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At the risk of pinching an Apple slogan,

Visual Media Alliance

the companies that are riding high today are doing so because they “think

Sabine Lenz

different.” In this issue, we’re taking you behind the scenes with creatives who

MANAGING EDITOR

are doing just that—thinking different.
VMA members are reimagining what is possible by guiding their clients
through uncharted territories. Morla Design helped Williams-Sonoma both
name and market online gift boutique Mark and Graham (page 30) across a
variety of media by focusing on one simple premise: providing complimentary
monograms and wording on items to create one-of-a-kind gifts. Meanwhile,

EDITOR-IN-CHIEF

Clay Hamilton
Editor

Aaron Berman
COPY Editor

Marisa Solís
Art Director

Jane Tracy

Johnston & Alves co-founder Gail Johnston looked to our feline friends for

Production Artist

ways to become more creative, producing a book on the subject with the help

Jane Tracy

of Kickstarter (page 22).

Advertising Sales

At a loss when it comes to positioning your work for millennials?
Jen Tank of design firm Huge reveals key insights into targeting your material
for the under-35 crowd based on successful campaigns for Nike and other
brand leaders (page 10).
And speaking of “thinking different,” while Facebook is hard at
work transforming its Messenger app into a technology that will soon make
voice calls to companies a thing of the past (page 8), a small firm
called Vapor Communications has just released the first “smell
speaker,” which might soon add a pleasing aroma to your print
and digital pieces (page 7).
Finally, we’d like to thank PIASC for awarding Scodix
its Best of Division award at the 12th Annual Regional Print
Excellence Awards for that amazing raised-gloss UV-coated cover
treatment Scodix provided for last summer’s issue—a wonderful
example of what happens when you “think different.”
Here’s to thinking different,

Jim Frey
jfrey@vma.bz
415-271-0714
Shannon Wolford
shannon@vma.bz
415-710-0568
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Sell Them the

What’s happening in the world

of cross-media design

Story
Bits

Sizzle (Aroma) Not the Steak
Marketers and tinkerers alike have been trying to add a whiff of olfactory adventure to people’s magazines, mailboxes and more for decades with various scent-delivery systems. Now they’re trying to bring
those aromas to the digital space.
Take Harvard Professor David Edwards—inventor of such societal boons as smokable chocolate
and inhalable alcohol—who is now trying to market Cyrano, a $150 “speaker” for digital smells. About
the size and shape of a jar of moisturizer, the device emits 12 different scents that you can mix and
match to create a veritable playlist of odors.
While Edwards and Vapor Communications—the company he formed with his former student,
Rachel Field—foresee a number of different uses for Cyrano, from mood enhancement to research, it
would also dovetail nicely with other recent innovations, especially virtual reality. It’s one thing to create
a VR experience of a tropical holiday for a tourism company, but quite another to be able to include the
scents of guava and suntan oil too.
This is not as crazy as it might sound: Vapor Communications first came to public notice back
in 2014 with the oPhone, an experimental device that clipped onto an iPhone and was used to send
the first trans-Atlantic, scent-enhanced email.

More on Cyrano: onotes.com

ABOUT THE COVER
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The Sweet Feel of

SUCCESS
For our fall issue, we’ve taken a cue from the work Morla Design created
for the lifestyle brand Mark and Graham from Williams-Sonoma.
With sandpaper spot UV texturing, we’ve simulated the leather grain
of a Mark and Graham handbag on the smooth, soft touch of Sappi’s Opus
Gloss 100 lb. Cover for a one-of-a-kind feel.
The slight roughness of the UV texturing provides a nice accent while
the paper’s coating provides a smooth finish without being too glossy—
a nice coated paper.
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Story bits

facebook messenger:
THE 21ST-CENTURY YELLOW PAGES
While many companies today are
agonizing over whether they need to be
on Snapchat, Instagram or any of a dozen
other social media platforms, they’re
completely missing a single app that is
arguably as important today as the Yellow
Pages were during the last century.

Google Wants to Tell You a Story
Want to bring
a print book
to glorious
digital life?
Yes, there’s an app for that; loads
of them. But as of March, there’s a
Google patent for that as well, and
it’s for a technology that could do far
more than simply play a video on your
smartphone. According to the patent
publication from the U.S. Patent
and Trademark Office, this process
consists of two pieces: the “interactive
book” itself and something called a
“storytelling device.”

