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I N D E X    224

A

Absolut Vodka campaign, 145–146
ACEP. See American College of Emergency Physicians 

(ACEP)
ActuallyWeDo Design, 207–208
Acupuncture, 157–158
Adcorp Media Group, 199–200
Advertising

apps tied to, 62
billboard, 51–52
clever, 195–196
local, 200
mobile, 9–10
print, 97

Aether Apparel, 181–182
Affordable advertising, 67–68
Albertson Design, 101–102, 155–156
Albertson, David, 101–102, 155–156
Alma, Gio, 14
American College of Emergency Physicians (ACEP), 

125–126
Andy Warhol Factory Party, 87–88
Ankli, Kenneth, 130
Annual report, 177–178
Apparel, 181–182
Apps

GoldRun, 9–10
Renaissance Capital, 39–40
Traverse Traveler, 61–62

Architectural Nexus, 29–30
Art Department, 119–120
Art shows, 151–152
Article format, 52
Asymptote Architecture, 15

Atlanta International School, 183–184
Aurora Novus, 6

B

B-Town Pizza, 127–128
B2B designs, 167–168
Baird, Todd, 97
BANG! Creative, 193–194
Banners, 129–130
Battista, Susan, 58
Baty, Chris, 21–22
BBC, Bogotá Beer Company
Beatles, 81
Becker, Deborah, 53–54
Beirut, Michael, 15
Beith, Keith, 144
Benedicts of Atlanta Social Club, 187–188
Berry, Tim, 75–76
Bex Brands, 157–158
BIG OMAHA, 153–154
Billboards

advertising on, 51–52
social media with, 93–94

Biodegradable packaging, 82
BizSugar, 105–106
Blank, Todd, 22
Blogger outreach, 69–70
Blogs

article format on, 52
dialogues on, 50
personalizing, 75–76
philanthropic use of, 49–50
Planning Start-up Stories, 75–76

Bodnar Design Consultancy, 130
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225  I N D E X

Booklets
discount coupons, 208
recipes, 191

Books
branding, 135–136, 156
coffee table, 171–172
cook, 161–162, 191–192
conference, 155–156
cover art, 162
commemorative, 183–184
pitch, 199–200
publishing, 162

Booth traffi c, 105–106
Bouweiri, Kristina, 115–116
Brand Essence Toolbox, 131–132
Branded artwork, 193–194
Branding

books, 136
brewery, 83–84
consistency in, 120
display/sales integration, 131–132
global, 156
global to local translation, 155–156
with caricature, 173
with illustrations, 145–146
nontraditional, 58
ongoing, 102
to college students, 127–128

Brands
changing, 169–170
loyalty to, 110
online building, 46
sharing, 89–90
statements, 41–42

Breweries, 83–84

Bright Starts, 131–132
Broccole, Peter, 200
Brochures

acupuncture business, 158
high-tech company, 194
image update with, 149–150
theatre, 197–198

Budgets, small, 185
Bulk fl at-mail, 114
Burger King, 14
Business

history, 192
principles, 59–60
renaming, 169–170
services, 167–168

Business cards
acupuncture business, 158
social media icons, 147–148
three-dimensional, 201–202

Business differentiation
via face-to-face illustrations, 145–146
via friendliness, 143–144
via personality/style, 159–160

Butler, Jett, 185–186

C

Cabral, Franco, 199–200
Café Press, 20
Calendars, 115–116
Can of nothing campaign, 137–138
Canadian HIV/AIDS Legal Network, 177–178
Carbone Smolan Agency, 182
Cardboard album record player, 77, 85–86
Carnegie Fabrics, 7–8
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I N D E X    226

Carns, Chad, 161–162
Carpentier, Michael, 18
Carson, Johnny, 122
CartoonLink BigBoards, 114
Cartoons

CEO audience, 113–114
fi nancial services, 144
legal services 19–20

CasaQ, 45–46
CaseCentral, 19–20
“Case in Point,” 20
Cass Art, 103–104
Cass, Mark, 104
Catlin Gabel School, 149–150
CEOs (chief executive offi cers), 113–114
CFI. See Community First Initiative
Charities, 49–50
Charles, Andy, 6
Cherubino, Norman, xi, 64. See also Langton 

