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Shown below is a typical newsletter masthead. How many separate elements
are in this piece? Does any item of information seem related to any other,
judging from the placement?

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

THE ASSOCIATION OF WOMEN AIRLINE PILOTS Vol 26.No. 9
ALL THE LATEST BUZZ. ..

iz FROM THE COCKPIT

August 2005

The two items on the top left are in close proximity to each other,
implying a relationship. But should these two have a relationship?

How about the date and the issue information? They should be
closer together since they both identify this particular issue.

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

All the latest buzz . .. -
) X
"4 L I

The Association of Women Airline Pilots
Vol 26  No. 9 August 2003

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

Changed everything from all caps to lowercase, which gave me
room to make the title stronger and bolder.

Changed the corners from rounded to straight, giving the piece
a cleaner, stronger look.

Enlarged the airplane and let it break out of the boundary,
a common graphic trick that opens up the space.



lirvin
Sticky Note
Proximity example


TWO : PROXIMITY m

When you create a flyer, a brochure, a newsletter, or whatever, you know
which pieces of information are logically connected, you know which infor-
mation should be emphasized, and what can be de-emphasized. Express
that information graphically by grouping it.

Media Disks
Children’s cDs
Educational cps
Entertainment ¢Ds
DVDSs

Educational

Early learning
Language arts
Science

Math

Teacher Tools
Books

Teacher workbooks
Videos

Hardware &
Accessories
Cables

Input devices
Mass storage
Memory

Modems

Printers & supplies
Video and sound

—

Media Disks
Children’s cps
Educational cbs
Entertainment cps
DVDS

Educational
Early learning
Language arts
Science
Math

Teacher Tools
Books
Teacher workbooks
Videos

Hardware &
Accessories
Cables
Input devices
Mass storage
Memory
Disk drives
Printers & supplies
Video and sound

Obviously, this list needs some The same list has been formed
‘ formatting to make it understand- into visual groups. I'm sure you
able. But the biggest problem with already do this automatically—
; this list is that everything is close I'm just suggesting that you
to everything else, so there is no now do it consciously and with
way to see the relationships or the more strength.,
organization. Notice | added some contrast

to the headlines, and repeated
that contrast.




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

Chigmber Ceneert Series
Egley Gunion College

Friday February 8 at 8 p.m. Alexander String Quartet
Mozart, K387, Bartok#3, Beethoven, Opus 59, #1
Sam Pritchert & Ethel Libitz, violins;

i Sandra Yarbrough, viola, Mark Wilson, cello
Friday, March 1, 8 p.m. Trio Artaria
Beethoven “Archduke” Trio, and trios by

Haydn, Schoenberg and Magnard /y

Richard Samson Norartz, violin §3 T4
| Reception following concert in Fgley Art Gallery
Friday, April 26 at 8 p.m. Egley Chamber Players
Brahms G Minor Piano Quartet,
Schubert Sonata
Polly Hollyfield, violin; Linda Batticioli, viola,
Norinne Antiqua-Tempest, cello;
Margaret Park-Raynolds, flute; Robin Plantz, piano
All concerts in Newman Auditorium,
Emeritus Hall, Community Education
Tickets $10 and $8
For ticket information phone 555-1919

. _

Not only is this page visually boring, but it is difficult to find the
information—exactly what is going on, where is it happening,
what time is it at, etc.

For instance, how many concerts are in the series?




PROXIMITY

The idea of proximity doesn’t mean that everything is closer together; it
means elements that are intellectually connected, that have some sort of
communication relationship, should also be visually connected. Other
separate elements or groups of elements should not be in close proximity.
The closeness or lack of closeness indicates the relationship.

e

Clrember Concent Series

\
| Ollexanden Stning Quantet

|
i Mozart, K387, Bartok#3, Beethoven, Opus 59 #1
‘ Sam Pritchert & Ethel Libitz, violins,

Sandra Yarbrough, viola; Mark Wilson, cello

Friday, February 8, 8 P-M

Toio Oirtania
Beethoven “Archduke” Trio,
and trios by Haydn, Schoenberg and Magnard
Richard Samson Norartz, violin
Friday, March 1,8 p.m
Reception following concert in Egley Art Gallery

Sinta Cosa Chamben Playess w,
Brahms G Minor Piano Quartet, Schubert S &
Polly Hollyfield, violin; Linda Batticioli, viola’

Norinne Antiqua-Tempest, cello, - /ﬂ g

Margaret Park-Raynolds, flute; Robin Plantz, piano
Friday, April 26,8 pm

Egley Junior College

All concerts in hewman Audrtonum, Emeritus Hall
Community Education

Tickets 10 and 58

for ticket information phane 555.1212

S

How many concerts are in the series?

