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Two-Day

May 8 & 9, 2008

WASHINGTON, D.C.

10 Reasons Why
[FPO] Master Classes
Are Worth the Trip:

@ MAKE YOUR MAGAZINE MORE
ENGAGING Change the structure of your
magazine, rethink your rhythm, and brainstorm
new departments and franchise content.

@) INCREASE READER SATISFACTION
Refine your mission and focus your scope to
bring your audience exclusive content and
specific subjects of vital interest.

9 SAVE MONEY ON PRODUCTION
Examine your workflow to get the most from
your staff and avoid costly mistakes and errors
that make it all the way to the printed page.

() ENHANCE STAFF PRODUCTIVITY
Improve the morale and quality of work from
your team by defining their job parameters
and building in incentives for growth and
advancement.

© NETWORK WITH PEERS The small class
size is augmented with exercises that encourage
attendee interaction, and networking lunches
and a reception are part of the fee.

( RAISE YOUR “Q” Make your publication
the leader in your niche by leveraging your
editorial and business resources to broaden
your penetration into both alternate and more
mainstream media.

@) CRITIQUE YOUR PUBLICATION Evaluate
the strengths and weaknesses of your current
publication and plan a strategy for improving
your magazine as soon as you're back at work.

© REFRESH YOUR CREATIVITY Share
experiences, see dozens of examples of
redesigns, hear success stories, and look at
your own title from a fresh perspective.

© LEARN C/P/R This exclusive approach to
evaluating your magazine’s structure, content
and reader expectations is a powerful tool

for both augmenting your current book and
charting a new and improved one.

(O FIND ADVERTISING/EDITORIAL
SYNERGIES Develop strategies to create
vertical markets and content initiatives that will
improve ad revenues and stimulate business
promotion—and still protect editorial integrity.

Intensive Workshop

ASSCS

on Magazine

Editorial,
Production

&Design

How Will Master
Classes Improve
YOUR Publication?

Make your book more ENGAGING
Increase reader SATISFACTION

SAVE MONEY on production
Enhance sta  PRODUCTIVITY

[> 2 DAYS

[> 3 TRACKS—EDIT, DESIGN
PRODUCTION

[> 8 INSTRUCTORS—MANY
WHO WRITE FOR [FPO]

[> 16 SESSIONS—PICK ANY 6

[> HANDS-ON CRITIQUES

LI LAY
ﬁlMaﬁer =

k& [FPO Editor] Rob
Sugar is a unique
expert in his field,
and his classes will
benefit art directors
and editors. It's not

a class for “tips and
tricks —it focuses

on design from the
inside-out, as he calls
it. You examine your
pub from the starting
point, the mission
statement, to the
underlying structure
and then to the fine
points. It's a fun

and comprehensive
program that I highly
recommend. JJ

DAVE YOUNT,
ART DIRECTOR,
NFPA JOURNAL

Complete session descriptions, speaker biographies,
class schedule and registration will be available in

January 2008 at fpomagozine.com/masterclass




[FPOlisa WIP

OUR POSITION ONLY

Is creating a magazine about creating magazines
the ultimate meta-concept or just some hot-dog idea?

“No one wants to see the
sausage being made”—it’s a
warning to anyone who thinks
the dirty little details of any
process might be interesting to
others. I think they are. In fact,
I'm betting this magazine on it.

The mission of [fpO] is
simple: Bring magazine creatives
ideas that will make their
product bette—more fun to
read, less costly to produce—
and enhance the impact of
editorial, design and layout.

Maybe the big bosses at
Hearst, Condé Nast or Time
Inc. have nothing to learn from
our little magazine, but staff at
the other 26,000 or so titles
published in North America
should fnd something that
justifes 76 bucks for a year’s
subscription and a few hours of
their time. And the additional
73,000 corporate, industry and
government publications might
fnd some of the ideas we're
stuffng into our book pretty
tasty and exciting, too.

At least we hope so. We've
spent the last year developing
our issue map and trying to
pack it full of useful editing,
design and production ideas. For
example, when we were mulling
over what would make a grabby
cover, someone suggested
promoting our feature, “What
Do You Want From Me?” by
showing an art director fnally
getting her editor to pay atten-
tion to her point of view. It was
pointed out—rather quickly by
our associate editor—that this
might bother a large percentage
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of editorial folks who make up
a good part of our audience,
and that, in her opinion, the
opposite scenario was a more apt
metaphor anyway.

Before Fsticuffs broke out,
we decided we'd let the readers
decide which cover they like
better. WWe went ahead and shot
the two set-ups, then printed
both covers and randomly used
them for our mailing list. Which
one works better for you?

This “cover story” demon-
strates one of our goals for
[fpO]—trying out ideas and
sharing the process and results
with our readers. In this case,
printing two covers cost almost
nothing extra besides a little
more shooting and prep. In
return, we get to demonstrate
a low-cost idea that generates
some reader interaction.

We think of [fpO] as a work
in progress—a Wip—a place to
experiment with ideas and have
fun in a way that’s unique to a
magazine for magazine creatives.
It's a very meta-ish concept, like
having a restaurant for chefs or
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a hair salon for stylists. However
you think of it, the real fun
occurs when the professional
community gets involved with
some sausage-grinding of its own.

Wk want you to share your
best stuff—your comments,
your ideas, even your work. \WWe
encourage you to contribute
with comments on our stories
and uploads of your best work.
We want [fpoO] to be the frst
place to fnd out new and
interesting things to spice up
your own publications. Our
website isn't just a rehash of
magazine content. You'll ¥nd
supporting documents for our
stories, templates and fonts to
download, and links to other
great design sites—but only for
subscribers after December 31.

