available domain name.

When clients see a
creative space, they
can appreciate the
creativity of the curators. A space like
that of Eat My Words
shows the brand in a
new way, as playful,
unexpected and fun.

WINTER 2016
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The studio’s pink fridge, which is featured on its business
card, has had many lives, from carrot stick storage for the
San Francisco ballet to a stereo cabinet for a neighbor. Watkins
first used it as a holder for her Fiestaware, but it now serves
as a bookcase (and background for myriad pictures).
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2

Watkins bought the space 20 years ago as a residence. Since
then, the tech neighborhood has grown up around it—from
Airbnb, Pinterest and Adobe to Zynga and Dropbox.

4

3

3

Watkins’ desk is a 1950s diner booth. Her business
card is a pink refrigerator that opens. “Our blog is called
The Kitchen Sink, we have a package called The Whole
Enchilada—a great brand name is one you can really
extend because it has legs, and Eat My Words is one of
those names.”

4

The studio is nicknamed Candyland, because it’s so much
fun—wall-to-wall, ceiling-to-floor eye candy. “I need to be
in a creative environment,” says Watkins. “There’s no white
in here because if clients brainstorm and they’re sitting in
a white conference room staring at a white board, how can
colorful ideas just materialize out of thin air?”
WINTER 2016
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The studio is filled with items from Watkins’ worldwide travels.
Each object has a story behind it, nothing is haphazardly placed
and everything has a name. “We only work with words here. We’re
names and taglines, and more and more B2B clients want names
that stand out. They may not want a fun name, but they do want a
creative name.”
StoryboardMagazine.com

6

There’s always something new to see at Eat My Words—wall
murals, pen collections organized by country, a Don Quixote with
a papaya hat. “We live our brand, so we don’t have to try and be
authentic. This is just who I am and who we are,” says Watkins.

studio
portfolio

,
SH*TTIN’ PRETTY
Like the directions say, simply
spritz a few sprays of Sh*ttin’ Pretty
into the toilet water before doing
your business, and your business
will be nobody’s business!

[
Church of
cupcakes:
In a sea of cupcake
shops, this brand name
is the holy grail. This
playful name has
inspired countless
promotional ideas and
monetized merchandise,
including a Sunday
Worship service, “OMG”
t-shirts to “The Devil
Made Me Do It”
bumper stickers.

SMITTEN A favorite of foodies, customers of this
trendy San Francisco ice cream shop are Smitten
with this creamy ice cream and dreamy name.

]
I HAVE A BEAN: Formerly called Second Chance
Coffee because they hire and help ex-offenders, we
renamed them “I Have a Bean” and gave them the
tagline “Inspired Coffee.”

.
HAND JOB:
The sign on this
cheeky nail salon
in San Francisco
is photographed
almost as much as
the Golden Gate
Bridge. They’ve
monetized the
name by selling
t-shirts, lotions
and potions.
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RELIGION
IN A $300 PAIR OF JEANS
BY TAMARA E. HOLMES

In the mid-2000s, the average pair
of jeans cost about $30. So when
apparel company True Religion burst
onto the scene with designer styles
that ran $250 to $300 a pair, it had
to show the world that these weren’t
your everyday denim. To get that
message across, the company turned
to Torrance, Calif.’s, Creative Direct
Marketing Group (CDMG).
WINTER 2016
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HE COLLABORATION
TURNED OUT TO BE THE
PERFECT FIT.
True Religion jeans were designed to make an
impact “so the website and the marketing materials had to look pretty sensational,” explains
CDMG President and Founder Craig Huey.
“We had to talk to investors, we had to talk to
retailers and we had to talk to the consumer.”
Investors wanted to know whether True
Religion had a winning product. Retailers
were most concerned with whether the jeans
would make their stores more profitable. And
consumers wanted to know if the jeans would
make them look good. It was up to CDMG to
craft a message that would appeal to them all.
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A Form-fitting Message
The campaign consisted of both digital and
print elements. A corporate website provided
information for investors while serving as an
e-commerce hub where consumers could buy
the jeans. CDMG also used it to transform
the company’s president into a personality by
featuring quotes from him, as well as photos
of him decked out in their jeans. “People don’t
relate to corporations, they relate to people,”
says Huey. “We built him up as larger than life.”
To reach retailers, CDMG created threedimensional marketing packages that were
sent out to high-end stores—“the Nordstroms,
the boutiques, the stores that would carry this
product,” says Huey. The packages’ 3D nature
helped them stand out from other printed
materials. “We’ve gotten as high as a 90 percent response rate on the dimensional pieces.”
CMDG also created what they called a
“magalog,” [ http://bit.ly/1NjNZyh ] which
“looked like a magazine, felt like a magazine,
but it was really an infomercial in print,”
he explains.