First | intellectually grouped the information together (in my head
or sketched onto paper), then physically set the text in groups on
the page. Notice the spacing between the three performances is the
same, indicating that these three groups are somehow related.

The subsidiary information is farther away—you instantly know it is
not one of the performances.




THREE : ALIGNMENT

In the example (repeated below) that you saw in the proximity section,

the text is also aligned—it’s aligned down the center. But if text is aligned,

instead, on the left or the right, the invisible line that connects the text is
much stronger because it has a hard vertical edge to follow. This gives left-

and right-aligned text a cleaner and more dramatic look. Compare the two
examples below, then we'll talk about it on the following pages.

Mermaid Tavern

Ralph Roister Doister

916 Bread Street
| London, NM
1 (717) 555-1212
|

Mermaid Tavern

Ralph Roister Doister,

916 Bread Street
London, NM
(717) 555-1212

The invisible line
runs right down here,
connecting the text.

This example has a nice
arrangement with the text
items grouped into logical
proximity. The text is
center-aligned over itself,
and centered on the page.
Although this is a legitimate
alignment, the edges are
“soft”; you don’t really see
the strength of the line.

This has the same logical
arrangement as above, but
it is now right-aligned. Can
you see the “hard” edge on
the right?

There is a strong invisible line
connecting the edges of these
two groups of text. You can
actually see the edge. The
strength of this edge is
what gives strength to

the layout.




Even a piece that has a good start on a nice design might benefit from subtle
adjustments in alignment. Strong alignment is often the missing key to a
more professional look. Check every element to make sure it has a visual
connection to something else on the page.
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Can you see all the places where items could be aligned, but aren’t?
If this is your book, go ahead and circle all the misalignments on this
page. There are at least nine!




ALIGNMENT

Check for illustrations that hang out over the edge just a bit, or captions
that are centered under photos, or headlines that are not aligned with the

text, or a combination of centered text and flush left text.
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Can you see what has made the difference between this example and the one
on the previous page? If this is your book, go ahead and draw lines along the
strong alignments.




g &

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

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

perfectly and instantly obvious that page 7 and page 12 are really part of
the same publication. The two pages shown below and to the right are part

of one publication. Can you point out all the elements of repetition?

Darn Honor Form

Heresv rheumatic starry ofter for-
mer’s dodder, Violate Huskings,
an wart hoppings darn honor form.
Violate lift wetter todder, oiled
Former Huskings, hoe hatter
repetition for bang furry retch—
an turry stenchv. Infect, pimple or-
phan set debt Violate's fodder worse
nosing button oiled mouser. Violate,
honor udder hen, worsted turry
gnats parson—jester putty ladle
torm gull, sample, morticed,
an unafilicted.
Wan moaning Former Huskings
nudist haze dodder setting honor

cheer, during nosing

Nor symphony

“\ioLaTe!” sorted dole former,

“Watcher setting darn fur? Yore

Page
numbers

are in the
same place
and in the
same typeface

on each page.

canned gat retch setting darn during
nosing? Germ pup otter debt cheer!”

“Arm tarred, Fodder,” resplendent
Violate warily.

“Watcher tarred fur?” aster stenchy
former, hoe dint half mush symphony
turther gull. “Are badger dint doe
mush woke disk moaning! Ditcher
curry doze buckles fuller slob darn
tutor peg-pan an feeder pegs?”

of the page.

» Water rheumatic form!