Now;, if you'll excuse me, |
have an overwhelming urge to
step out for a kielbasa.

ert Sugar
Publisher

PREMIERIISSUEl«.FPOIMAGAZINE!




)4 What Do You
WANT From Me?

Great magazines don't just

31

happen—they’re made by
CREATIVE PROS Who collaborate
and prove that the whole is
always greater than the sum of
the parts. These TEN POINTS help 34
designers understand how to turn

raw editorial into effective layouts

and motivate editors to present

their stories to reap the maximum

DESIGN POTENTIAL for publication.

MARCEL DUCHAMP

SJON MAGAZINE!I-IPREMIERIISSUE

GET CREATIVE / PREMIER

ISSUE

Writer's Camp
Finding freelance writers who
deliver the goods is a matter
of cultivating relationships
that work BOTH wAYs. Here’s
one writer willing to put her
business cards on the table.

I@#% The Grid

A sophisticated MODULAR GRID

is at the foundation of every
great magazine template, but
sometimes interesting things
happen when we BREAK THE
RULES. A good designer knows
when—and how—to reject the
rigidity of the structure and,
more importantly, why it makes
sense to color outside the lines.

40

44

Six Degrees.

Of Preparation:
Degree One—
Mission: Possible

If you're ready to IMPROVE YOUR
MAGAZINE, this six-part approach
could be a revelation. Degree One
examines the magazine missioN
sTATEMENT and how it can be

the editorial ouTLINE that builds

a more successful publication.

SOS: Images

In Distress

The luxury of commissioning

all the photography for your

pub is a rare—maybe even
extinct—practice. Often Less-
THAN-PERFECT IMAGES are the

rule, not the exception. These
TECHNICAL TRICKS, creative dodges
and artistic manipulations

can MAKE LEMONADE of sour

photographic lemons.
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OBSERVED IN
THE MARGINS

Fool Me Once...

Bigger Monitors Mean...?
Snark Attack: Gourmet

Work More Creatively

Quiz #1: Type Oh

Gone But Not Forgotten: U&lc
Design Bestiary

Contest #1: Blurb-age
Apostro(catastro)phe

One Great Tool: Expert Mouse
Great Momemts in Publishing

[1E1]

IN EVERY ISSUE

10PO
[FPO] is a WIP

Its our POSITION ONLY (et it?),
but it's time for a magazine that helps
magazine creatives grind some sausage.

5 H&J

Prime the Pump

Each issue [FPO] publishes the good
and the bad—HOSANNAS AND JIBES.
But where do you get stu for the
first issue? You ask for it, of course.

62 ARTIST SHOWCASE

64 ENDBUG

De Nile Is Not Just

A River in Egypt

And Scope ain't just a mouthwash,
either. How clients, employers and
even professional organizations
avoid facing reality.

14

15

16

18

20

[PROcess]

HOW DO
THEY DO THAT?

COVER CHARGE

The Case for

Hidden Nameplates
Should images go over the nameplate,
and if s0, how much should you

cover up? There’s a reason why

less is sometimes more.

RE:WRITE

Map Your Story from
The Inside Out
Diagramming a story can help spot
weaknesses and potential solutions to
troublesome first drafts—and prevent
the need to hijack and rewrite them.

RE:DESIGN

RFP Makes a

Great Redesign
Simple as 1-2-3

What to ask for when you're looking for
an outside firm to remake your magazine,
and how to get the redesign you need.

CREATIVE BRIEFS

We've Got to Stop
Meeting Like This

How to bring your best ideas to the table
to get the best out of your designers.

QUESTIONS FOR:

Michael Grossman
As the original designer of Saveur,
National Geographic Traveler, and
Entertainment Weekly, Grossman has
evolved beyond mere design—but
what exactly does that mean?

22 WEB WE WEAVE

Five Mistakes
Websites STILL Make
If more than two of these points

apply to your website, maybe you
should think about the importance

of your online presence.

50
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PRACTICE MADE
PERFECT

LAYOUT

Mondrian Was

A Painter

The term Mondrian Layout gets bandied
about like everyone knows exactly

what it is and who Mondrian was. In
fact, Piet Mondrian has something

to 0 er magazine designers.

TYPE SET

Rag Momma Rag

Fully justified type is out of fashion these
days, but the art of creating ragged
margins is often left to the computer.
Here's what to look for and how to adjust
settings to get the best-looking text.

WRITER’'S BLOC

Thinking Backwards
Sometimes imagining what your
article looks like after it's designed
can make your writing better.

IMAGE CONSULTANT

Back to the LAB

Most designers know the di erence
between CMYK and RGB, but few of
us realize the value of that “other” color
space: LAB. It can do amazing things.

THE WHITE STUFF

Read 'em and Sweep
A magazine is a physical product,

s0 if you're designing what gets
printed on one, keep in mind how
readers actually read them.

HANDS-ON

Faster Means Smarter
Learning the power of preferences,
keyboard commands and palette
interactivity makes shorter

work of technical tasks.

58

59

60

61

[RGR]

REVIEWS &
RESOURCES
STOCK MARKET

Always Low Prices
Comparing five ultra-low-cost stock
services against each other—and
the higher-priced spread.

FONT FOUNT
Adobe Arno Pro

ITC Avant Garde Pro

LAUNCH PAD

New Magazines Get
A Head to Succeed
Although these titles are as di erent
as can be, one thing ties them
together—excellent approaches

to design and branding.