Cherubino Group
Chevy Van (1970s vintage), 93–94
Children

emotional connections to, 133–134
illustrations inspired by, 150
niche, 65–66

Christou, Mark, 100
Citadel Dance and Music School, 129–130
Citizen Studio, 59–60
Clean Start, 73–74
Clements Horsky Creative Directions, 169–170
Clever advertising, 195–196
Client Airwalk, 10
College students, 127–128
Colorful solutions campaign, 5–6
Column Five Media, 42

“Comfort Made Simple,” 98
Commemorative book, 183–184
Community First Initiative, 94
Condo development, 171–172
Connolly, Lisa, 132
Constant Contact, 14
Contests. See also Games

audience engagement with, 65
logo, 63–64
user-submitted videos for, 18

Conversations, blogger, 69–70
Conway, Brian, 190
Cook books, 161–162
Corcoran Sunshine Marketing Group, 15
Correa, Lucho, 84
Coupons

attention getting, 207–208
discount, 35, 190

Couture, Lise Anne, 15
Creative exploration, 60
Cross, Ian, 37–38
Cult status, 127–128
Cuppa Yo, 89–90
Custom-design cards, 188
Customers

comfort, appealing to, 97–98
industry stereotypes and, 205–206
logo association by, 90
service to, 42
talking straight to, 82

D

d’Alencon, Steve, 19–20
DAAKE, 77, 121–122
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227  I N D E X

Dale, Gavino, 49
Dale, Sarah, 49–50
Davidson, Dusty, 153
Davies, Drew, 153–154
de Souza, David, 69–70
Deadly Disregard, 178
Delivery.com, 35–36
Deluxe Honeydrop, 99–100
Demographics

18- to 35-year-olds, 176
24- to 45-year-olds, 88

Demystifi cation, 144
Dental practices, 65–66
Dermalogica, 73–74
Design elements

human side of, 76
hybrids, 158
message reinforcement 

with, 74
Destroy Your Printer contest, 17–18
Deuchars, Marion, 103
“Did You Know” tidbits, 66
Discount coupons, 190, 208
Ditto & Co., 159–160
Ditto, Gretchen, 159–160
DIYMarketers, 105
DJs, 185–186
Do the Deed, 165–166
Dog lovers, 91–92
Dog shampoo, 91–92
Doherty, Linda, 60
Downloadable content, 68
Dragnet, 25–26
Dube, Nathan, 18

E

E-mail marketing
“50 ways to Grow your Email List,” 67–68
boosting, 64
Langton Cherubino Group, 63–64
reminders, 71–72
Robert Pizzo, 71–72
rules for, 72

Easel business card, 201–202
Edelstein, Phil, 24
Edgar, Stacey, 135–136
EdgeDweller, 59–60
Edmundson, Ken, 113
Electronic greeting cards, 55–56
EM2, 183–184
Emotions

appealing to, 102
conveying, 134
imagery evoking, 98
local connection, 180

Everglades National Park, 14
Exhibitions

Fuzzy Nation, 119–120
Slow Food Nation, 101–102

Expert Laser Services, 1, 17–18

F

Face-to-face illustrations, 145–146
Facebook

dialogues on, 50
networking on, 148
philanthropic use of, 49–50
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I N D E X    228

Facebook Places, 9
Fair trade company, 135–136
Fast Company, 165
Favicards, 147–148
“50 Ways to Grow Your Email List,” 67
Financial Times Stock Exchange (FTSE), 40
Find the Logo contest, 63–64
Fine, Richard, 81
Firebelly Design, 171–172, 176
Fishburne, Tom, 19–20
Flash-based presentation, 33–34
Flat Inc., 15
Flórez, Viviana, 84
FÖDA Studio, 185
Follow-up campaigns, 121–122
Food banks, 137–138
Food trucks, 123–124
Foode Flash Card program, 110
Forkout.org, 94
Fort Point Artist’s Neighborhood, 139, 151–152
Foursquare, 9
Friedman, Naomi, 164
Fuzzy Nation, 119–120

