
START A DESIGN STUDIO 
Buyers’ guide: choose the best hardware, 
software, and furniture to suit your needs

SUCCEED AS AN ILLUSTR ATOR 
Craig & Karl reveal how they landed the 
likes of Google, Nike and Apple as clients

sAVE 20% off AdobE softwArE! subscribe to ca today – see PAGe 42

How The Partners produces 
knock-out branding every time

CREATE PERFECT
  BRANDING i S S U E  2 5 7

s e P t e mB e r  2 0 16 
d i g i ta l  e d i t i o n
P r in t e d  in  
t he  U K

DEAL WITH  
 CliENTS  
FROM HEll

seven deadly sins that 
clients commit, and  
how to overcome them





S E P T E M B E R  2 0 1 6C O V E R  A R T I S T

computerarts.creativebloq.com
- 4 -

Making 
the cover

To tie in with our feature on the seven layers of client hell, we wanted something 
colourful and playful that would emulate the sense of fun of the Clients From Hell 

website, and our list of the seven deadly sins committed by clients.

Mat Roff’s cheeky style fitted the brief perfectly. His initial thought 
on the seven nightmare clients concept was to use tarot cards as inspiration, 
but once he started drawing, the 90s children’s show ZZZap! – where each 

character had its own comic strip – came to mind.

“The tricky bit was to give each client a personality and a look that didn’t clash 
with the others,” says Roff. “I used little symbols such as a cake for greed, a heart for 
lust and fire for wrath to make sure that the emotions were instantly recognisable, 

but also to overexaggerate and make the reader laugh at the same time.”

Computer Arts regularly experiments with special finishes, with past covers featuring 
‘scratch and sniff’ lemons, heat- and light-reactive ink and last issue’s pearlescent 

varnish. To see a selection of videos about these innovative treatments being applied 
over at our print finishing partner Celloglas, visit www.bit.ly/ca-printfinishes

mat roff 
mat is a freelance illustrator based in oxford who is 
known for his sci-fi and surreal sketchbook artwork. 
He studied graphics and illustration at De montfort 
university and is currently working on a comic book 
series as well as his debut graphic novel. 
www.matroff.co.uk
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Keep in touch with…

leah bravo 
picked as one to watch by computer 
arts last issue, recent loughborough 
university graduate leah bravo was 
awarded a wild card place at D&aD’s 
New blood academy. she reflects on 
an intensive two weeks at the Wpp-
sponsored academy on page 20. 
www.behance.net/leahbravo

peter dawson  
peter is a Fellow, former chair and 
board member of the international 
society of typographic Designers. 
in the second part of our back to basics 
series beginning on page 70, he gives 
a refresher session on the rules of size, 
weight, height and style of typography. 
www.gradedesign.com

bryce bladon 
a creative communications 
specialist, bryce bladon runs clients 
From Hell – a cult blog reflecting on the 
dark side of freelancer-client relations. 
He reveals the seven deadly sins that 
clients can commit, and how to deal with 
them, in our lead feature on page 44. 
www.clientsfromhell.net

jasmine de bruycker 
Jasmine is a creative strategist, 
researcher and content provider at base 
Design. on page 24, she explains why she 
thinks debranding is the future, arguing 
that brands should focus on the quality 
of their products instead of applying a 
thin veneer of branding. 
www.basedesign.com

james littlewood 
Director of Design project James takes 
us through how his studio rebranded 
luxury packaging company progress on 
page 82. He also shares his thoughts on 
the final result as well as the reaction 
from the company and its clients.  
www.designproject.co.uk

Fruitful collaboration based on complementary skills 
and mutual understanding, pulling together to solve a 
common problem. This is what successful designer-client 
relationships are all about, and here at CA we believe in 
helping designers forge and maintain these.

But it isn’t always a rose-tinted utopia. Some clients 
are unreasonable, over-demanding, self-indulgent or worse. 
This month, we delve into the dark side of designer-client 
relations, with a thoroughly entertaining (and insightful) 
voyage through the seven layers of client hell, courtesy of 
Clients From Hell editor Bryce Bladon. It starts on page 44.

Successful client collaboration has become something 
of an artform for The Partners, the star of our in-depth 
video profile on page 76. Working across a huge range of 
sectors and types of business, the agency’s relentless pursuit 
of perfection has led to a dizzying array of awards – and the 
team reveals how it all works behind the scenes.

If you’re starting, expanding or just sprucing up your 
own studio, we’ve also put together a rather useful guide 
to recommended hardware, software, furniture and more, 
tailored to your needs. You’ll find that over on page 61.

Finally, our back-to-basics series on typography skills 
from our friends at the ISTD continues on page 70. This 
month we explore size, weight, style and hierarchy.

Next issue, we’re excited to reveal the winning and 
highly commended projects from our very own Brand 
Impact Awards, which will be announced at a glittering 
London ceremony on 8 September. As well as showcasing 
some world-class work, we’ll be digging into the secrets 
of each project’s success – don’t miss it.

NICk CArSoN 
Editor
nick.carson@futurenet.com

Fe aturing
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Future plc is a public
company quotes on the 
London Stock Exchange
(symbol: FUTR).
www.futureplc.com

jo gulliver
Art editor
Jo had a great time at 2000trees festival, where she 
woke up one morning still wearing the silent disco 
headphones. she also started boxing lessons, and 
won the life-changing sum of £8.50 on the lottery.

peter gray 
video producer
at the time of writing, peter remains undefeated 
at the table tennis championship taking place on 
his convertible kitchen table. He also joined Nick 
in visiting the partners’ london studio.

nicky gotobed 
freelAnce Art editor 
Nicky devoured vegetarian treats at a recent trip 
to the Gloucester food festival and spent an entire 
weekend avoiding men in bloomers at a civil War 
reenactment that took over her village. 

rosie hilder 
operAtions editor 
as well as learning the ropes in her new role at 
computer arts, rosie sang in her choir’s first 
concert, created a cross-stitched hot air balloon 
and admired the street art at bristol’s upfest. 

All contents copyright © 2016 Future Publishing Limited or published under licence. All  rights reserved. No part of this magazine may 
be reproduced, stored, transmitted or used in any way without the prior written permission of the publisher. Future Publishing Limited (company 
number 2008885) is registered in England and Wales. Registered office: Registered office: Quay House, The Ambury, Bath, BA1 1UA. All 
information contained in this publication is for information only and is, as far as we are aware, correct at the time of going to press. Future cannot 
accept any responsibility for errors or inaccuracies in such information. You are advised to contact manufacturers and retailers directly with regard 
to the price and other details of products or services referred to in this publication. Apps and websites mentioned in this publication are not under 
our control. We are not responsible for their contents or any changes or updates to them. If you submit unsolicited material to us, you automatically 
grant Future a licence to publish your submission in whole or in part in all editions of the magazine, including licensed editions worldwide and in 
any physical or digital format throughout the world. Any material you submit is sent at your risk and, although every care is taken, neither Future 
nor its employees, agents or subcontractors shall be liable for loss or damage.

We are committed to only using 
magazine paper which is derived 
from well managed, certified 
forestry and chlorine-free 
manufacture. Future Publishing 
and its paper suppliers have been 
independently certified in 
accordance with the rules of the 
FSC (Forest Stewardship Council).
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10   Trends  
How brands are incorporating a mix of cultures into their 
identities, plus the emerging trend for Memphis stripes

14   my design space 
We take a look at the cluttered yet inspiring space of 
artist Nicolai Sclater, also known as Ornamental Conifer

15   new venTures 
Brinley Clark spills the beans on his recent move from 
The Partners to his new role as senior designer at GBH

16   evenTs 
Sara Barnes brings illustration news from an eventful 
ICON9 conference in Austin, Texas

18   inspiraTion feed 
gmunk describes the process behind his Instagram shots

20  inside new blood academy 
Leah Bravo shares what she learned 
from D&AD’s intensive fortnight

22  design maTTers  
Who’s the worst client you’ve ever 
encountered? And how did you deal 
with them? 

24  why debranding is The fuTure 
Jasmine De  Bruycker explains why 
she thinks brands need to focus on 
the quality of their products

26  rebrand focus 
Continuing our new feature slot, 
creatives offer differing views on 
Pentagram’s rebrand of Mastercard

96  snaskified  
Snask argues the case for taking the 
plunge and starting your own studio

98  design icon  
Design studio karlssonwilker waxes 
lyrical on its vinyl cutting machine

82  direcTion of change 
Design Project tells how it created a 
dynamic and adaptable new identity 
for packaging company Progress

89 all abouT phoToshop brushes  
 Sara Barnes explains what she  

 learned at Kyle T. Webster’s ICON9  
 workshop on Photoshop brushes

92  virgin acTive’s The pack  
When Virgin Active wanted an 
exciting new approach to bike-
based exercise,  Wolff Olins stepped 
in to design the experience

76  achieve 
branding 
perfecTion  
Veteran design 
agency The 
Partners reveals 
the importance 
of striving for 
perfection
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28  a picTure of healTh  
Franklyn’s playful take on medication 
delivery for New York City’s new digital 
pharmacy, Capsule

70  Typography focus 
  Peter Dawson from ISTD 

explores the importance 
of style and substance 
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SUbSCrIbE And SAVE UP to 54%

44 cl ients from hell  
  The editor-in-chief of website Clients From Hell offers advice  

on dealing with the seven deadly sins that clients commit

61  studio buyers ’ guide  
 

  Tom Dennis rounds up the essential 
software, hardware and office 
equipment you’ll need to expand or  
set up a studio, whatever your budget

52  cr aig & k arl  
 

  Illustration duo Craig & Karl talk 
how they navigate transatlantic 
creative processes

PLUS! Save an 
incredible 20% 
on the Adobe CC 
Photography Pack 
when you subscribe



T
oday we are both global citizens and increasingly urban. 
Cities bring diverse ethnic backgrounds, identities and 
traditions together; and with increased migration, 

traditional cultural roots blur as we become part of hybrid 
cultures. This hybridism rebels against narrow identities and 
embodies a new definition of what constitutes authentic roots. 

Designers from diverse backgrounds are mixing references from 
their own heritage with the traditions and practices of the cities they 
call home. In an effort to represent their diverse audiences, brands 
are seeking meaningful collaboration with designers and artists, with 
the aim of mixing their identities into that of the brand. 

Scandinavian footwear brand Eytys was excited by the possibilities 
of a South African visual influence, and worked with artist Esther 
Mahlangu, who creates bold and colourful geometric shapes in 
the Ukugwala mural tradition. Several of Mahlangu's designs now 
feature on classic Scandi shoes in graphic detailing, which stands out 
against the shoes’ sober silhouettes. Cape Town-based brand Pichulik 
teamed up with Du Noon Urban Weavers to create a range of 
handbags that showcase intricate Xhosa handweaving as well as the 
brand’s signature rope detailing.

Photographer Namsa Leuba was born to a Guinean mother and 
a Swiss father, and her work (featured here) exudes the overlapping 
cultures of her African-European roots, examining African identity 
through Western eyes. 
www.namsaleuba.com/thekingdomofmountains

Hybrid rooTs
As migration increases, brands are seeking 
inspiration from a mix of cultures and identities

T R E N D S :  E M E R G I N G
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onth, our Trends section is curated by experienced 
creative consultancy FranklinTill w
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.franklintill.com





I
n the early 1980s, the Memphis art 
movement rebelled against the form-
follows-function design creed. Today, this 

visually striking movement is refreshed with bold 
stripes and geometric lines, referenced across 
products and interior design. A key driver for this 
trend is influential graphic artist Camille Walala, 
who applies her Memphis style designs to building 
exteriors, interiors and products. 

Camille Walala Aria rug for Floor story 
(www.floorstory.co.uk/designers/camille-walala)

loeWe’s Marquetry In leather project for salone del 
Mobile 2016 (www.bit.ly/2axvYhZ)

salvatore Ferragamo Autumn/Winter 2016 Collection 
(www.ferragamo.com)

T
he long-standing marble trend has now 
evolved into a more contemporary, lighter 
look. A palette of soft pastel colours and 

gentle swirls, with a touch of influence from terrazzo 
and speckled effect solid surfaces, creates a fresh 
solution for packaging and brand identities. 

diz diz Popcorn by Tatabi 
(www.tatabi.es/projects/diz-diz)

Murmur Beauty Packaging by Field
(www.instagram.com/andersons_ja/)

The MAsT sea salt Collection by Calico Wallpaper 
(www.bit.ly/2adMgAs)

MeMpHis 
sTripes

sofT 
MArbling
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O
ne of the reasons that 
Nicolai Sclater gives for 
moving from London to 

California was to guarantee great 
natural light all year round, an 
important consideration for his 
painting. It’s also an ideal spot 
to ride motorbikes, so while he’s 
waiting for paint to dry, he can 
jump on his bike and be at the 
beach in five minutes. His studio 
is part of an apartment complex, 
so the pool or the gym aren’t far 
away either, but it’s the contents 
of Sclater’s studio that make it 
such an inspirational workspace.

“I always fill my studios from 
top to bottom,” says Sclater, who 
is constantly changing the stuff 
on his walls depending on his 
mood. “[My studio] acts as a visual 

representation of my mind, and 
I like to think of it as a physical 
blog. It’s covered in scraps of 
paper with doodles on, as well 
as little paintings, notes from 
friends, stuff I find on the street, 
toys, books, skateboards, helmets, 
anything that keeps me motivated 
and inspired.”

The studio also contains 
some of his past work, such as 
his slingshots (1), which he made 
and painted for an exhibition. 
These act as “a constant reminder 
to stay mischievous in my work, 
never take things too seriously, 
and aspire to live in a perpetual 
childhood,” Sclater reveals. 

In particular, his sketchbooks 
(2) remind him of his childhood. 
He’s carried them with him since 

he was young and doesn’t go 
anywhere without at least one, 
using them to log ideas, pass the 
time when waiting for food or a 
meeting and also show people 
ideas on the move, rather than 
trying to verbalise a concept. 
Every now and then, he sits down 
with a cup of tea and looks back 
over his books, often rediscovering 
old ideas that are relevant to his 
current creative process. 

As well as revisiting his old 
sketchbooks, Sclater enjoys flicking 
through his book collection (3). 
He’d much rather sit down and 
look at a book than watch TV, 
likening the experience to visiting 
an art gallery or museum. 

Another striking feature of 
Sclater’s studio is his motorcycle 

helmet (4). “Other than being 
necessary for both the law and 
safety, my helmet reminds me 
to go outside and have fun,” he 
continues, adding that getting 
away from the studio for a quick 
ride around the canyons is the 
best form of therapy when work 
is becoming stressful.

And like any artist, Sclater’s 
painting tools (5) are key to his 
trade. His kit has, for the most 
part, been the same for years 
and years, and his brushes, can 
openers, knives, stirrers and paint 
pots have travelled with him all 
over the world as he worked on 
projects that shaped his career. 
“I owe these little trinkets a lot,” 
he says. “Without them, my art 
would be nothing at all.” 

CONSTANTLY CHANGING
Artist Nicolai Sclater, aka Ornamental Conifer, gives insight into the inspiration behind 
the covered walls and packed shelves of his studio space in Venice, California

M y  d e s i g n  s p a c e  i s . . .

Nicolai Sclater moved to 
California from London via 
Australia. His bright and bold 
hand-painted typography 
features in murals, canvasses, 
prints and videos.
www.instagram.com/
ornamentalconifer
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JEDI TRAINING
Having been at The Partners for five years, Brinley Clark recently 
moved diagonally upwards to become a senior designer at GBH – 
the next step on his journey to becoming a Jedi Master of design

n e w  V e n t u r e s

A  lthough Brinley Clark found his 
five-year stint at The Partners 
enormously rewarding, it was a 

sense of curiosity that pulled him towards 
his new role at GBH. “I really wanted to test 
myself again, to throw myself in the deep 
end,” he explains. Clark’s new role means 
he has more autonomy and input into how 
work develops, and is more client facing. 
He shares his thoughts on the move...

Can you talk us through your reasons 
for moving to GBH? 
My views and ambitions have changed 
quite significantly in the past five years. The 
work that I am now drawn to is completely 
different to when I first started. I now feel 
that deep, abstract thinking and artful 
aesthetic is the future of design. I also believe 
there is a new age of creatives – creatives 
who are cross-disciplined and designers 
that work with no fear. I see GBH as a great 
outlet for me to pursue future thinking. Aside 
from that, I needed to sense that anxiety 
and fear of possible failure that comes from 
making a move like this. So far, it seems to 
be working pretty well.

What kind of things have you been 
working on in your new role?  
Well, in the four months I’ve been here 
I’ve worked with the world’s leading sail 
manufacturer, on a top-secret hotel project 
and two very different restaurant identities 
with Philippe Starck. It’s been incredibly 
varied, and left me quite star struck.

Have you noticed many differences in 
the working processes of the studios?
At GBH, I’ve been heavily involved in the 
strategic foundations for each project, 
which has enabled me to shape the work 
from start to finish. At The Partners, I was 
never involved in that side of things as the 
emphasis there is for you to focus solely on 
the creative. Fundamentally, it all depends 
on what your preference is – I’ve discovered 
that I really enjoy the strategic side of things.

GBH co-founder Mark Bonner also spent 
his formative years at The Partners, so, in a 
way, it’s a story of moving from an ancestor 
studio to a smaller descendent. Do you feel 
that’s a good way to progress your career 
and stretch your legs creatively?
You could compare it to Jedi training. The 
Partners alumni have a certain way of 
working (using the force) and working with 
Mark is a bit like learning from Yoda – not 
that Mark is small and green with pointy 
ears. I now travel to Chiswick (Dagobah) to 
complete my training in the hope that one 
day I can set up my own studio (or become 
a Jedi Master). The goal and working process 
is very similar, the only difference is you’re 
using alternative training methods.

What advice would you give designers in 
a similar situation to you who are looking 
to progress their careers?
Don’t go for the easy option. Throw yourself 
straight in at the deep end – it’s the only way 
you’ll learn. 

Star Wars fan 
Brinley Clark 
joined multi-
D&AD Pencil-
winning agency 
GBH this year. 
www.gbh.london
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T  here was a lot to talk 
about at the illustration 
conference ICON9, not 

least because it had been two 
years since the last ICON. The 
four-day event ran the gamut of 
topics, and took the form of an 
education symposium plus two 
days of guest speakers. This year’s 
theme was Tall Tales – with talks 
and workshops exploring 
storytelling, and what it means 
today. The short answer? A lot.