The book looks a lot like the
traditional print variety but features
built-in microphones and speakers,
as well as individual pages that boast
different components that can sense
touch, the turning of a page and other
actions. The storytelling device, on
the other hand, looks a bit like a tiny
hamburger and is the “brains” of the
setup. It plugs into the interactive
book, providing it with power, as well
as managing all the instructions on
which audio and video content should
be played at any given time based on
which book sensor is activated.

Should Google make this technology available, you could conceivably
print brochures, catalogs and other
marketing components relatively
inexpensively as “interactive books,”
and ship them with an accompanying
“storytelling device.” More appealing,
if the latter component becomes something everybody has through frequent
use, you would only need to send out
the book.
This is probably a good time to
point out that patents today, particularly in the technology sector, often
are used more for legal leverage over
competing companies than for actually
producing products. Still, as we’ve
seen with the recent renaissance in
virtual reality kicked off by Google
Cardboard (see Storybits in previous
issue), Google wrote the book on
bringing interactivity to market.

Check out the patent application
and sketches: bit.ly/ginterbook
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In April, the social media
giant Facebook revealed that the

900 million users of its Messenger app—which allows people to
interact via text, audio and video
chats—are sending more than 1
billion messages to companies
and Facebook page owners every
month. And that number will only
increase thanks to a few tools it
rolled out along with its April
announcement.

The most important of these
is the introduction of an editable
Messenger username that’s
automatically assigned to your
company based on your company
name. People just type it into the
Messenger app and presto: They
can either send you a message or
begin a voice or video chat. You
can also add a special link to your
website, emails and business cards
that enables app users to contact
you at any time.

Millennials in particular generally prefer to communicate with
companies via text rather than
phone calls—some 75 percent,
according to an April nationwide
survey by enterprise mobile
engagement company OpenMarket. (This based on a regrettably
low sample size of 500 people,
alas, but these things can’t
be helped.)

While this may take some
getting used to for those who
remember when phones had but
one use, it’s easy to see which
way the communication winds are
blowing. Facebook is the most
widely used social media platform,
particularly on mobile phones.
It’s a lot easier to fire off
a quick text question on the go
compared with looking up a phone
number and placing a call.

More on Messenger for business: bit.ly/mappfb

REPORT
75 of Marketers
%

Getting Results
with Social

Other key findings include:

63%

of those who label themselves

“high-performing” marketers say they integrate
social media into their overall strategy

45% 19%

use push notifications

(compared with

After years of beating their
heads against the computer
screen trying to understand
the vagaries of Facebook
and Twitter, most marketers
seem to have figured out
how to ring at least some
return on investment (ROI)
from social media, according
to a recent report from
Salesforce.com. The
customer relationship man-

agement software provider’s
2016 State of Marketing
Report found that over
75 percent of the nearly
4,000 marketers worldwide
surveyed claimed that
they’ve encountered “significant” or “some” ROI from
the use of social media.
That’s compared with just
around 30 percent last year.

51%

marketing (just

in 2015)

engage in text message

24% did last year)

77%

say mobile marketing brings

them “strong” or “some” ROI

80%

are increasing spending on

social media advertising this year

Download the report: bit.ly/2016some
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EXPERT

3 Tips for

Everywhere you go these days, it
seems like there’s a rush to win over

Designing for
Millennials

millennials. However, when it comes

(and Everyone Else)

that are likely to appeal to millenni-

By TAMARA E. HOLMES

to design, Jen Tank, creative director
at Huge (www.hugeinc.com) warns
that there’s a risk of oversimplifying
the varied beliefs, characteristics and
nuances that make up the under-35
demographic.
Tank should know. Huge has worked
on a number of campaigns for brands
als, such as Nike SNKRS, an online
channel for consumers to buy Nike
products, and Up Next, an initiative
to help young people engage with
government.
“What we really learned through
those projects and other ones is that

Jen Tank is a digital-first creative director with
more than 10 years of experience creating
digital products, platforms, advertising, social
media campaigns, branding and more.

‘millennial’ is too broad of a target to
design against,” says Tank. “We really
encourage our clients to think a little
bit differently and to home in on user
needs in a different way.”
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Certain steps can help you to gain a better understanding of your audience so you
can create a design that resonates with them, Tank says. Here are some suggestions
for defining that audience no matter what generation they fall into.