Consistent
double rule
on all pages.

vestibule guardings

“Yap, Fodder. Are fetter pegs”
"Ditcher mail-car caws an swoop otter

caw staple?” “Off curse, Fodder. Are
mulct oiler caws an swapped otter staple,
tetter checkings, an clammed upper
larder inner checking-horse toe gadder
oiler aches, an wen darn tutor vestibule
guarding toe peck oiler bogs an warms
offer vestibules, an watched an carned
vore closing, an fetter hearses an .*

“Ditcher warder oiler hearses, toe?”
enter-ruptured oiled Huskings.

“Nor, Fodder, are dint” "Dint

warder mar hearses? Wire nut?”

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

Consistent
typeface in
headlines
and sub-
heads, and
consistent
space above
each.

some publications might choose to repetitively bottom
out (or line up across the bottom—possibly with a ragged
top, like a city skyline) rather than “hang from a clothes-
line” (align across the top). One or the other technique
should be consistent, though.

This single
rule repeats
across bottom
of each page.
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To create a consistent business package with a business card, letterhead,
and envelope, use a strong display of repetition, not only within each piece,
but between all the pieces. You want the person who receives the letter to
know you are the same person who gave them a business card last week.
And create a layout that allows you to align the printed letter with some
element in the stationery design!

You can
) see that
Rep “fl aletter
heannen typed with
TS ttrvmes a solid left
alignment
would create
a strong
impression
on this
page.

Rep HEN
hemnen

S tteetmns

Route 9

Box 16
San Gelato
Arizona
87776

123.456.7890

Route 9
Box 16
San Gelato
Anzona

87776

123.456.7890

i

Rep HEN

Route 9
Box 16
San Gelato
Anzona

87776




If the two “newsletters” below came across your desk, which one would
you pick up first? They both have the same basic layout. They are both nice
and neat. They both have the same information on the page. There is really
only one difference: the newsletter on the right has more contrast.

ANOTHER NEWSLETTER!

.

i Exciting Headline

soed lads

| gull b - s, owler

Nlurder
oAmNa, o
soedage. Ton
hat gun £
pArniey
ranker A
ror-ban
auillwin b

| sre U, murerdT winea ey oo

| hee art pecr, wension “ore nurgess Boring Subhead
| o AlAINGS Aner iarming oL St
[ e ddroal Lage an kel bee

‘ inner f

‘ [dlidBs T Rl s are rm

‘ Another Exciting
| Headline

| Wan, ¢ mple ci-adares warnaer Aace
| wart udder pirizie dum wampur toe

| doe Debt's 1est normor 2 irhune

This is nice and neat, but there is nothing that attracts
your eyes to it. if no one’s eyes are attracted to a piece,
no one will read it.
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Beginning of Contrast examples


CONTRAST

The source of the contrast below is obvious. I used a stronger, bolder type-
face in the headlines and subheads. I repeated that typeface (principle of
repetition, remember?) in the newsletter title. Because I changed the title
from all caps to caps/lowercase, [ was able to use a larger and bolder type
size, which also helps reinforce the contrast. And because the headlines
are so strong now, | could add a dark band across the top behind the title,
again repeating the dark color and reinforcing the contrast.

Exciting Headline

vz |ag e

A R R

e

Thrilling Subhead

i iTson

s “Av art T, seer

Boring Subhead

T R P

Another Exciting
Headlin

Sl e ol ware s apr

S UATIEREN

Would you agree that your eyes are drawn to this page, rather
than to the previous page?




Contrast is crucial to the organization of informatior

be able to glance at a document and instantly understand what's going on.

‘ Grant J. Fgles

Ri 4 B 137
‘ Greensho MS xTERG
‘ Iean RSN

‘ OBJFCTIVE:
‘ T lind o posttin s s iz schio it teaches aad footh ] coudin e Narh Msssippe e

‘ WORK FYPERIENCE:
gt o preent Math B and Taitall csach i S el T2 Sehon Greens el

‘ Migsiaippt Shared ey af matiermaties sl high schee Sudents e ampted o teae pers e
whonl Bt fross 15 s Toothatl, aent o mmass s | rid s, g dearmned o speak tnish

‘ My T PR s et o L Beer Bamy cireansatte Mg Tosed
sechal ¢ e erages ibesehicies sf b gh the drscthrangh cased dus o sophiters it