G

Games. See also Contests
foot traffi c from, 106
I-SITE, 37–38
interactive puzzles, 105–106
quiz-show style, 25–26
Room of Illusions, 31–32
Script Frenzy, 21–22
viral effects with, 11–12

Garcia, Rodrigo, 75
Gerald & Cullen Rapp, 145–146
Gersten, Gerry, 146
Get Organized Today, 160
Get Satisfaction, 41–42
GGRP, 77, 85–86
Gifts, unique and useful, 117–118
Girl Scouts of America, 165
Global Girlfriend, 135–136
GoldRun, 1, 9–10
Gotham PR, 33–34
Gourmet Bachelor, 161–162
Gowalla, 9
Gray noise, 33–34
Grotheim, Christie, 34
Group 7even, 205–206

H

Hakala, Karen, 6
Hammond, Drew, 127
Hancock, Dawn, 172, 176
Hand-drawn promo, 103–104
Hands-on kit, 86
Hangline.com, 51–52
Hard-to-pronounce names, 203–204
Hase, Katrina, 159–160
Hatch Design, 96
Haven’s Candy, 6
Hayes, Trace Newman, 179
Heil, Darren, 93–94
Hello Design, 73
Help Remedies, 81–82
Heritage and history incorporation, 171–172
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229  I N D E X

Herman, Jesse, 186
Herndon, Daniel, 93–94
Herson, Jay, 190
High-end products

dog shampoo, 91–92
wines, 95–96

Hirons & Company, 127–128
HIV/AIDS Legal Network, 177–178
Horsky, Lynn, 170
House calls, 163
How Wine Became Modern 

exhibition, 96
HR Lady, 173–174
Human resources, 173–174
Humanizing, 76
Humor

campaign with, 166, 204
cartoons, 20
e-cards, 55–56
industry, 30, 144
T-shirts, 125–125
tongue-in-cheek, 28

Hutchison, Chad, 51
Hyland of Pentagram, 103
Hyland, Angus, 103

I

I-SITE, 37–38
Icons

local cultural, 180
Omaha cow, 153–154
social media, 147–148

Iddea Group, 205–206
Idea Marketing, 109–110

Identity
fi nding, 37–38
items, 105

Illustrations. See also Cartoons
face-to-face, 145–146
self-promoting, 71–72

Image consultant, 159–160
Imagery

complementary, 60
emotion evoking, 98
iconic, 198
logo, 163–164
multiple exposure, 152
natural light, 15–16
simple, 164

Industry stereotypes, 205–206
Infographics, 41–42
Information technology, 205–206
Insurance agents, 54
Intangible concepts, 137–138
Interactive online game

quiz, 25–26
viral effect generation with, 12

Interactive puzzles, 105–106
interMediator group, 167–168
International Gallery of Contemporary Art, 88
Invitations, 187–188
iPhone app, 9
IPO mutual fund, 40

J

J. Crew, 182
Jain, Katie, 96
Jakprints, 147–148
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I N D E X    230

JAQK Cellars, 95–96
JDL Development, 172
Jill Lynn Design, 187–188
Joy of Marketing, 47–48
Junie B. Jones, 198

K

Kaliontzis, Joanne, 151–152
Keller, Jim, 12, 31–32, 40, 50
Kelley, Gene, 50
Kiernan, Kenny, 134
Killian, Linda, 39
Klaetke, Fritz, 107–108, 169
Knock Off Your Socks 

campaign, 97–98
Kysar, Mary, 150

L

Landers Miller Design, 123–124
Landers, Rick, 124
Langton Cherubino Group

dog shampoo design by, 92
Find the Logo contest design by, 64
Logo Portfolio, 64
MasterpieceYourself design by, 12
Renaissance Capital design by, 39–40
Right as Rain design by, 50
Room of Illusions design by, 31–32

Latin Grammy Awards, 46
Law fi rms

e-card use by, 55–56
use of humor by, 19

Leslie Evans Design Associates, 6

LexisNexis, 14
Lip, Ltda, 84
Illustrations

child-like, 150
editorial, 178
embellished, 172
hand-drawn, 160
self-promoting, 72

