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GFFOSITE
Berlin

Sean Adams - 2014

Poster

Hed 15 used with the extreme layout
toviscerally communicate the ides
of squeering.

Foreword
Seeing Red

For vEars, JOSEF ALBERS TAUGHT A COLOR cLASS at Yale that began with
an identical assignment. Participants were each asked to bring in examples of
something red—found objects, loose remnants, the detritus of the evervday—
their purpose or provenance of little concern. Thus challenged, students would
enthusiastically disperse, each seeking the perfect specimen: from rescued
textiles to tarnished metals, paper samples to paint chips, old discarded pizza
boxes to treasured hits of propaganda, each hoped to impress the great master
with dazzling brilliance and impeccahle taste,

Returning to the studio to pin up their findings, the students soon saw that the
intended lesson was little more than a demonstration of the impossible. Beauty
isindeed in the eve of the beholder. Color is an exercise in visual slippage:

it's intrinsically and deeply personal. No two reds could ever—indeed, would
ever—match.

And that, observed Albers, was precisely the point

Sean Adams is spot-on when he says that color 1s subjective. It's also tricky,
idiosyneratic, and prone to mercurial shifts of temperament. Flowers hloom
bright before fading. Pigments can be engineered to dye or to dissipate,
Staring at a spot of blue for too long will result in a subsequent burst of
perceived orange—a useful operation when explaining optics to students, but
an exasperating exercise for anyone hoping to be rewarded for their serutiny,
or, for that matter, their stamina. It's all fascinating—if bewildering—making
decisions at once perplexing and onerous,

This book provides an invaluable resource for visual practitioners, offering
hoth conceptual guidelines and concrete examples for the color-challenged.
Calor perception is not only personal, it's contextual, gesturing to all sorts

of invisible phenomena that arbit, for most of us, in a seemingly endless

and unbidden referential haze. Colors spark memories, cue emotions, and
trigger willful associations. When too close in value, adjacent colors can shift
from harmonious to hilarious (certain bridal parties come to mind), while
improperly eontrasting hues will snoner eompete than cooperate.

Inthe end, all color embraces a spectrum of light that may never be possible to
fully comprehend. Aristotle tried, and so did Goethe and Wittgenstein. (Isaac
Mewton tried, too.) Perhaps this is why Josef Albers always returned to that
deliciously simple exercise. My red is not now, nor will it ever be, the same as
wours. And that, as this book so eloquently demonstrates, is precisely the point.

—Jrssica HELFAND

CHOMALOA



10

HOTOO 40 AHVNOILOIA 5 HANDISEA THL

voor oy

Introduction

COLOR 18 SUBJECTIVE AND EMOTIONAL, [t is often the most volatile element
of a project. To declare that the choice of a favorite color is inferior is to
personally attack a person’s core. A client may arbitrarily demand a specific
color or reject another hased on outwardly irrelevant reasons. Our response to
acolor is based on our life experiences and cultural associations. If locked in

a green closet for most of childhood, a person may be green averse. Hegardless
of the numerous rational reasons presented, and backup of research, that
individual will forever despise green.

This book does not exist as a technical manual on the light waves of primary,
secondary, and tertiary colors, It is not a technical manual on the mixing

of paint. There 1z a nultitude of other sources that do that. The Designer’s
Dictionary of Color is a guide to the cultural, historieal, and social meanings
of a color. It is a resource with examples of successful application of each color
and the range of options for an accompanying palette.

Chapters are divided into warm, cool, neutral, and specialty colors, Within
each chapter, individual colors are presented with information including how
designers have used the color, cultural issues and connections, and alternative
nomenclature. Of course, eolor isnot as simple as a crayon box, each color
distinct and clear from each ather. Coral may intersect with pink; avocado and
olive share attributes. However, I have delineated each one while presenting
the range of the color.

A traditional approach to color is to start with primary colors, then expand
into secondary, and finally tertiary. These are inchided here. However, rather
than following this convention, T have organized the colors into

warm, cool, neutral, and specialty eolors. This separation is connected

more to the designer’s creative process than the academic exercise of painting
acolor wheel.

Each color also includes alist of successful applications. These are listed to
guide further research on that color and specific application listed.