Another question that got 
tongues wagging was what a 
shift from printed works to digital 
presentation means for editorial 
illustrators. Alexandra Zsigmond, 

art director for the New York Times 
opinion section, has seen focus 
shift in the last couple of years. 
“Translation from one medium to 
another didn’t have to happen, 
especially before the internet,”  she 
explained. Today, it’s important to 
consider the way your work looks 
in different formats. “Instead of 
just thinking about what a piece 
looks like on a page, you have all 
these other things to think about,” 
she said. A print provides a tactile 
“delight,” and online presentation 
can suffer if it’s not properly 
addressed. Zsigmond regularly has 
illustrations animated, which helps 
make them digitally compelling. 

Another shift has been towards 
the emerging field of Virtual 
Reality (VR), where computer-
generated illustrations become 
immersive environments that 
transform traditional storytelling. 
And because the area is relatively 
untapped, illustrators and 
designers can play a huge role in 
shaping the future. Ashley Pinnick, 
a VR developer, was inspired by 
comics, photography and video 
games when creating her game 
Dead Bug Creek. “I’m able to 
bring people into the world that 
I made and have them create 
memories inside it,” she said. 
Pinnick believes illustrators are 

 NArrATINg ChANge
As illustrators convene in Austin, Texas at ICON9, Sara Barnes explores how in a world 
where new technologies are shaping storytelling, illustrators’ roles are changing 

e v e n t  r e p o r t:  I c o n 9
KEY INFO:
Location

Hilton Austin, 500 East 
4th Street, Austin, Texas

When
6–9 July 2016

Attendees
700

Key speakers
Rebecca Mock
Richard Borge
Jessica Hische
Gemma Correll
James Victore
Melinda Beck 
Jessica Hische 
Julia Rothman
Antionette Carroll
Alexandra Zsigmond
Ashley Pinnick
Kyle T. Webster
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uniquely qualified to be part of 
this world. “Illustrators understand 
design, form, colour, composition 
and lighting – all these things are 
extremely important in making a 
good experience.”

As stories about politics, 
terrorism, and racial discrimination 
consume news cycles, illustrators 
now have to take on new roles 
as journalists and activists. While 
political cartoons remain a     
long-standing tradition, illustrators 
are now alongside the action, 
crafting non-fiction narratives – 
often in sequential form – that 
report on what they see. This part 
artistic endeavour, part public 
service reveals people and events 
that cannot usually be visually 
documented, such as federal court 
proceedings. Three illustrators 
leading the charge – Susie 
Cagle, Jamie Hibdon and Darryl 
Holliday – have witnessed a shift 

where narrative, sequential work 
is increasingly valued, not just 
as journalism, but as a powerful 
communication tool. 

Antionette Carroll, executive 
director and founder of Creative 
Reaction Lab, believes in using the 
gifts that we, as creatives, have in 
order to influence and change our 
communities. “As illustrators, as 
designers, you are creating pieces 
that are going out into society 
and affecting and changing 
perceptions on different topics,” 
she explained. These issues vary, 
but the idea is the same – Carroll 
stressed that art can help people 
understand, address and express 
themselves. When community 
driven, art can create meaningful 
dialogues for groups whose voices 
are not usually heard. Latina 
artist and editor Kayla E. further 
emphasised that inclusivity of 
marginalised groups is vital. It’s as 

simple as being aware of diversity 
and actively working to change 
that – using the power of privilege 
to amplify the voices of the 
minority. “Continually ask yourself 
these questions,” she implored. 
“What am I missing? How can 
I do better?”

A conference about illustration 
wouldn’t be complete without 
business talk. In a field that’s 
largely freelance and where artists 
also have to be the accountant 
and the HR department, these 
types of issues can be hard to 
navigate. Melinda Beck, Jessica 
Hische and Julia Rothman 
reiterated the need for friends 
– those who can lend their 
experience and reassure you that 
you made the right career move. 
Basically, the community of ICON. 
Hopefully you won’t have to wait 
another two years before you can 
connect with them. 

W h at ’ s  o n

Brand Impact Awards
 8 September
 London, UK

www.brandimpactawards.com
Computers Arts’ very own 
awards ceremony celebrates 
the very best in branding 
design. Attendees will discover 
which of the 47 shortlisted 
projects will be deemed worthy 
of a coveted Brand Impact 
Award trophy.

London Design Festival
 17–25 September
 London, UK

www.londondesignfestival.com
Over 400 events and 
exhibitions make up this design 
festival. The action happens in 
the city’s iconic spaces such 
as the V&A, the Serpentine 
Galleries and Somerset House, 
as well as across eight official 
design districts.  

Generate London
 21–23 September
 London, UK

www.generateconf.com
The fourth edition of Generate 
London has a new venue this 
year, the Royal Institution, 
and includes a variety of 
presentations and workshops 
exploring the future of the web. 

OFFF By Night
 22-24 September
 Antwerp, Belgium

www.offfbynight.be
The very first edition of this 
design festival happening after 
dark, OFFF By Night has talks 
from a range of international 
speakers mixed with the city’s 
nightlife and a Brooklyn Night 
Baazar-inspired market. The 
Mexican edition of OFFF is 
also taking place (during the 
daytime) from 29 September 
to 1 October.

Coming up 

Clockwise  
from left: 
Melinda Beck, 
Julia Rothman 
and Jessica 
Hische discuss 
minding your 
business; the 
ever-changing 
ICON stage; 
Alexandra 
Zsigmond gives 
an art director’s 
perspective; 
Antionette Carroll 
talks designing 
change
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gmunk
i n s p i r at i o n  f e e d

Visual and design director Bradley 
G Munkowitz, aka gmunk, uses his 
Instagram account to post photography 
that he describes as “ inspiring, relaxing 
and immediately gratifying exercises in 
creativity.” He likes to capture specular 
and reflective surfaces, recursive 
structures, cinematic lighting scenarios 
and beautiful expanses in nature, and 
has recently become immersed in full-
spectrum photography, which he finds 
mesmerising – comparing it to taking 
photos on another planet.

For gmunk, one of the most 
enjoyable parts of photography is 
the memory of how each image was 
captured, including “the challenges 
of framing something interesting, the 
surrounding conditions and contextual 
cues.” He also loves how photography 
continually keeps his attention, saying: 
“Photography conditions a deeper 
understanding of form, texture, 
composition and a heightened 
awareness of the surrounding world.” 

www.instagram.com/gmunk
photo.gmunk.com
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Picked as one to watch by CA 
last issue, Leah Bravo shares her 

insights from an intensive fortnight

What I learned 
at D&AD New 

Blood Academy

JASMINE DE BRUYCKER
CREATIVE STRATEGIST 
www.basedesign.com

LEAH BRAVO
RECENT GRADUATE, 
LOUGHBOROUGH UNI
behance.net/leahbravo

Strong opinion and 
analysis from across  
global design industry

INSIgHt ESSAY

Jasmine De Bruycker is a creative strategist, 
researcher and content provider at Base Design. 
She has a background in bio-engineering, 
environmental sciences, documentary making, 
video journalism and philosophy. 

Named one to watch at D&AD New Blood by the 
CA team – who spotted her stunning photography 
journal Fläk – BA Graphic Communication and 
Illustration graduate Leah was awarded a wild 
card place in D&AD’s New Blood Academy.

DESIGN MATTERS: Designers share their 
experiences with nightmare clients  – page 22

PLUS: Pentagram’s rebrand of Mastercard 
comes under the spotlight – page 26

Illustrations: 
Louise Pomeroy
www.louisezpomeroy.com
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D
&AD New Blood Academy, in partnership 
with WPP, gathers 50 of the world’s top 
young creatives, ready to be inspired  

and mentored by WPP’s extensive network of 
top agencies. Having been chosen by Computer Arts 
as one to watch at D&AD New Blood last month, 
I subsequently gained ‘wild card’ entry into the 
New Blood Academy. The intensive two-week 
experience has always appealed to those going 
into advertising, but for a graphic designer like 
me, it proved truly eye-opening. Here are four 
pieces of advice I picked up along the way....

#1: Find your values.
One of the most rewarding experiences at the 
Academy was when Pentagram partner Naresh 
Ramchandani told us about his favourite words. 
Naresh had chosen his words for various reasons 
and said they had, over time, come to describe him. 
Highlighting the importance of something as simple 
as words, without even using them in conjunction 
with visual imagery, resonated with me from the 
offset. The words we used to describe ourselves in a 
workshop with Ben and Andrew (B&A) had become 
a starting point to us discovering our own personal 
values. We were then encouraged to share these 
values and create a group set: ours were honesty, 
passion, empathy, curiosity and bravery. Finding 
these values created a foundation for everyone to 
work to, and we were able to draw upon them later 
on, when feeling lost or conflicted.

#2: Be brave.
The Academy’s theme this year was ‘resilience’. This 
became a focal point for all of our talks as it is crucial 
to be resilient in such a competitive industry. Mark 
Denton from Coy! shared his journey in the industry 
which, to say the least, was incredible. His crazy 
ideas led him to bigger places and this resonated 
with us, as people of my age need to do things which 
set us apart from the rest. We need to be both brave 
and stupid, but we also need to be resilient so we 
can grow stronger in ourselves and our work. 

Equally, the big advertising agencies need to 
demonstrate resilience by continually producing 
meaningful and inspiring work. I think this should 
be everyone’s ethos when going into any creative 
industry where there is potential to have such a 
powerful impact on the world. 

#3: Become creative activists.
Going for a talk at Google Creative Labs was like 
stepping into ‘the dream’. I mean, it’s Google! It 
wasn’t just the building and general atmosphere 

that were super cool, but the energy from the 
creative director Steve Vranakis. Vranakis described 
us as ‘creative activists’ who have the potential to 
make a small or big difference in the world. 

The company’s involvement with the refugee 
crisis also stuck with me. By making a website 
through Google Docs, Google created a way for 
refugees to access useful information, such as 
medical info, transport links and ports, in their 
own language. The platform was made in 36 hours 
and cost Google almost nothing. Since hearing this, 
I have promised myself that a creative career should 
be used for making a change. Of course, we need to 
take on jobs that are fun and adventurous, and even 
briefs that just pay the rent, but we must also try to 
use creativity for good.

#4: Collaborate and conquer.
Working collaboratively is 
so important. No one works 
alone. One of the main events 
of the Academy is the much 
anticipated brief, which we 
were put in specific groups 
to work on – with each group 
having individuals holding 
differing but complementary 
skill sets. We also collaborated 
with a mentor agency (ours 
was the incredible Lambie-
Nairn). I learned that being in 
a group with five other people 
means that there is literally no 
limit to the idea. The idea 
starts from dozens of little ideas which are built 
up and then broken down to be built up again. 

D&AD President Andy Sandoz said on the first 
meeting of the Academy that if an idea is a six [out 
of 10] then you’re good – a solid six means you can 
build on it and make it a nine. I strongly believe 
after this experience that building comes from 
collaboration and sharing ideas. Differing opinions 
and skill sets may be the answer to turning that six 
into a 10, and maybe even winning a Cannes Lion. 

If there’s one piece of advice I would give to the 
next D&AD New Blood Academy brood, it would be 
to use this experience to your advantage. Getting 
into the Academy is the ultimate award as it puts 
you in front of agencies and gives you the chance 
to build lasting relationships and secure valuable 
placements. The end of the Academy is really 
only the beginning. 
What advice would you give young creatives? Tweet your 
thoughts to @ComputerArts using #DesignMatters

D&AD President Andy 
Sandoz told us that if  
an idea is a six, you can  
build on it and make it  
a nine. And that building 
comes from collaboration 
and sharing ideas
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Ben Tallon
Illustrator and writer
www.bentallon.com

“I was bizarrely commissioned 
to illustrate mathematically 

correct stretches for people who’d 
had a hip or knee replacement, despite 
my style being built on the imperfect. 
It took days. Recounting this whilst 

trapped in a large, silent meeting 
room with a new prospective client, 
I explained how I’d once illustrated 

stretches for ‘nip replacements.’ 
She didn’t acknowledge my howler. 
I became David Brent, staring into 
the void with tearful, glassy eyes.”

DISCUSSIon

TWeeT @CoMPUTeRaRTS oR fInD US on faCeBook

eRIka RaInS DeBlaSI
Marketing partner

www.advisorexpressions.com

RoD HUnT
Illustrator and artist
www.rodhunt.com

“I had a client who expected me to be 
available at odd hours and was kind 

of demanding. The tipping point was 
when I saw him at Whole Foods as 
I was on my way to be induced. We 

stopped to get a few snacks to have at 
the hospital after the baby arrived. 
I had notified all my clients and put 

someone else in charge of the accounts. 
When we ran into him at the store, 

he starting immediately taking to me 
about work, even after I reminded him 

that I was on my way to the hospital. 
I knew then I had to fire someone 

who couldn’t show me any respect or 
consideration. It wasn’t worth it.”

“A European stationery company said 
they loved my work, and commissioned 
me to design a new range. I insisted on 
a 50 per cent fee deposit as they were 

a non-UK client. They briefed me, but 
then didn’t like the work I produced. 
The brief then changed several times, 
becoming: ‘I’ll know it when I see it.’ 
I produced more drafts, then several 
versions of artwork and eventually 

created something that didn’t feel like 
me but they liked. They then changed 

their minds, refused to pay the balance 
of the fee and stopped answering my 

emails. It was a good job I had insisted 
on a deposit otherwise I wouldn’t have 

been paid at all for my time.”

What’s your worst  
‘client from hell’ experience,  

and how did you deal with it?

@DAv140
“I present names, client 
refuses to pay. Mentions  

he named his kids, so 
now also wants to name 

company himself.”

RoBERT BARIon 
“Client who said: ‘I want my 
website to look exactly the 

same as my brochures.’”

MIChElE PACCIonE
“one client quite angrily 

demanded that we flip 
a stock photo over so she 
could see the people from 

the front instead of the 
back. I’ve been laughing 
about that request for 

eight years now.”

lUKE FREEMAn 
“I had a client who 

used pitch work without 
acknowledgment, so 

I attached my copyrights 
and protection to the PDF. 
The client ignored this and 
used my work, then had to 
acknowledge my contract 

as an agreement to pay me.”

@vICToRy_gRAPhIC
“My client from hell is also 

my boss from hell. he 
makes Trump look like  

a cute, fluffy bunny.  
he would think that  

a compliment.”
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A  s advertising loses 
its impact, brands are 
looking for new ways to 

win people over. The latest effort 
has been to publish stories that 
look and feel journalistic. The 
key strategy being to hide the 
commercial imperative, and even 
the brand altogether, so that 
readers think they’re consuming 
a familiar newspaper or magazine. 

This isn’t a long game. Hiding your true colours is never wise, and 
it’s also misleading to use a totally different set of qualities – good stories 
– to sell a product that has nothing to do with these qualities. Hiring a 
top filmmaker won’t improve the quality of your energy drink. Branded 
content complicates an already complex world driven by hidden agendas. 
And what about the stories no one wants to hear, stories incapable of 
selling something? People are more likely to follow a delirious brand 
instead of connecting with real people and real-world problems.

Instead of hide, what businesses should do is debrand. Put the 
product first, not the brand. Strip away all sense of backstory, and 
improve a product’s intrinsic qualities. Become a producer of shoes 
again, not of surrogate spiritualities and imaginary worlds. Focus 
communication on the quality and origin of both the materials 
and labour involved. Offer space for distrusting consumers to breathe. 

In our debranded future, 
prices will reflect real value, 
not the conceptual value that 
branding magically bestows. 
The focus will shift from branded 
products to branded places: 
stores and their owners who 
select and sell products they like 
– the real Uncle Bens and Aunt 
Jemimas. These places will eschew 

packaging and advertising and go back to traditional shopkeepers acting 
as advocates for their products. Instead of brands, real people and real 
voices will be the interface between products and consumers, who will 
buy less throwaway clones and spend more on a few quality essentials. 

This is in line with today’s networked society. Traditionally, branding 
is based on what differentiates a company from competitors. But in the 
internet age, consumers are increasingly comfortable with everything 
being interconnected. What distinguishes brands will become less 
important than what brings things and people together. 

The only way we can be truly subversive today, and trigger changes, 
is to buy less stuff. Innovative brands will stimulate and anticipate this 
new attitude by re-evaluating what’s in front of them. We don’t need 
more branding. We need fewer, better-quality products. 
Is debranding really the future? And will we ever really buy less stuff? 
Tweet your thoughts to @ComputerArts using #DesignMatters

Base Design’s Jasmine De Bruycker 
believes brands should strip back 

the marketing veneer and focus more 
on the quality of their products

Why debranding 
is the future

COLUMN



“What was Disney’s 50th 
animated feature?”

#SMARTERMOVIEMAG
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Our new regular slot continues with a critique of Pentagram’s evolution 
of the iconic Mastercard brand, from three differing perspectives...

Focus on: Mastercard rebrand

REBRAND FOCUS

Danielle WilliaMs
Co-founder and chief design 
officer, Cheers studios
www.cheers-studios.com

Tousue Vang
Freelance design director
www.tousuevang.com

MiChael BieruT
Partner, Pentagram
www.pentagram.com

“It all comes back to circles. The logo and visual 
language work together to create a streamlined 
and cyclical brand image. Pentagram’s 
thoughtful decision to combine stroked and 
solid circles keeps the brand language cohesive, 
but with options for play. Elevating the colour 
palette to use pops of saturated colour on 
black and dark greys also helps to modernise 
Mastercard’s identity, especially for millennial 
audiences who are drawn to brands that blend 
clarity and personality.”

“This was a huge undertaking and a great 
opportunity to deliver progressive design 
for the payment industry. The design neither 
expands into Mastercard’s visual potential for 
moving into digital, nor justifies the necessity 
for a minimalistic rebrand. The solutions 
presented only serve the needs of the current 
market. The type system is functional; the 
simplified circles are easily identifiable across 
platforms globally. Overall, not really exciting 
or inspiring, but safely gets the job done.”

“As digital technology is a growing segment of 
Mastercard’s business, it needed an identity 
that would help position the brand as forward-
thinking and people-centered, and could be 
used across every touchpoint. The new look 
builds upon Mastercard’s iconic interlocking 
circles, providing a crisper look that is more 
suited to digital applications. The use of an 
additive rather than subtractive colour mix 
for the overlapping circles – they now combine 
to make a brighter colour – makes the overall 
effect feel lighter, fresher and more optimistic.” 