1) Focus on emotions, not demographics. There
are certain broad generalizations that the world makes about millennials. We assume

LIKE
WHAT
YOU
SEE?

FREE

PRINT

ISSUE

!

that they prefer experiences to material things and that they care more about the environment than previous generations did. In some cases, those assumptions may be
true, but they shouldn’t be the biggest factor when coming up with the right design.
“When we go to actually design websites, experiences or products for people, we
really try to get to something more specific,” Tank says. “We try to define our users
more by their emotions, wants and needs, and these things tend to vary across
generations.”

Storyboard magazine is a
new approach to covering
the creative world across
all media.

It takes some effort to get into your audience’s heads. Huge does user testing in
which they ask a lot of questions. It’s not so much, “Do you like this color?” or “Do

Each issue will inspire you to test

you like this thing?” Instead, questions like “How do you feel about this idea or prod-

the creative boundaries of what can

uct?” provide more insight. “We’re trying to get to those emotional aspirations and
they can help you design a better experience,” Tank says.

be done when you combine print,

2) Know your goals.

digital and other media.

Before beginning work on a campaign, it’s

important to think about the outcome you want. That means really understanding the
goal of your assignment. “What is the primary thing that you want someone to think,
feel or do after being exposed to your piece of design or after using your product?”
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FA LL 2 0 16

Tank asks. “That, in itself, will help you narrow the target.”

3) Take your perceptions out of the equation.

AWARD
WINNING

One mistake designers sometimes make is assuming that everyone is like them. For
example, if your target audience is women and you’re a woman, it can be tempting
to think you know exactly what that audience wants. “Even if you are a millennial and
your client suggests that what you are designing is for millennials, it doesn't mean
that the thing is for you,” Tank says. Being able to step outside of your own biases
and look at an assignment from a different perspective is crucial to giving your customers exactly what they want.

Mark and Graham
The Power of Personal
Project6 Design
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Highly Effective Cats

Boldly Beautifying

The Beautiful Game

Designing for Millennials
Mad Men of Greeting Cards
Point. Click. Diagnose.
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Get a Good
Domain Name for
by Alexandra Watkins

$9.95

The desperation to find an
available domain name has
gotten so extreme that
a grammar-checking and
proofreading company is
ALEXANDRA WATKINS
Founder of naming firm Eat My
Words, Alexandra Watkins is
a recognized expert on brand
names with buzz. An animated
guest on TV news shows, she
has been featured in leading
business publications, including
The Wall Street Journal, Inc.
and Entrepreneur.
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calling itself Grammarly.
Even more cringe-worthy is its ridiculous
domain name: www.grammar.ly. In case
you missed the memo, -.ly is the countryspecific domain extension for Libya.
Serious.ly. I’ve been to Libya and even
I didn’t know that.
Using common sense rather than blindly
following trends, especially those started
by fashion-challenged engineers, is criti-

cal when it comes to domain names, also
known as URLs. (To refresh your memory,
URL is the abbreviation for “universal
resource locator.” This is another example
of what happens when engineers are
allowed to name things.)
Here are three simple strategies that
will help you nab a domain name that people can spell, pronounce and understand.

Strategy 1: Add an2. Use a creative
other word or two phrase

3. Get a .net or .biz
extension

Bliss, the wildly popular brand of skin
care and spas, couldn’t get Bliss.com,
which is in use by Glam Media, so it
got BlissWorld.com. Pure happiness.
If you’re a scrappy startup, self-funded
or simply don’t want to fork over big bucks
for a domain, a second word is the way to
go. Adding a modifier to your name in the
form of an extra word or two is now a common and perfectly acceptable way to get
an available domain name and help your
customers find you through search engines.
Imagine that you have come up with a
clever name for your new candle company:
Fireworks. You are devastated to see that a
fireworks company is using www.Fireworks.com. Do not extinguish your brand
name! If someone trying to find you ends
up at Fireworks.com by mistake, he or she
will not give up. It takes seconds to go to
Google, type in “Fireworks candles,” and
find your website.
To turn your domain name into a call
to action, try using a verb in front of your
name (e.g., EnjoyCoke.com, GetDropbox.
com, or GoIncase.com).