‘ iy mpl. s had gquict el conversatian with frrerds e s az for v shomers

‘ Lo 1997 My 1o Mt e and b voachan Lehand High seel el
‘ st Taugl

ehra | reshimen. coached the ntletse e rthe Doland ¢ LN

tootkal team. e Wi the Balls, torked ke rings fu bt heysoara des e e fead schon

‘ s e n s Dl =k raads sl hustead at sereamr 2 hall pla ¢

‘ Summers [997-20000 Manager o ssimming pradTor it ol Feland Revreates Department

Leband, Mississipat Sersed as o8 aming poes tailadel Gt ane Fcch b L s S g

‘ femalos s conies irg pool shars looked gand. & spiasfied bulhes
EDLCATION:
1995 Missssippt D Tunno v lese
‘ JU N esssippi Staie Univers s« TS Mtk & Seiney
‘ PROFENSION AL AFFILIATION:
Grand Natonal Caree Uluh Feoubive Seestary, 2000212
‘ ereat Amerioa Member 8 presr
‘ Natim Crganizaine of Brarl s o Laus b s Presdent. 1964-0meant
| HOBBIFS:
‘ Wtemah 12, L o, e TG SR 3718 LT
‘ Reterenues asailahte vnveguesy

L |

This is a fairly typical résumé. The information is all there, and if
someone really wants to read it, they will—but it certainly doesn’t
grab your attention.

And notice these problems:

There are two alignments on the page: centered
and flush left.

The amounts of space between the separate segments
are too similar.

The job titles blend in with the body text.

1—a reader should always



FIVE : CONTRAST

Notice that not only is the page more attractive when contrast is used, but
the purpose and organization of the document are much clearer.

o

Grant J. Egley

Rote 4 Bon 157
Greenville NS TR

ESER RN

Objective

To tind a pasitian a5 2 high schoal math scacher aid sl coack i

Nurth Missisipps area

Work Experience

Auanst 19 prosent Math teacher and football coach a1 St baseph Hizh Schoul. Greene e
Af serssippt Shared the jos o mathematic s th high schul stidents, wempted
Seat s ate-sc Bl Boys o 1o play foetball. swent b mass on Fradas.and learal
s speak with an Irish aceent

Mas 2001 preent Assistant manager for The Beer Barn. Greemville, Missisaippn Tossed aleaholic

bev erages mto schicles whizzing through the drnve-thrangh. chased

atva i and had guier miellectual vors esations s 1h rends il
Csmers
Jun 1997 Afas 1909 Math teacher and football coach a1 | el High Scroul. | etana, M ssissiprs
Laught Algebra 1 10 freshmen. vouched the ehiensive ling tos the 1eland Cubs b
e tulbut hes s and dros e od red s

wam. h Fin the halls. 1 irted key

burs on mudds Detta back roads sith @ busioad of sream na Ball plas s

Summiers 44T 20 Manager of the municipal ssrmming tor the ot Deland Rearaton

Department. Leland. Missisainpt €l tare, sased swouning femdles Irors connis i

poel sharks. lked good. ang splashed u fies

Education
199 AN 0 Math & Screace. Missssippi SLae | nnersiny
1993 Missisippi Delta Juniar Cullese

Professional Affiliation

Cirard Naena € anoe Club. Executive Secretany 2o Zan
G Bad Werghthitiers af \meria. Member, 1995 prosest
Natrnal Orgaizanon of Brathers af Laura T gles. Prevadent. 1983 present

Hobbies

orershing i dAncing. \Treel FaCIRg. CITETIE Uit 1 cntests

Foromne N TN

The problems were easily corrected.

One alignment: Flush left. As you can see above, using only one
alignment doesn’t mean everything is aligned along the same
edge—it simply means everything is using the same alignment.
Both the flush left lines above are very strong and reinforce each
other (alignment and repetition).

Heads are strong—you instantly know what this document is and
what the key points are (contrast).

Segments are separated by more space than the individual lines of
text within each segment (contrast of spatial relationships; proximity).

Degree and job titles are in bold (a repetition of the headline
font)—the strong contrast lets you skim the important points.




Contrast is the most fun of the design principles—and the most dramatic!
A few simple changes can make the difference between an ordinary design
and a powerful one.