#SMARTERMOVIEMAG

www.gamesradar.com/new-totalfilm-quiz

Take the smart  
movie quiz...
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Computer Arts selects the hottest new 
design, illustration and motion work  

from the global design scene

SHOWCASE
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a picture of health

Capsule
by Franklyn 
www.quitefranklyn.com

Billed as “the pharmacy you’ll never have to visit but 
might want to,” Capsule is a digital pharmacy in New 
York that delivers medication to your door. Striking a 
delicate balance between a playful and approachable 
look and feel and the legitimate and serious side of 
medicine, Franklyn created a functional typographic 
system mixed with expressive graphic elements, 
including patterns, iconography and photographic 
treatments. “We were concerned that there might be 
a backlash to medication that looks graphically ‘trippy’, 
but ultimately felt it leaned towards playful and not 
over-medicated,” explains Michael Freimuth, one of 
Franklyn's creative directors.
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Swag and stickers for Capsule's 
New York City launch.

     
The stylish packaging for a standard 
delivery from Capsule brightens up 
receiving medicine.

     
Primary Capsule lockup. One of 
the challenges of the project was to 
make sure the brand worked across 
print, digital and packaging.

     
This vibrant, retro-throwback 
pill pattern is soon to grace 
the carriages of New York's 
underground trains. 

      
Key screens for the Capsule app, 
which was designed and developed 
in partnership with Doberman.

       
The landing screen for website 
www.capsulecares.com. Franklyn 
worked with Office of Baby on the 
final messaging and brand launch.

        
Sonia Patel at the Capsule 
pharmacy in Manhattan.
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Wall of faMe

steve Jobs mural 
by Oliver Gareis 
www.olivergareis.com

When Hamburg-based design studio tapunit decided 
to style its office, employee Oliver Gareis stepped 
in to paint a design on one of the walls. “My boss 
told me that a quote of the legendary Steve Jobs 
would be a big inspiration for the whole team,” 
says Gareis, “so we chose this classic quote.” After 
struggling to find a printer who would be able to 

print the design across the three-metre wall, Gareis 
decided to draw the design directly onto the wall 
with waterproof pens. First, he sketched his ideas on 
paper, then created the full picture in Illustrator, and 
finally projected it onto the wall to trace it. “It was the 
biggest and longest piece of art I’ve ever created,” 
says Garies, “but in the end I was so happy I did it.”
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oN the eDGe

Dr eDge
by Cornershop 
www.cornershopdesign.com.au

Winemaker Peter Dredge’s Tasmanian Pinot Noir is 
named after his brooding alter ego – Dr Edge. He 
created the wine to “take the seriousness out of the 
wine industry, and more importantly, out of life” and 
approached branding agency Cornershop to help 
create the brand. All of the wine’s profits go to mental 
health charities, and inspired by this, the design is 
raw and rough, reflecting a fractured personality. 
“Every letter has been meticulously positioned by 
eye,” says Cornershop's Damian Hamilton. “We like 
how the letters are stacked precariously to represent 
Dr Edge’s unbalanced personality.”
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GraND SlaM

raCquet magazine 
Cover
by Mads Berg 
www.madsberg.dk

“The concept was 
straightforward” says 
illustrator Mads Berg, 
who was commissioned 
to create an image of 
Yannik Noah’s legendary 
1983 French Open 
victory for the cover of 
new tennis magazine, 
Racquet. He wanted 
to create something 
that portrayed action 
and motion, while 
maintaining an elegant 
and balanced feel and 
exploring bold, open 
spaces and solid areas 
of one colour. Like 
much of Berg’s work, 
the image maintains a 
poster-like quality, with 
the solid background 
of the orange-red court 
defined by a single line. 

telliNG taleS

where have you been my Dear
by Mandy Cao 
www.mandycao.net

Chinese-born artist Mandy Cao, who now lives 
in Los Angeles, uses colours, her figures’ poses 
and little objects and details to portray stories 
through her subtle yet emotive paintings. “I want 
the viewer to feel what I feel without seeing 
everything,” she says. Cao is inspired by stories 

she is told by friends or finds on the internet, 
or sometimes her own life and emotions. She 
also finds inspiration in nature, and takes a lot of 
photos as reference for her paintings. “I like my 
finished work to be both happy and sad, crowded 
and open,” she muses cryptically.
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fortuNate MiX

Full oF luCk Club
by Bravo  
www.bravo.rocks

Singapore studio Bravo was tasked with creating 
an identity for a new Cantonese restaurant that 
fuses Asian heritage with a sense of modernity 
and creativity, and this mix of influences is seen 
across the whole brand. The logo was inspired 
by the mishmash of neon signage in Hong Kong 
– punctuated by the traditional seal of the parent 
restaurant Li Bai – while the menu recreated the 
order sheets of classic dim sum restaurants, but 
with the larger format of a more modern diner. 
Even the uniforms of the staff show the contrast: 
robes traditionally worn by martial artists are 
made of denim and paired with trainers. 
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painteD typography 
by Craig Ward 
www.wordsarepictures.com

Englishman Craig Ward may live 
in the US, but he felt so dismayed 
by the UK’s decision to leave the 
EU that he was inspired to create 
these pieces. “My reaction was to 
take British design classics, such as 
the classic Penguin book covers, 
Gill Sans or the New Scotland 
Yard and to mess them up with 
very physical, aggressive, painted 
treatments,” he says. While he 

was working, there was a spate of 
police shootings in the States and 
so he decided to lend the style to 
the Black Lives Matter movement. 
To digitally recreate the rough 
feel of his work on canvas, Ward 
created a few hundred scanned 
paintbrush stroke textures, which 
he then pulled into Photoshop. 
“It was a very enjoyable and 
therapeutic process,” he says. 

tYpoGraphY MatterS
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KiNG of GifS

game oF thrones
by Eran Mendel 
www.bit.ly/2aD7rJh

When designer and animator 
Eran Mendel put his first Game 
of Thrones gif on social media, 
it got such a great reaction that 
he decided to create a new 
animation after every episode of 
the new series. Coming up with 
the idea for each gif was the most 
challenging part of the project, 

as he needed an idea that would 
be funny and engaging, easy 
to execute and would work in a 
loop. Mendel’s minimal designs 
are simple yet effective, and he 
is now considering creating gifs 
based on earlier seasons. “There’s 
tons of material in there that will 
make hilarious gifs,” he insists.
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paper perfect

paper barCelona
by Zim&Zou 
www.zimandzou.fr

French duo Zim&Zou, aka 
Lucie Thomas and Thibault 
Zimmermann, were tasked with 
creating a pink paper Barcelona 
by agency Rosbeef!, who wanted 
to emphasise the heritage of 
rosé wine MIA. The wine is aimed 
mostly at women, and pink paper 
was chosen to give an air of 
subtlety and delicacy, enhanced 
by the beige and light blue of the 
background. “The buildings had 
to represent Barcelona, making it 
recognisable at first sight,” explains 
Thomas. “Our main influence for 
this project was obviously Gaudi, 
as he really influenced Barcelona’s 
cityscape,” adds Zimmermann. 
“We enjoyed spending hours 
analysing his work and trying 
to translate it into paper.”
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Print only DiGitAl only
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 C L I E N T S  F R O M  H E L L  

The editor-in-chief of Clients 
From Hell offers advice for dealing 

with the worst kinds of clients
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 E very designer has met – or will meet 
– at  least one client from hell in their 
career. For some, it was a toe dipped into 
a lake of fire. For others, it was an 

impromptu cannonball.
Think of this advice as fireproof water wings: 

in theory, it’s something for you to chuckle at, but 
the moment you find yourself wading into the 
inferno, it’s indispensable.
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The prideful clienT
The proud client thinks every suggestion is 
avant-garde, and every obstacle is someone 
else’s fault. Treated with the same respect the 
client has for something that sticks to their shoe, 
designers are forced to carry the weight of the 
client’s ‘genius’ as far as the next pay period. 

My client wanted to have blinking carrots in 
each of the login fields.
Me: That is against all UI and UX guidelines. 
Visitors would not know where to type. It is a line 
that shouldn’t be crossed and something I can’t 
recommend under any circumstance.
ClIenT: I’m a pioneer. I’m drawing new lines.

Client: We want to put a QR code on a sign 
in the lobby that gives users information about 
the building’s address, department name, and 
which floor they’re on.
Me: How about you just put that information 
on the sign?
Client: We’d like to, but there wouldn’t be room 
for that and the QR code.

There are a few ways a designer can deal with a 
prideful client. 

First of all, humility may be seen as a virtue, 
but it’s also a great way to be ignored or overlooked. 
Take a page out of the client’s Necronomicon and 
have a little pride in yourself and your work; you 
are a professional employed for your expertise. 
Do not be afraid to share your insights in order 
to create something you can be proud of – but 
remember, nobody knows what the client needs 
better than the client. 

That said, a client may not have their best 
interests in mind when they demand you design 
a logo complete with lens flare and their nine 
favourite colours. Push back, but if the client 
refuses to budge, produce the abomination 
and simply leave it out of your portfolio. 

The envious clienT
The envious client sees something someone else 
has, and they’re willing to take it – law and logic 
be damned. Inspiration comes from all sorts of 
sources for this client, but it’s rarely accredited, 
and it’s almost always in poor taste. 

Always eager to be ahead of the curve, 
the envious client embraces every fad and 
marketing buzzword they come across, regardless 
of relevance. If imitation is the sincerest form of 
flattery, they’re a gold star on a platinum medal 
hanging from a certificate of excellence. If that 
metaphor seems overwrought, wait until you 
see some of this client’s ideas.   

ClIenT: Can we have a logo that says we’re an official 
2016 Olympic Games sponsor on our website?
Me: Are you an official sponsor of the 2016 Olympics?
ClIenT: no.
Me: Then no.

“Our in-house designer can do a lot of the work you 
do, so we’re going to start taking your contracts to 
him. What do you recommend we buy – Adobe 
or Photoshop?”

The envious client is usually insecure and typically 
more concerned with looking a certain way rather 
than actually being a certain way. Suggestions that 
are reinforced with a little ego stroking tend to do 
better than those based on the flimsy foundation of 
‘good sense’ and ‘good taste’.

And never break the law for a client. Just 
don’t. Though you can point the finger at your 
client or otherwise claim ignorance, the potential 
fallout rarely justifies the possible rewards. Plus, 
you know: principles. 

When you’re creating a mood board, or otherwise 
trying to get an idea of what this client is after, 
make it absolutely clear that these are only sources 
of inspiration, not carbon copies. If you’ve done 
your due diligence communicating this, it would 
be a real dick move to rip off a design – using 
professional language and reasons justified by 
your expertise, of course – and if the client still 
insists, do as much as you can to separate the 
design from the original. And then separate 
yourself from the client. 
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The wr aThful clienT
Prone to excess anger, the wrathful client preys 
on the meek with exaggerated claims and over-
the-shoulder suggestions. Never afraid to exploit 
a weakness for the win, this client requires the 
designer to hold on to their scruples tightly. Client 
solutions are what most sane people would refer to 
as a last resort, and their reaction to problems is 
similar to how baking soda reacts to vinegar: 
there’s a lot of frothing, things quickly boil over, 
and a mess is left in their wake.

“If this situation is not rectified, I will be issuing a 
worldwide press release through online mediums, 
social network and fax.”

“We were going to pay you, but seeing as your lawyer 
has sent a letter of demand and threatened legal action, 
we’re not going to.”

“If you act like an infidel, I’m going to treat you like 
an infidel.” [Ironically, the word this client was thinking 
of here was ‘imbecile’.]

Unaligned expectations are usually at the root of 
a client’s anger. The longer you and your client have 
had a different idea of what the outcome will be, 
the bigger their potential explosion will be. Clear 
and consistent communication before the big bang 
is the best solution. 

However, like a particularly devastating natural 
disaster, there isn’t always a warning that something 
terrible is about to go down. If you do find yourself 
the subject of your client’s wrath, don’t take it 
personally; take it like a professional. There is rarely 
a (good) reason to get worked up because of a crappy 
client. Instead, craft a response and sit on it for a few 
hours – days, even. 

You should never expand the scope of a project 
or bend over backwards simply because a client 
gets loud with you. If they have genuine criticisms, 
address them, but remember: you are only 
responsible for what your contract stipulates. If 
anger turns into abuse and there’s no amicable way 
to close the project, it may be time to walk away. 

1 The terms of  
your estimate
Describe your service or product 
as exactly as possible. Down 
payment information and an 
invoicing schedule should 
accompany your estimate. 
You need to clarify if elements 
like fonts or images are part of 
that cost, or if they need to be 
approved for purchase by the 
client first. Rush fee terms, 
taxes, and any other additional 
costs should be clarified too 
– as should the expiration date 
for the estimate.

2 Timelines
Spell out deadlines and 
communicate how long your 
turnaround times will be to align 
expectations and clarify who’s 
responsible for what, when.  

3 Revisions
How many revisions does your 
estimate accommodate? Three 
is a solid number, but some 
designers charge extra for 
each revision. 

4 Feedback and approval
Does the client need to 
physically sign off on each 
milestone, or will an email 
confirmation be sufficient? 
Are hard copies necessary? 
And who is the main point of 
contact for this stuff? 

5 Rights
Clarify if the piece can appear 
in your portfolio, and if the 
rights to a piece of work can be 
resold at a later date.

6 Confidentiality 
Acknowledge that you and 
your client will not make any 
private information public 
during (or even after) the 
working engagement. 

7 Guarantees and 
warranties
If there’s an issue with your work 
down the line – say, a website 
breaks, or there’s a spelling error 
in the final brochure – what 
are your obligations to the 
client? How long is your work 
guaranteed, and how much will 
the client need to pay if they 
need help beyond this period? 

8 Client-freelancer 
relationship
In addition to clarifying that 
you’re a contractor and not a 
regular employee, your contract 
should outline when and where 
you will complete your client’s 
work. Do you need to be on-site, 
or are you working from home?

9 Termination terms
How much pay are you entitled 
to if the job is cancelled? If that 
happens, who owns the rights 
to the work? There are a lot of 
questions that need answers 
should the contract be 
terminated for any reason. 

10 Disputes
In case of a dispute, how will you 
and your client handle it? 
Third-party involvement and who 
is responsible for legal fees may 
be outlined in this section. 

ThE 10 ConTRaCT CommanDmEnTs
A SolID ConTRACT IS YouR beST DefenCe AgAInST 
THe unSCRupulouS. pluS, IT AlIgnS expeCTATIonS 
AnD AnSweRS CRITICAl queSTIonS

a qualiTy ConTRaCT shoulD aDDREss: 
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The sloThful clienT
The slothful client always wants to take the easy 
route. They refuse to do their due diligence and 
live up to their end of the contract. Crucial files 
and feedback often arrive late, if at all. If the 
slothful client simply took the time to learn or 
listen, they’d find their life free from their 
otherwise small and self-imposed problems. 

“Please change the file name of the document and send 
it back to me ASAP. I need this done immediately.”

“How do you spell HTMl?”

“I wanted zipadeedoo-dah, not zipadeedoo-nay!”  
[This was a client’s explanation for why he didn’t 
like my work.]

A slothful client omits their own responsibilities. 
The best way to deal with them is to introduce 
consequences to their dereliction of duty. For 
example, if your client is unable to get you resources 
before a milestone, make sure they know the 
deadline will have to be pushed back as a result. 

If a client consistently fails to do the work 
necessary for you to do yours, drop them. At the 
end of the day, these clients are an insidious drain 
on your time and effort. 

The avaricious clienT
Less worried about the next pound than they are 
about losing the one in their pocket, the greedy 
client isn’t afraid to coast on lax attitudes and 
unpaid invoices. Quality is never a concern for 
this client. In fact, the cheaper, the better – 
anything to make the client’s bottom line bolder. 

“You mean every time you do work for us, you 
charge us?”

“They say that art is a passion. Do you really think 
that it’s right to charge someone for something you’re 
passionate about?”

A down payment is the first step to identifying 
a deadbeat client. If they baulk at the idea or can’t 
be convinced to invest a little money in you before 
you invest a lot of time in them, walk away. 

Along with contracts, billing clients on time and 
notifying them about non-payment should be 
standard practice. Start by confirming a client has 
received your invoice. After the payment period 
passes – I suggest 15 days or so – follow up. The first 
reminder should be friendly; the second one should 
remind them about late-payment fees. The longer 
the client goes without paying you, the more regular 
these reminders should be. 

An email can prod a client to action, but a phone 
call or a face-to-face meeting are even harder to 
ignore. Don’t bend to a client’s sob story. You’re a 
professional, and you need to get paid. With that in 
mind, never continue working if a client has failed to 
meet your agreed upon payment procedures. 

If all else fails, turn to a collection agency or small 
claims court. You won’t get the entirety of what 
you’re owed, but if you did your due diligence with a 
contract, you’ll likely get something. 



q: how do i deal with my 
client’s controlling 
boyfriend?
My client’s boyfriend insists on 
attending all of our meetings, 
business or otherwise.

for context, I’m a male, and 
my client is female. we know 
each other from school, but we 
recently reconnected when she 
found out I started freelancing, 
and she wanted me to build her 
budding business’ website.

My client has insisted that 
this isn’t a big deal – the 
boyfriend should be treated as 
another source of feedback – 
but the dynamic makes me 
uncomfortable. I told her that 
she doesn’t have to worry about 
me trying anything, but she says 
that’s not the issue. 

She insists that the boyfriend 
has “her best interests” in mind 
and just not to worry about it 
because she “really wants to 
work with me on this”.  what 
should I do?

a: Don’t be a third-wheel 
freelancer
Emailing this client back revealed 
that the client and the submitter 
hooked up once “while drunk at 
school,” that the client and her 
boyfriend have both cheated 
on one another, and that the 
boyfriend is not there for his 
business expertise.

one thing that immediately 
set off warning signs for me 
is that you’re having meetings 
with this client that fall under 
the umbrella of ‘otherwise’.

working with friends is 
something that I probably 
wouldn’t recommend. working 
with a former hookup, I would 
almost always discourage. And 
working with a serial cheater 
(that you have a history with!) 
while she’s in a troubled 
relationship (with a controlling 
boyfriend!) sounds like the 
motive the detective will give 
when he finds your dead body.