While a .com extension is the most desirable one for business, don’t automatically
rule out alternate extensions such as .net
or .biz. Just as we ran out of 800 numbers
and transitioned to 888, 877, and 866
without batting an eye, no one will think
your business is untrustworthy if you have
a .biz or .net name.
When I started Eat My Words nearly
10 years ago, the .com domain wasn’t
available, so I bought EatMyWords.biz. I
had hundreds of expensive business cards
printed with the .biz URL. (I put the .biz
part of the URL in hot pink ink to make it
pop.) Six weeks later, EatMyWords.com
became available. I snatched it up for
$1,200, but I kept the old business cards
and still use them without apology. No one
has ever commented on it.
These are just a few suggestions.
You can read more ideas in my book, Hello
My Name is Awesome: How to Create
Brand Names That Stick. Read the chapter
“Domains: Strategies, Secrets, and Silliness” at bit.ly/domstrat

A creative phrase as a domain name can
reinforce your brand, aid in search engine
optimization (SEO) and make people smile.
When I named a frozen yogurt store
Rehab, the client got the domain name,
GetMeToRehab.com. Not only is it a fun
call to action, teens love to say it and the
URL doesn’t clutter up the T-shirts—it
makes people want to wear them.
It’s easy to find an available URL simply by adding a word to your name. While
that’s perfectly acceptable, a more creative
technique would be to use a catchy phrase
instead. In the case of Fireworks candles,
I would suggest one with a little romantic
spark. For instance:
FireworksInTheBedroom.com
FireworksHappen.com
ISmellFireworks.com
LightMyFireworks.com
Again, these domain names will not be
confused with your company name. They
will make people smile, reinforce your
brand and make your URL super sticky.

FALL 2016
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MADMEN
OFGREETINGCARDS

Where do you go after working on some of the most entertaining, memorable
and award-winning American ad campaigns such as the Budweiser lizards or Got Milk?
Writer IAN KALMAN and artist SEAN FARRELL decided to pursue a
decidedly different route than most—they went into the greeting card business.

14
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Originally a passion project, Bald Guy
Greetings is refreshingly honest, sometimes brutal and always sarcastic.
Farrell’s intricate, hand-drawn, edgy
pen-and-ink characters and Kalman’s
dry and completely honest sense of
humor deliver the perfect one-two punch.
Unlike other cards on offer today,
the Bald Guy line is impossible to
forget, and because of Kalman and
Farrell’s ad biz background, their witty
cultural references and unapologetically irreverent missives are helping
make an industry once dominated by
classic-pretty become something
more hip.

Q. Is there anything you learned in

the TV advertising game that you’ve since
applied to Bald Guy Greetings?

IAN)

The relationship of advertising to

greeting cards makes for a perfect transition…
maybe don’t tell people that because we don’t
want them all doing it. But it’s a writing and
design background.

SEAN) I think the sarcasm and humor of our
cards are similar to the types of ads we did for
TV—they’re just in a shorter format.

Do you have any advice for other creative
people who want to find a way to earn a
living from their passion projects?

Of all the names you could’ve chosen,
why Bald Guy?

IAN)

placeholder, and I’m bald so a buddy said,

My big recommendation is to keep

IAN)

We didn’t really have a name, just a

doing what you’re doing—keep your job and

“Why don’t you call it Bald Guy Greetings?”

do your other project on the side to start. So

And I kind of loved it and thought it worked,

many people jump right into it, but it’s rare to

so I mentioned it to Sean and he loved it and

get lightning in a bottle with a new product. So

said, “Yeah, it fits the whole curmudgeon

I always say, “Keep your job or be a freelancer.”

attitude that the cards have, it gives it a voice.”

It takes a while to make connections, and it

SEAN) When I was doing the logo, it fit with

takes a while to get reps. It takes time to meet
people—it just doesn’t take off right away.

SEAN)

We kept our day jobs for a while.

Ian does this pretty much full time now while
I still do advertising, but I agree, even if you believe you have a good idea and can be extremely
successful, it just takes a lot to learn the business.

You frequently make fun of Hallmark—
have you ever heard through the grapevine
how people there take the ribbing?

IAN)

We were at the National Stationery

the whole curmudgeonly middle-aged man. It’s
the brutally honest voice of the bald guy, which
is the opposite of Hallmark, where it would be
a sweet old grandmother.

Your social media interaction with fans
feels very personal in a Don Rickles kind of
way. Do you have any guidelines for what
you do on Facebook and Twitter?