ART DIRECTOR
Nina Paros

CREATIVE DIIRECTOR
Craig Huey

PHOTOGRAPHY

True Religion

In order for the campaign to succeed,
imagery played a major role. People had to
be able to visualize themselves looking better
because of the clothing. “We created the
brochures and the marketing materials showing
people enjoying and wearing these unique
jeans. That was absolutely critical.”

A Medley of Words and Images
Certain elements were common to all parts of
the campaign, such as the logo and the images
of jeans-clad individuals. But CDMG did not
depend on images alone. It also used copy
strategically to describe the jeans-wearing
experience. Says Huey, “We created copy that
talked about how people are going to notice
that you have something that you won’t find in
every store.”
CDMG also used carefully chosen wording
to differentiate between various audiences.
The same images might be used on the website
and in the magalog, but the copy would vary
based on whether it was targeted to a consumer
or an investor.
Some campaigns make the mistake of
depending too much on images, Huey says.
“One of the biggest downfalls of any campaign
is when you create something that doesn’t have
enough copy to explain the benefits or explain
the unique selling proposition. Copy is what
communicates the distinctions.”
The creative process for the True Religion
campaign took about four months to be developed and about a year to be fully implemented.
What was most rewarding was seeing
how copy and art can merge into a powerful
marketing tool, particularly when the two disciplines aren’t fighting each other, says Huey.
“The pictures helped reinforce the copy, which
helped accelerate the growth of the brand.”
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rail
n Fundraising
Tompert Design goes glamping
for a good cause
BY AARON BERMAN
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JUST BECAUSE you’ve
sworn to protect the nation’s
natural resources from the forces of
greed and apathy doesn’t mean you can’t
have a great time doing it. When the Sierra Club
wanted to pass the hat around with its second annual
“green tie” fundraiser this year, it conspired with Palo Alto’s
Tompert Design to create an evening of glamorous camping (“glamping,” if you please) and, hopefully, donations as great as all outdoors.

Creative/Art Director

Claudia Huber Tompert

Designer

Lisa Kaminar Brown
John Godbee
Sue Kim
Adam Houghton
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Let’s Go Glamping

Whimsical yet Engaging Invitation

Taking place at the City View Metreon in the heart of San
Francisco, the Sierra Club’s Trail Blazers Ball was an exciting affair that hewed closely to the organization’s emphasis
on sustainability, with hints of the wilderness beyond the
city. Attended by the likes of Grammy Award-winning
rapper Malik Yusef and director Darren Aronofsky, it was a
huge Bay Area society event, made more memorable by the
luxury camping motif.
A modern riff on the days when Europeans and Americans used to set up tents in the wild packed with all the
comforts of home, glamping was an inspired choice for this
event, blending as it does the natural world that the Sierra
Club champions with the sense of excitement that potential
donors expect.
“The ‘glamping’ theme was decided upon at the kickoff meeting” in mid-September the previous year, recalls
Tompert Design Principal and Creative Director Claudia
Huber Tompert. “First thing we did was a mood board with
all things glamour camping. From there the retro style was
a natural solution.”