My point being: none of 
this sounds like a good idea.

even if you weren’t involved 
with this client on the pretence 
of this being a client-freelancer 
relationship – and I’m not really 
convinced you wouldn’t be, as 
you failed to mention you had 
sex with this client in your initial 
email – I would still encourage 
you to get as far away as 
possible. It sounds like this 
client needs to separate their 
personal and professional life. 
And I think the same could be 
said about you.

If you have a question that needs 
answering, email Bryce Bladon 
at contact@clientsfromhell.net 
and look for the answer over 
at The Freelancers Union blog: 
blog.freelancersunion.org

FEEDbaCk FRom ThE inFERno
In pARTneRSHIp wITH THe fReelAnCeRS unIon, 
bRYCe blADon gIveS MonTHlY ADvICe To CReATIve 
fReelAnCeRS In TRoublIng SITuATIonS
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The gluT Tonous clienT
Whereas a revision or two is a perfectly reasonable 
expectation, the gluttonous client is always hungry 
for more. Overwhelming your inbox with ideas, 
demands for updates, and unreasonable requests 
– like the logo in fourteen different palettes by 
this time yesterday – this client’s zeal for instant 
gratification means they often ignore their own 
ignorance before asking for ‘just one more thing’. 

“When someone with a Facebook account visits our site, 
it should automatically save their Facebook password 
and send it to my e-mail address. I need this feature 
within the next two hours.”

ClIenT: I don’t like that blue, make it a bit 
lighter – just a small bit!
I send the (unchanged) file back to her.
ClIenT: Hmm, ok that’s too light, make it 
a bit darker.
I send the same file – again, unchanged.
ClIenT: Ok just ad a hint of brightness 
and we’re done!
Again, same file, unchanged.
ClIenT: Perfect! Has anyone told you that 
you are amazing at what you do?

A gluttonous client tends to enjoy getting instant 
gratification, so you need to teach them to get 
that sugar high elsewhere. 

Instead of jumping the moment a client calls 
on you, take the considered approach. A designer 
who bends over backwards to accommodate minor 
revisions and tiny tweaks sets a standard the 
client is all too happy to keep. Don’t respond to every 
email the moment it arrives in your inbox; 
communicate a set number of revisions; charge 
an hourly rate for out-of-scope work. 

Simply put: set standards and keep to them. 
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The lusTful clienT
Lustful clients crave some sizzle with their service. 
Everything’s an innuendo, and nothing is off limits 
from their hungry gaze. It’s not all sex, though; 
anything can be the object of their over the top or 
out of line desire. 

“You’re pretty enough to be a stripper. If this ‘graphic 
design business’ thing doesn’t pan out, talk to me.”

ClIenT: I have to fire you. We love your work, 
but my boyfriend is worried about me working 
with an artsy guy.
Me: I can assure you, I’m very professional.
ClIenT: I’m sure you are! But I’m not. 

“If I were ever going to sexually harass anyone, 
it would definitely be you.”

There are a lot of ways lustful clients can make you 
uncomfortable; it can be their use of an outdated 
term, their lack of respect for your personal space, 
or an outright ignorant attitude. Only you can 
determine when it’s worth pursuing a problem out 
of principle. There are a lot of potential (and often 
personal) factors to consider.

If a client is making you genuinely uncomfortable 
in a not-so-okay way, tell them in no uncertain terms 
what they are doing and how this is making you feel. 
Try and make it a one-on-one interaction if you can. 
A private meeting probably isn’t how you want to 
approach things, but it saves the client from a lot of 
embarrassment and, as a result, makes them much 
more receptive to your input. 

illusTRaTion aDViCE: Sara Barnes distils 
the wisdom from the recent ICON9 conference 
into a practical reference guide for illustrators 
and designers everywhere.

ambiguous expectations: 
A client is employing you because they lack the skill set or 
resources to complete a project themselves. However, they 
should still have a goal in mind and a relatively clear idea of 
what they’re after. If not, expect the project to balloon and 
for your blind attempts to miss the mark. 

unappreciative: 
A terrible client may expect behaviour, time or discounts for 
no other reason than they think they deserve it. giving them 
what they want only reinforces their belief that the freelancer 
lives to work for them. 

Disrespectful: 
The best relationships are when you work with a client, not 
for them. Clients who don’t see you as an equal won’t see 
their disrespect as a disservice; rather, they’ll act like 
common practices are a privilege.  

Devaluing good work: 
nobody is thrilled to spend money if they don’t have to, but 
if a client devalues your work and efforts in an attempt to 
lower your rate, watch out. The freelancer-client relationship 
should be mutually beneficial. Clients should feel they get 
value out of their freelancers, and freelancers should feel 
valued by their clients.

maRk oF ThE bEasT
ClIenTS fRoM Hell RARelY HAve A TAIl, HoRnS AnD 
fAInT SCenT of bRIMSTone. HeRe ARe SoMe of THe 
leSS obvIouS wARnIng SIgnS:

B r y c e  B l a d o n
a creative communications 
specialist, bryce bladon is 
perhaps best known for running 
clients From Hell – a cult blog 
that “brings readers to tears with 
unbelievable, always hilarious 
anecdotes from those on the 
frontlines of freelancing.”
www.clientsfromhell.net

auThoR
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JOINING
  THE DOTS

Craig & Karl ’s hugely successful transatlantic 
collaboration has attracted a roll call of dream 
clients including Google, Nike, Apple, Vogue 
and The New York Times. They reveal how the 
par tnership works in practice...

C R A I G  &  K A R L _ Craig Redman and Karl Maier live in New York and London 
respectively, but collaborate daily to create bold illustration and design work that’s 
filled with simple messages, and executed in a thoughtful and often humorous way.  
www.craigandkarl.com

 WoRds: Nick Carson  sELF PoRTRAIT: Craig & Karl
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Would you describe Craig & Karl as 
a creative studio, or an illustration 
duo? And what would you say is the 
difference, if any?
Karl: Ha, that’s a good question. We 
can never make our mind up about 
how to best describe ourselves either. 
The projects we do seem to straddle 
some sort of amorphous space that 
encompasses design, illustration and 
art, occasionally all at the same time. 
So the answer is both, depending on 
the day. In practical terms, at least to 
us, there isn’t really any difference.

Your style is distinctive and 
instantly recognisable. How did it 
develop? And to what extent is the 
aesthetic and approach influenced 
by one or the other of you?
Craig: Our style has developed 
over a lot of years. We met in our 
first semester of art college, where 
we were studying graphic design, 
and have worked together in one 
way or another ever since. There’s 
a shared aesthetic as well, as 
certain sensibilities and cultural 
touchstones – from growing up in 
Australia in the 80s and 90s – that 
seem hardwired into us. Colour, 
for instance, has always been a big 
part of our work. I also think that 
having had our start in design led us 
towards a more graphic, reductive 
approach to making images. It’s 
really been a lot of back and forth 
between the two of us over time.

Craig’s side project Darcel 
Disappoints has a very different 
look and feel and operates away 
from the duo. Craig, do you find 
this to be a useful creative outlet?
C: I started Darcel when I first 
moved to New York as a means 

Vanity Fair, The Washington Post 
and The New York Times have all 
fallen in love with their distinctive 
use of vibrant, bold colour and 
pattern – a signature style that 
has been carried effortlessly 
across everything from traditional 
illustration right through to murals,  
sculptures, products and physical 
installations too.

Ahead of their talk at OFFF 
By Night in Antwerp this September, 
the transatlantic duo reveal the 
secrets of their considerable success, 
and how their creative collaboration 
works in practice...

Creative collaboration is 
one of the hottest topics 
in design at the moment, 

and when you hit that perfect 
sweet spot of complementary 
skills and ideas the results can be 
awe-inspiring. Ever since Craig 
Redman and Karl Maier discovered 
that two heads are better than one, 
they haven’t looked back.

From their twin bases in New 
York (Redman) and London (Maier), 
Craig & Karl have exhibited their 
work in Paris, Athens, Mexico and 
New York, while commercial clients 
such as Google, Nike, Apple, Vogue, 

left: For eyes, 
a striking creative 
collaboration with 
australian eyewear 
firm le specs, made 
use of lycra-clad 
models in craig 
& Karl’s signature 
pop art style.
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left: lost it, one 
of a series of 
limited edition 
three-colour 
screenprints 
released in 2016.

bottom: sweet as 
one, a 607-feet-
long installation 
in chengdu, china 
that made use 
of 13 tons of 
candy to mark 
chinese New Year.

below: iconic 
artist Henri 
matisse gets 
craig & Karl’s 
signature portrait 
treatment, with 
bold colours and 
graphic patterns.
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pretty loose. Sometimes it’s simply a 
matter of getting a fresh set of eyes 
on something you’ve been staring 
at for far too long. We trust and rely 
on each other’s opinion completely – 
that’s probably the biggest factor.

Do you have a favourite brief you’ve 
worked on? 
K: A favourite is our For Eyes 
collection of sunglasses that we 
made with Le Specs. Partly because 
they were a dream to work with 
and let (even encouraged) us to go 
nuts with it. Also because it was a 
really unique and different outcome 
for us and we got to create a whole 
world around it, from designing 
the sunglasses, to the branding and 
packaging, and creating some pretty 
wild images to promote it.

How do the logistics of 
collaborating across the Atlantic 
work in practice? 
C: Our clients quite enjoy the 
extended operating hours. In 
practice we chat on Skype every 
day, and have a shared Dropbox 
for all our work. Nothing out of 
the ordinary. On the plus side, we 
get to engage with and draw on 
two completely different cities and 
cultures. The only real downside is 

the inherent difficulties of non-
verbal communication. Even though 
we’ve known each other for over half 
our lives there are still times when 
speaking via graphic speech bubbles 
loses all charm. We hang out in real 
life a few times a year though, which 
we like to think of as putting credit 
back into the human bank.

How do you approach dealing with 
corporate clients as compared to 
your editorial/exhibition work? 
K: It’s the variation of jumping 
between totally different types of 
projects that we enjoy the most. It 
can be a mental shift that feels really 
refreshing. The approach is always 
quite consistent – it’s more a matter 
of thinking about how the idea 
works in the context of an image or 
a product or a logo. As for the type of 
client, it doesn’t necessarily influence 
the type of work. Sometimes the 
most artistic or interesting briefs 
come from the least likely places.

Which of the many formats you 
work in – including murals and 
sculptures – do you enjoy most?  
What are the unique challenges and 
opportunities that they present?
C: We don’t see different mediums or 
dimensions as ‘different’ kinds of 

of remembering my thoughts 
and observations of my new city, 
and it was a way family and friends 
could check in and see what I was 
doing. It was also a visual cleansing 
project, a way to rid myself of 
the unnecessarily complicated 
illustrations we’d been doing up 
until that point, and to reduce 
artwork into more simple, yet 
equally expressive forms. Overall, 
the blog has been a really useful 
outlet, not only from a visual 
perspective but also a therapeutic 
one – some of the stuff I say or reveal 
on there I would never have the 
courage to say in real life.

Is your creative process a 50-50 
collaboration, or does one of you 
tend to take the lead? 
K: It varies. Usually we begin with 
a conversation to quickly hash out 
any initial ideas that spring to mind. 
We try to talk things through like 
this until we arrive at what sounds 
like a tangible approach. One or 
both of us will then sketch or draw 
up whatever it is we’ve just spoken 
about, often there are a few ideas 
we’re considering. We’ll bandy these 
back and forth until we’re happy 
with a given approach and one of us 
will then finish it off. In truth, it’s 

above: battles, 
a simple, striking 
mural at the 
c-mine cultural 
institution in 
Genk, belgium
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left: craig & Karl’s 
surreal cover art 
for the self-titled 
album release by 
animal Feelings 
– a ‘musical 
experiment’ by 
New York-based 
artist oli chang.

below: series 
for milkmade.com 
covering the best 
of the New York 
Fashion Week 
ss16 shows at 
milk studios.

bottom: this is 
the Way, a 2015 
mural at london’s 
bonhill building.
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required, which for us comes 
from not having any other skills 
to fall back on.

What makes a great conference 
talk, and why? 
K: Having an enormous personality 
and a gimmick always make for 
crowd favourites – neither of which 
we have! Failing that, you need to 
rely on the quality of your work – 
design audiences tend to like getting 
an idea of the process, so it never 
hurts to show how you went from 
A to B, particularly when our usual 
project timelines are a very brief two 
to three weeks.

What one piece of advice would you 
give to two illustrators thinking of 
setting up a partnership?
C: Whether you work in partnership 
or alone, the most import factor is 
to focus on establishing your own 
voice. This takes perseverance and 
patience, but once you’ve discovered 
the ‘thing’ that separates you from 
everyone else, you’re in a unique 
position to develop your own style 
and create constantly evolving 
derivations of it over time. 

projects, for us a poster or a three-
storey installation are treated exactly 
the same way. Of course, there are 
practical considerations that might 
alter the outcome, but ultimately 
it’s about the idea. The kind of 
questions we might ask ourselves 
when we approach any project, big 
or small, are: ‘What is the tone we 
want to set?’, ‘What will the viewers 
immediate response be to this vs 
their long term impression?’, and 
most importantly: ‘Will this shoot 
well for Instagram?’ 

You’re talking at OFFF By Night 
in September. Can you share what 
you’ll be presenting? 
K: We’ll be talking about how we 
got where we are, how we do what 
we do, and, most importantly, how 
to keep going. It’s the constant slog 
that is most fascinating to us, it’s 
somewhat easy to do an illustration 
that becomes a Tumblr hit but to 
actually run a successful creative 
business over a long period of time, 
well, that’s the real deal. 

Truthfully, we don’t have all 
the answers of course, just our own 
perspective on the perseverance 

Most conferences happen in 
the day. Why do it at night?
It was a consequence of the 
space we have, which is an 
old train factory, an immense 
space – half a football field 
big. The cost of installing 
blinds would have been half 
our budget, so I was like: ‘Why 
don’t we do it at night?’ I could 
see the community enjoying 
keynotes in the evening.

How will you help attendees 
relax and have fun? 
What’s always been on my 
mind was creating some 
nightlife – people at events 
like oFFF hang out drinking 
beers; that’s half the event. 
I was particularly inspired 
by the Brooklyn Night Bazaar, 
a factory space transformed 
into a flea market and 
farmers market by night, 
with games and activities.

How can people get the most 
from a design event like this?
Relax. don’t be intimidated. 
Just walk up to people and 
talk to them. I used to be 
shyer when I was younger, and 
if I recognise that behaviour 
in someone, I just go up and 
give them a hug. You know, 
we’re all human beings.

BE INSPIRED 
AT OFFF BY 
NIGHT
craig & Karl will be 
speaking at oFFF by 
Night in belgium in 
september – curator 
rizon parein shares 
what else to expect

above: too many 
eye rolls, which 
demonstrates 
craig & Karl’s 
quirky sense 
of humour.
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Tom Dennis  rounds up the k i t 
you ’ ll  need to s tar t or expand  
a s tudio,  whatever your budget 

S o you’re setting up a studio space 
– living the creative dream with a 
place of your own. What items do 

you need to invest in and what big-ticket 
buys should you splash out on first? The 
answer depends entirely on your creative 
output, but there are unifying elements 
that span the creative gamut. 

Hardware and software is a necessity; 
but so are the things that make a creative 
space a home-from-home. Here, our experts 
select the best, plus the absolute essential 
studio items every creative outfit should 
factor into its budget…

SPECIAL REPORT

STuDIO 
BuyERS’ 
GuIDE



“ it ’s worth investing  
in good hardware as 
doing so means you ’ll 
reap the benefits for 
much longer ” 
emily darby, studio manager , manvsmachine

1

BEST FOR 
Powerful and portable 
digital and print work, 
and some video editing.

4

9

8

6

2

The engine room of the modern design 
studio is its hardware set-up. No matter how 
creative your ideas might be, you won’t be 
able to produce the work and deliver it to 
your clients without the necessary computing 
equipment. For smaller graphic design and 
digital studios, a modest Mac or PC set-
up is, for most work, adequate. For video 
production and motion graphics work, you’ll 
need a slightly more beefy system, where solid 
state hard drives and dedicated graphics cards 
help stabilise and accelerate your workflow; 
while for 3D rendering and compositing, 
you’ll need a heavyweight system that packs 
a RAM and SSD heavy punch.  

Is it always right to invest in the best? 
The short answer is yes. Untold deadlines 
have been breached, sites have come late to 
market and tempers and nerves frayed due 
to hardware failures. It therefore pays to 
invest as much as you can realistically afford 
in getting the right kit for the job. It’ll save 
you money in necessary upgrades in the long 
term, and ensure you’re up and running and 
capable of turning around those client briefs 
from the get-go. What follows is Computer 
Arts’ expert selection of the best hardware 
kit for a variety of creative outputs. From 
a print-only work flow, to heavyweight 3D 
compositing and rendering, we’ve selected 
and highlighted the cream of computing and 
creative hardware. These are all base models, 
however, and depending on your creative 
specialism, will benefit from add-ons and 
upgrades specific to your studio’s needs. 

H A R D WA R E

BEST FOR 
Illustrators or designers 
more at home with a 
tablet than a mouse.

BEST FOR 
 Those who value 
mobility, yet still require 
the beef of a powerful 
machine.

BEST FOR 
Creatives after standalone 
digital drawing, and a 
professional level second 
screen tablet.

BEST FOR 
Small studios in 
need of an agile 
workhorse.