IAN)

We don’t really have a plan or strategy

for social, but when people write something, we
write back. When something funny comes to

Show and we ran into a guy who was a high-

mind, I’ll throw it in there. But it has helped in

up guy in Hallmark. He was a super nice guy

some ways. Even cards that have been rejected,

and for all the stuff we give them crap about,

we’ll put them on Facebook and let our fans

he joked about it and laughed and said it’s good

vote on them, and if they get a good reception

for his brand as well. He was very supportive

we throw them back into testing. A lot of those

to our faces … I don’t know if he, as he left,

cards have made it through and it’s definitely

whether he muttered something. But I think

been helpful for us.

they have a good sense of humor about it.

SEAN) I think to them we’re like the tiniest,
tiniest mosquito. I don’t think it really bothers
them. But for us they’re an easy target because
they’re such a pillar in the greeting card industry.

Cartoonist Robert Crumb started out by
coming up with insipid greeting cards for
Hallmark competitor American Greetings.
Any words of advice to Mr. Crumb should
he want to get back into the card trade?
Tell him to come to Bald Guy Greetings, we’d
be happy to have him. He’s pretty much an
idol. The guy is unbelievable. But I don’t think
he needs to worry about going back into
greeting cards.

Sean

Ian

FALL 2016

15

360º

Design Made
Simple
A newly renovated
studio space showcases
the Project6 philosophy
of design: simplicity and
cleanliness with an eye
toward longevity.
BY CLAY HAMILTON
PHOTOGRAPHY BY AUBRIE PICK

PROJECT6
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Emeryville,

CA

P r o j e c t 6 D e s i g n is an award-winning
Bay Area graphic design firm committed to shaping
brands and solving complex usability problems with
intuitive design.
The company was co-founded in 2001 by
Edina Tanović and Esten Sesto. And why the name
Project6? “Esten’s last name means sixth in Italian,
which became a kind of fun thing for us, like a
James Bond–sounding secret mission,” says Tanović.
Originally they both worked in product design,
but over the years, working in different agencies,
she became more interested in branding and graphics while he focused on UI/UX. Today, Project6
offers a wide variety of expertise in brand, print and
Web projects for clients such as eBay, Old Navy,
Pottery Barn and Gap.
“One of the unique aspects of our firm, of our
size, is we do the branding, print, and Web and
everything in between in-house, so there is a really
consistent marketing message,” says Sesto. “We’re
constantly collaborating in our office,” Tanović
adds. “We look at how to push a design as far as we
can while respecting what it needs—how it works—
across different communication channels and using
different media.”
When they first saw their new studio space,
formerly a desktop printer repair facility, it looked
like a setting from the show Hoarders. But Tanović
and Sesto recognized the potential. And they were
bursting at the seams in their former studio—the
new space would double their room. “So we did a lot
of work and did all this demo, and at some point I
said, ‘OK, we have to stop. We have to move in and
figure out how to use this space,’” says Tanović .
Though there are still modifications they are
thinking of making, the new space has been transformed to meet their needs very well.

The kitchen area is where people like to share food, coffee
and brainstorm. “Everyone always wants to hang out in the
kitchen,” says Tanović, “like at a party.”

FALL 2016
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Project6 finished renovations of the new studio and moved
in last October. The expanded space allowed the company to
increase its staff (without having to put them in the kitchen).
The space originally had a second floor with the windows
painted over. The floor was taken out and the area opened
up to provide an expansive, welcoming feel.
Project6’s philosophy of design is about simplicity and
cleanliness. But at the same time, it’s classic. Nothing is
trendy. Tanović wanted everything in the studio to be there
for ten years and not just for six months, so the choices
that were made were about longevity and classic elements.
The ramp is a leftover from the building’s former days, but
the current employees use it to good advantage.

StoryboardMagazine.com
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Elan is dedicated to
simplifying the connected
home and it needed a
fresh look. The solution—a
customizable design system
that reflects the true brand.

studio
portfolio

The Project6 team
worked with Belvedere
Tiburon Library to
establish a new brand
mark, color palette,
and stationery system.
The new logo is bright,
clean and upbeat.
Project6 also helped
the library organize its
website information in
an intuitive way.

[
AUL is a national used-car
service contract provider.
Project6 helped with overall
strategy, branding, print
and marketing collateral,
website design and
development.