SWEET SPOT
Dave Clark

Ralph Butler

PREMIERIISSUEl«.FPOIMAGAZINE!
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Health & (UN)happiness?

The editor and art director of Health magazine
made a bold move, hiring AdamsMorioka, a
design firm known mainly for branding and
identity work for such firms as Nickelodeon and
Adobe, to give their magazine a fresh look. Three
issues into the new design, sta designers began
to grumble, and six issues later the design was
abandoned. Yet, advertising was up and reader
satisfaction seemed improved. What went wrong,
and what does it mean for magazine designers?

Three Redesigns for
Three Reasons

Meet Direct, MacLife and NewsMax. One is a
B-to-B moving from a tabloid to a standard trim;
the second, an enthusiast pub re-branding itself
for broader appeal; and the third trying to create
more credibility for its political content. The
solution for all three: a new design. How they did
it and what happened, with commentary from
publishers, editors and designers.

Editorial Design Consultants—
Thinking Outside the Sta

Magazine design is a special skill that is way

di erent than laying out single issues, so finding
the right firm to help you make the jump

from your old book to a new one is a critical
match. What to expect (and demand) from
outside consultants, how to get the most from
them, and where you can find them—including

a comprehensive list of magazine designers

and studios that want to work for you.

FPOIMAGAZINE!«IPREMIERIISSUE

Was the first great issue a fluke?
Heres what we're working
on for our Spring issue.

Six Degrees of Preparation:
Degree Two—Archetypes

No magazine exists in a vacuum. Every issue

has to meet expectations for its audience, its
advertisers and even its sta . Where do these
expectations come from? To a great degree,

they derive from the way magazines are broadly
classified according to content, history and
competition. Don't believe in archetypes or their
importance? Just go to a newsstand and see how
the magazines are displayed.

SOS: There’s No Art
For This Story!

The classic feature spread is dependent on the
impact of a great illustration or photograph

to quickly communicate the tone and content

of a story. What can you do if there’s nothing
available? Here are great suggestions for working
with that most di cult design challenge—the
text-only feature.

Don't Bury the Lead

You've got about five seconds to hook readers.
The clock starts the minute their eyes fall on a
page. The first 50 words—including heads, decks
and blurbs—make or break the article. Editors and
writers take the same material and write their
own leads—and describe the process—then we
design 'em (the stories, that is).

PLUS

FACE-LIFT—Step-hy-step color correction and
manipulation of portraits that give everyone the
star treatment.

SPECIALTY STOCK SITES—AN overview of
useful, obscure and just plain weird stock sites
that can yield fresh images for your publication.

THE ART OF THE ABSTRACT—Tell your story in
thirty words or less AND improve your branding by
developing an exclusive abstract style for features.

PLUG-INS & XTENSIONS—Make Adobe
InDesign and QuarkXPress do things you only
wished they could do—until you add these helpers.
Plus, six FREE add-ons you shouldn’t be without.

WEB/PRINT SYNERGY—Develop deliberate
content to drive readers to your website—and
browsers to your magazine.

Robert Sugar

EDITOR & PUBLISHER

Nancy McKeithen

ASSOCIATE EDITOR

Sharri Harris Wolfgang

ART DIRECTOR

David Fox

SENIOR DESIGNER

Tanya Nuchols, Jinna Hagerty

GRAPHIC DESIGNERS

Jason Clarke
PRODUCTION MANAGER

Melissa Kelly

WEB MANAGER

Ted Bonar
ADVERTISING DIRECTOR

Helen Rea
ACCOUNT MANAGER

CONTRIBUTING EDITORS Michael Brady,
Jane Cleland, Michael Gold, Samir Husni,
Mark Obbie, Marc Oxborrow, Jenny Rough,
Timothy Samara, Jan V. White

Unsigned articles are produced by [FPO] sta
writers.

BACK IsSUES Call 301.587.4300.

REPRINT INFORMATION For high-quality
article reprints, please contact Ted Bonar at
301-587-4300.

FPO MAGAZINE Published quarterly by
AURAS Custom Publishing, 8435 Georgia
Avenue, Third Floor, Silver Spring, MD 20910.
Unsolicited manuscripts on topics of magazine
design, editing and production may be sent
to the attention of the Editor, at the address
listed above. Manuscripts will not be returned
without an SASE. While every e ort is made
to ensure accuracy of all printed information,
FPO Magazine assumes no liability for errors in
editorial or advertising.

© 2007 AURAS CUSTOM PUBLISHING

The views and opinions expressed in this
publication throughout the editorial and
advertisements are not necessarily those of
the management of FPO Magazine. All rights
reserved. No portion of this publication may
be duplicated or reprinted without written
permission from the publisher.

SUBSCRIPTION RATES: $76/1 year (4 issues),
International: $144/1 year. FPO Magazine is
published quarterly.

Standard mail ‘A" paid at Fulton, MO.

SEND ADDRESS CHANGES TO:
FPO Magazine, 8435 Georgia Avenue, Third
Floor, Silver Spring, MD 20910. Be sure to
include both old and new addresses.



If you like [FPO]
the magazine,
you're going

to love [FPO]
the website.

EACH ISSUE of [FPO]
will be complemented by
additional material that

expands on the content

of the printed issue.

On the website this issue
are Quicktime movies
that demonstrate the
maneuvers described in
“SOS” on page 44 and
“Back to the LAB” on
page 53. There are more
[FPO] cover parodies
(we couldn’t dare print!).
There’s a free fun font
of cave drawings for fans
of the cartoon on page
13, and direct links to the
cool sites mentioned on
the same page.

