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_An audio retailer designs a card that floats on air.
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Open space

Your design should not impose a style but express who you are. Here, an
audio retailer turns its blocky old card into a minimalist beauty.

uncluttered, radiant and beautiful.
And quite different from its business card.

are. Here’s how to do that.

Blocky, static and uneven, the card (right) does not look

like the store or its products. Its heavy, stylized appear-

ance is the opposite of clean lines and open spaces.
The result sends a false message. Said the staff, “We

Audio FXis a small, high-end, home audio retailer in Sacramento, California,
whose sound rooms are rich, aural realms in which the music can swell and
soar as if toward infinity. Its components and furnishings are uniquely sculpted,

should add ‘Home Audio’ to our new card, because |

people think we're a car stereo joint.” [ s ri"rflvz Ave.

But that’s not because of the words; it’s because | g 35' ‘ f8° i 2

of the look. Better is to make the design say what you ?Xx%}%?é;?z’ﬁ? /
“ Www.audiofx.com

|

Steve Mounkes |
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Open space of 15

Before&After.

The look we want

The lines, shapes and colors of high-end components are very simple—spare, geometric,
black & white. The result is a sharp impression of clarity and spaciousness.

The modern part of the old
card is the logo. Underpinning
the logo are the thin, sweep-
ing lines of six ellipses, which
impart a sense of deep space,
sound waves, and to the liter-
al-minded, the looping wires
of a sound system. Seen
through a rectangular win-
dow (a square would convey
more precision), these lines
have no beginning or end or
symmetry and seem to hang
somewhere in infinity.
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1415 Howe Ave.
Sacramento
California
9 5 8 2 5
9169292100
FAX 91629292111
www.audiofx.com

Steve Mounkes

Open space 0612
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Before&After.

Open space of 15

The parts we don‘t
The old card doesn’t have the light lines and open atmosphere of the store and its
products, so we'll discard both type and layout in favor of a design that does.

(Right) The style of the old 1415 Howe Ave.
card is a static typographic Sacramento
brick in which every ele- N California
ment has been forced into o] 5 8 o 5
- : N
a rectangle. This required o 91629292100
unnaturally squeezing long AUDIO
lines and stretching short FAX916929-2111
ones and yielded an irregu- www.audiofx.com
lar patchwork of type that
pulls the eye heavily inward. 1415 Howe Ave. e
The style is dense and con- Sacramento Force jus“f'e.d . :
. C i i (Above) Force-justifying equalizes
gested; it doesn’t match alifornia , . L
! 9 5 8 2 5 left and right margins by distrib-
the store, and, for that mat-
PR, t' - bi - - 0169292100 uting the leftover white space
er,t hethexl ock doesn FAX 91629292111 between letters. This traps it; the
match the fogo. -7 www.audiofx.com text block is closed and static. This
is a good technigue when you need
Steve Mounkes to convey a sense of warmth and
stability (although the craftsman-

ship must be better), but it's oppo-
site the openness of high-tech.

40/15
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Card one: Maximize the white
The key to a clean look is white space. White space conveys purity, clarity and radiance.
The way to get more white in a fixed area is to make everything smaller and lighter.

AUDIO

—\

Steve Mounkes

SN —

1415 Howe Ave.
Sacramento
California

9 5 8 2 5 (Above) Ssame information, same space, but the new card has three

9169292100
FAX 91629292111
www.audiofx.com

distinct elements separated by white. The eye can move freely and
read easily. White space conveys radiance; that is, lots of light. And in
white space you can really design—create lines of sight, movement,
tension, dynamics—because there’s room to do so.

0 AUDIOIFX o0 AUDIOE"

To fill the rectangle, the original FX had to be unnaturally large. The new
version is small (1), light (2) and blends beautifully into the name.

Steve Mounkes

RRERNN o space o2
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White is active
The white space of the original card was only a passive carrier, but on the new card
it is an active part of the page and must be designed like any other element.

(1]
Steve Mounkes
©
(2]

Float logo and name Place the text block

Logo and AUDIOFX name work as a unit; they have the Then place the text block a margin width to the right of the
same width and are separated by a letter-height space (1). logo (which in this case leaves the same width on the other
Float this unit until you get equal margins on three side). The result is a card of simplicity and clarity—only two
sides (2) as shown above. sizes of object (1 & 3) and two sizes of white (1 & 2) .

6 0/15
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Before&After.