,
Global Philanthropy Forum
was in need of a fresh look that would
truly reflect its personality. Project6
created all new conference materials,
conference transcripts, a flexible-use
brochure, and HTML email campaigns.
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TO THE JOURNEY

Spicers has always been committed to the paper business | Long-established relationships with our
mill partners | Dedicated teams of sales and customer service professionals | Support of industry
leaders and initiatives | And a commitment to a deep and steady inventory of the paper our
customers count on the most, every day.
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Kickstarting

The Habits of Highly
Effective Cats
BY TAMARA E. HOLMES

It’s no secret

that cats are the most

brilliant creatures on Earth. (Sorry Fido and everybody.) But
who knew we could learn a lot from the habits of our kitties?
Gail Johnston did. In her book, Creative Cues from the Cat, the
senior graphic designer for PackagingArts (packagingarts.com)
brings us 15 feline traits that help us nurture our creative genius.
Throughout the book, Johnston dishes up felinebased inspiration and practical advice (e.g., cats teach us
how to hunt down opportunity while reminding us to land on
our feet) to lead us toward creative success.

FALL 2016
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Of course, dreaming up a book is one thing;
bringing it to fruition is quite another. Johnston chose to use Kickstarter to launch her
book into social media channels, determine
sales projections and make marketing a
lot more fun.

Where Creativity and
Cross-Media Converge
Johnston made use of her design expertise throughout
the project. For the book itself, she went for an upbeat,
colorful look while maintaining a clean layout. Overly
busy designs can lose readers, she says, “and prevent
people from engaging in the overall story.” She intends
for the book “to pull you in but not shout at you.”
Once the book was ready to go to press, the last thing
Johnston wanted was to publish mass copies that would
languish in boxes collecting dust. So she turned to
Kickstarter to publicize her efforts and raise money for
the production process.
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Creative DIRECTOR
Gail Johnston

She spent about two months working on the Kickstarter promotional plan. While anyone can jump into
crowdfunding, Johnston’s graphic design skills gave her a
decided edge.
Her ability to choose and enhance imagery helped
her campaign stand out. For the Kickstarter “rewards”
used to entice people to contribute to the campaign, she
created coasters, wall art and bookmarks that were design
gems themselves.
Another important component of any Kickstarter page
is the video. While Johnston is well versed in print and
digital media, she didn’t have as much experience in
that department. But she took the opportunity to hire a
videographer and get acquainted with Adobe Premiere.
Now she’s more comfortable and equipped to work on
video for clients in the future, she says. “That’s another
reason why I embraced this project—I believe in creative
cross-training.”

Tapping into the Web’s
Cat Mania

VIDEOGRAPHER
Sarah Truex

It is important to have consistency across media channels, so Johnston uploaded images and quotes from the
book to Twitter, Pinterest and Facebook, and also emailed
them to cat bloggers. Cat lovers “have this fantastic social
media world,” she says.
The result was a frenzy of excitement that enabled
Johnston to raise $4,682 — enough to cover printing costs
for a book with more pages than she initially planned.
The campaign was also lauded as a Kickstarter Staff Pick.
The success not only enabled her to achieve her goal
of bringing Creative Cues from the Cat to life, but it gave
her valuable experience in what works when it comes to
crowdfunding. “I trust that these skills will later relate to
client work, because Kickstarter is here to stay,” she says.
All in all, the project was a lesson in the power of
imagination. Says Johnston, “The more I worked on this
book and campaign, the more I believed in its message
of creativity.”
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BEAUTIFYING

he Beautiful Game
B y Ta m a r a E . H o l m e s

There’s not much a soccer mom wouldn’t by
doAARON
for her
kid. When Tompert Design
BERMAN
Founder Claudia Tompert learned in 2014 that her son’s soccer club wanted
a jersey with a more contemporary look she, like many parents do every year,
applied her own skills and know-how to make the assist.
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Thinking Beyond
the “Tall Tree”
“Their teams play competitively and they wanted the
emblem to convey that,” says Tompert of the Palo Alto
Soccer Club (PASC). In other words, they wanted the
world to know: “We’re a force to be reckoned with.”
With clients ranging from Stanford University to
Apple, Tompert Design (Tompertdesign.com) knows a
thing or two about garnering respect. They applied that
knowledge, and a cross-media approach, to come up
with a winning campaign.
Since the soccer club was in the market for a
fresh look, Tompert Design set their attention on two
elements: the emblem and the logotype for “Palo Alto
Soccer Club.”
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An image of a soccer ball was inescapable, of
course. And as “Palo Alto” means “tall tree,” Tompert
Design included a tree graphic, as well. The use of
raised type and metallic thread brought the whole thing
to life. And once the emblem was completed, the
project turned into a bigger branding exercise.
Each year, the Palo Alto Soccer Club hosts a
picnic in the spring and a tournament in the fall to raise
money. Tompert Design helped with that effort as well
by creating promotional items such as removable tattoos, stickers, sweatshirts, hoodies and beanies.
For the tournament, the staff designed a special
medal for the winners, as well as T-shirts and foldable chairs. They even designed a collapsible tent that
served as a cover for the team bench, with a huge
emblem on the back and the logotype across the front.
The campaign was bold and covered a lot of ground.
“We became the one-stop shop for everything,”
she admits.