You'll also find an early
media kit from GOOD
magazine demonstrating
its early mission strategy.

There will lots more
stu as we ramp up the
website’s content.

PLUS

»Fonts to download and
lots more coming.

»Links to dozens of
resources

»Magazine templates
»Expert advisors on call

»Artist showcases

...and much
more to come.

HOW DO YOU GET LETTERS
FOR THE FIRST ISSUE OF A
MAGAZINE? You contact psychics,
of course. But since Patricia Arquette
isn’t around until January '08 (the

0 cial cover date of this Premier
Issue, BTw), we sent early copies to
various industry people for comments.
Here are some of the replies:

Critical Mistake?

I have always felt like

I'd enjoy reading a magazine
about the magazine industry.
And there looks to be a lot of
interesting stuff in [fpo]. I
think the only thing that kind
of rubbed me the wrong way
was seeing a few criticisms of
other mags in the front-of-book,
like the typography error side
box (on page 12). Just seems

like your goal is to support

the industry and help improve
things. While it’s interesting

to see mistakes in other mags,

I think calling people out in
[fpo] might be creating more
distance between you and the
reader. Just a little thought.
Again, overall, I think it looks
like it’s going to be a good pub.
Can't wait to read the frst issue.
NEELY HARRIS, EDITOR

MENTAL_FLOSS MAGAZINE

Well, if we can't laugh at Rupert
Murdoch, who can we laugh at?
Seriously, though, criticism is part of
this package, and we want it to be fair
and objective, but with maybe a trace of
attitude (see “Snark Attack” on page 8).

HOSANNAS & JIBES [HﬁJ

Watch Yer Back

Make the next issue’s cover
art for [fp0] a photo of your
back with a big bull's-eye on

it! You've chosen one of the
pickiest readerships on the
planet—the kind of readers
who take great glee in circling
typos in others’ publications.
Yet, [fpO] is exactly what our
industry needs—a magazine
flled with valuable content that
is unafraid to laugh at itself or
others, and can remind us, the
self-appointed guardians of all
things written, that taking a
chance, using humor, and offer-
ing up the unexpected makes for
an infnitely more enjoyable read
than simply playing it safe.
MARTHA SILVER, EDITOR

OPASTCO ROUNDTABLE

Actually, next issue’s cover MIGHT

be the one on the previous page. Or,

it might not. We'll soon be posting
THREE cover comps on our website,
and we'll let the readers decide.

Co ee Break Buddy

My first mentor kindly
explained why my prose,
inspired by 19th-century novels,
didn’t translate to a modern
magazine. Later, | learned from
a colleague’s example how to
tighten a manuscript without
losing the author’s voice. Now,
working at home as part of a
virtual company, I've missed
that on-the-job interaction. FPO
Magazine is my new information
source and coffee-break buddy
rolled into one.

TERRI STONE, EDITOR IN CHIEF

CREATIVEPRO.COM AND
INDESIGN MAGAZINE

DIY is TDF

About the diy critique
workbook: Fabulous! My frst
reaction was that this is too
much great material to give
away so early in the [fpO]
franchise rollout. A wonder-
ful, but perhaps too-generous
gesture. On second thought...
this may be such an alluring
hook that readers will have

no choice but to say, “Holy
crap—this stuff is really useful.”
The nice thing about the
workbook is that even seasoned
(i.e., grizzled) magazine makers
will likely fnd parts of it that
are helpful in reassessing their
books. Excellent stuff. [fpO]
has a chance to develop into an
important industry resource.

CABLE NEUHAUS, EDITOR
NEWSMAX

All subscribers to [FPO] receive a
link to a 16-page workbook called
The 10-Step Do-It-Yourself Magazine
Critique to help them review their
own publications. If you've subscribed
but haven't received the link, contact

us at editor@fpomagazine.com.

WE WANT TO HEAR FROM

YOU! Send your comments, criticisms,
nitpicks, lame jokes and other ephemera
no matter how small to:

Robert Sugar, Editor
FPO Magazine

8435 Georgia Avenue
Third Floor

Silver Spring, MD 20910
or e-mail
editor@fpomagazine.com

PREMIERIISSUEl«.FPOIMAGAZINE!
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LOOK AT THESE LETTERS.
They all have different return
addresses from different compa-
nies, different fonts, different
promotional text, even different
paper stock. But they're all
from one company, and they
all contain the same thing:
an “invoice” for a $100-plus
magazine subscription from Eli
Journals that you never asked for.
Wk actually received a couple
issues of its Inside Adobe InDesign,
and while it wasn't actually
packed with “insider” user
information—more like simple
stuff for newbies and casual

“Every night
| pray that
clients with
taste will get
money and
clients with
money will

getlaste.”

BILL GARDNER
PRINCIPAL, GARDNER DESIGN

FPOIMAGAZINEI!-IPREMIERIISSUE

2

... Try to Fool Me 57 Times, Shame On You

users—the 16-page newsletter
was respectable. Its subscription
practices are anything but.

Wk aren't certain where the
company got our address to
begin with, but once it sent
us unsolicited issues, it began
faxing and mailing us something
that looked a lot like a bill. In
a six-month period, we got 57
letters with 16 different company
names and 21 different return
addresses—and all of them had
the same “invoice” inside. Yes,
it says “This is not an Invoice.”
But in business environments
where small-ish bills tend to get
shuffed right into accounting,
it's way too easy to miss this
detail. So, is this fraudulent?
Maybe it's not illegal, although it
certainly skims the edge.