Open space

Type must be light
To correspond to the purity of the white, set the type “purely,” too; that is, with as few
variations of size, weight and case as possible—zero is ideal. Think minimum.

Steve Mounkes

1415 Howe Ave. - -
Sacramento - .
California ------------- >
G55 R >
916-929-2100 ------------- .

FAX 916-929-2111 -------------
www.audiofx.com ------ .

Light and open

Unlike the original, justified block of
trapped and irregular white space,
when type is aligned left the spaces
between characters are all the same,
and the leftover white space is at the
ends. This allows the white to flow
into open space, and the eye moves
freely outward.

Steve Mounkes

1415 Howe Ave.
Sacramento, CA 95825
P 916.929.2100

F 916.929.2111
www.audiofx.com

Lighter still

The lighter the type weight, the
more white there is, which further
heightens the sense of spaciousness
and freedom. Tinting it gray makes

it lighter still. Note above that the
employee’s name remains black and
is distinguished from the text block
by extra space alone. Classy.

70015
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Before&After, ~ Open space of 15

Card two: Use bhoth sides, and add a color
If you're not limited to one side, double your white space by using the back. The look
can become ultra-white, or you can use the extra space to introduce a product.

Steve Mounkes

Color that connects

(Left) On the original card, AUDIO and FX are separated by a red hair-
D = line. The extra color doubles the printing cost but serves no functional
AUDIO purpose, because it's too tiny.

X

Sacramento (Above) Setting business and employee names in red puts the second

gméglsgzzmg color to excellent use: 1) It creates a focal point on each side; 2) it

FAX916:929.2111 connects the front to the back; and 3) it associates business hame to
Steve Mounkes its employee—all without changing a single type specification.

80/15
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You can share
this article!
Click envelope
Repeat the grid
The use of red is the obvious repetitive element. To further strenghten the connection

between logo side and product side, repeat the grid.

IAUDIO
A
Steve Mounkes
AUDIO
Y
(1 (1)
Start on the front Repeat on the back
As on the previous card, make logo and business name Transfer these zones to the back, and repeat the place-
the same width (1), a letter-height space apart. Group, ment—graphic on the left, text on the right. Because the
then place in the middle of the card. Note the two vertical text block is slightly taller than the front-side logo, center
zones that result. it between top and bottom of the card.

RREINN o space o2
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Before&After. .I Open space of 15

Card three: Put your product on display
Turn your card into a tiny billboard by showing your product in full color. Keep it simple.
Here, it takes only a single speaker to convey the caliber of the store’s products.

(/7 ,,,,,,,,,,,,,,,
Steve Mounkes ‘)
AUDIO
R4
->
>
Repeat Tension
The height of the logo The speaker’s slightly
determined the spac- off-center placement
ing above and below. creates tension and

What you're left withis  movement. It's almost
plenty of space below as if sound is pulsating
to showcase your from the speaker itself.
product or service. Note the equal margins.

10 0/ 15
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Repeat the grid
Because both sides of the card can’t be seen at once, maintain visual continuity by
repeating typestyles, positions, sizes and colors front to back.

Front Back

Steve Mounkes
115 Howe

= AUDIO B0

DENNIS SEBASTIAN DRAFTSMAN
Repeat 719 Shima Road Suite B
S Continuity is maintained by visual repetition— SEBASTIAN Saﬁzl’;%;l“g"g:ggg
AUDIO typestyles, positions, sizes and so on. Note espe- DRAFTING Fax 505.986.4253
] Db, @ cially the points of yellow. Pause for a moment, License No. 55489
Zs:a; craments and note the clarity of all the cards. Each has a
S 5,8 2 s simple, compelling focal point supported by light,
FAX916-020-2111 textual information arranged on a field of air. On
Stove Mounkes the original card (left), the designer tried to force
a style and lost sight of the message.

< 110715 b
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Before&After, Open space of 15
»

Card four: Reverse the field
The surprise is that white—or negative—space doesn’t have to be white!—it just has to
be open. Here, black adds substance, elegance and a hint of mystery to the card.

Focal point

Understand that negative
space is a powerful force 4
that interacts with positive

elements. (Right) The vast
emptiness places focus on
the logo. Compositionally, the
logo would work if placed on
the right. But here, we want

it to align with the contact
information on the back.

Tension

(Below) Centered placement is logical but symmetrical and
therefore static. To mimic the tension on the front of the card,
offset the image to the right.