Building a
Cohesive Brand
One thing the club had lacked in the past was a cohesive look. “Everywhere they had the logo, it was set in a
different serif font,” Tompert says. With this campaign,
Tompert Design sought to change that.
One way it did that was by using the emblem
as much as possible, such as on social media profile
pictures and promotional items. In cases where the
emblem wouldn’t fit, adjustments were made. “If there
was an implementation where we only had a short but
wide space, we went with the name in the logotype
only,” Tompert says. In tiny spaces, they simply used
the club’s initials: “PASC.”

Creative/Art
DIRECTOR

Claudia Huber
Tompert

The use of color also tied the campaign together.
Tompert Design decided to stick with the team’s traditional colors, navy blue and white, while adding bright
green as a highlight color. The green was also appropriate since it’s the color of the soccer field turf. While
navy served as a base color on most of the promotional
items, the bright green made certain things, such as the
tournament shirts, stand out.
With a unifying look, the soccer club now has
a foundation for the future. “More promo items are in
the pipeline to be produced for this year’s events like
lanyards, blankets, string bags, bottles and wrist
bands,” Tompert says.
But more important, the club has an identity system
that conveys a winning spirit. She adds, “I wanted something the kids would feel proud to wear on the field.”

Graphic Designer
John Godbee

PHOTOGRAPHY

Chris Conroy
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Mark an

d Graham
The Power of Personal

BY TAMARA E. HOLMES

In a world where mass production is the norm, lifestyle brand Mark and
Graham from Williams-Sonoma is something of a maverick. It offers timeless gifts and elegant accessories adorned with complimentary personalized
monograms, as well as the ability to add special words in colors and typefaces of your choosing. The result is a one-of-a-kind feel bestowed on such
products as jewelry, leather goods and accessories.
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Williams-Sonoma, which also happens to be

the parent company of Pottery Barn and West
Elm among other retailers, worked with
San Francisco’s Morla Design to ensure the
marketing for Mark and Graham was every
bit as unique, personal and enduring as
its products.

Beyond Just

Putting a Name
on Something

At the brand’s inception, Williams-Sonoma tasked Morla Design with
creating every consumer touch point, from the name, packaging, website and catalogs to the product photography assets, brand copy, blogs
and emails. All that in addition to more than 50 custom monograms
that would be applied to the company’s assortment of products. The
studio did this in a scant few months: between May 2012 until Mark
and Graham’s launch in November.
When it came to developing the company’s name, Morla Design
wanted it to reflect a personality but also have some connection to
monogramming and personalization. The studio met with Mark and
Graham’s president, starting out with the idea of a monogram to allow
customers to make their unique mark on their purchases. The resulting name is a play on the words “Making your mark” (Mark) and
“Monogram” (Graham).
The packaging set the tone for the entire brand with its beautiful
boxes and grosgrain ribbons; it exudes elegance, conveying a highend and lasting feel.
Next, when creating the monograms, Morla Design wanted to
surpass expectations. “Personalization goes beyond just putting a
name on something,” says President and Creative Director Jennifer Morla. “We came up with symbols that would resonate with our
customers.”
For example, a couple might choose a monogram featuring each
person’s first initial with a plus sign in between. Morla Design also
established which font libraries would be used.
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A Dash of Personality
Morla Design wasn’t afraid to add a touch of humor to the brand’s
copy voice, which would resonate with multiple generations, probably best typified by the line “Why wear somebody else’s initials
when you can wear your own?”
More than 50 website templates were designed incorporating
the typographic and color vocabulary they had established. While
these and other digital assets didn’t necessarily mimic each other,
“We created a consistent visual vocabulary across all channels,”
Morla says. It was also important that when customers visit the
website, “The product had to be the star.” To accomplish that, the
backdrop is fresh, crisp and white.
There were practical concerns to consider as well, such as
being able to use assets in different situations while maintaining a
consistent look. For example, all photos are cropped square, allowing them to easily be incorporated in print elements and online.
When creating the catalogs, they once again went outside the
norm. Instead of creating the typical 8.5" x 11" book, the Mark and
Graham catalogs are perfect bound, measuring 7.5" x 8.5".
It’s clear the marketing message has made a great impression
on its audience. Mark and Graham is now one of the fastest-growing
brands in Williams-Sonoma’s history despite the fact that there is
no print advertising.
“There’s a sense of pride that the design decisions we made
early on were the right ones,” Morla says. “The brand is doing
phenomenally well.”