The envelope at right is
the epitome of the issue,
with its vaguely government-
sounding name and lots of
little “offcial” elements that
are totally meaningless. And it
replicates the deliberate visual
inscrutability that signals offcial
Federal business mail. Then,
below that, there’s the faux
registered letter, as if response
is critical. Both envelopes use
design cues to mimic mail from
organizations with more author-
ity or to imply they contain
invoices, not solicitations.

Is this any way to do busi-
ness? It must be, because the
Worlddata mailing list for Eli

OBSER

&

EDDIN THE MARGINS

Journals’ design

titles has 12 publica-
tions listed with 142,000
subscribers, and that's only a
small portion of the more than
800,000 people who supposedly
get one of the 61 technology
titles from Eli Journals, New Hill
Services or the other half-dozen
names for the same company,
which seems to be headquar-
tered in Naples, Florida.

What can you do if you're
getting these letters? The easiest
thing is to do nothing. Throw
them away and hope they get
bored with you. But for the
more proactive types, we've
posted the USPS Fraud Claim

o B

Report pdf on our website.

Or go directly to https://www.
usps.com/postalinspectors/fraud/
MailFraudComplaint.htm.
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Bigger Monitor,
Bigger, uh, Results?

The French frm Pfeiffer Consulting suggests
that the larger your monitor’s screen, the
greater your productivity. Conducting user
trials of the new 30-inch Cinema Display
monitor from Apple, Pfeiffer claimed that
the large screen—as opposed to the more
typical 17-inch monitor—yielded productiv-
~ ity gains of 50 to 65%, which translates to
s signifcant savings in both time and money:
: The main source of the increase is likely due
to the improved ease with which separate
applications can be displayed side-by-side, as
opposed to overlapping windows on smaller
WT F ? monitors, which often necessitates continuous
' back-and-forth clicks of the mouse.
What's This Font? But not all of Pfeiffer’s peers accept these
Answer on page 13. fndings. A Denver-based consulting frm,
The Productivity Pro, fnds such numbers

Thls SplCY tY‘pC ]S to be too high and thinks the increase in

productivity is more likely 5%, with the

uSCd many WaYS’ addition of a second monitor altogether

adding, at most, 30%. Meanwhile, a Penn-

but mdlﬂl? tums sylvania frm, Neen James Communications,

suggests that a larger screen’s most signif-

houaﬂddlSC lnto cant effect likely is a reduction in eyestrain,

although on a case-by-case basis, individual

béamalse. users may fnd that the larger screen actually
helps them better visualize their work.

Z
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SWIMSUIT 2007 | THE MUSIC 1S5LE

PR

cestl

The February '07 swimsuit
issue of Sports Illustrated has a
great picture of Beyoncé on the
cover. Would a casual reader
wonder why she’s on “Spots

Illuted” magazine? Probably not.

Many editors worry unneces-
sarily that their publication’s
brand presence is somehow
diminished when
images go “on

14

An iconic, logo-like
nameplate can be

partly hidden and still
communicate identity.

top” their name-
plates. The main
argument—that
the nameplate is
the “logo,” so it
should always be
visible—is more a

_‘ﬁ warning sign than

Here’s why: Your nameplate
is more than just words.
Together, a distinctive font, size
and positioning of your title
make it your “logo.” Readers
need to see only part of the
name to “get” the whole thing.

Likewise, a cover template

FPOIMAGAZINEI!IPREMIERIISSUE

is more than just a nameplate.
Regular readers and subscribers
identify their favorite magazine
by such graphic elements as
rules, colors or boxes; distinctive
fonts; and cover line structures.

The cover concept and
execution should be consistent.
Although many designers lament
the passing of metaphorical
cover treatments that seemed
to fourish in some “golden
age” of magazine cover design
(usually noting the George Lois
Esquire covers of the '60s), they
seldom note how consistent
the approach was issue to issue.
(Perhaps they're really lamenting
the loss of the prominent posi-
tion for exercising their skills,

but that's another article.)

While this doesn't mean

that each cover should have
the same look, a limited
palette of graphic approaches
and a well-defned editorial
scope result in covers that
brand the magazine. The
rock-star portraits on the
cover of Rolling Stone or the
eponymous cover subject of
O—The Oprah Magazine are
great examples.

If your covers lose their
identifying character when the
nameplate is obscured, this
should be a wake-up call to
make your nameplate more of a
visual statement and your cover
template more sophisticated.
And, in evaluating your cover
images, take stock of their
editorial branding value.

When your nameplate
doesn't carry the entire weight

COVER CHARGE

The Case of the Hidden Nameplate

Is it a bad idea to block your magazines
name with an image?

of your branding, the advantages
of using the entire cover as a
canvas for your editorial presen-
tation become obvious. Larger,
more dramatic foreground
images have greater newsstand
impact. The old axiom that
readers respond to faces on your
cover actually has scientifc vali-
dation, and the bigger the better.

Using “Fgure/ground” illusion
makes your book look bigger.
When your central image
overlaps the nameplate, it
establishes a plane of reference
defning the fgure from the
ground, visually “popping out”
the central image from the
cover—a compelling effect diff-
cult to achieve any other way.

There’s also more room for
cover lines. Bigger images and
more copy might seem contra-
dictory, but when the central
focus of the image is moved up
on the cover, the negative space
that cover lines Fll is also moved
up on the page. The coveted
upper-left-below-the-nameplate
spot then falls somewhere one-
quarter down the main image,
a more natural composition
than parallel with the top of the
foreground subject.