When working with color, most designers begin with a specific choice,
perhaps a warm color such as orange; she then builds a palette around this
color, pulling from other warm, cool, or neutral colors. The palette may be
monochromatic, pulling from the shades, tints, and tones of the same color.
It may be polychromatic, using warm, cool, and neutral colors. And finally,
it may be purposely dissonant to create surprise.

Each color is presented with a range of palettes. Not to provide a tool to

copy, but as away to inspire the designer to play with color confidently and
with power. This book follows the prineiple that there is no “wrong” color
combination. Every color enjovs the company of every other color. The gods of
good taste will not strike you dead if you combine brown and fuchsia. But you
may add a new dynamie to a project.

Expanding beyond the default swatch palette may be the difference hetween
dull and powerful. Therefore, the reader will also find colors here that are
less expected, such as butter, mint, and fuchsia. It is these colors, which
live “in-between," that create interest. If the viewer needs to worlk to decide if
turguoise is blue or green, he has invested time and energy and the project has
greater mnemonic value.

Design is 0% persuasion: not to push a client to do something simply because
itis cool, but hecause it is right. Every designer neads the tools to make an
informed decision, and eritically explain the choices. To describe the logic for
uzing a bright yellow background with terms such as “bright” or “nice” is the
first step to rejection and disagreement. To explain that this background color
ecommunicates optimism and warmth based on associations from 10,000 years
aof human culture will lead to approval.

Years ago, aclient asked me for a specific color of green, Jaguar Green, After
exhaustive research on the paint eolors of Jaguar automobiles from 1922 to
the present, [ eould not pinpoint the exact color he insisted existed. This green
was a color that lived only in his imagination, based on the memory ofa
green Jaguaron a sunny afternoon in his youth. Only after I articulated the
logical, cultural, and aesthetic reasons for the green I chose was he convineed
that the final green was, indeed, Jaguar Green.

11
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Glossary

CMYK: Mast four-color offset lithography — Usage:
and digiral printing i= based on “Make sure the
acombination of CMYK: cyan, files arelinking
magenta, vellow, and black, The to CMYK images
visible color is a combination of all  '0hen theprojectis
or some of these combined as tiny sent to the printer.”
halftone dots,
Hue: The hueisthe property of the color  Usage:
that we identify, asin “red, green, “Ineeda huecloser
vellow, ete.” The hue is based on the topurplerather
visible wavelengths of light. thanred.”
PM S: PMS is an abbreviation for Usage:
color ereated with the Pantone “The company’s
Matching System. This isa logo uses aspecific
e standardized color reproduction  PMScolor that
S systom that ensures the correct canbeprinted
P — color is printed every time. anilere €n.l:ke
world and will

always match.”



Primary Red, yellow, and blue are the Usage:

Colors: three primary colors. These Tean mla,ke any
are colors that can be mixed color witha
together to produce other combination of

“secondary” colors, but cannot primary colors.
themselves be produced
from mixtures,

Pu l'iT.Y: The purity of a color is based on Usage: ]
the intensity of color and whether “Apure yellowis
any other color has been mixed almost fluorescent.
with it Tt will lose purity if

Tadd magenta.”
RGB: Screen-based mediauses RGB Usage:
as the color system. The monitor “That intense
displays an image, typography, fluorescent light
and shape with acombination of blue color on the
RGB: red, green, and blue. screenisan RGB
color that cannot
be replicated

inprint.”

13
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The saturation of a color is based
on the degree of purity, from

the pure eolor at 100% to gray at
0%, A& highly saturated image is
vibrant and bright. A desaturated
image will appear dull. or sepia.

Saturation:

Orange, green, and purple ave
created by mixing the three
primary colors and are classified

Secondary
Colors:

as secondary colors.

The tone of a color is based on the

Shade or

Tone: amount of gray added. A tone can

be more pure or subtle based on
the amount of gray added.

Usage:

“Please make sure
the images are
highly saturated.
Twant themto
appeartobein
Technicolor.”

Usage:

“Please combine
the yellow and red
tomake orange.”

Usage:
“Thetone feelstoo
strong, I'd likea

guieterversion.”