BEST FOR 
Heavyweight video 
editing, compositing and 
motion graphics work.
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3

 10

7

5

1 DELL INSPIRON 7000 Series 
The 7000 series is Dell Active Pen enabled, and is 
effectively a powerful laptop and a 15-inch tablet 
in one, which Wacom has released drivers for to 
enable the use of its Feel technology. This means 
you can tailor stylus buttons and functions to your 
particular workflow – perfect for Illustrator and 
Photoshop work. It packs a dual-core, four-thread 
i5 processor, twinned with 8GB of RAM, so while 
it’s not earth-shatteringly fast, it’s solid enough to 
handle most creative work. 
www.dell.com
From £729

2 Mac Pro
Available in quad-core, six-core and even 12-core 
CPU configurations, the Mac Pro is ‘built for 
creativity’. Each base machine can hold a massive 
64GB of RAM, with dual graphics processors. 
This means that the Mac Pro is lightning fast as 
a 4K Final Cut, Premiere Pro and After Effects 
editor. VFX and compositing is dreamy, and it 
won’t break a sweat handling massive Photoshop 
files and unwieldy InDesign documents.
www.apple.com/macpro
From £2,288

3 iMac
The studio freelance workhorse is now more honed 
than ever for creative work. Available as 21.5-inch 
with Retina 4K display and 27-inch with Retina 5K 
display, Apple’s desk-bound offering is suited to 
design and video work, with up to 16GB of RAM 
and AMD graphics chips in the higher-spec models. 
www.apple.com/imac
From £899

4 MacBook Pro  
Long the go-to machine for creatives, there’s little 
Apple’s flagship laptop can’t accomplish. Adobe CC 
runs brilliantly, while video editing and light 3D 
work is manageable. The higher-spec 13-inch 
model and 15-inch options pack Retina displays 
offering more pixels than an HDTV in a much 
smaller space. Configurable RAM of up to 16GB 
means Photoshop will fly. 
www.apple.com/macbookpro
From £999

5 Monoprice 
As standalone graphics tablets go, few can touch 
Wacom – but Monoprice’s 10x6-inch, 4000 LPI 
offering is certainly giving Wacom a run for its 
money. It packs 1024 levels of pressure sensitivity 
(the same as the Intuos range) for varying stroke 
density, and as well as the 16 pre-programmed 
function keys around the edges of the drawing 
area, there’s an option of eight user-specified 
hot keys for shortcuts. 
www.monoprice.com
£49.99

6 Canon Pixma iP8750
The Pixma iP8750 offers something for all needs. 
It’s smaller, lighter and cheaper than the studio-
favourite Pixma Pro-100, but just as agile at 
delivering photo quality prints. The iP8750 has a 
higher resolution than the Pro-100, printing at 
9,600x2,400dpi, with strong (if not professional 
level) colour reproduction. It’s got WiFi support 
– but no Ethernet socket – and AirPrint, and its 
running costs are economical to boot. 
www.canon.co.uk
£199.99

7 LG 34UC98-W
This 34-inch curved screen offering is designed 
for gamers, but its refresh rate, 3,440x1,440 
resolution, a matte, anti-glare coating and 
Thunderbolt and USB ports also make it an 
affordable and workable video editing monitor. 
There are six colour hue and saturation settings 
available, alongside standards like contrast, 
brightness and black levels, making the LG 
34UC98-W a more than viable creative display.
www.lg.com
£686

8 Wacom Cintiq Companion 2
As far as pen displays go, the Companion 2’s 
on-screen design and illustration capabilities are 
unrivalled. As a standalone system, it enables 
you to design and draw direct to screen; but 
it also works as a second screen and controller 
when hooked up to a desktop or laptop, 
offering the best of both worlds.  
www.wacom.com
£1,198

9 HP ZBook Studio  
G3 Mobile Workstation
Equipped with a four-core Intel Xeon processor and 
an NVIDIA Quadro M1000M graphics card with 
2GB of onboard memory, the G3 makes light work 
of demanding creative software. Video and image 
editing apps love RAM, and this can hold up 
to 16GB. It’s light too, at a shade under 2KG, 
meaning working on the fly doesn’t have to mean 
a trade-off in performance. 
www.hp.com
From £2,295

10 HP Z820 RED Edition 
Workstation
Designed from the ground up for RED workflows 
(the professional standard in video capture), Intel’s 
Xeon processors support up to 16 cores, pack in up 
to 512GB of RAM and 15TB of high performance 
storage. This is a seriously high-end rig, and 
perhaps overkill for the vast majority of creative 
output – so make it count. 
www.hp.com
£2,739

BEST FOR 
Run-of-the-mill studio work in 
print and digital design. 

BEST FOR 
World-class video and 
post studios handling 
Hollywood-esque 
broadcast briefs.

BEST FOR 
Video and motion 
graphics workers after 
an immersive display.

BEST FOR 
Illustrators and designers 
who value pressure 
sensitivity and traditional 
drawing capabilities.



“sl ack has saved us  
so much time. it means 
we can focus on work 
and keeping our clients 
happy (and, of course , 
sending each other 
dancing cat gifs)” 
locket aebischer account manager , someone

1

3

8
7

5

A studio’s software options depend upon its 
core creative offerings. If you specialise in 
web and app design, then your prototyping 
and wireframing tools will be indispensable. 
If you’re a packaging and design outfit, then 
InDesign and Acrobat will be firmly lodged 
in your dock. But Adobe doesn’t rule the 
roost entirely. There’s a growing number 
of 3D, video and motion graphics packages, 
prototyping and coding apps gaining 
favourable followings. As ever, choice is often 
dictated by budget and need – so if you only 
crack open a video editor to mock up the 
occasional animated GIF, there’s little point 
blowing your budget on Final Cut Pro X. 

Similarly, running a successful 
studio means doing the admin work, too. 
Keeping track of invoicing, budgets and 
productivity is crucial, so we’ve selected a few 
of our favourite creatively-focused project 
management tools. These aren’t sexy bits of 
kit, but they are hugely valuable in ensuring 
you’re running your studio profitably 
and productively. We’ve also touched on 
communication apps. Collaborative, remote, 
and freelance working models are key to 
the creative industries and so managing 
these areas with the right tools makes for 
empowered and informed teams. 

Finally, we’ve picked two coding and 
wireframing apps that are making a huge 
impact in the industry – one is free, and the 
other a snip at $99. Both receive huge support 
from their respective user communities, and 
shouldn’t be sniffed at just because they don’t 
come with a heavy price tag. 

S O F T WA R E

BEST FOR 
Pretty much anyone working 
in a creative field; especially 
studios reliant on in-house 
freelance bookings. 

BEST FOR 
Studios looking 
for an Illustrator 
alternative.

BEST FOR 
Studio start ups who don’t 
need the heft of a complex 
business solution.

BEST FOR 
Digital studios looking for 
a fast and effective wire 
framing app.

BEST FOR 
Ditching email and unifying 
your project conversations.
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1 Creative Cloud 
Adobe’s full CC Suite is the industry standard for a 
reason – its apps are fast, reliable and near limitless 
in their creative possibilities. 

But let’s start with the workhorse: Photoshop. 
Whether your studio specialises in print, web and 
app design, or motion graphics and video, you’ll 
likely need Photoshop. A single licence for the app 
starts from £17 a month.

For digital workflows, Adobe Muse is a rapid 
prototyping tool for websites and apps. It’s a design-
led coding environment, which outputs in fully 
responsive HTML5. An ever-growing library of 
widgets deploys pre-coded JQuery, AJAX and 
JSON elements, for forms, menus and other 
elements, killing the need for laborious coding. 

For video and motion graphics editors, 
Premiere Pro and After Effects take a lot of beating. 
The former has done away with the need to 
transcode media, meaning you can edit any video 
format on the fly, while colour support and stability 
is incomparable. After Effects syncs with Premiere 
Pro, and remains the go-to option for motion 
graphics editors due to its fast rendering and ability 
to tweak compositions in preview mode. 
www.adobe.com/CreativeCloud
From £17 per month, per app
Full CC suite, plus support, Adobe Stock and Typekit 
access from £69 per month

2 Final Cut Pro X
FC Pro X now supports the pro RED RAW footage 
format, and handles it using some clever GPU 
acceleration. It also packs in motion graphics, and 
impressive 2D and 3D rendering support – and 
encodes with its Compressor 4 workflow. If TV 
broadcast is your studio’s game, FC Pro X is a 
serious contender. 
www.apple.com/uk/final-cut-pro
£229

3 Serif Affinity Designer
Fast, stable, affordable and supporting a vast array 
of formats, Serif’s vector design tool features 
creative basics and tools, and professional level 
features including non-destructive effects and 
adjustments; font handling; and end-to-end CMYK 
and ICC colour management. 
www.affinity.serif.com/designer
£39.99

4 ZBrush 4R7
Real time remodelling, shape fusing and workflow 
enhancements, including advanced path 
connections and quick repeat instances, make this 
a fast and slick creative tool. ZBrush 4R7 has 64-bit 
support, more detailed surface modelling, and 
FBX Import and Export for deploying textures, 
displacement maps and blending shapes. 
www.pixologic.com
£733.20 ex. VAT

5 Slack
Slack organises team conversations in channels 
– each channel deploys a live messaging window, 
drag and drop file sharing, archiving features 
(so you can dig out that document from last week 
and go back over the changes your client now 
understands are necessary), as well as direct 
messaging and syncing with GoogleDrive, 
DropBox, Twitter and more. It cuts email out of 
the equation, giving you a single app to organise 
and track your project’s communications. 
www.slack.com
From free to $15 a month per user

6 TrafficLive
Running a successful studio means time-logging 
and keeping abreast of your accounts. These aren’t 
creative tasks, but they’re too important to be left to 
an Excel spreadsheet. TrafficLive unifies all of the 
major tasks a studio faces: from client relationship 
logs, time-recording, project management 
calendars, to resource management and cashflow. 
www.trafficlive.com
Price varies depending on service level

7 Sketch
Sketch is vector based – meaning scaling for 
presentations and differing screen resolutions and 
devices is a breeze – while its toolset rivals those 
of software options five times its price. It’s got a 
straightforward workflow, with an Inspector putting 
all major effects and tools front and centre. Its text 
and font handling is also superb – you can instantly 
preview work on different devices. Best of all, 
Sketch’s slicing and exporting options include CSS 
markup for developers to get their teeth into. 
www.sketchapp.com
$99

8 Team
Team pares creative project data back to its core 
and presents info in a way designers understand. 
Its main abilities are in measuring, managing and 
improving workflows, for example, by showing 
project deadlines and outstanding tasks. It also has 
straightforward invoicing and accounting features. 
www.getthriveteam.com
From $9 per month

9 ATOM
This free, open-source, infinitely customisable 
text editor has taken the coding world by storm. 
It’s cross platform, features smart auto-complete 
for a vast range of syntaxes and languages and 
has the sort of file system browser normally seen 
in apps costing £100 or more. It’s incredibly 
well-supported in the community, too, meaning 
there’s an ever-growing range of packages that 
add additional features and functionality. 
www.atom.io
Free 

BEST FOR 
Large- and medium- 
sized studios and 
agencies that want to 
cut the freelance bill 
and track productivity 
more effectively. 

BEST FOR 
Powerful, professional 
and totally Apple-friendly 
video editing.

BEST FOR 
Studios that need to take 
a wireframe model to a 
full 3D render.

BEST FOR 
Anyone that has to dip a toe in 
to coding; and even those 
comfortable in the deep end. 



“having the right studio 
space is essential to lord 
whitney’s existence”
lins wilson, creative producer , lord whitney

1

4

2

9

8

5

A happy, comfortable and welcoming 
studio environment is a productive studio 
environment. You and your creative 
compadres don’t want to be crammed around 
a single desk when pulling a late one to hit 
that deadline. Nor should you be sat on 
cheap, broken chairs cast under inadequate 
lighting, surrounded by teetering stacks of 
paper work. Your eyes will fail you, your back 
won’t forgive you, and neither will your knees 
if you keep walking into yet another pile of 
books and magazines. 

Getting your studio environment 
comfortable, creative and productive is as 
important as purchasing the right hardware 
and software to drive it with.

First – and most importantly – is where 
you sit. You’re likely to be spending eight 
hours and then some parked in the same 
spot, so budget wisely for ergonomic office 
chairs. Pick something made of breathable 
material, with arm rests, good lumber 
support, and headrest and multi-point 
adjustments. Back, neck and RSI pains aren’t 
worth risking (believe us!) and will cost your 
studio in terms of man hours and physio bills. 
So don’t scrimp on the seating. 

Creative desks aren’t likely to be strewn 
with paperwork, yet they still need to be large 
enough to be comfortably used for sketching 
ideas, housing multiple displays and graphics 
tablets. They also need to be set to the right 
height. Adjustable and stand-up desks are 
fantastic – they can literally save your back 
– yet they’re expensive by comparison to 
standard office tables. Again, budget as best 
you can, bearing in mind that the money you 
spend now may save you paying out later.

Finally, storage and some finishing 
touches need to be included. Think about the 
main resources your studio has: if you’ve a 
large collection of design books and reference 
materials, where are they kept? Do you need 
to spruce up the walls with some inspiring 
artwork? Factor it all in to the To Buy list, and 
ensure your studio is a happy, creative and 
professional place to work. 

S T u D I O  E N V I R O N M E N T

BEST FOR 
Large spaces 
lacking adequate 
natural lighting.

BEST FOR 
Studios that need 
comfortable, practical 
chairs for hours of 
screen time. 

BEST FOR 
Caffeine heads 
who value a 
decent cup of 
beans.

BEST FOR 
Medium-sized studio 
spaces numbering more 
than a dozen desks.

BEST FOR 
Moneyed freelancers and 
big-budget studios keen 
to make an impression. 

BEST FOR 
Everyone. Whether your 
keeping a small spider 
plant on your desk or 
outfitting your studio 
space with a small forest. 
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1 Celino overhead LED lighting
Studio lighting – especially in office spaces which 
have little to no natural daylight – has a direct effect 
on your team’s health, well-being and productivity. 
In essence: if you’re feeling flat and deflated, few 
creative ideas will flow. Philips’ Celino LED range 
is both affordable and practical. The design allows 
multiple units to be connected in a line, producing 
natural white light that subscribes to the latest office 
environmental standards. 
www.lighting.philips.co.uk
From £129

2 Nespresso Prodigio  
coffee maker
Coffee is the fuel of the creative industry. It’s a 
studio essential up there with a Mac and a trendy 
backpack; and by investing in a decent machine, 
you’ll be both popular with your team and more 
bushy tailed in the morning. In terms of price, 
unless you’re planning on spending £1500 plus, 
avoid a bean-to-cup machine; it’ll be in heavy use, 
and the grinders will take a beating. Instead, plump 
for the Nespresso Prodigio, which not only makes 
fantastic pod coffee, but is also Bluetooth-enabled, 
meaning you can fire it up from your desk, then 
wander over for your morning macchiato.
www.nespresso.com
£199

3 Vertigo Bird Mantis desk lamp  
As desk lamps go, the Mantis is both beautifully 
designed and practically produced. Its tiny footprint 
means it takes up next to no desk space and its 
56cm overhead LED basks your working area in 
warm-white light, which is swivel and height 
adjustable thanks to an aluminium tube riding 
through the wooden construction. It received 
a Red Dot design award for its rendering of an 
office essential down to its essential parts. 
www.vertigo-bird.com
Price: £229

4 Ergo-Tek Mesh Chair
Seen in their thousands in offices up and down the 
country, this bestselling design features a multi-
adjustable lumber support, padded arm rests, mesh 
backing and a weight-balanced tilt mechanism. In 
short, it’s comfortable and good for you, preventing 
backaches by encouraging a more upright seating 
posture; and RSI injuries associated with wonky 
wrist and arm positioning. 
www.officefurnitureonline.co.uk
£129 ex. VAT

5 Office plants
Live plants clean the air, increase happiness and 
well-being and, of course, look pretty great. Indoor 
house plants are perfect for creative spaces, and  
are harder to kill through malnourishment than 
studio pets. Hardy plants such as yucca and spider 

plants need little attention; or go the whole hog and 
employ the services of a bespoke plant company 
such as Funky Yukka to design, install and maintain 
your office greenery. 
www.funkyyukka.co.uk
Or just pick up a plant at your local garden centre

6 KALLAX Storage System
Walk into any creative studio and you’re likely to 
find a KALLAX system. Used as room dividers or 
bookshelves, Ikea’s standard shelving units are 
cheap, sturdy and plain enough to blend into any 
creative space. Optional inserts mean items can be 
locked away, while books or trinkets can sit proudly 
on display for easy access. 
www.ikea.com
From £20 for a basic unit

7 SKARSTA adjustable desk
Ikea’s idea of bringing flexible working to the 
masses relies on a mechanical crank to adjust the 
height of its SKARSTA desk by between 70cm and 
120cm. Other than its adjustability, it’s a pretty 
barren offering – but the simple white colour is 
a good fit for most creative environments. 
www.ikea.com
From £175

8 Holmris Milk Desk
Despite the hefty price tag, the Holmris Milk Desk 
gets our vote for its sheer attention to detail. Cables 
are tucked away in purpose built channels, while 
four compartments are designed into the desktop, 
clearing space on the main area. Laptops coupled 
up to a monitor can be conveniently stashed away, 
while optional extras include a goldfish bowl. This is 
the stuff of creative studio dreams.  
www.holmris.com
From £1500

9 SONOS PLAY 5
Far more unifying than a bunch of workers each 
hunched in headphone isolation, SONOS is the 
cream of the wireless hi-fi crop, and the PLAY 5 
is both big and loud enough to rock your space. 
Apple Music and Spotify support mean anyone can 
add tracks to the playlist, keeping things diplomatic.
www.sonos.com
£429

10 Softwall separators
While open office spaces are excellent for 
integration, they’re proven to be a drain on 
productivity. Softball’s room dividers aren’t cheap, 
but they’re brilliantly realised. The concertina design 
separators expand to 4.5m, can be moulded 
to pretty much any shape, are portable and 
compresses down to 50cm – meaning they can 
be tucked away in a corner when not required.  
www.molostore.com
From €1,800

BEST FOR 
Open plan 
studios which 
need ad-hoc 
secluded areas. 

BEST FOR 
Freelancers and 
directors with the 
budget to buy the best.

BEST FOR 
Pretty much every studio, 
regardless of size or scope. 

BEST FOR 
Studios on a budget who 
want ergonomic working.



LONDON 21 SEPT 2016
WORKSHOPS

Workshop only pass and combined 
workshop and conference  

pass available.

 
For the first time this year 

our schedule includes a day of 
workshops with a limited number 

of seats. Choose from:

SKETCHING INTERFACES   
Eva-Lotta Lamm

DATA IS DAWESOME!  
Brendan Dawes

START AND BUILD A  
PROFITABLE DESIGN BUSINESS   

Brad Weaver

FRONTEND ARCHITECTURE  
FOR DESIGN SYSTEMS 

Micah Godbolt

S T u D I O  C H E C k L I S T
The basic must-have checklist for 
setting up a creative studio space…

hot stuff
A kettle, coffee- and tea-making facilities. Hot drinks are 
essential for taking screen breaks and warming you up, and 
a caffeine boost is bound to be needed at some point. 