The Trail Blazers Ball came in two waves: a we’re-alreadybehind first leg, which required Tompert Design to whip up
an identity, along with both print and online “save the date”
cards–all well before the holidays.
“Then the project picked up again at the end of
February with the invitation package,” says Tompert, “and
turned into a tidal wave before the ball with all the event
signage and other pieces.”
One of the most eye-catching creations was the
tent-like two-color invitation card, “a folded two-panel
card that had the program outline, sponsor info, et cetera,
and also a reply card with reply envelope,” Tompert
explains. “We experimented with different die cuts/shapes
to push the glamping theme further, and the tent was the
best solution—the right balance of whimsical and getting
attention and interaction while not being wasteful.”

Creativity on the Fly

The Bear Up There
“For the event signage we expanded into more colors per
piece and experimented with different materials,” says
Tompert.
One of those experiments turned out to be quite a hit:
a wooden sign that crowned the tent through which guests
passed to enter the party.
“When we brainstormed the extension of the identity
from collateral to event signage, a lot of fun ideas came up,”
says Tompert. “All had to be vetted for sustainability. Wooden
signs–the wood was from a sustainable forest–were my favorite, but I had to fight hard to get this one for the entry done.
Once the client saw it, they totally fell in love with it.”
Many of the other signs–for the bar, dining area, auctions, dance floor–were printed on recycled eco-board. “The
budget was tight and we had to be very resourceful,” says
Tompert. “We found wooden table numbers on Etsy that were
within reach.”

Designing for the Trail Blazers Ball was fraught with challenges but they didn’t end there.
“Being at the event for setup is crucial,” says Tompert.
“There are so many decisions that have to be made on the
spot, and not everything works out–you have to be good at
improvising.”
Take the enormous freestanding, backlit signs (“gallery
walls” in event-staging parlance) that ushered guests into
the main area. Jazzy, retro affairs, these boasted such mottos
as “Preserve our wild America” and “Support clean energy
solutions,” and really set the mood for what was to come.
Unfortunately, not everything went according to plan, Tompert
recalls.
“The entry posters were on illuminated two-sided boxes,
but we could only get output for one side. These lit poster
walls were supposed to be freestanding in the lounge/cocktail
area, visible from both sides.”
Discovering at setup that one side of each box could not
be lit, they quickly decided to angle them in such a way as to
present only the lighted side when people arrived.
“After the gala started and everyone was sitting at
the dinner table enjoying food and the program, we turned
them around pointing the other way so, on the way out, it
felt like you were walking by the posters the same way that
you entered.”
All of this effort resulted in praise received via email
and even notes in the post, says Tompert, “expressing a lot
of appreciation that our designs brought the event to a whole
new level.”
FALL 2015
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Babylon
in a Kardashian World
BY TAMARA E. HOLMES

Serving up snark for more
than 40 years, San Francisco’s
Beach Blanket Babylon looks
to upgraded branding to prep
for the next four decades.
Thanks to the Internet, reality TV and our ever-coarsening
culture, snark is about as rare as arctic ice these days. But
a hilarious live show with jaw-dropping costumery and staging
has been serving it up for years. Almost half a century since
it began, the legendary San Francisco musical revue Beach
Blanket Babylon continues to provide sassy satire ripped
from today’s headlines.
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uckily, this Bay Area institution has a creative agency
that’s as well versed in promotions as the Blanketeers
are in knocking the famous
down a peg or two. For the last 15 years,
San Francisco’s 300FeetOut has been
helping the larger-than-life show capture
attention in a city already brimming with
spectacles of every description.

A WINNING FORMULA
Known throughout the world as “the
show with the enormous hats,” Beach
Blanket Babylon has entertained millions
since producer Steve Silver created it in
1974—after his death in 1995, his widow,
Jo Schuman Silver, has provided guidance.
Over the years, the revue has transformed the stage at Club Fugazi in San
Francisco’s North Beach into a fun-house
mirror of our pop-culture-obsessed
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world, taking a playful swipe at everyone
from Vladimir Putin and Britney Spears
(shaved-head period) to Taylor Swift
and the Internet-breaking derriere of
Kim Kardashian.
As funny as Beach Blanket Babylon is, it
only gets big laughs if people know about
it. And that’s where 300FeetOut comes in.