Trust your regular readers
to fnd your current issue, and
be confdent that a compelling
cover concept will attract new
readers through visual impact. It
takes more than a nameplate to
make a magazine cover. It takes
a distinctive look that embodies
not just the title, but every
square inch of your magazine’s
most valuable real estate. [ro]




REWR'TEBY MARK 0BBIE

Map Your Story From the Inside Out

Diagramming it gives you perspective and insight.

| stare at the writer’s
manuscript, scanning it a

third time in a futile search

for meaning. My fght-or-fight
instinct is about to kick in. But
neither response would help

at a time like this. | need the
story fnished—soon. Lashing
out lets me blow off steam, but
it doesn’t produce a clear story
that makes a point.

So, what are my choices? |
could return the story, riddled
with notes to the author,
suggesting revisions and asking
fact questions. That is, after all,
what we editors do. But what's
the point? We're dealing with a
writer who's lost. Draft No. 2 is
likely to be just another form
of jumble. I could hijack the
story and fnish it myself. It
may come to that—doesn't it
often?—but | want the writer
to own this story, and | need to
work on other stories.

My solution: a story diagram.
Before careful line editing, copy
editing and polishing; before
plugging fact and logic holes;
even, if necessary, before settling
on the story’s main point, I use
a pair of diagrams to map out
(1) what we've got now, and (2)
what we might have once it’s
fxed. The frst diagram tells
the writer, “Here’s what you
gave me.” The second, “Here’s
what | consider a publishable
story.” The latter version might
be largely hypothetical if you
aren't yet to the point where
you can tell what the story actu-
ally is. But a hypothetical, told
in diagram form, is better than

grunting vague encouragement
to the writer to try again, or
burying a writer in questions
that don't attack the root prob-
lems of structure and story.

This ain't rocket science.
Writers know the value of an
outline before they plunge into
drafting. But I'd guess that not
many story editors are quite so
methodical. If they were, they
might get more out of their
writers’ second drafts. Here’s
how to add that extra step in
unraveling and reassembling a
messed-up story.

For starters, it helps to think
of story diagrams in aerial terms,
or maybe as a trip to MapQuest.
Pull back far enough from what
you're looking at—gain enough
altitude—and you'll get the big
picture. So, from the perspec-
tive of the greatest zoom-out
we see only one thing: the
story’s main point. As we zoom
in, but long before we descend
to a thicket of paragraphs and
sentences and facts, we see the
story as a few major sections,
then as a skeleton, and fnally in
the kind of detail that might be
called an outline.

The two farther-out views
simply give us our bearings:
What are we talking about here?
The third view starts to address
the story’s structural problems.
You're explaining in a graphic
way why you're dissatisfed: The
point isn't clear, or the body of
the story strays from the point.
You're able to show where the
story repeats itself, and where it
shoots off on illogical tangents.

Here's what the article
you're now reading looks
like at three levels of
magnification:

ONE MORE ZOOM-IN:
Problem: bad copy
Typical solutions

My solution: diagrams
What they are, why they help

Three examples:
close, closer, closest

More on why they help
Circle back to anger theme

MAXIMUM ZOOM-OUT:
How to use diagrams
to fix stories

ZOOM-IN:
Problem: bad story

Solution: diagrams

Example If we move in yet another
notch, it would look like a
Wrap-up traditional outline.

The diagram of where you
want the story to go, while
maybe still wishful thinking,
charts a storytelling map for
a confused writer. Wherever
you ask questions because the
needed facts weren't included
in Draft No. 1, you're compiling
the writer’s to-do list for a new
round of reporting and research.

If the tactic works, you've
just saved hours of rewriting and
kept a writer from despairing
that the revision bears no resem-
blance to the original work. If
it fails, then you've at least had
time to choose your next strat-
egy: fght, Fight or rewrite. [reo]

MARK OBBIE teaches magazine
journalism at Syracuse University’s
S.I. Newhouse School of Public
Communications and writes for
business and legal magazines. He is
the former executive editor of The
American Lawyer magazine, and
has more than 25 years' experience
as a reporter, editor and newsroom
manager. He blogs about legal
journalism at the LawBeat blog.
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Ten strategies to put
editors & designers

IT'S A STORY AS OLD AS TIME. People who should
be friends and partners are out to kill each other— g7z t]}e same page,
Cain and Abel, dogs and cats, Dr. Frankenstein and
the Village. The clichéd battle between editors and art
directors is near the top of the list. But why? Is it one-upmanship, jealousy, posses-
siveness or simply a misunderstanding about how peckish one should be in the
pecking order? Did Meryl Streep really have to screw over poor Stanley Tucci to
keep her job? 9] When editor-designer interaction becomes all about keeping score
of who wins and who gets credit, it produces anxiety and resentment. Not exactly
high retention qualities for a job. The creative process is more enjoyable, more
exciting and more fruitful when everyone is open and focused on the same goal.
91 Designing layouts that seduce readers into the stories and leave them satisfed is
everyone’s goal. And one that requires the skills and collaboration of both a word-
smith and a visual artist. §[ Editors need to prepare their copy to inspire design
creativity, and designers need to be articulate and objective in defending their
concepts. In short—as Betty
Ford so famously noted about
marriage—the relationship works
best when both sides give 60%

and expect 40%. 9 So, what
should make up that 60% from
an editor and a designer? Simple
things, like clear communica-
tion, unbiased collaboration and
mutual respect. 9] Here are 10

things you can do to make your
magazine a whole lot better.
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Mondrian
Was a Painter

If you're gonna use
the name, know why.