Local cultural icons, 180
Local images, 84
Local marketing campaign, 179–180
Logos

au courant, 153–154
business style refl ected in, 47–48
contest of, 63–64
customer association with, 90
ever-changing, 146
forward-looking, 39
fun-associated, 22, 50, 90
iconic, 100
impersonal, 48
industrial design, 194
overhauling, 40
play on name, 105–106
product incorporated in, 8
rap-inspired, 126
simple, stylish, 182
talk bubbles, 206
traditional values in, 164
typographic, 160

Lorden Oil Company, 77, 97–98
Loyalty programs, 109–110
Luks, David, 99–100
Lumpy mail, 113–114
Lunch bags, 133–134
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231  I N D E X

Lunchology, 133–134
Luxury property, 15–16

M

MAC. See Manchester Athletic Club (MAC)
Maguire, Rob, 176
Malverde, 186
Manatt, Phelps & Phillips, LLP, 55–56
Manchester Athletic Club (MAC), 189–190
Mannequin Madness, 27–28
Marie Claire, 162
Marx, Chico, 31
Marx, Groucho, 189
Masquerade Mask Invitation, 188
MasterpieceYourself.com, 11–12
McLain, David, 6
Meal Tickets & Unusual Ideas, 61–62
Memorable names, 166
Menke, Diane, 210
Message reinforcement, 74
Michelangelo, 11
MichelleVillalobos.com, 13–14
Mint Advertising, 143–144
Mitchell, Scott, 196
Mix Creative, 159–160
Mobil apps, 61–62
Mobile advertising, 9–10
Modern8, 29
Moy, Teri, 116
Music

festivals, 175–176
students, promotions for, 129–130

My Name Is Rachel Corrie, 198
Myers Constructs, Inc., 139, 209–210

N

NAIL Communications, 138
Names

changing, 169–170
descriptive, 173–174
hard-to-pronounce, 203–204

Narrowcast, 122
National Novel Writing month, 21
Nelson, Becky, 158
Nerland Agency, 87
Niche markets

children, 65–66
pitch books, 199–200
urban chic, 119–120

Nicola Black Design, 191–192
Note cards, 159–160
Northern Eye Center, 195–196
Norway Savings Bank, 5–6

O

O’Kuhn, Peter, 91–92
Off-line experience, 8
Offi ce of Letters and Light, 21
ohTwentyone, 125–126
Oil company, 98
Omaha cow, 153–154
On-site displays, 87–88
On-site presence, 93–94
166 Perry Street, 15
Oppenheim, Keith, 130
Optical illusions, 31–32
Ornament market, 45–46
Outdoor advertising, 51
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I N D E X    232

Outdoorsy-type clothing, 181–182
Overarching design themes, 197–198
Oxide Design, 153–154

P

Packaging
artistic appeal of, 96
biodegradable, 82
Bogotá Beer Company, 83–84
design, 91–92
effective, key to, 108
emergency jump-start, 107–108
Help Remedies, 81–82
Honeydrop, 99–100
JAQK Cellars, 95–96
lani—dig your dog, 91–92
Peter Popple’s Popcorn, 111–112
point of purchase appeal, 119–120
RI Community Food Bank, 137–138
simple designs, 100
StartMeUp, 107–108
Street Sweets, 123–124
uncluttered, 111–112
wine, 95–96

Palo Alto Software, 75–76
Pamphlets. See Brochures
Parents, 65–66
Paulsen, Egil, 201–202
Pearlfi sher, 100
Penn’s View Hotel, 191–192
Pentagram, 16
Perceptions, shifting, 149–150
Perna, Martín, 185
Personal videos, 53–54

Personality
caricature of, 174
conveying, 159–160
reveling, 38
showing off, 54

Peter Popple’s Popcorn, 111–112
Phillips Design Group, 97–98
Photographs

calendar, 115–116
as focal point, 44
food, 192
importance of, 14
landscapes, 182
logo from, 182
premium product perception and, 24
selection of, 13–14
showing details in, 8