Tertiary Mixing a primary and a Usage:
Colors: secondary color, such as red “When I'mixed
and purple, or two secondary bright red and
colors, such as orange and green, green, Icreated
produces tertiary colors, atertidry color,
brown.”
Tint: Adding white to a color creates Usage:
atint. As opposed to the tone, “Ipreferatintof
which ereates aless vibrant color, ~ 7ed tocreate
the tint creates a more pastel or light pink, rather
lighter version. than full force fire-
enginered.”
Value or Value is determined by the Usage:
LightneSS: amount of illuminationon acolor.  “Ireduced the value
A color at 100% value will appear to 75%, making
pure. At 50% value, the color will it darker. This
be darker. allows the white
typetobe legible

onthe color.™

15
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Butter ha-tar,

From Old English butere, of West
Germanic origin; related to Dutch boter
and German Butter, based on Latin
butyrim

Butter

Butter yellow is a pale yellow created by adding white to a pure primary
yellow. Butter was a papular color in the 1950s due to its cheerful nature. It
doesn’t have the intensity of primary yvellow and is considered more pleasant
and gentle. Some designers use butter as a neutral, as it recedes next to most
other colors,

Butter has the henefit of adding a sense of happiness without the danger of
being garish or obtrusive. Conversely, it can be seen as anemic or weak. Dug to
its more neutral nature, it invokes less extreme emotions with the viewer. This
also helps to minimize any strong cultural connections.

CULTURAL MEANINGS

Butrer shares some cultural meanings with primary vellow. It represents
sunshine, optimism, and happiness in most cultures. It is associated with a
happy domestic experience, with a creamy and soft character. It is also seen as
institutional, as it is used in many schools, hospitals, and government offices.

SUCCESSFUL APPLICATIONS
Pogr-it notes.
Dr. Spencer Silver, Art Fry, M, 1874

Steel kitchen cabinets
Youngstown Metal, c. 1950

Goldeen Grurrnsey Butter packaging
Unknown, 1048

OTHER NAMES GPPOSITE

Light Yellow Butter Group Exhibition

Cream asitanosikalu - 2014

Lemon Poster

Toaffodil True tothe name of the exhibition. the butter vellow combines
Vanilla withthe "packaging” ty Y the idea of butter.

19
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hed to the tp Chs? Are
all your empty jewel cases starting o block the
way to the Kitchen? Time to make something
from that mess of plastic brittle. Remember,
jewel cases are labricated from Thermosel,
which can’t be melted down and turned into
twa-liter Coke bottles. It's our way or the high-
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empties to make a wall mural. It's yet another

step in your march against passive domesticity.

HELLOd



HOTOD 40 AHVNOILOIA § HANDISHA HHL

Ce Numero et vendu au Proflt dey Pauores
Prix DEux FRANGCS




OFFOSITE EELOW

AuQuartier Latin BMWIsetta

Jules Chéret~1804 Ermenegildo Preti, Pierluigi Raggl- 1055
Poster Car

Chéret is considered the father of the modern The [settawas originally designed by the
poster, Hiswork has a dynamic energy Ttalian firm Iso SpAin 1953 EM W began
through the use of subtle color, lighting, production ofthe carin 1985 Itwas the
and movement. word's first duction thi

fuel comsumption of v8 mpe (31,/100 k),

23

HELLOd




Color Range

THE DESIGNER'S DICTIONARY OF COLOR




Palette Variations

40

20

25

&o
a

25
100

10
100

BUTTER

.50

100

100

100

100

(-]
=

25

25

60

10

=

20

| =],

10

40
(4]

100

60

100
45

100







Coral \ kor-al\,

From Middle English via Old
French from Latin corallum, from
Greek korallion, kouralion

Coral

Caoral is neither pink nor peach. 1t is a color that exists between these. Itis
associated with femininity, gentleness, romance, and the tropics. These
connections work to communicate the tone of an idea swiftly. A coral poster
will immediately be read as positive and friendly. Coral has more sensuality
than pure pink, which can feel juvenile. As the color of the interior of certain
shells, and used as a prominent paint color throughout the Caribbean, coral
has associations with a carefree and gentle holiday.

CULTURAL MEANINGS

S Tl

Caral roses are a sy ofdesire. Tn

it symbolizes the energy of
the life force, In China, it is a symbol of longevity, Coral is a sensitive color, If it
shifts toward yellow, it will become peach, or a sickly flesh tone. A shift toward
the red creates pink. Coral is also known as zalmon, a term that was used in
automobile color options.