Quiet corner
Meeting rooms aren’t often available in smaller studio 
spaces, so think about using room dividers or bookcases 
to create a quieter and more private area.

sit on it
Chairs come in all shapes and forms, but given that you’ll be 
spending days on end on one, invest in the best you can and 
spend time setting it up correctly.

connections are made
Shared creative spaces offer phone lines and internet access 
as part of the package. If you’re setting up on your own, 
check out business rate offers on bandwidth and calls.

bank on it
If you’re a limited company, speak to your bank about 
the best account for your business. Perks often include 
equipment insurance and travel promotions. 

the mone y men
While it may hurt to hand over income in order to file a 
tax return, accountants pay for themselves. Find a local, 
reputable one who has experience in creative accounting 
(no, not that kind).

table talk
As well as individual desk spaces, a large table doubles up for 
meetings and communal lunches. Often these areas form 
the hub of a studio, so don’t be afraid to decorate.

nail f il ing
We’ve touched on storage, but in order to keep all of your 
paperwork in order, get some proper filing cabinets and agree 
and explain your system to everyone who’ll be using it. 

back it up
You know that sinking feeling you get when you lose a 
document you’ve been working on for a week? Imagine 
if it was your studio’s entire creative oeuvre. Invest in a 
networked back up storage device and use it. 

upgr ade pl an
Everything has a shelf life: hardware, software – even the 
chairs you sit on. Budget for replacing items as and when 
needed, and don’t try and eke out a few more months work 
from that 2009 iMac. It’ll all end horribly. 



SYDNEY 5 SEPTEMBER 2016
Generate is venturing Down Under! The show features John Allsopp, Nick Finck  

and Erika Hall, and will explore Flexbox, animation and responsive web apps

LONDON 21-23 SEPTEMBER 2016
A two-day, one-track event, plus a whole day of handy workshops!  

Speakers include Ida Aalen, Jeff Veen, Brendan Dawes and Mike Kus

BANGALORE 2 DECEMBER 2016
For the first time in India’s tech hub! This development-focused event will feature 

Harry Roberts, Jonathan Snook, Tim Kadlec and Shikhar Kapoor

www.generateconf.com
TICKETS ON SALE NOW
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 D ecisions, decisions, 
decisions… if there is one 
key aspect to the process 

of working with type it is that the 
designer or typographer will need 
to make a whole host of decisions 
before getting to a final design and 
layout. From size to understanding 
the hierarchy of the content, the 
designer needs to make the right 
choice at every single junction in 
order to not only create a good-
looking piece of work, but also one 
that the audience will understand 
and respond to.

In this feature, the decision 
making is broken down into four 

key elements – type size, weight, 
style and hierarchy – and although 
many other decisions will need to 
be made during the design process, 
these four, tackled correctly, can 
put you on a solid path to success 
with your design.

Size matters? 
When working with your content, 
it’s important to get a grip on the 
role each text element plays in 
the design. Different elements of 
the text will require different sizes 
applied to them, not only to aid 
reading, but also assist the reader’s 
navigation through a document or 

book. There are no hard and fast 
rules, such as headings must be 36 
point or text must be 10 point on 
a 12 point line feed – that is for the 
designer to experiment with – but 
you need to take care with the 
balance between the text elements 
and the format they will appear in. 
If you are setting large swathes of 
text across numerous pages, too 
small a size for the main reading 
text is going to make it difficult to 
read, too large and the text will be 
unwieldy in appearance and give 
your design an amateurish look. 
Most body text in books rarely 
appears above 10 point for the 

TYPOGRAPHY: 
STYLE AND 
SubSTANcE
In the second instalment of the ISTD’s four-part series on  
typography skills, Peter Dawson gives a refresher session on  
the rules regarding size, weight, style and hierarchy

Peter Dawson FISTD
Peter has over 20 years’ design 
industry experience, and 
co-founded his own studio, 
Grade, in 2000. He is a Fellow, 
former Chair and board member 
of the ISTD, and a visiting 
typography and design lecturer 
at various universities in the 
UK and overseas. He is also the 
author of The Field Guide to 
Typography (Thames & Hudson). 
www.gradedesign.com

  PART 2  
in the second part of our series on the art of typography we’ll be exploring type size, weight, style and hierarchy, 
an essential set of skills for any typographer to master. the better you understand typography, the better you can 
utilise type to enhance your design work, and your guide through this labyrinth of lettering knows it very well: he’s a 
design lecturer, studio founder and former chair of the international society of typographic Designers (istD).
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religion because it wouldn’t be a 
sympathetic choice for the subject 
matter. It would alienate the 
reader, and would result in poor 
sales or none at all. Choosing 
an appropriate typeface, one 
that creates the right emotive 
connection between the material 
and the reader, will get a much 
more positive reader response.

Topic and audience are key 
factors which provide strong cues 
towards the choice of typeface 
and the weights to choose to 
create the right balance between 
the various type elements on 
the page. Once again there are 
no hard and fast rules to apply 
as long as you are confident and 
experienced. Even body text 

main reading matter, whereas 
introductions (standfirsts), 
headings and subheadings 
can be as large as you like.

Weighty issues
You usually get a rough idea of the 
visual approach to take when 
designing a book (for instance) 
from the brief, the subject 
matter and the target audience. 
Decisions such as choice and 
weight of typeface can make the 
difference between the success or 
failure of a project. For example, 
I wouldn’t choose an ultra-
futuristic font for a book about 

There are no hard and fast rules to apply as 
long as you are confident and experienced. 
Even body text set in a bold weight can work

  PART 3  
in issue 258 (on sale 16 september), our 
third instalment will cover the finer 
points of leading, tracking and kerning, 
and how to achieve the right balance.

  PART 4  
Finally, our four-part series concludes in 
issue 259 (on sale 14 october), where we 
explore how working with grids can take 
your typography to the next level.

  PART 1  
an outline of fundamental typography 
considerations, plus a handy guide to 
some of the technical terminology. see 
back issues on p88 if you missed it.

SIze TIP

When setting body text, it’s 
important to consider the line 
length – the distance between 
the left and right edges of the 
text. Too long a line becomes 
difficult to read, the reader can 
lose their focus when scanning 
from one end of the line to the 
other. Similarly, too short a 
measure can make for ugly line 
endings and again will make it 
difficult for the reader to absorb 
the content when constantly 
scanning backwards and 
forwards. A good standard is to 
work with between 45 to 90 
characters per line. If you first 
consider the page size you are 
working with, then allow for the 
margins around the text, then 
adjust the font size to achieve 
the above character count, you 
will achieve optimum legibility.

Above In this example, just two weights 
of the Akkurat typeface (also used for 
the body of this feature) with minimal 
size variations, were employed to create 
a pared-back and stylish appearance 
in the typography, despite the large 
number of differing content elements.



S e p t e m b e r  2 0 1 6B A C K  T O  B A S I C S

computerarts.creativebloq.com
- 72 -

titling weights, the designer needs 
to judge the balance between sizes 
and weights used elsewhere in the 
design for other sub-headings and 
the space available in the chosen 
layout or format in order to decide 
on the right weight.

If feeling bold, you can even 
rely on a single weight from one 
typeface and simply adjust the size 

to create different hierarchies – it 
sounds much easier than it is to 
achieve a good result!

Style for substance
Choice of typeface boils down to 
context: what you are designing 
for. With a wealth of typefaces 
now available to buy or download 
for free (from websites such as 
Dafont), choice has never been 
wider or more readily available, 
and as a result the options can be 
overwhelming. 

For novice typographers, I’d 
recommend experimenting 
with some of the classic serif 

set in a bold weight can work 
– and look ‘edgy’ – although it 
is likely that over many pages 
the density of text will make it 
difficult to scan and tiring to read. 
Commonly you would choose a 
light or regular weight for a body 
text, accompanied by italics and 
maybe a medium or bold weight 
for captions and subheadings. For 

With a wealth of typefaces now available, choice 
has never been wider or more readily available, 
and as a result the options can be overwhelming

STylIng TIP

Italics should really be used to 
emphasise individual words, to 
highlight Latinzforeign names, 
or to distinguish published 
works within the body text. 
Personally, I’m not a huge fan 
of italics being used for long 
sections of body text or for 
headings – a Roman typeface 
has a much more attractive 
appearance and the reading 
experience is far easier.

Below The use of the Foundry 
Wilson typeface provides the 
correct tone for the context of 
this classic book on British trees.
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and sans serif styles, for example 
Garamond, Sabon and Times 
for the former, Helvetica, Gill 
and Futura for the latter. Examine 
how the characters sit on the 
page when formatted as reading 
text and as headings. Compare 
the space different typefaces need 
for the same number of words 
due to the different character 
widths and kerning. 

Hierarchy
An understanding of the copy 
structure (especially if it’s 
complicated) should be one 
of the first things a designer 

addresses when styling text.  
The structure governs the 
hierarchy and is a guide to 
choosing the appropriate sizes, 
weights and formats that make  
a design appealing and legible. 

You often come across 
situations where a book is  
divided into several sections and 
then further sub-divided into 

It is the demand of the content that drives the 
decisions made by the designer. This allows the 
reader to understand what they are reading

smaller chapters, each of which 
have pull-out features. It is the 
demand of the content that 
drives the decisions made by the 
designer. These decisions then 
allow the reader to understand 
not only what they are reading, 
but where they are in relation 
to the overall content of what 
they are reading. 

HIerArcHy 
TIP

When reviewing any length 
of text for the first time, it is 
worth scanning through the 
material to get an overview of 
its structure. It is a good idea 
to roughly place your text into 
an InDesign document with 
basic type-styling (galleys) 
to get a quick understanding 
of the parameters governing 
the styles, weights and sizes 
of the type.

Below With a range of hierarchical 
elements, the use of Plantin and 
Foundry Context typefaces are 
employed in heading, section 
heading, pull quote, body text and 
caption. Delicate balancing of 
size, weight and style results in a 
classic, clean, easily navigable design.



PRINT: myfavouritemagazines.co.uk/NETMAG16 

Discover the no.1 choice for web designers and developers.  
Each issue is packed with the latest trends, technologies and 

techniques, plus exclusive video tutorials. Don’t miss it! 

IPAD: netm.ag/net-ipad-uk OR netm.ag/net-ipad-us

PRINT & DIGITAL EDITION

TRY OUR 
DIGITAL 
MAG FOR 
FREE!



  p r o j e c t s  

computerarts.creativebloq.com
- 75 -

s e p t e m b e r  2 0 1 6

SubScr ibe t od ay f or pro inSigh t a nd pr a c t ic a l a d v ice e v er y mon t h – See pa ge 42NE VER MISS AN ISSUE of coMpUtER AR t S

computer arts goes behind the scenes with world-leading 
designers as they reveal their working processes…

get more from 
photoshop brushes 
Sara Barnes explains what she 
learned at Kyle T. Webster’s ICON9 
workshop on Photoshop brushes

direction of change
Design Project tells how it created a 
dynamic and adaptable new identity 
for packaging company Progress, using 
an arrow symbol as the main motif

hoW to striVe for perfection
Our exploration into the inner workings of CA’s UK Studio Rankings Top 30 continues 
with veteran agency The Partners, where the pursuit of excellence is everything

Virgin actiVe’s the pack: 
a spin class reVolution
Virgin Active wanted a new approach 
to bike-based exercise, so Wolff Olins 
stepped in to design the experience

proJects

82

76

89 92

Video 
insight
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how To STRIVE 
FoR PERFECTIoN
our exploration into the inner workings of 
ca’s uK studio rankings top 30 continues 
with veteran agency The Partners, where 
the pursuit of excellence is everything

VIDEo INSIghT

 F ounded back in 1984 by Aziz  
Cami, Keren House, David Stuart, 
Malcolm Swatridge and Nick Wurr, 
The Partners is one of a handful 
of veteran creative agencies with 

a design heritage spanning decades, and a 
towering reputation with no sign of waning.

executive creative director Greg quinton 
joined the partners fresh out of college as a 
junior designer, before rising through the ranks 
to become creative partner in 2005. For quinton, 
the agency’s ongoing success – it has won every 
major design award multiple times – comes 
down to a relentless pursuit of perfection.

Despite having that reputation to live up 
to, quinton argues that the drive to achieve 
excellence comes from inside: “it’s not about the 
rest of the industry,” he insists. “We care about 
our own pressure. if we worried about what 
everyone else thought, we wouldn’t do anything. 
Do we feel passionate and excited about the 
work? are we pushing ourselves? are we scared 
every day? that’s the stuff we care about.”

We spent an afternoon in the partners’ 
spacious three-floor studio in Farringdon, 
london, speaking to four different levels 
of creatives to get to the heart of what this 
means in practice. You can watch all the 
video interviews on our Youtube channel or 
play them from our digital edition, but below, 
we’ve shared some of the highlights...

As ECD, how do you ensure the creative calibre 
of your output is consistently high? 
Greg quinton: quality control is about trying 
to set a level. We have a piece of writing on the 
wall: a quote that i was on the receiving end of. 
it can only be described as a Ferguson hairdryer 
treatment from one of our founding partners, 
aziz [cami]: “are we the most creative agency 
in the world, or a bunch of fucking wankers?”

it’s an arrogant statement – deliberately 
arrogant, because if we don’t try we’re never 
going to get there. if we just give up hope, then 
what’s the point of even starting?

How does that ethos permeate the agency?
Gq: everybody here feels the drive, the internal 
energy, to do the very best work. When you leave 
every night you feel like you’ve done something 
different, that you’ve actually made a difference 
and pushed yourself; learned something new. 

this is not a job, this is a vocation. anyone 
who thinks this is not a vocation, go and work 
somewhere else. but it’s all about trying to get 
the very best result for our clients –we’re not 
artists, we’re in this for our clients. We’re doing 
this to make their businesses better.

With this ethos in mind, talk us through how 
you would review a piece of creative.
Gq: i use my objectivity. i come in with no grudge 
to bear, no baggage. i have no preconceptions, 
and sometimes no knowledge of the background. 
all i care about is: ‘is the idea there?’, ‘is the idea 
good?’ and ‘can we hold on to the idea?’ 

sometimes, we can get confused, overthink 
things and get muddled. things start drifting. 
i need a tape recorder to play back: ‘simplify, 
simplify, simplify.’ i must say it 50 times a day.

How do your CDs present ideas to you?
Gq: We have a monthly review, a quarterly 
review, and i catch up on the work all the time 
as well. so little should be escaping me, really.

When we do the monthlies, we try to put a 
post-it note up on top to express the idea in 
two, three, four words maximum. then we stick 
everything on the wall underneath. i hate things 
hiding in computers.

my role a lot of the time is mediating 
the democratic process. i’ll let everybody 

ThE PARTNERS
A consistent top 
10 performer in the 
UK Studio Rankings, 
CA’s annual peer 
reputation survey, 
The Partners works 
across a broad range 
of sectors – including 
professional services, 
retail, healthcare, fashion 
and leisure. Recent 
clients include Argos, 
British Heart Foundation, 
Investec and AirAsia.
www.the-partners.com
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Watch the videos on our YouTube channel: www.bit.ly/ca257-thepartners



S E P T E M B E R  2 0 1 6V I D E O  I N S I G H T

computerarts.creativebloq.com
- 78 -

gREg QUINToN
Executive creative director 
Describing his job as “one 
of the best in the world”, 
Greg Quinton has been at 
The Partners ”a long time: 
more than 25 years and less 
than 33 years,” with two 
breaks. “It’s exciting every 
day, and the challenges are 
always different,” he adds.

IN PURSUIT OF PERFECTION
In our first video, executive creative director Greg 
Quinton explores why The Partners is the perfect 
size to tackle both global multinationals and 
smaller boutique clients – and why a relentless 
commitment to excellence keeps both happy.

contribute, and then say ‘okay, in my view, i’d 
do X and Y, but remember this is your job.’ i’m 
not going to tell people what to do, i will make 
recommendations but ultimately it’s their jobs, 
their accounts, their clients.

i’m there to guide, steer, and occasionally get 
a bit cross. i limit the number of times i get cross; 
if you do it too often it waters down the effect.

Do you have a particular creative methodology 
that transcends all sectors and types of client?
Gq: the partners’ approach is that every client 
is unique; every situation is unique. Finding the 
unique solution for that client is about having 
a big idea, and that usually comes from the 
bedrock of great strategy. luckily we have a lot 
of clever people here – far cleverer than i am. 

those people help us to articulate what 
the need is for that client, and we work with 
them to fine-tune that until we understand 
the problem. then we turn that into a positive 
and communicate it – whether that’s just the 
strategic line, or a complete methodology. We 
always work together to get to that end point. 

How visually minded are the strategic team?
Gq: it’s a complete misnomer that strategy 
people are not creative. they are incredibly 
sharp, and very articulate. they need a bit of 
time and space to think and concentrate at 
certain times, but when we all get together to 
work through the strategic idea with the teams, 
it’s very much a collaborative process. it is not 
baton passing: ‘Here’s the strategy, go and make 
pretty pictures.’ that is not what we do here. 

Most smaller studios don’t have the luxury of 
a strategic department. Any advice for them?
Gq: i think smaller agencies shouldn’t over-
worry about the strategy side. at that point it’s 
about understanding the problem, and what 
you need to do. strategy is really important for 
certain clients, because it massively helps from 
a reassurance point of view. at a certain size, do 
you need it? You just need the reassurance that 
you’re doing the right thing. 

a client has to be very big to start worrying 
about other people. usually a 10-person studio 
is dealing with the top person – saying to the 
ceo, ‘i believe X and Y’ – and if the client’s bought 
into you, then why are they not going to trust 
you because you’re not a strategist? You’ve got 
wisdom, you’ve been around, you’ve got creative 
nouse – it doesn’t matter. the most important 
thing is, do you understand the problem? 

wATCh ThE VIDEo Now AT  
www.bit.ly/ca257-thepartners

Below: the partners’ recent 
simple value campaign for 
argos is shortlisted for a 
brand impact award in 2016 
(the agency’s rebrand of the 
retailer won a bia in 2015).

Bottom: one of quinton’s 
standout projects, this 
branding for the connaught 
hotel makes stunning use of 
illustration, and also won a 
brand impact award in 2015.