“Pillow talk” promotion, 77
Pirman, John, 167–168
Pitch books, 199–200
Pizzo, Robert, 71–72
Plot Machine, 22
Poglianich, Antonio, 91
Point of purchase, 120
Political campaign, 203–204
Postcards

Skuba Design 179–180
Myers Constructs 209–210

Posters
Big Omaha, 153–154
Catlin Gabel, 149–150
Do the Deed, 165–166
Fort Point, 151–152
Malverde DJ, 185–186
SaskTel Saskatchewan Jazz Festival, 175–176
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233  I N D E X

Posters (continued)
Synchronicity Theatre, 197–198
What’s a Symchych?, 203–204

PowerBand Graphics, 174
Printer destruction contest, 17–18
Printers Square, 171–172
Process, 170–171
Product differentiation

via packaging, 111–112
via website design, 23

Product samples, 91–92
Professional services, 30
Promotional giveaways

dog food samples, 91–92
for intangible concepts, 137–138
for moms, 117–118
pillows, 122
quality art, 104
rewards programs, 190

Property. See Luxury property
Proponent Federal Credit Union, 143–144
PVC trim board, 193–194
Pyle, Billy Joe, 143–144

Q

QR Codes, 88, 202
Quantum Millwork, 193–194
Quarternote Lofts, 129–130
Quesada, Adrian, 185

R

Rainmakers, 50
Rapp, Cullen, 145–146

Rapp, Gerald, 145–146
Rashid, Hani, 16
Real estate

condo development, 171–172
luxury property, 15–16
target market, 129–130

Rebranding, 169–170
Redwall Live, 93–94
Remillet, Leah, 117–118
Reminders, 71–72
Renaissance Capital, 39–40
Repurposing designs, 185–186
Repurposing marketing, 185–186
Research fi rms, 57–58
Reston Limousine, 116
Retro look, 101–102
Rewards programs, 190
RFID (radio-frequency identifi cation), 110
Rhode Island Community Food 

Bank, 137–138
Rick Rawlins Work, 169–170
Right as Rain, 50
Ringbom, Petter, 16
Ristorante Panorama, 191–192
Room of Illusions game, 31–32
Ross, Dan, 56

S

Saal, Dan, 203–204
SAB Miller Company, 83
Sales presentations, 131–132
Samples, 92
San Francisco Museum of Art, 96
Sandler Training, 113–114
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I N D E X    234

SaskTel Saskatchewan Jazz 
Festival, 175–176

Sassafras Design Services, 105
“Saveable” materials, 209–210
Sawaya, Sarah, 105
Schaffner, Gabrielle, 152
Schmitt, Paula Bodnar, 130
Scholl-Serrett, Denise G., 174
Schonwald, Lilly, 15–16
Schwartz, Dean, 43
Schwilliamz Creative Consultants, 43–44
Scott, Henry, 167
Script Frenzy, 21–22
Search engine optimization (SEO), 42
Seattle Kids Dentistry, 65–66
Self-portraits, 13–14
Seurat, Georges, 146
“Sharpie Girl” portrait, 14
Shelton Smith, Kathleen, 39–40
Sickday, 139, 163–164
Singin’ in the Rain, 50
Skillin’s Greenhouse, 6
Skillin, Mike, 6
Skin care products, 73–74
Skuba Design Studio, 179–180
Slobotski, Jeff, 153
Slow Food Nation, 101–102
Small budget campaigns, 185
Smart Mouth Girls, 73
Smith, William, 39
Soapbox, Inc., 178
Social media

billboards with, 93–94
challenges of, 41
Delivery.com campaign on, 36

icons, 147–148
MasterpieceYourself promotion on, 12
on-site displays with, 87–88
on-site presence with, 93–94
opportunities of, 41
portraits on, 13–14
posters with, 87–88

Socially responsible business
fair trade, 135–136
food bank, 137–138
heath advocacy, 177–178
kindness promotion, 165–166