SUCCESSFUL APPLICATIONS
Thunderbivd Sumoon Coral
Ford, 1964

Nantucket Reds pants
Bhilip C. Murray, 19605

Tha Royal Huwniian Hotel
‘Warren & Wetmore, 1927

OTHER NAMES aPPOSITE

Salmon Marilyn Monroe

‘Watermelon Alfred Elsenstaedt - 1953

Grapefruit Photograph

Shell Pink Marilyn Monroe a rad! landi dangar-
Eright Rose ous and virginal. Here, thisi dwithtl i nation of black

ingdangerwith the i

coral lipatick and blande hair.

27
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APPOSITE
Rito

Haim Amar - 2014
Poster

ABOVE
Dynamic

Paul Hoppe - 2013

Typeface

TheIx ie typeface ¢ s to user

creat

Its pink
sense of welcome and warmth.

[nthis posterfora
religion in Latin America, Amar explores
the relationshiph I i

anad Santeria.
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ABOVE

Cadillac

General Motors - 1959

Car

Asaresponse tothe drab years of World War
11, calors such as coral and mint were popular
poatwar. The exuberanceisreflected ina
coral Cadillae,

OFFOSITE

Burning Settlers Cabin

Sean Adams- 2015

Poster

[n eontrast to the fery destructionof
the image, the solid coral color softens
the measage and adds levity.
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Fuchsia \fyii-sha,
Frommodern Latin, named in honor
of Leonhart Fuchs, 1501-1566,
aGermun botanist

Fuchsia

Fuchsia communicates intense energy, nonconformity, and new ideas. Ttis
wibrant and pure. Fuchsia is an unexpected color and attracts attention. This
makes it effective, but also risky. Due to its intensity, a viewer's emotional
connection is inereased. As a positive, it will stand out in the marketplace or
environment. On the negative side, it may feel garish and annoying.

In printing, fuchsia is not 100% magenta. The designer should use a specific
Pantone color such as Rhodamine Red. If using only process color, adding
10-20% yellow will decrease the process magenta color.

CULTURAL MEANINGS

Fuchsia, which is extremely close to magenty, is a symbol of the heart chakra
in Eastern religions. [t represents spring and renewal in Western society
based on its origin, the fuchsia flower, Fuchsia does not communicate
femininity as pink does. The fores of its saturation reads as rebellious.

AUCCESSFUL APPLICATIONS
T-Mubile logo
Interbrand, 1999

Tabsoda packaging
Coca-Caola, 1963
Pink’s herir {thasinger)
1859

OTHER NAMES OPPOBITE

Magenta Mexieo City Olympics

Rhodamine Ked Lance Wyman - 1968

Flame Poster

HotPink Wyman used a color palette based on Mexican and Latin American
Bright Pink eultures for the Mexico City Olympics. Symbols for each event create

aMayan sunagninst the intense fuchsin background.

35
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ABOVE APPOSITE PAGESE 38-39

Lette Macarons Boomerang Identity “Make Sense”

ALM Projeet, Ine~2015 Primal Sereen- 2015 Supply~2014

Packaging Broadcast design B&F Papers advertisement

The gonl is10 highlight the soft colors of the Furhsia and yellow colors and isometric Supply crafred this promaotion for B&F Papers
Fuchsia does thisas 1 contrasting backg di Ii by embracing the classical i fthe

vihrant, and cheerful eolor.

ahostof aurprisesinthisseriesofsix1Da
erauted for the Bonmerang Network.

Hiveapaper rangeand adding a touch of rebel-
liomwith fuchsia backgrounds and images.
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Ocher \d-kar\,

From Middle English Old French ocre,
wiaLatin from Greek akhra “yellow
ocher” oh-r; from Greek: okfrds,
(pale yellow, pale)

Ocher

Yellow ocher is a natural earth pigment that consists mostly of clay colored
by iron oxides. Ocher can range from tan to slightly green. Ocher is not
vellow, mustard, or brown. [t is an interesting combination of all three.
The complexity of the color asks the viewer to understand it. This createsa
proprietary and memorable experience.

Ocher was popular in the 1920s and then again in the 1970s. It has been
referred to as sienna, harvest gold, and butterseotch., As a color tled o a
specific perind, it provokes strong opinions. It is a color that is heloved or
deeply reviled.

CULTURAL MEANINGS

Ocher was used in Egyptian tombs to represent the sun god Ra. Ithas
traditionally been conneeted with the natural world: the glow of the sun and
dirtofthe earth.