S E P T E M B E R  2 0 1 6   T H E  P A R T N E R S  

computerarts.creativebloq.com
- 79 -

STUART RADFoRD 
Creative director
SUZANNE NEAL 
Account director 
Stuart heads up one of two 
London design teams, each 
with around 15 designers, 
and works closely with 
Suzanne from the early 
stages of a brief.

MAKE THE MAGIC HAPPEN
In our second video, creative director Stuart 
Radford and account director Suzanne Neal 
reveal how The Partners’ ethos is put into 
practice, and how the creative, client-facing 
and strategic sides work together.

1  work to shared goals
large enough to have a dedicated strategy 
department, the partners ensures that its 
works closely with creative from the outset 
of a project. “in another organisation, as 
a designer you might be handed over the 
strategy and told to get on and bring that 
to life,” points out radford.

While radford and Neal concede that 
their agendas can conflict, the end goal is 
always the same: making a brilliant piece of 
work. “What i’m doing in terms of the 
creative process doesn’t always fit neatly 
into the blocks of time or budget that we 
have,” admits radford. “it’s a balancing act, 
and we both work together to build the 
really strong relationships we have with the 
clients,” continues Neal. 

2 Review work regularly
in order to maintain the agency’s 
impeccably high standards across a 
huge variety of projects, regular review 
sessions are essential. monthly reviews 
across all projects, at whatever stage, 
enable the creative directors to influence 
the work, while quarterly reviews act more 
as a benchmarking retrospective. 

“We also catch up daily or weekly with 
the client, and if it’s a longstanding client 
we may also do a six-monthly or yearly 
health check,” adds Neal.

3  Bring in external specialists
the partners particularly excels at 
collaborating with external craft specialists, 
such as illustrators – and Neal insists 
it all comes down to being honest about 
where your expertise does, and doesn’t, 
lie. “We can’t do everything,” she points 
out. “it’s about finding the right people 
for the job, and that’s not always us.”
    “You’d really end up limiting yourself 
if you brought that kind of thing in-house,” 
adds radford. “it means we’re not tied 
to any particular technique. We have the 
freedom to think of what is right, and then 
find the right person to do that.”

Stuart Radford and Suzanne 
Neal share their advice for 
pulling together as a team 
for the common good

ThREE SECRETS 
FoR SUCCESSFUL 
CoLLABoRATIoN

wATCh ThE VIDEo Now AT  
www.bit.ly/ca257-thepartners

Left: a stitch in 
time, a calendar 
created for Fine 
cell Work – a 
social enterprise 
that teaches 
prisoners craft 
skills such as 
needlework.

Below: this 
striking 
collaboration 
with papercut 
artist lorraine 
Nam made the 
investec journal  
into a thing of 
rare beauty.
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KATh TUDBALL
Design director
Having spent most of her 
design career at johnson 
banks, Kath joined The 
Partners this year. “Every 
design director here runs 
a small team,” she explains. 
“My role is about ensuring 
that ideas are pushed as 
far as they can go.”

PROGRESS YOUR CAREER
In our third video, one of The Partners’ newest 
recruits, design director Kath Tudball, reflects 
on career development opportunities for senior 
designers, how her creative team operates, and 
what she looks for in a new hire.

wATCh ThE VIDEo Now AT  
www.bit.ly/ca257-thepartners

1 Remember: ideas are everything
“the most important thing for all of us is 
that interviewees demonstrate really good 
ideas,” reveals tudball. “We need a certain 
level of craft and design skills, but our 
number-one priority is good ideas.”

2 Make your portfolio work hard
before inviting candidates to interview, 
tudball and her fellow hiring design 
directors will always review a website or 
pDF portfolio in order to identify the 
strength of their ideas. “obviously some 
ideas are more complex than others and 
benefit from further explanation, but we’re 
in communication – it has to communicate,” 
she continues. “if it doesn’t do it on that 
basic level, we will not go further. there’s a 
lot of pressure on that pDF to get your 
attention in a few seconds.”

3 Show your personality
once the potential in those ideas has been 
identified, tudball adds, how your 
personality comes across at interview is 
the next step. “How they compose 
themselves, how they explain their work 
– that’s really important too,” she says. “it’s 
really important for junior designers to get 
used to presenting their work, talking about 
their ideas, so they have the confidence to 
disagree with the creative director and do 
more of that client-facing selling of ideas.”

4 Move for the right reasons
Following her recent move to the partners 
after 14 years at johnson banks, tudball’s 
final advice is to think every potential 
career progression through carefully. 
“make sure you’re doing the kind of work 
you want to be doing; i wouldn’t recommend 
just thinking about progression and your 
career ladder,” she insists.

A relatively fresh face at The 
Partners, Kath Tudball has already 
been involved in hiring new team 
members – she shares her advice

how To IMPRESS 
AT INTERVIEw

Left and below: the 
partners developed the 
brand identity and 
packaging for london’s 
first winery, london cru. 
a map of the city blends 
with the shape of a vine 
leaf, while the name – 
lDN sW6 – references 
the urban location.
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Watch the videos on our YouTube channel: www.bit.ly/ca257-thepartners

EVELIN ToLEDANo 
AND ERIK BRATTESTED 
Junior designers
Hailing from Sweden and 
Norway respectively, Evelin 
and Erik both started at 
The Partners on one-month 
placements – and impressed 
enough to be invited back 
into full-time junior roles.

STAND OUT IN A BUSY STUDIO 
In our final video, junior designers Evelin Toledano 
and Erik Brattested share some anecdotes of how 
they impressed during their placements at the 
agency – ultimately leading to their first jobs.

wATCh ThE VIDEo Now AT  
www.bit.ly/ca257-thepartners

1 Do something memorable
brattested was lucky to have his placement 
period coincide with the agency christmas 
party, and he made the most of it: “everyone 
was doing these elaborate costumes – the 
theme was 1920s speakeasy,” he recalls. 
“i wore a spinning newspaper, like in a 
gangster movie. people noticed. i’m pretty 
sure that’s one of the reasons i’m here now.”

2 go above and beyond
meanwhile, toledano found herself in a 
position to throw herself into a project, 
assisting marketing/account executive 
meghan Hagerty on a public installation 
for london Design Festival, highlighting the 
mundane design that’s all around us. “We 
set up instructions for things, such as a 
bollard, or a dartboard, and stuck them all 
around the city,” she says. toledano proved 
indispensable, and the rest was history.

3 Embrace studio culture
the partners regularly runs little games 
and challenges, and when a competition 
called like For like arose – encouraging 
staff to post to the agency’s instagram feed, 
and compete for likes – both brattested 
and toledano got stuck in. toledano’s travel 
photos eventually won, but in close second 
(extra points for effort) was brattested’s 
Doppelgingers, in which he dressed up as 
red-headed characters such as tin tin, 
chucky from rugrats and ron Weasley.

4 Believe in your ideas
brattested and toledano agree one of the 
best things new juniors can do is contribute 
ideas. “Don’t think it’s a bad idea. Just say it, 
write it, put it on the wall,” urges toledano. 
it’s something brattested admits he still 
struggles with: “if we’re brainstorming i may 
think: ‘that’s a silly idea,’ but if you don’t get 
it out loud it’ll never go anywhere,” he adds. 
“Don’t be shy – ironic, coming from me.”

Junior designers Erik Brattested 
and Evelin Toledano reveal how 
they impressed The Partners on 
their placements (and beyond)

FoUR wAyS To 
gET NoTICED

Left / bottom left: 
Junior designer 
erik brattested’s 
uncanny portrayal 
of chucky from 
rugrats and tin 
tin came second 
in the agency’s 
recent instagram 
challenge.

Below: one of 
evelin toldano’s 
collection of travel 
photos, which 
pipped  brattested 
to the post for 
most instagram 
likes despite his 
commendable 
efforts.
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Direction of change: 
progress packaging rebranD
How leeds-based studio Design Project rebranded progress with 
a dynamic and adaptable new identity that points to the future

proJect Diary



proJect factfiLe 
brief: To reflect business growth, consumer 
diversification and refinement of its working 
methods, luxury packaging manufacturer 
Progress turned to Design Project to create 
a new identity to help refocus its brand.
stuDio: Design Project, www.designproject.co.uk
cLient: Progress, www.progresspackaging.co.uk
proJect Duration: 6–8 months
Live Date: Ongoing

James LittLewooD 
Director, Design project
James is co-founder and director 
of Design Project – established in 
Leeds in 2004. Design Project helps 
to transform brands with ideas 
that add value, shape vision and 
achieve success. Clients span both 
corporate and cultural sectors.
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the Design brief
James Littlewood

progress is a company that manufactures 
packaging solutions for retail and luxury brands 
and has been an ongoing client of ours for 
the last 11 years. We developed its previous 
identity over a decade ago, and at the time went 
through a similar analytical process to assess 
how effectively the brand was communicating. 
back then it was about helping to gain a firmer 
footing in the creative sector. agencies would 
commission progress to produce packaging for 
their own clients.  

Fast forward 10 years, we’d become more 
aware of progress’ frustrations with aspects of 
its approach to clients and it came to the point 
where we identified it was time to reassess and 
think about changing.

Historically, progress primarily worked with 
agencies and would liaise day-to-day with 
creative directors and designers. organically 
over time the company has diversified to work 
more directly with end clients to service a 
more expansive range of packaging formats – 
liaising with production managers and buyers 
to fulfill this type of work. the demands of 
this new customer group were different, and 
because of this change, the way progress was 
communicating was no longer fully accountable. 
it needed to broaden its approach to find ways 
of talking to these new types of customer.

the rebrand came as a result of a strategy 
presentation that we put to progress about 
its marketing engagement in a wider sense. 
We said we thought it was a good time to 
reassess, and look at new areas of opportunity. 
the identity was one of those areas that 
progress saw the value in changing – it being 
a meaningful tool to help market the business 
to a broadening range of clients.



01 adding ‘partners’ to 
the progress packaging 
identity is helping 
reposition the company.

02 a dialogue helped 
de-clutter some of the 
complexities of the brand. 

03 a compliments card 
keeps the message 
simple but stylish.

04 the new letterhead is 
crumpled here to indicate 
its ephemeral nature. 

unuseD iDeas
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conceptually, our 
ideas focused on 
looking closely at three 
elements – the name, 

the arrow symbol and the positioning statement.  our 
thoughts usually start with the words so we began 
by looking at different combinations – not really 
thinking about aesthetics at this stage. 

We then went on to 
look more closely at the 
symbol. this included 
exploring different ways 

of interpreting an arrow. the more linear approaches 
seemed graphically weaker, whereas the bolder 
versions created interesting opportunities when 
looking more closely at the architecture of the shape.

DeveLoping the strategy
Stephen Taylor

the challenge for us was that the rebrand 
needed to be something very simple, but 
not static. most importantly, it needed to be 
adaptable. this is what defined our approach 
when we were in dialogue with the client about 
developing its identity.

one aspect of this is seen in the adjustment 
of the company name. the formal name of the 
business is progress packaging, but we thought 
it was much stronger to separate this out and 
celebrate the name ‘progress’ in its own right. 
this then allowed us to formulate the positioning 
statement ‘packaging partners’ as a strategic 
element, describing the way the company 
engage with its clients. this is not something 
that comes from one, singular perspective. 
a partnership is more all encompassing, it’s  
ongoing, there is longevity about it.

 the arrow that’s embedded in the identity 
is a visual device based around the idea of 
progress itself. that concept is borne out in 
the way that progress works with people. it’s 
a continual dialogue, and that dialogue is part 
of the story of the new identity.

 as an example, progress could be producing 
some presentation packaging, for instance. it 
could be a very high specification project that 

changing 
Direction 
the refining process of 
the new progress identity 
explained…

stephen tayLor 
senior designer, Design project
Stephen studied at Edinburgh 
College of Art. He went on to work 
at Made Thought in London for 
six years until 2015, when he 
returned home to Yorkshire 
and joined Design Project.

01

03

02 04
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stephen taylor explains how the new 
progress identity took shape

the arrow is embedded in the company’s 
name – progress. it implies movement, 
change, improvement and direction. 

there is a duality, too. certain aspects 
of what the client does are quite raw, 
unfinished and basic, and at the same time 
what it ultimately creates is definitive and 
polished. the typography reflects this. We 
used Helvetica Neue condensed bold for 
the ‘progress’ name as seen on the business 
stationery. the secondary typeface used 
for ‘packaging partners’ is apercu mono by 
colophon Foundry. it’s a monospace typeface 
and hence it has a more utilitarian aesthetic. 
it links to the idea that progress as a business 
is all about the details – specific bits such as 
the inner core of a box, for instance, or the 
company’s attention to the finish on the outer 
such as foils, inks and embossings.

it’s something that is embedded in the 
identity as the whole campaign rolls out. so, 
likewise the business cards are made from 
a Greyboard material and then printed one-
colour both sides, and foil-embossed with 
the logo to finish. it’s using basic materials, 
but interpreting them in a more luxurious way.

progressing 
the branD

brand physicality of the mark was refined 
and developed with Generation press.

Design project paired Helvetica Neue condensed bold with apercu mono

the simple arrow motif is utilised across 
various aspects of the brand. 

 the visual identity allows the content creation to be flexible, and will withstand future exploration.
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has many aspects to it such as acrylic, screen 
printing, box making and inserts. there’s also 
the consideration towards factors like logistics, 
distribution, collation and stock management. 
these may be unglamorous to a designer, but 
they are incredibly key things for production 
managers to think about.

We didn’t want the rebrand to be something 
singular or not really integrated with the wider 
scope of progress’ services. 

concLusion
James Littlewood

the initial launch has been very well received. 
From feedback so far, the clients can already 
see that it’s evolutionary change – and for all the 
right reasons. From our perspective, this bodes 
really well for progress in terms of the business 
being able to communicate all aspects of its 
services in so many new and engaging ways. 
it will be able to keep people interested, and 
continue the dialogue with clients within a clearly 
defined brand framework. 

progress views its identity as part of the wider 
engagement strategy, and because it buys into 
this strategy, can see that the reason behind 
changing the identity was key.

the progress team also think that the idea 
of partnership is strong because it underlines 
a commitment to clients. it’s proof that the 
company is not just interested in a one-hit 
project where they walk away when it’s complete. 
progress is passionate and committed to 
building long-term relationships with clients.

 For progress, the new identity has been a 
rejuvenating and positive change. it now has a 
way of communicating information to people in 
a way that can constantly evolve, and in a way 
that its customers will identify with and find 
interesting from their perspective.

We can keep adapting the arrow. it’s not 
static and one-dimensional, it can move with 
the communication needs of the business. We 
have a device that is adaptable in print, online, 
in motion – across all channels of marketing and 
promotion. more is on the way. We’re currently 
working on a completely new website as part 
of a new ongoing electronic comms campaign. 

 all of these aspects knit well together to 
form a really strong story.  

05 & 06 the arrow 
recreated from a 
strap of leather on 
a tote bag.

07 tactile black 
gloss on black 
business cards 
gives a classy feel.

08 luxury carrier, 
also featuring the 
arrow mark.

09 Design project 
created an array 
of pieces 
demonstrating 
the identity, 
including this 
leather emboss.

05

0908

06 07



“We can keep adapting 
the arrow. It’s not static 
and one-dimensional, 
it can move with the 
communication needs 
of the business.”
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10 the arrows 
lend a chevron-
style effect to 
this branded 
parcel tape.

11 the corner of a 
red-lined box lid 
shows the logo in 
a packaging 
context.

12 perspex layers 
give a prismatic 
effect to the arrow 
motif once again.

11 12

10



B A CK  IS SUE S

Never miss
aN issue!
Catch up on anything you’ve 
missed by downloading our 
digital back issues on iPad, 
Android and more...

Download Computer Arts for your iPad, iPhone or iPod Touch and enjoy streaming video and bonus image galleries.

A digital replica of CA is also available on Google Play and Zinio, as well as Kindle, Nook, Windows 8 and more.

PREFER TO READ ON ANDROiD, PC OR MAC?

GOT AN APPLE DEViCE?

www.bit.ly/CA-GooglePlay    

issuE 256
AuGusT 2016

   2016’s new stars 
of design revealed

   Relocate, re-skill or 
get promoted? Earn 
what you deserve

   Adrian Shaughnessy's 
five design truths

   Top creatives debate 
North's Tate rebrand

   We kick off a four-part 
focus on typography 
skills with the ISTD

www.bit.ly/CA-iPad    www.bit.ly/CA-iPadus (US store) 

www.bit.ly/CA-Zinio  

issuE 254
JuNE 2016
Learn what global sporting 
events can teach you about 
branding,  make your illustrations 
move, plus how to deal with 
branding backlash

issuE 252
MAy 2016
Key packaging trends you 
need to know, plus tackle 
the toughest branding 
challenges and discover how 
to sell your designs online

issuE 253
sPRiNG 2016
Discover five killer self-promo 
strategies, how to become a 
creative entrepreneur and how  
to attract attention at your 
graduate show

issuE 255
JuLy 2016
Master the art of branding with 
help from SomeOne and discover 
everything you need to know 
about climbing the ranks of 
a design studio
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Get more from 
PhotoshoP brushes
Sara Barnes shares highlights from Kyle T. Webster’s 
workshop at icoN9, which focused on how photoshop 
brushes can be used to mimic natural media

WorkshoP

NE X T MONTH

animate  
in ae

Get tips on after effects 
in part two of our iCon9 

workshop series
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kYLe t. Webster 
freelance illustrator
Kyle T. Webster is an illustrator who has drawn 
for most major publications, as well as advertising, 
publishing and institutional clients. He has created 
two Top 50 mobile games, and is the founder of 
KyleBrush.com, the company behind the best-
selling Photoshop brushes for professional artists.

CreatiVe insiGhts
Sara Barnes

Kyle T. Webster’s custom Photoshop brushes 
are praised for their ability to recreate pencil 
lines, brush strokes and even the blotted 
drips of a ‘runny inker’. Compare a piece that 
was painted by hand versus one completed 
with Webster’s brushes, and you might be 
hard pressed to tell the difference between 
them. Webster has been creating and refining 
these tools since 2013, with over 300 of them 
currently for sale via www.KyleBrush.com.