Steve Mounkes

1415 Howe Ave.
Sacramento, CA 95825
P 916.929.2100

F 916.929.2111
www.audiofx.com
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1 (a-e) Helvetica Neue Light | a) 25.7 pt, m CO MO YO K40

b) 7 pt,c) 7/13 pt, d) 7.5 pt, e) 7.5 pt
2 Inflex Bold (altered from the original) - C15 M100 Y100 KO

Images
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4 istockphoto.com
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Subscribe to Before & After

Did you enjoy this article? Subscribe, and
become a more capable, confident designer
for pennies per article. To learn more, go to
http://www.bamagazine.com/Subscribe

E-mail this article
To pass along a free copy of this article to
others, click here.

Join our e-list

To be notified by e-mail of new articles as
they become available, go to
http://www.bamagazine.com/email

Before & After magazine

Before & After has been sharing its practical approach
to graphic design since 1990. Because our modern world
has made designers of us all (ready or not), Before &
After is dedicated to making graphic design understand-
able, useful and even fun for everyone.

John McWade Publisher and creative director
Gaye McWade Associate publisher

Vincent Pascual Staff designer

Dexter Mark Abellera Staff designer

Editorial board Gwen Amos, Carl Winther

Before & After magazine

323 Lincoln Street, Roseville, CA 95678
Telephone 916-784-3880

Fax 916-784-3995

E-mail mailbox@bamagazine.com
www http://www.bamagazine.com

Copyright ©2005 Before & After magazine, ISSN
1049-0035. All rights reserved

You may pass this article around, but you may not alter
it, and you may not charge for it. You may quote brief
sections for review. If you do this, please credit Before
& After magazine, and let us know. To feature free
Before & After articles on your Web site, please contact
us. For permission to include all or part of this article in
another work, please contact us.
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Before & After is made to fit your binder

Before & After articles are intended for permanent reference. All are titled and numbered.
For the current table of contents, click here. To save time and paper, a paper-saver format of this article,

suitable for one- or two-sided printing, is provided on the following pages.
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~Anaudio retailer designs a card that floats on air.

uncluttered, radiant and beautiful.
And quite different from its business card.
Blocky, static and uneven, the card (right) does not look
like the store or its products. Its heavy, stylized appear-
ance is the opposite of clean lines and open spaces.
The result sends a false message. Said the staff, “We
should add ‘Home Audio’ to our new card, because
people think we're a car stereo joint.”
But that’s not because of the words; it’s because
of the look. Better is to make the design say what you

are. Here’s how to do that.

Audio FXis a small, high-end, home audio retailer in Sacramento, California,
whose sound rooms are rich, aural realms in which the music can swell and
soar as if toward infinity. Its components and furnishings are uniquely sculpted,

1415 Howe Ave,
Sacramento
Om_:o_\zmm
9 5 g 2 5
916-929.210¢
_u>xfm.mwm.m:4
Www.audiofx.com

Steve Mounkes

open space 0612
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The look we want
The lines, shapes and colors of high-end components are very simple—spare, geometric,
black & white. The result is a sharp impression of clarity and spaciousness.

4

|

)
\/
]

N

)

- l‘ |

AUDIO
The modern part of the old 1415 Howe Ave.
card is the logo. Underpinning Sacramento
the logo are the thin, sweep- California
ing lines of six ellipses, which 9 5 8 2 5
impart a sense of deep space, 9169292100
sound waves, and to the liter- FAX91 m.w.mm.m; 11
al-minded, the looping wires www.audiofx.com

of a sound system. Seen
through a rectangular win-
dow (a square would convey
more precision), these lines
have no beginning or end or
symmetry and seem to hang
somewhere in infinity.

Steve Mounkes

The parts we don’t
The old card doesn’t have the light lines and open atmosphere of the store and its
products, so we'll discard both type and layout in favor of a design that does.

1415 Howe Ave.

(Right) The style of the old . )
card is a static typographic Sacramento
brick in which every ele- “u | California

ment has been forced into
a rectangle. This required
unnaturally squeezing long
lines and stretching short
ones and yielded an irregu-
lar patchwork of type that

95 G 25
9169292100
FAX 91629292111
www.audiofx.com

ily i 1415 Howe Ave.
pulls the ..w<m heavily inward. S \ Force-justified
The style is dense and con- acramento L )
. . California (Above) Force-justifying equalizes
gested; it doesn’t match . . L
the st d. for that mat 9 5 8 2 5 left and right margins by distrib-
. e M__oqum. »Hcm o_H 4 a 3” z 01699292100 uting the leftover white space
2.» __M__mx_ Qcacoesn FAX916929+2111 between letters. This traps it; the
match the logo. 7 www.audiofx.com ¥ | text block is closed and static. This
is a good technique when you need
Steve Mounkes to convey a sense of warmth and
stability (although the craftsman-
ship must be better), but it's oppo-
site the openness of high-tech.
0612 Before&Af er | www.bamagazine.com 0612

2 of 8



Card one: Maximize the white
The key to a clean look is white space. White space conveys purity, clarity and radiance.
The way to get more white in a fixed area is to make everything smaller and lighter.