AUCCESASFUL APPLICATIONS
Braniff Airfines palette
Alexander Girard, 1065

Valkswagen Pampas Yellow
Volkswagen, 1870

Tha Bus
‘Honolulu Tranait System. 1874

OTHER NAMES OFPOSITE

FButteraeotch Wunder Kammer

Harvest Gold Marian Bantjes - 2014

Sienna Poster

Mustard Bantjes’ poster for nn exhibition of her work incorporates a Navajocolor

CdGeld palette ofocher, ise, scarlet, and black, All incorporate
i h pattern.

43
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BELOW
Megalocerosat Lascauy
Unknown = 15,000 ek
Cave painting

I

die wias used to create the och

tones inthe caves at Lascaux. This imageis
aMegaloceros, anextinet large deer.




BELOW
LAXAirport
Charles Kratha -~ 1961
Mural

Here, tionoftile
to make 300-foot-long tunneleleading to
Laggage claim seem shorter, The geometric
panels inseven tunnelsrepresent the
changingseasons

45
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HELOW
Croplan
Colle+McVoy ~2016

Packaging

Colle=McVoy's packaging for CROPLAN
(WinFigld's seed brand) uses shades of
ocher as part of 2 palette to represent the
organicproduct and its superior genetics
and technology.

OFFOSITE
Duncan Ceramics
StanBitters - 19689
Mural

Bitters incorpor

with rich eolor inte architecturs, addinga
humane quality, often missing, to cold and
modern industrial architecture focused
an function.

46
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Orange \dr-inj\

Fromlate Middle English, Old French
avenge (inthe phrase pomme dovenge),
based on Arabic nédranj, from Persi
narang

Orange

Orange is one of the colors that are especially subjective. Orange isa
ecombination of red and yellow. Living between these primary eolors, one
person may insist it is red; another may call it yellow. Orange has the positive
attributes of heat, energy, vouth, and happiness. It is related to summer
sunsets and the color of flames in a fireplace.

Orange is used to create a sense of immediacy and spontaneity. Fast-food
restaurants use orange in the Interior to energize the customer and hasten
their departure. Orange may be negatively seen as loud or annoying.

CULTURAL MEANINGS

In Eastern philosophy, orange represents the creative center as the second
chakra, located below the navel, In Northern Ireland, orange represents
Protestantism. In the United States and Canada, orange, combined with black,
represents Halloween.

SUCCESSFUL AFPLICATIONS
Mickelodeon brand
AdamsMoriola, 2001

Hermes beves
Robert Dumas, Jean-Eend Guerrand, 1647

Herley Dovidson Eaglechon poster
VEA Partners, 1982

OTHER NAMES OFPOSITE

Carrot Get Owut The Vote

Cheddar Sean Adams - 2016

Marigeld Poster

Tangerine The poster providesthe message that anindividual is voting, whether

Warm Red actively or by deingnothing. Rather thanusing colors conneetsd to

partisan politics, red or blue, Adams uses 3 neatral orangs.

5

AONYVEOD




52

HOTOD 40 AHVNOILOIA § HANDISHA HHL

BELOW

LArgent

Henrl de Toulouse-Lautree - 1805
Theater program

Inspired by the fat forms and simple colors
of Japanese woodblock prints, Toulouss-
Lautrec simplifies the forms to three solid
blocks of eelor: orange, peach, and black,

OFFOSITE

Repeat Patterns

Andrea Tinnes - 2004

Typeface

Bepeat isa pattern-based typeface in two
i versions. These canbe bined

ar superimpozed. The patterns usezimple

gecmetrl
illustrations, here invibrant warm tones.

Brle

D0 b4 part #r I Eusiiy FABRE.
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BELOW

Womb Chair

Knoll, Ine., Eero Saarinen - 1047

Chair

EeraSaarinen designed the Womb Chair
at Florence Knoll's request for “a chairthat
was like a basket full of pillows, something
sheeould curt up in." The chair is madeby
applying foam ovar a fiberglass shell.