“THE CHARACTERS SPEAK
FOR THEMSELVES”
With so many other theatrical shows
fighting for attention, one of 300FeetOut’s
main goals is to drive traffic directly to
the box office, says Art Director Greg
Ciro Tornincasa. To this end, they use a
variety of media, from print advertising
to promotional materials to digital banner
ads. They also tackled the recent design
and rollout of a responsive website, which
allows people to get the latest updates on
the show via their mobile devices.

To ensure that promotional materials
make the biggest splash possible, they’re
always centered around the characters.
Whether the revue is having a go at the
Queen of England or Donald Trump’s hair,
the larger-than-life entertainers—and
their targets—are the biggest selling
points. And the visuals that 300FeetOut
creates, while collaborating closely with
producer Jo Schuman Silver, emphasize
this. “The rest of the design is secondary,” says Tornincasa.
Along with a zany character, most of
the ads include a headline in which one
word is highlighted with a more fun and
personable typographic style so that it
stands out from the rest.
While the characters featured in
the ads are constantly changing, the
in-your-face graphics, colorful headlines and typography provide a touch of

consistency that is key when it comes to
design and brand recognition, Tornincasa says. “When you’re flipping through
a newspaper, it’s kind of striking when
you come across a zany character poking
out at you. The characters speak for
themselves.”

A FRANTIC PACE
One of the more challenging aspects of
the Beach Blanket Babylon campaign
is the need for speed. Since much of
the show’s bread-and-butter is based on
spoofing the latest news, “Our teams are
always busting out creative at the last
minute,” says Tornincasa. “In tandem
with the Beach Blanket team, we follow the headlines, work on the creative
quickly and get the latest stuff out there.”
Sometimes they have to improvise.
When Kate Middleton and Prince
William had their first child, the team

thought it would be a great idea to spoof
the arrival of the new heir. Since they
didn’t know whether the baby would be a
boy or a girl, two ads featuring different
babies were created so the appropriate art
would be ready at a moment’s notice.
Another challenge is ensuring that the
work for the campaign looks good across
all media. Since the characters typically
wear outlandish costumes—complete with
big wigs and hats—it can be tough getting
those visuals to fit on the small, horizontal digital banner ads 300FeetOut has to
create. The print ads, however, give them
much more room to play with.
All in all, it’s a job that definitely has
its perks, Tornincasa admits. For one,
“you draw inspiration for the creative by
going to the show, and that’s 90 minutes
of laughing.”
A close second is working with the
producer and team at Beach Blanket
Babylon. “They’re as fun as the characters you see in the ads,” he says. “And
that makes it fun for us.”

ART director

Greg Ciro Tornincasa

designer

Marcia Gregory

photographER

Rick Markovich

CEO

Barbara O. Stephenson
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Free. Powerful. Efficient.
MEDIA VENDORS ARE JUST A KEYSTROKE AWAY.
Now, PrintAccess, the largest directory of print and media
resources on the web, is available on all your devices; from
smart phones to tablets to laptops.
Try it out today at PRINTACCESS.COM.
NOW FEATURING:
• 4500 print and media businesses, offering 620 services
• Find it fast without ads or clutter
• No search engine hidden agenda
• Location based search

White layer behind.
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Photo Courtesy of Casper

When you sell mattresses online, you can’t exactly send free samples
of your goods in the mail to prospective customers. But mattress
company Casper.com came up with the next best thing: a “Nap Tour”
through seven cities. Installing four of its mattresses in a customized
trailer, Casper hit the road throughout September and October for
Boston, New York City, Washington, D.C., Philadelphia, Nashville,
Atlanta and Miami. While bedding down in one of these sleep spaces,
you could pull down a stylish blind for privacy and pick up a phone to
hear bedtime stories. “Once upon a time there was a fiendishly clever
mattress marketing idea…”
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