HOW 'BOUT IT,
PARDNER?

How’d you like to . . .

wake up with the sun, pour yourself
a cup of coffee, and gaze out upon the AN
open range from the steps of your bungalow? )

Can you imagine . . .

spending the day outside. beneath a
cloudless sky. putting in a hard day’s work—
working close to the land?

What if you could. . .
work on horseback, with your horse as your
closest companion and trusty co-worker?

Ever wanted to . . .

taste the best vittles you've ever had at the end
of a full dav of riding, roping, and fencing?

Would you like to . . .
live the kind of life most people have only seen in the movies?

It’s all possible!
Live the life you've dreamed about—be a cowboy!

For more info on how to saddle up and start your
new career as a cowboy, contact us right away:
1-800-cow-boys
Iwannabe@acowboy.com

Remember the cowboy ad from Chapter 2? Here it is again—still a little flat.
Now look at the same ad (opposite page) after we've added some contrast.

Can you name at least four ways contrast was added?




CONTRAST

Which of these two ads would you be most likely to take a second look
at? This is the power of contrast: it gives you “more bang for your buck.
Just a few simple changes, and the difference is amazing!

How’houtit Pardner?

How’d you like to . . .

wake up with the sun, pour yourself a cup of coffee,
and gaze out upon the open range from the steps

of your bungalow?

Can you imagine . . .

spending the day outside beneath a cloudless sky,
putting in a hard day’s work—working

close to the land?

What if you could . . .
work on horseback, with your horse as your
closest companion and trusty co-worker?

Ever wanted to . . .
taste the best vittles you've ever had at the end
of a full day of riding, roping, and fencing?

Would you like to . . .
live the kind of life most people have only
seen in the movies?

It's all possible!
Live the life you’ve dreamed about—

Be a cowhoy!

For more info on how to saddle up and start your
new career as a cowboy. contact us right away

1-800-cow-boys
Iwannabe@acowboy.com

Changing the headline from uppercase to lowercase gave me room
to make it bigger and bolder. For repetition, | used the same font
for “Be a Cowboy" near the bottom of the ad. | made the lead-ins
to each sentence larger and bolder so they show up a little more.

And why not make the cowboy Texas-size—don’t be a wimp! Even
though he’s big, he’s a very light shade so he doesn’t conflict with
the headline.




The example below is a typical phone book advertisement. One of the
problems is that everything is basically the same size and weight and
importance; “Builders Exchange Member” is as important, visually, as
“Remodel and Repair Specialists” But should it be?

Determine what you want the focus to be. Use contrast to create that focus.
Enhance it with strong alignments and use of proximity.
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where do you begin to improve this ad?
Decide on a focus and make that focus big and bold.
Set it in caps/lowercase, not all caps.
Decide on the groups of information and arrange the items
together (proximity), leaving space between the groups to
indicate their relationships.

Arrange all these elements along a strong alignment.

Remove conflicting elements:
The border is not a focal point—why make it so overpowering?

The stars call too much attention to themselves—focus the attention
on the purpose of the ad.

It's okay to have empty corners—one eagle gets the point across!




FIVE : CONTRAST

Don't be afraid to make some items small to create a contrast with the
larger items, and to allow blank space! Once vou pull readers in with the
focal point, they will read the smaller print if they are interested. If they're
not interested, it wouldn’t matter sow big you set it.

Notice all the other principles come into play: proximity, alignment, and
repetition. They work together to create the total effect. Rarely will you use
just one principle to design any page.

Construction
Network

Remodel & Repair Specialists
Residential & Commercial

Full Service Construction

Custom work Design and build
Additions Alterations
Baths Decks

Kitchens Small jobs

Problem solving ~ Medical office construction
Architect/Engineer / Owner consultation

Free estimates

717-567-8910

Builders’ Exchange Member ¢ LICENSE 123456

One might argue that this ad does not reflect the personality of
the business owner as well as the previous ad does. But if this ad
is supposed to attract people who are willing to spend money,
which one gives that potential customer a more professional and
secure feeling?

Notice how and where repetition is used, as well as contrast. Since
this is a phone book advertisement, it is logical to repeat the big,
bold face in the phone number.
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