5

ORANGE

5




Color Range

56

THE DESIGNER'S DICTIONARY OF COLOR




Palette Variations

57

100

i
K

100
15

100

ORANGE

100

ol
=4

60
o

100
25

w
o

25
15
G0

[+
M
T

40
25

100
60

100

Qo mu

ol8= w

a0
40

ol 8l

30

100

100

75

25






Peach 59

HovVHEd

Peach \\péch', Peach is acolor that depends on good nomenclature. Calling it “flesh” will be
From late Middle English, from Old less palatable than “peach.” Tt is alighter tone of orange. Unlike orange, with
French pesche, from medieval Latin its associations of energy and hear, peach is soft, nurturing, warm, and sweet.
persica, from Latin persiciem fmalum), Because of the connection to the fruit, the eolor invokes a fuzzy feeling and
literally “Persian apple” delicions taste. If the color has too much yellow, it will read as jaundice. If it

has too much red, it is Barhie® flesh,

CULTURAL MEANINGS

The ancient Romans associated the color and the fruit with the goddess
Venus. They considerad the fruit to be an aphrodisiac. In Japan and China,
peach represents the Mother Goddess and her life substance. The peach is
a female goddess symbol in the same way that the phallus is a symbol of a

masculine god.
SUCCESSFUL AFPLICATIONS OTHER NAMES OFPOSITE
Bridesmaid dresses . Apricot SantAmbroeus
©. 1965-present Blossom Mucea Design Carp. ~ 2014

Flesh Branding
Walleyof the Lolishodkoover Melen Sant Ambroeus is one of Milan's most revered restaurants. For
Totati Cafliniy, 1050 Shell fo Toautio o Miadison Avits i Mak Mupea kedthe
LiArgent poster originall fdesigned a i d ditional

Henride Toulouse-Lautrec, 1895 Tralian confectionsry paper.
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FacEs 60-61

Ruina of the Parthenon

Sanford Robinson Gifford - 1880

Painting

Gifford's style, Luminism, was focused on
detail and the effects oflight, His subject
matter—a Romanticlandscape—is heavily
reliant on subtio colors and soft pastel shades,

BELOW
The Beverly Hills Hotel, Hotel Bel-Air
Hernando Courtright, owner - 1048
Photograph

The exterior was painted its distinctive
peachy pink to complement the sunset colors
in Beverly Hills and the popular country club
styleofthat time,

OFPOSITE
C.0.L.A.09

Leoulse Sandhaus Design = 2000

Journal cover

Inspired by the gradaticns of light in the

Los Angelessky, Sandhaus usesa photo of s
aunset for the cover of & journal for the

Les Angeles Dopartment ol Cultural Affairs,
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Pink \pink\, Pink has definite feminine jons. Tt icates r ;
From the mid-17th fromth 3 ion, innocence, and fragility. Pink is used for baby girls' rooms and
plant pink (D. plumarius), the early clothing. It has gender connotations that have been questioned for the last
use ofthe adjective beingto describe fifty years. It is, therefore, a politically charged color. The Nazis used a pink
‘the colorofthe plant’sflowers triangle to identify} Is. The Feminist M TEj d pink asan
identifier of sweetness and domesticity.
Pink also i WArm pink sand beaches, and house colors

in tropical climates. It is nuseful tool to create a calming effect or defuse a
potentially volatile subject.

CULTURAL MEANINGS

Medieval Christians identified the five petals of the pink rose with the five
wounds of Christ, and pink roses were later associated with the Virgin Mary.
Modern Western cultures commonly associate pink with Valentine’s Day and
Easter. Pink is also used as a term for female sexual organs, as in Surrender
the Pink by Carrie Fisher.

SUCCESAFUL APPLICATIONS
Mary Kay Pink Codilles
Mary Kay Ash, c.1960

Plastic pink flankingos
Don Featherstone, 1957

My Fuair Lady poster
Boh Peak, 1564

OTHER NAMES OFPOSITE

Baby Pink Unheard Voices

FBubblegum Sean Adams~ 2016

Champegne Poster

Geranfum Pink Designed for onof phatographs of LGET authors, this poster

Rose usesal i Fpink. This refe h ject matter
i LRt

AMId
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OFFOSITE BELOW

Public Bikes Flovida

VEAPartners, Ine., Dana Arnett - 2015 Paula Scher ~ 2014

Poster Painting

Arnett's poster communicates that the under- Scherdescribes herintricate paintings
lving raisen détve for ridinga bikeistoput a as“abstract expressionist information.
amile onour faces, and perhaps also that even [t"s really more a spirit of the information.”