Today, designers often toss
around the phrase “Mondrian
layout” to describe a composi-
tion of multiple related parts defned
by a structured grid using asymmetrical
elements, either typographic or visual.
But Piet Mondrian (1872-1944) was a
painter, best known for the Cubist-
infuenced primary-colored works he
produced from 1920 onward.

This deceptively simple geometric
style is marked by rigid horizontal and
vertical lines, usually black, against a

“We are what we |
repeatedly do.
Excellence,
therefore, is not
an actbuta
habit" P o e st
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white canvas, punctuated by squares of
yellow, red and blue. These minimalist
abstractions were an expression of the
spiritual nature that motivated Mondrian
throughout his career.

For many designers, Mondrian has
become a term more associated with
Swiss Style—a graphic design movement
created in the 1950s by Swiss designers
Emil Ruder, Armin Hofmann and Josef
Miiller-Brockman that emphasized
grids, asymmetry and sans serif type.
Looking at the work of Ruder, it's easy
to see how Mondrian's work could be
referenced. Although there’s no direct
attribution to Mondrian in the writing
of any of these infuential designers, the
timeline and aesthetic leanings certainly
make it more than probable.

Can Mondrian the layout be enriched
by insight from Mondrian the painter?
Here's how he described the thinking
behind his work:

“I construct lines and color combina-
tions on a fat surface, in order to express
general beauty with the utmost awareness.
Nature (or, that which I see) inspires
me, puts me, as with any painter, in an
emotional state so that an urge comes
about to make something, but I want



Read’emland’Sweep

The cover catches your curiosity about something.

You pick up the issue to find out more. Flip, flip
and there it is—wowee! In theory; at least.

A publication is far more
complex than a stack of
single-page or two-page-spread
layouts stuck together in a
package. A well-made magazine
is not a random mess, but a
deliberately planned, carefully
constructed template with physi-
cal characteristics on which the
“design” must be applied. These
practicalities should be obvious,
so why are they often ignored?
The object is picked up...and
held by the spine...in order

to fip the pages. The inside

is hidden because the hand is
holding it, and the only parts
that are visible are the outsides
of the pages.

ThEIVAIUABIEISPACE!ISION THE
OUTSIdES, so should we always
put the most valuable material
there? Unfortunately again, it is
a bit more complicated than just
using the outsides. When you
fip the pages of a publication,
looking for what interests you,
where do you actually look?

ThE!PAGEITOP!ISIWhERE! YOUR!
EYESISTAY (unless something
dramatic pulls them down the
page). Try it. Remember that
when you design pages, you may
be working on a fat-surfaced
monitor, but your product is on
foppy paper that remains unseen
until it is revealed on purpose by
your target viewer.

ThEITOP-1EFTIANdITOP-RIGNT!

CORNERSIAREIThEIMOST.VAIUABIE!

REANLESTATE. The least valuable is
the bottom near the gutter.

BY JAN V. WHITE
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PAGE-TOPS, because that’s where

they will do the publication the

most good—that’s where they

will be noticed. Forget

about page composition |
and balance and “design” %’i"% %‘"*‘i:& ,!.ﬂ’;?
and all that. Magazine- £ 5 #.d
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motion—TFow choices as though
they were laid out as a buffet
(rather than as long sausages in
vertical text columns).
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NEXT, TAKEIAdVANTAGEIOFI ThE!
VERTICAIISCANNINGIAIRECTION. |
The curious viewer’s eye will

follow down the page, after it's
caught by something at the top.

Give viewers reasons to stop and
then pull them into the message

by displaying the highlights as
hanging indents in white space.

It's not only clever, creative
subject matter that will stop the
uncaring page-fipper, but where
it's placed on the page by the
canny art director. [reol

JAN V. WHITE, author of the classic

Editing by Design, lectures worldwide

on the relationship of graphic design

to editing. He persuades word people ) -

to think visually and visual people to stﬁgrﬁt?ﬁ.?éré’g?ti,dn“’ﬁ? i
think verbally, because blending their v white, 2003, Allworth Press,
skills increases impact and quality. N.Y. (www.allworth.com).
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New/MagazinesGetlaheadto/Succeed

Your nameplate is the start of your BRANDING,
but it needs to do much more.

ThEIMOdERN'AMERICANIADUIT
has an attention span of 2.5
seconds. This means that in the
time it takes you to read these first
two sentences, the chances are
good that your mind has already
wandered o the subject of this
article. It also means the magazines
we produce have to be the best
possible product we can create.
| have always said that the aim of
what we do is to give the customer
more information in less time and
less space. That is why | always
tell my clients that a logo should
be more than just some words on
your cover. A logo should be able
to stand alone, regardless of what
surrounds it. It should be an inde-
pendent element that retains its
beauty regardless of what pictures,
colors or words are around it.

At first glance, the logo for Need
grabs your attention, not for what
it has but for what it doesn't have.
Need premiered with its winter
2006 issue as a humanitarian maga-
zine “not out to save the world but

Moo a =

60

to tell the stories of those who are.”
The lack of the initial “e” in the
logo tells the reader there is a need
that should be filled.

The logo for Good speaks in
the same way to its readers. The
four simply designed characters in
its logo emanate a goodness from
them that is successfully echoed
through Good’s pages each issue.
It's plain, straightforward design
gives you all the information you
need to know about what this
magazine is about.