DraW more naTurally 
using Webster’s Hb tilterrific brush is like 
sketching with your favourite pencil. the brush 
uses tilt recognition technology – to use it you’ll 
need photoshop cs6 or higher, plus a tablet with 
tilt recognition – allowing you to simultaneously 
draw with the tip and side of the stylus, creating 
a natural, gradual shift between them. 

creating a range of different line weights and 
thicknesses is as easy as pressing on the stylus, 
and to change the width of a stroke, hold the 
pencil at different angles. light pressure at a 
high angle with a wide stroke yields a faint mark, 
while heavier pressure held at a low angle makes 
a darker, thicker pencil line. 

HarmoniSe ColourS 
Webster uses the oil rich brush to achieve 
colour harmony in his illustrations. the digital 
palette is treated like a physical one, and he 
starts with three primary colours on the screen. 
this brush is designed to have slight variations 
in tone – each click yields a slightly different 
colour and zooming in on a hue will reveal its 
multifaceted tones. the brush defaults to a 
multiply effect, so layering red and yellow, 
for example, will create an orange hue. use the 
eyedropper tool to sample and apply the newly 
produced colour, repeating this process until 
you have a robust palette.

emulaTe naTural meDia 
the ultimate real Watercolor pack recreates 
wet media, so the brushes look and act like real, 
soaked paintbrushes. With the round 60 brush, 
the texture and translucency of watercolour 
pigment is reflected as you move the stylus. 
edges overlap, refusing to blend as if they’re 
already dry. to remedy this, Webster suggests 
using a combination of brush and effects. after 
you’ve finished with the round 60, use the soft 
edger 2, which is like applying water to blend all 
the colour into one. this, however, takes away 
some of the paper-like texture, but there’s a 
fix: Webster’s paintbox set features Wash 200 
Watercolor paper to recreate the paper look.  

01

04

07



WorkshoP info 
DetaiLs: Creator of www.KyleBrush.
com, Kyle T. Webster demonstrated how 
his Photoshop custom brushes can create 
a range of effects.
LoCation: Hilton Austin, 500 East 
4th Street, Austin, Texas
Duration: Three hours 
number of attenDees: 24
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HB Tilterrific brush
01 adjusting your tablet’s 
pressure settings is the key to 
effectively using the Hb tilterrific 
brush. “play with pressure 
settings to adjust to the way you 
like to draw,”  says Webster. 

02 to acquaint yourself with 
the brush, draw a pair of simple 
boxes – one that’s heavily shaded 
and one that isn’t.

03 Webster recommends the 
tilterrific brush for sketching.

oil rich brush
04 every time the oil rich brush 
is used, there’s a slight variation 
in tone. this offers subtle yet 
multifaceted hues.

05 by layering red and yellow, an 
orange hue is created. this can 
be sampled and used effectively 
in a digital painting.. 

06 Webster suggests organising 
yours palette with dabs of 
complementary colours like 
this, for ease of reference. 

Watercolor brush pack
07 the Wamazing watercolor 
brushes change their pigment 
based on pressure. the heavier 
your hand, the lighter the colour 
looks – as if it’s being diluted 
by water. 

08 the soft edger 2 will blend 
overlapping edges into one 
cohesive colour. 

09 Wash 200 Watercolor paper 
brings back the texture lost from 
using the soft edger 2.

02 03

05 06

08 09
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VIRGIN ACTIVE’S ThE PACk: 
A SPIN ClASS REVoluTIoN
When virgin’s chain of gyms wanted to add an exciting new approach  
to bike-based exercise, Wolff Olins came in to design the experience  

PRoJECT dIARy



PRoJECT FACTFIlE 
BRIEF: Virgin Active wanted 
Wolff Olins to come up with a 
group cycle experience that 
would be fun for participants, 
and that would thrive on the 
energy of the Virgin brand. 
It needed to be a proprietary 
‘game’ that would get people 
excited about going to spin 
while also providing an 
intense workout.

AGENCy: Wolff Olins,  
www.wolffolins.com
ClIENT: Virgin Active, 
www.virginactive.co.uk
PRoJECT duRATIoN:  
Four months
lIVE dATE: May 2016

01

04
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FRom BRIEF To CoNCEPT
Richard Houston and Caroline Goodwin

at Wolff olins, we’ve got a really good 
relationship with virgin active that started a 
couple of years ago when we helped them put 
together a fitness product called the Grid. 
imagine a gym floor divided into 2x2m squares, 
and each square is a station. participants 
move from one to the next doing a very intense 
workout. We worked on the user experience 
and the visual identity for that.

in terms of our brief for the pack, the 
key thing to understand here is the shift 
in the industry. mainstream gyms often 
license classes from external providers 
but the problem is that makes a lot of the 
offerings very similar. Now brands like barry’s 
bootcamp, soul cycle and 1rebel are coming 
up with new alternatives. What virgin active 
needed was a proprietary fitness product; one 
that would stay relevant in a changing market 
– a product that really excites people and that 
they are willing to pay a premium for.

to design a new type of group cycle class 
the big challenge for us was to move spinning 
from what is traditionally a relatively solitary 
experience – you strap in and chase individual 
goals – to something much more team-based. 
We had to avoid it feeling repetitive and look for 
new ways to motivate people, to make sure it 
was an intense workout.

 
ThE CREATIVE PRoCESS

From a design perspective, this meant that 
the approach was based on bringing to life 
the concept of fun team competition. that 
led to the idea of ‘the pack: together We 
ride’, where teams compete in a series of on-
screen challenges. because this would be an 
installation with connected bikes, interactive 
screens, lighting, software and hardware, the 
challenge on the technical side was to work 

01 the team at Wolff olins 
came up with competition 
concepts for the pack 
and sketched out a 
narrative for each game 
before deciding which 
would work best. 

02 Dael Williamson of 
virgin active joined up 
with the Wolff olins team 
to review the visuals and 
game concepts.

RIChARd houSToN 
Strategy director and global 
principal, Wolff olins
As well as Virgin Active, Richard 
has worked on Wolff Olins accounts 
including EE and Skype. He assembles 
teams, helps define the creative 
approach, and also teaches in WO’s 
learning initiative, Kitchen. Outside 
work, he advises the London start-up 
Tech Will Save Us.
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PRoBlEm SolVEd with all the different kit and parties involved – 
adding to that notion of a team effort!

the first stage in our creative process was to 
‘listen and observe’. it involved working closely 
with the virgin active teams, going to different 
kinds of classes, interviewing the instructors 
and members and considering different ideas. 
based on our findings, we then made a long list 
of game options and developed the overarching 
product concepts.

after that, we entered the ‘define and 
design’ phase – taking that long list of ideas 
and whittling it down into what became pack 
challenges. We also began working on the studio 
design and thinking about how the studios 
would be kitted out – including the hardware, 
lighting, screens and how they’d be configured. 

this had an impact on the game designs too. 
For instance, we had an idea for a tug-of-war 
challenge, which would have worked if we’d had 
six teams as we’d planned. However, the studio 
design worked best with three teams. so tug 
of War became sumo – a challenge where you 
use your power as a team to push the other 
two teams out of the ring. the other three pack 
challenges were refined to become speed 
Freaks, Hold the line and big burnout.

mAkE ANd BuIld
once we’d picked the game concepts, in the 
‘make and build’ phase we storyboarded 
each challenge. they’d all have a beginning 
counting down to the game starting, the game 

hoW mANy TEAmS?
Three is the magic number as the shape of studios leads 
to the invention of Sumo without the chanko nabe

During the early stages of development, a long list of ideas was drawn 
up, and as many as six teams were envisaged. However, once the shape 
of the virgin active studios was factored in, three teams seemed more 
appropriate. this meant that two-way competitions, such as a planned 
tug of War game, in which two groups of three teams would cycle hard 
against one another to drive the on-screen battle, had to be rethought. 
so instead of tug of War, we invented sumo, where the team whose 
participants cycled hardest collectively gained the power to push 
the other teams out of a virtual sumo ring.
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  W o l f f  o l i n s  f o R  V i R g i n  a c t i V e  

SPIN 
doCToRS
houston and Goodwin 
share tips gleaned from 
hours in the gym 

itself, and then the result of each contest as 
shown on the screen. We also implemented 
the design and made it more detailed, such as 
how the arrowheads representing the teams 
would be animated and how the workout 
would drive the lighting, the music feed and 
the on-screen graphics.

Finally, there was ‘connect and activate’ – 
which was the critical handover stage, making 
sure everyone had what they needed to take it 
forward to launch, whether that was Deloitte 
Digital who were making the instructor app, or 
speaking to virgin active’s internal teams to 
make sure they had what they needed to install 
and roll out the product.

it’s now in 13 gyms across the uK and italy, 
with more launches planned. people who have 
done it have been saying things like: “i normally 
wouldn’t do a spin class but this has been way 
more motivating and participatory.” Which, at 
the end of the day, was what we were going for. 

TAlk To uSERS
in a spin class there are two 
audiences – the cyclists and the 
instructor. both had different 
requirements so recognising 
that early on and making sure 
there were lots of opportunities 
for us to speak with both was key.

ExPERIENCE FIRST
traditionally, you’d do the strategy, 
produce a design, then implement, 
but we believe in experiences first 
and that the identity must help 
deliver the experience. Here we had 
to define the experiences and test 
them as early as possible.

BRANd ENERGy
We could have easily come up with 
a tour de France imitation. instead, 
everything from the name of the 
challenges – speed Freaks, sumo, 
big burn out, Hold the line – to the 
on-screen messaging reflects the 
energy of the virgin active brand.

03 in Hold the 
line, teams 
compete to keep 
a steady pedalling 
revolutions per 
minute (rpm) so 
that their icon 
pushes the line 
at the top of 
the screen. 

04 sumo 
challenges the 
teams to crank up 
the power output. 
the most powerful 
team has the 
biggest circle and 
pushes out 
competitors. 
 

05 in the big 
burnout, the aim 
is to be the first 
to burn off 4000 
calories on the 
bike, with the 
teams’ icons 
drilling into the 
triangle for victory. 

06 speed Freaks 
is a flat-out racing 
scenario with the 
screen displaying 
a circuit. 

07 the identity for the pack, 
along with marketing materials, 
was just one part of the brief the 
Wolff olins team were given.

08 in this screen test, Wolff olins 
tested how the graphics 
displayed on a video wall made 
up of numerous monitors. 
 

09 communications material had 
to convey not just that the pack 
is unique, but also that it’s fun 
and more colourful than the 
classes other gyms offer. 

CARolINE GoodWIN 
delivery director, Wolff olins
With two decades of experience in 
digital, Caroline has worked with some 
massive clients including Vodafone, 
HSBC and the Co-op. At Wolff Olins, 
her focus is on coming up with ideas 
about how brands can deliver their 
products and services digitally.
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S N A S K I F I E D

S
o you want to start an agency? 
Well, we only have one thing to 
say: just fucking start it. There’s 

no better way to learn how to run a 
business than to throw yourself into it 
and start doing instead of talking. We 
started up straight after university and 
realised that if we learn from most 
mistakes, we will kind of form our own 
way of working and seeing things by 
basically fucking up all of the time. We 
didn’t only bounce into boundaries, we 
decided what those boundaries meant 
to us, if they even were an obstacle or 
rule that we wanted to live by.

conservatism is one of those 
boundaries that we decided to run over 
or run past. there are so many rules that 
so many people have created. there is so 
much advice you can read, and so many 
great people you can learn from. but all 

in all, you just have to start or you’ll go 
nowhere. also remember that starting 
your own business will always be risky. 
You’re putting your future into your own 
hands. You are in control and will feel 
like you’re not at all in control – that’s 
natural. but nothing good ever came 
without a risk, so go for it.

also, in our mind, there’s no such thing 
as right or wrong choices in life. You make 
different choices all the time, and those 
choices will create a path. that path is 
the story of your life. if we could go back 
to ourselves 10 years ago and give one 
piece of advice, we would say: “calm down, 
everything will work out in the end.”

Why? because it always does. if you 
fuck up completely then that’s a part of 
life and is something that everyone does, 
one way or another. probably you won’t, 
and will just create an amazing studio that 

will write itself into the history books for 
being the most awesome and jaw dropping 
studio there ever was.

S N A S K  O F F !
snaskified is a recurring column by snask, 
the internationally renowned creative 
agency that strives to challenge the 
industry by doing things differently. snask 
worships unconventional ideas, charming 
smiles and real emotions, and sees the old 
conservative world as extremely tedious 
and as the world’s biggest enemy.

 
Fredrik Öst 
  www.snask.com

People getting in the way
What’s the deal with those 

automatic pathways in 
airports, where people 

just stand – as if they built 
them so that people don’t 

have to walk? Idiots. 

Is there any new field 
you would like to diversify 

into, in addition to film, 
design and branding?

Yes! We do so many other 
out of the ordinary things, 
and next in our plans is a 

bar concept as well as our 
own fashion line.

Making contacts
We just met people 

for new business from 
Mallorca, Hawaii and 
Singapore. Travelling 

and doing talks pays off. 
Meeting people in person 
makes all the difference!

Pure laziness
The opposite to ambition. 
We are all easily seduced 
by it. But don’t let it take 

too much grip, since it will 
make you slow and less 
competitive – especially 

in later life.

EnEMy of 
ThE MonTh

GoSSIP 
Q&A

CAndy
ThuMbS uP!

fIlTh 
ThuMbS doWn!
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BRAND IMPACT 
AWARDS WINNERS 

REvEAlED
stay ahead of the curve as an illustrator with 

practical advice from icoN9

INDUS T R Y  I S SUE S

Plus: inspiring projects, current issues and  
expert analysis from the global design scene

NEXT MONTH

ON SAlE 16 SEP

part three of our istD typography skills series 
tackles leading, kerning and spacing

B A CK  T O  B A S IC S
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Here in the karlssonwilker studio on 
6th Avenue, New York, you will not find 
a collection of stickers, toys, posters, 
or other knick-knacks. Neither will you 
find anything that resembles a properly 
cared-for archive. The actual products, 
samples and our dummies slowly 
disintegrate, and become unusable, 
unpresentable – they’re absolutely 
full of blemishes, dust and cracks. 

Neither Hjalti, sandra, Kenny or i use 
sketchbooks or diaries. everything around 
us is very loose and fleeting. as soon as 
something is out in the world, we are fine 
with it starting to fade. What we do hunt 
for, though, are processes and approaches 
to make things through various means of 
production, which basically translates into 
us spending time with software. 

back in the early 2000s, we played for 
years with illustrator’s tools and plug-ins, 
ending up each time with spiky vector 
chaos. later, we switched our attention to 
lightwave, and eventually most other 3D 
modeling software, which of course offer 
never-ending pleasure and surprises, as 
well as confusion. some non-adobe design 
software, like inkscape and Gimp were 
also beautiful to explore (try eschewing 
adobe – it’s a pretty good feeling to forgo 
a de facto monopoly for a day or two). 

our curiosity leads us to surrounding 
ourselves with starting points for 
processes, be it the latest software 
or crayons (although crayons haven’t 
happened yet). Yet, being surrounded 
with finished work – whether ours or that 
of others – would feel like surrounding 
ourselves with dead people; conversations 
happen with people who are alive.

What we are looking into right now 
is spending time with our beautiful vinyl 
cutting machine, which we have had for 

quite some time, using it predominately to 
execute our designs in a straightforward 
manner. Now, we are revitalising it by 
starting on a longer exploration with vinyl 
and textiles, using it as a starting point, 
not a means to an end. We ordered lots of 
vinyl and our heat press is ready and are 
looking forward to what might happen. it is 
always exciting to start a process without 

having a clue where we will end up. We’ll 
post our findings and failures on our 
instagram account @karlssonwilker.

as robert louis stevenson said: 
“For my part, i travel not to go anywhere, 
but to go. i travel for travel’s sake.”

and in a pleasing twist of fate, that 
instagram account will be a proper 
attempt at collecting and archiving. 

cutting edge 

karlssonwilker’s beloved 
vinyl cutting machine 
is given pride of place 

within the agency

This month, Jan Wilker – co-founder 
of karlssonwilker – discusses why the 
agency doesn’t go in for traditional 
archiving, and how he is rediscovering 
his love for a vinyl cutting machine



Celloglas is the UK’s leading specialist in decorative print finishing. Decorative print finishes can be
used to deliver innovation and added value, increase user interaction, demonstrate brand category
leadership, enhance sensory experience and even stimulate debate in social media circles.

Publishing / Packaging / Multimedia / Promotional / Greetings

Ask us about:

Silkscreen applications
Gloss UV / Matt UV / Tinted UV
Textured / Cellotex
Water based varnish
Pealescent Varnishes
Re-moist Gumming
Fragrance burst / scratch and sniff
Thermochromic Ink / Rub and Reveal
Photochromic / Light reactive
Fluorescent Inks / Glow in the dark
Silver and gold latex / Rub and remove
Hi-build UV
Glitter varnish

Call or go to www.celloglas.co.uk to order your sample pack of finishes

Contact - Reading: 0118 930 3003 / Leicester: 0116 263 1010 / Leeds: 0113 271 1320
sales@celloglas.co.uk / www.celloglas.co.uk

High Speed coatings New
Gloss and Matt varnish combinations
Textured varnish
Fragrance burst / scratch and sniff
Pearlescent varnishes
Velvet varnish - New
And many more…
Lamination
Cellotouch - Soft-to-touch
Cellogreen - Recyclable and biodegradable
Gloss / Matt / Anti scuff / silk / linen / holographic
Cellolux - Luxury lamination
Foil Blocking
Metallics / Pigment foils / Holographics / Security foils / Textured foils

Ask aboutMirri - A division of Celloglas
www.mirri.co.ukA world leadingbrand of metallic paperand board



Want to create  
work like this?
Unleash your inner creative and start designing! Shillington’s innovative 
approach to design education means our students can achieve amazing 
results in a seriously short amount of time. In just 3 months full-time or 
9 months part-time you’ll graduate with a polished portfolio of commercial 
work, ready to land your dream job. 

ENROL FOR SEPTEMBER—ONLY CHANCE FOR PART-TIME STUDY!

 
shillingtoneducation.com

F shillington.fb   T @shillington_

LONDON • MANCHESTER • NEW YORK
SYDNEY • MELBOURNE • BRISBANE
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READ COM
PUTER ARTS ON YOUR iPAD 

start your 30-day trial at bit.ly/Ca-iPad
DIGITAL BACK ISSUES AVAILABLE 
see page 88 for full details

SUBSCRIBE TODAY AND SAVE UP TO 54%
 

get print, digital or both at bit.ly/casubs
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