Steve Mounkes

/]

|

“‘

DI

§

|~

>
c
O

?3

1415 Howe Ave.
Sacramento
California

9 5 8 2 5 (Above) same information, same space, but the new card has three
whxmw.mwwmw.% M L_mw distinct elements separated by white. The eye can move freely and
read easily. White space conveys radiance; that is, lots of light. And in

www.audiofx.com white space you can really design—create lines of sight, movement,

tension, dynamics—because there’'s room to do so.

o AUDOIFX ©

To fill the rectangle, the original FX had to be unnaturally large. The new
version is small (1), light (2) and blends beautifully into the name.

Steve Mounkes

White is active
The white space of the original card was only a passive carrier, but on the new card
itis an active part of the page and must be designed like any other element.

AUDIO
Steve Mounkes
(3 )

Float logo and name Place the text block

Logo and AUDIOFX name work as a unit; they have the Then place the text block a margin width to the right of the
same width and are separated by a letter-height space (1). logo (which in this case leaves the same width on the other
Float this unit until you get equal margins on three side). The result is a card of simplicity and clarity—only two
sides (2) as shown above. sizes of object (1 & 3) and two sizes of white (1 & 2) .

0612 open space Before&Af er | www.bhamagazine.com Open space 0612
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Type must be light
To correspond to the purity of the white, set the type “purely,” too; that is, with as few
variations of size, weight and case as possible—zero is ideal. Think minimum.

AUDIO

1415 Howe Ave. - 7
Steve Mounkes Sacramento ------------- >
California ------------- >
95825 -
916-929-2100 - N

FAX 916-929-2111 -

www.audiofx.com -----_

Light and open

Unlike the original, justified block of
trapped and irregular white space,
when type is aligned left the spaces
between characters are all the same,
and the leftover white space is at the
ends. This allows the white to flow
into open space, and the eye moves
freely outward.

card two: Use both sides, and add a color
If you're not limited to one side, double your white space by using the back. The look
can become ultra-white, or you can use the extra space to introduce a product.

AUDIO

i 0. @

1415 Howe Ave.
Sacramento
California
9 5 8 2 5
916:929+2100
FAX916+929:2111
www.audiofx.com

Steve Mounkes

Steve Mounkes ———

1415 Howe Ave.
Sacramento, CA 95825
P 916.929.2100
F916.929.2111
www.audiofx.com

Lighter still

The lighter the type weight, the
more white there is, which further
heightens the sense of spaciousness
and freedom. Tinting it gray makes

it lighter still. Note above that the
employee’s name remains black and
is distinguished from the text block
by extra space alone. Classy.

Steve Mounkes

Color that connects

(Left) On the original card, AUDIO and FX are separated by a red hair-
line. The extra color doubles the printing cost but serves no functional
purpose, because it's too tiny.

(Above) Setting business and employee names in red puts the second
color to excellent use: 1) It creates a focal point on each side; 2) it
connects the front to the back; and 3) it associates business name to
its employee—all without changing a single type specification.

0612 open space
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Repeat the grid

The use of red is the obvious repetitive element. To further strenghten the connection
between logo side and product side, repeat the grid.

QGQOH

AUDIO

Start on the front

As on the previous card, make logo and business name
the same width (1), a letter-height space apart. Group,
then place in the middle of the card. Note the two vertical
zones that result.

Steve Mounkes

Repeat on the back

Transfer these zones to the back, and repeat the place-
ment—graphic on the left, text on the right. Because the
text block is slightly taller than the front-side logo, center
it between top and bottom of the card.

card three: Put your product on display

Turn your card into a tiny billboard by showing your product in full color. Keep it simple.
Here, it takes only a single speaker to convey the caliber of the store’s products.