DESIGNER

JENNIFER MORLA

ART DIRECTOR/PHOTO EDITOR
JENNIFER MORLA

PHOTOGRAPHER
SANG AN
ERIC ZEPEDA

STYLIST

SARA SLAVIN

PROJECT MANAGER

ARLENE SUSMILCH
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The Epitome of Print Education
for Graphic Designers

All the know-how graphic designers need to
work with printers and achieve amazing results.
The first of its kind, this book is not about how to design, nor is it a book about
print production. This book tackles the gray area of designing for print.

How to Design:
Logos, Business Cards, Direct Mail

After reading this book, you will know the headache-makers of many printing
methods and how to work around them. Using an easy-to-read, prioritized
format, this book will teach you how to work smart right now on live projects!

How to Design for:
Digital printing, Large Format,
Letterpress

Order your copy today at DesigningForPrint.com/book

How to:
Spec paper, Work with
printers, Handle a presscheck,
and much more!

P APER S PECS SPECIAL

TONGUE-IN-CHEEK

Packaging for a

TOUGH ELECTION YEAR
Entrenched as we are in the most divisive American election season in living memory, martial law
seems as likely an outcome as any. Thank goodness it’s Washington DC’s Design Army that’s come
to our aid with this (slightly) cheeky packaging for
The (Very) Political Collection: six limited edition
chocolate bars from DC chocolatier Harper Macaw.
“We wanted to do something for DC politics to
make it a little less ‘bitter,’” explains Design Army
Co-founder Pum Lefebure. “DC is in the news every
day, but always for the wrong reasons. We thought
it would be fun to collaborate and give politics a
sweet flavor.”
Geometrical experimentation is everywhere, infused
with a dynamism you just don’t see in packaging
today. However, the most impressive detail has to be
the diagonal belly band that fits snuggly over each
bar like a mayoral sash, the die-cut, zigzag edges
complementing the sleeve’s shiny red foil stripes,
logo and lettering nicely.
Finally, hats off to Fey Printing for making all these
reds, whites, blues and blacks pop with corneasearing vividness. Let’s face it: At this point in the
election cycle it takes a fantastic combination of
designer and printer to make those patriotic colors
really register.
While Design Army touts these wrappers as their
way of paying “homage to DC’s political roots and
the election year,” they’re clearly having a good
time while doing it. #VoteChocolate.
Every packaging triumph begins with knowing the basics. Keep all of your options close
at hand with PaperSpecs’ handy Packaging
Cheat Sheet. bit.ly/pspackaging

OUTSIDE
THE BOX

Point.
Click.
Diagnose.
Retinoblastoma is a particularly
nasty form of childhood eye
cancer that’s as deadly as it is
insidious. While the eye looks
perfectly normal at first glance, the
tumor reveals itself as a distinctive
white pupil in photos taken with
a flash. British marketing agency
Wunderman developed four posters

featuring a close-up of a young
survivor of the disease. When flash
photographed with a smartphone,
the pupil shows up white thanks
to a special reflective ink, demonstrating to doctors and caregivers
exactly what to look for when photographing the children in their lives.
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Photos Courtesy of Wunderman/CHECT

for the Childhood Eye Cancer Trust

Join our fast moving
sales team!

We are seeking super heroes to join the
DOME sales team. If you’re looking for exciting
opportunities with a steadily growing company,
we need to talk.
CONTACT: salesteam@domeprinting.com
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