Just like a personalized
license plate, the name-
plate of eldr is phonetic
and whimsical. As a maga-
zine that celebrates aging,
eldr uses the bright pal-
ette of orange, blue and
white to create a lively and
cheerful logo that draws
readers in to its pages.

Once a logo entices a
reader beyond the cover,
it shouldn't disappear. I'm
not saying the logo should
be plastered across every
page, but the logo should
be carried into the maga-

e zine. In the case of Need,

the same need that is

FPOIMAGAZINE!«IPREMIERIISSUE

expressed in the logo is
brought to each page
through simple, elegant
design that draws no atten-
tion to itself. The content of
Need’s gallery-style layout,
with its large margins and
ample white space, forces
the reader to focus on the
need the articles and photo-
graphs depict. The simplic-
ity of the logo is apparent in
the design of every page.

Where Need carries that
simplicity through the pages,
Good carries the logo’s ability to
communicate information. The
pages of Good are loaded with
beautiful infographics that not
only save valuable space, but give
an abundance of information in a
far more reader-friendly way. The
same information that is included
in a two-page infographic would
take six, eight or possibly ten
pages of copy to replicate.

eldr is about celebrating being
alive, and just as the logo sug-
gests, the pages should never look
drab, dull or boring. The logo of
eldr is reflected on the pages of
the magazine by using the lively
colors of the logo—and then add-
ing a few more. The pages are full
of department headings with bright
greens, blues, reds and yellows. The
spreads are simple and colorful,
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keeping with the established feel
the logo presents on the cover.

A nameplate is more than a
name, it is the face of a magazine.
Just like the face of a person can
tell you what that person is think-
ing or feeling, the logos of our
magazines should give us informa-
tion about what is inside and what
is important to the magazines. With
only those first few seconds to hook
a reader, the nameplate needs to be
visually compelling. There may not
be another opportunity. [eol

SAMIR'hUSNI, also known as

“Mr. Magazine,” is Chair of the
Journalism Department at the
University of Mississippi. He is the
author of the annual Samir Husni's
Guide to New Magazines, which is
now in its 22nd year.

In my opinion, one of the hest nameplate logos of
all time was that of Families Magazine, launched

by Reader’s Digest back in the early '80s. The logo,
designed by none other than Herb Lubalin, depicted
an iconic family of three. Judge for yourself and see
how a powerful logo projects the power of the brand
instantly. That’s a logo that works. —san



SWEET SPOT

dOIYOUIhAVEIFAVORITE! I ITUSTRATORSIOR'PhOTOGRAPHERS? Do they reliably
come up with great solutions to your toughest editorial challenges, on time and under budget? Are they
too good to let other magazines know about? Then they're the kind of people [FPO] wants to profile
(along with some of your work, too). Send your nominations along with a por sample of their work in
your book to editor@fpomagazine.com. And to set the bar, we're profiling a couple of our favorites.

FEAR OF FLYING

lying can be nerve-racking under any conditions. Given the

events of last September, though, more peaple than ever are having sec-
ond thoughts about hopping on a plane for that next business trip.

Charles . 2 250-pound North Carolina native who looks strong

enough to “go bear-hunting with a switch,” is a case in point. But bears.

lated after Sept. 11 that he couldn' get on a plane. His solution? He trav-
eled the 1,500 miles by car, in a trip that ronically would have been much

time an airplane accident oceurs, we have

ShARRIWOIFGANG

Art Director, American Style

“RAIPhIBUTIER is one of my
favorite go-to illustrators because
his results always surprise me.
His imagination takes my vague
concepts beyond what | dream.
A variety of styles allows his art
to be used for a wide range of
stories. That he's also fun to chat
with is just icing on the cake.”

EXTRA! EXTRA®

Philistines i in the Hewsmnm'

Davidy Batils with Gallats
Anges on an Regporism
Erhanes Thelr Binris

with Tihilea] Ducten
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Don't let it ruin

il who spe )
your business

who has led
about overcoming the f
and otbers ke him i th afcrmath of e lls wed gy P M. PeRRY

lying.
When you have something writen t your mind that ofen, i gt caved i
your brin. Most Americans saw airplanes connected with disaser”

ey
‘e beyond drng disance. tcna s 8 wel 2 presres o &
keep people at home. In the face of such resistance by clienis and employees, business
owners face difficult challenges when planning conventions, trade shows and business

fear of lying,”
. a Dallas-based
000 meetings and confer-

98  NiCHE

dAvIdIFOX
Art Director, Biblical Archaeology Review

“dAvidiclARK’ greatness lies

in his ability to deliver above and
beyond the initial concept. He's
always enthusiastic to read the entire
story and put his unique and often
hilarious spin on our ideas, and
they're always improvements. | love
the facial expressions he draws. Plus,
in all the years I've worked with him,
he's never missed a deadline.”
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YOUR
CREATIVITY
WITH THIS

LITTLE
BLUE PILL

FPOMAGAZINE.]

[FPOJlISI JUSTIWhATI!
ThEIdOcCTORIORdEREd
to perk up your productivity and
stimulate your thinking muscle.
It's the only quarterly exclusively
for magazine editors, designers
and production pros, and you are
invited to join the community.

SUBSCRIBEITOL[FPO]

—For Publications Only—at our
website: www.fpomagazine.com.

As part of your subscription, you'll
immediately receive our e-workbook,
the 10-Step Do-It-Yourself Critique,
S0 you can start making your
magazine bigger and better.