Steve Mounkes

S

— |

= AUDIO

L —

V)

Repeat

The height of the logo
determined the spac-
ing above and below.
What you're left with is
plenty of space below
to showcase your
product or service.

v

Tension

The speaker’s slightly
off-center placement
creates tension and
movement. It's almost
as if sound is pulsating
from the speaker itself.
Note the equal margins.

0612 open space

Before&Af er | www.bamagazine.com

5 of 8

open space 0612



Card three: Put your product on display

Turn your card into a tiny billboard by showing your product in full color. Keep it simple.
Here, it takes only a single speaker to convey the caliber of the store’s products.

AUDIO

I

1415 Howe Ave.
Sacramento
California
9 5 8 2 5
916+929+2100
FAX916+929+2111
www.audiofx.com

Steve Mounkes

Steve Mounkes

Repeat

The height of the logo T
determined the spacing ¢|
above and below. What

you're left with is plenty of

space to showcase your

product or service.

Tension

The speaker’s slightly off-
center placement creates
tension and movement. It's
almost as if sound is pulsat-

Repeat the grid

Because both sides of the card can’t be seen at once, maintain visual continuity by
repeating typestyles, positions, sizes and colors front to back.

Repeat
Continuity is maintained by visual repetition—
typestyles, positions, sizes and so on. Note espe-
cially the points of yellow. Pause for a moment,
and note the clarity of all the cards. Each has a
simple, compelling focal point supported by light,
textual information arranged on a field of air. On
the original card (left), the designer tried to force
a style and lost sight of the message.
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Card four: Reverse the field

The surprise is that white—or negative—space doesn’t have to be white!—it just has to
be open. Here, black adds substance, elegance and a hint of mystery to the card.

Article resources

Focal point

Understand that negative
space is a powerful force
that interacts with positive
elements. (Right) The vast
emptiness places focus on
the logo. Compositionally, the
logo would work if placed on
the right. But here, we want
it to align with the contact
information on the back.

Tension

(Below) Centered placement is logical but symmetrical and
therefore static. To mimic the tension on the front of the card,

offset the image to the right.

Typefaces

1 (a-e) Helvetica Neue Light | a) 25.7 pt,
b) 7 pt, ¢) 7/13 pt, d) 7.5 pt, ) 7.5 pt

2 Inflex Bold (altered from the original)

Images
3 Photodisc/Veer.com

4 istockphoto.com

5 Photos for Bowers & Wilkins, courtesy
Thomas Manss & Company

Colors

C0 MO YO0 K40

EA c15 100 Y100 KO
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Article resources

|

SEBASTIAN 3
DRAFTING

Typefaces

1 (a-c) Helvetica Neue Light | a) 25.7 pt,
b) 7/9.5 pt, €) 7/9.5 pt

2 Inflex Bold (altered from the original)

3 Helvetica Neue Medium | 10.4/11 pt

Colors

CO M35 Y25 K5

C0 MO YO K20

CO MO YO K40

4 Helvetica Neue Roman | 6.9/9.5 pt

C48 M38 Y15 KO

Images

5 Photos for Bowers & Wilkins, courtesy
Thomas Manss & Company

6 (a-b) Photos.com|a b

Subscribe to Before & After

Did you enjoy this article? Subscribe, and
become a more capable, confident designer
for pennies per article. To learn more, go to

http://www.bamagazine.com/Subscribe

E-mail this article
To pass along a free copy of this article to
others, click here.

Join our e-list

To be notified by e-mail of new articles as
they become available, go to
http://www.bamagazine.com/email

Before & After magazine

Before & After has been sharing its practical approach
to graphic design since 1990. Because our modern world
has made designers of us all (ready or not), Before &
After is dedicated to making graphic design understand-
able, useful and even fun for everyone.

John McWade Publisher and creative director
Gaye McWade Associate publisher

Vincent Pascual Staff designer

Dexter Mark Abellera Staff designer

Editorial board Gwen Amos, Carl Winther

Before & After magazine

323 Lincoln Street, Roseville, CA 95678
Telephone 916-784-3880

Fax 916-784-3995

E-mail mailbox@bamagazine.com
www http://www.bamagazine.com

Copyright ©2005 Before & After magazine, ISSN
1049-0035. All rights reserved

You may pass this article around, but you may not alter
it, and you may not charge for it. You may quote brief
sections for review. If you do this, please credit Before
& After magazine, and let us know. To feature free
Before & After articles on your Web site, please contact
us. For permission to include all or part of this article in
another work, please contact us.
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