“Sock giveaway” promotion, 77
Specialty foods, 111–112
St. Laurent, Yves, 160
Staged events

creating urgency with, 94
outrageous, 36

StartMeUp, 107–108
State Farm Insurance, 53
“State of Customer Service 

in America,” 42
Stereotypes, embracing, 206
Sterling women, 115–116
Stiglitz, Kim, 68
Stock images, 67–68
Straight talk, 82
Street Sweets, 123–124
Studio Absolute, 89
StudioSaal, 203–204
Stunts. See Staged events
Sweet Life Events, 187–188
Swope, Lucy, 9
Symchych, Christine, 203–204
Synchronicity Theatre, 197–198
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235  I N D E X

T

T-shirts
ACEP, 126
B-Town, 128

Tabula Creative, 210
Tactile goods, 8
Tagxedo, 70
Target audiences

attractive packaging and, 108
cartoons for, 19–20
e-mail blasts to, 72
emotional connection with, 133–134
musicians, 129–130
rebranding for, 170
talking talk of, 127–128

TaxFix, 69–70
Taylor, Ivana, 105
Team member expressions, 145–146
TED conference, 139, 155–156
TEDIndia’s book, 156
Templin, Joel, 96
“The 10 Commandments of Good Customer Ser-

vice,” 42
“The 10 Commandments of Outdoor Advertising,” 

51–52
Tenes, Darlene, 45–46
Themes

central, 22
color in, 66
consistency in, 168
creation of, 146
headline, 52
logos refl ecting, 48
overarching, 197–198

topical, 20
universal, 40, 96

Thomas, Kristi, 133–134
Three-dimensional displays, 131–132
Topic 101, 57–58, 58
To the Point Acupuncture, 157–158
Townsend, Judi, 28
Trade shows

booth traffi c at, 105–106
identity items at, 105

Traditional values, 164
Trap Media, 207–208
Traveler apps, 62
Traverse Traveler iPhone app, 61–62
Trust building video, 53–54
Turner, Todd, 51
Twitter, 148
Two Leaves and a Bud Tea 

Company, 1, 23–24
“A Town That Found Its Sound,” 86

U

Unique and useful gifts, 117–118
Upscale coupons, 189–190
Urban chic niche, 119–120

V

Values
conveying, 183–184
traditional, in logos, 164
underlying, 101–102

van Gogh, Vincent, 11
Vehicle wraps, 124

bIndex.indd   235bIndex.indd   235 11/08/11   9:22 AM11/08/11   9:22 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



I N D E X    236

Velvet Underground artwork, 88
Vertical Response, 67–68
Videos

DAAKE, 121–122
Delivery.com, 35–36
Norway Savings, 5–6

Villalobos, Michelle, 13–14
Vinyl records, 85–86
Viral effect, 12
Virtual community, 22
Visual clues, 6
Visual Dialogue

Process account, 169–170
Schwilliamz account, 44
StartMeUp account, 107
Topic 101, 58

Vouchers, 207–208

W

Wall Street Journal’s Law Blog, 56
Warhol, Andy, 87
Web Design Award, 12
Web vs. Webb, 25–26
Webb, Jack, 25
Websites

166 Perry Street, 15–16
Architectural Novus, 29–30
Carnegie Fabrics, 7–8
Clean Start, 73–74
Deborah Becker, 53–54

Ditto & Co., 159–160
Edgedweller, 59–60
I-SITE, 37–38
Mannequin Madness, 27–28
MasterpieceYourself, 11–12
Renaissance Capital, 39–40
Room of Illusions, 31–32
Sarah Petty’s The Joy of Marketing, 47–48
Script Frenzy, 21–22
Seattle Kids dentistry, 65–66
TheHangline.com, 51–52
Topic 100, 57–58
Two Leaves and a Bud Tea Company, 1, 23–24
Web vs. Webb, 25–26

Wechsler Ross & Partners, 55
Werhan, Lauren, 166
Wichita Eagle, 165–166
Wichita State University, 165
Wilde, Oscar, 11
Wine packaging, 95–96
Word clouds, 69–70
Wordless banners, 129–130

Y

Yearlong marketing, 115–116
You: The (Online) Brand, 13
Young British Artists, 104
Young Writers program, 22
YouTube, 18
YYES, 164
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