aflat tire can bring joy if repurposed correctly.  The pink and turguolse become tropieal
gestures against a desp black ocean,

69
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OPFOSITE BELOW

Barbie Botteg Louie

Ogilvy & Mather /BIG ~2014 Eriea Gibson and Danny Bobbe - 2015

Retail store Packaging

The corporate colorof Barbie, pink, is used The packaging for one of Los Angeles's

liberallyto rel thebrand most I Eottega Louie, is
d ity with the multiplestylesof {5 evnke e it ard

clothingund dolls. grandeur. Thelight pink bugs. not bubblegum

pink, rofe fine E dini

71
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Purple \per-pal\,

From Old English (describing the
clothing of an emperor), from Latin
purpura, from Greek porphura,
regording molluzks that yielda

erimson dye

SUCCESSFUL APPLICATIONS
FedEx loge
Landor, 1694

Cadbury packaging
George Cadbury Jr., 1920

Wintar Sunrise

Maxfield Parrish, 1649

Purple

Due to its usage by rovalty, Eastern religions, and Catholicism, purple carries

the connatation of spirituality and aristocracy, Purple is a combination of two
colors, red and blue. If the color contains more red, it will be warmer, brighter,

and more intense. These shades can be used when abright red is too garish. If
it contains more blue, it will have a cooler and calmer effect.

Purple, with itz connection to religion and polities, can be polarizing.
Mid-range purple, equal blending of red and blue, tends to feel flat and
uninteresting. Many designers use a version with either more red or blue to
give the color depth and a point of view.

CULTURAL MEANINGS

Incertain Native American tribal populations, purple represents wisdom. In
Thailand, purple is worn by widows when mourning their husband's death,
In Western culture, purple represents wealth and luxury. Pale purple, toward
lavender, is connected to Easter, In the Roman age, only the emperor could
wear purple. Those who disobeyed this law were condemned to death.

OTHER NAMES OPPOBITE

Amethyst Topsham Text

Aubergine Unknown -~ 1962

Grape Magazine advertisement

TLavender Thisadvertisement for aline of paper uses a die cut for the faneiful

Plum purple cow’s eves. The pupils are created by two black dots printed
ot the following page of the magazine.

75
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ABOVE
Brown Sugar1st,

Keiko Akatsuka & Associates - 20168
Packaging

The packaging for the eoconut cockies
made by Brown Sugar 1st. uses bright
colors, offset bya silver foil. to promote
alively pop sensibility.

ArPOAITE

Los Angeles Forwm for Architecture

Sean Adams - 1094

Book cover

Because of the budget, this poster waslimited
totwocolors. Rather than using purple asa
spotealoronly, the calor overprinted a black
and white photograph of Florence Honri st the
Dessan Bauhaus.



Teaching Architecture

The Green of Plant

Krchitecture without Buildirgs
Anothes spscey discussion
Architects who think thay're arist
Space

Spece

Urrwrstiong
The Brown of Dirt

Boyand Coflabaraticn

Pure Prisma

Tue ol Sy

cller bouse
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BELOW OFFOSITE

Elizabeth Taylor The National Health

Possibly Virgil Apger - 1058 Ken Briggs- 1060

{colorized by Olga Shirnina, 2014) Poster

Photograph Briggs created o specifically Britishapproach
Clothing can highlight certain colorsinthe to modernism, including the introduction
eves, Elizabeth Taylor was often photo- of amore intense palette than the Swiss
graphed wearingblue or purple eye shadow International Style.

tocomplement her opes” purple-violet e,
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Red \red\

From Old English réad, of Germanic
origin, related to Dutch rood and
German rot, froman Indo-European
root shared by Latin rufus

SUCCESSFUL APPLICATIONS
Coca-Cola ved
CGoca-Cola Company, 1900

5 West 57th Street sculpture
Chermayeffand Geismar, 1974
Virgin Airiinesiogoe

Sir Nichard Branson, 1970

Red

Red is radical. It is extreme, representing passion, energy, fire, violence, and
anger. Ttis vibrant and creates contrast, demanding the viewer’s attention. As
the color of fire and bload, it is connected at a visceral level to our ideas of the
energy of life. Red is a pure color; no other colors can be combined to create {t.
Designers use red as aloud shout Stop signs, the Nazi swastika, and Coca-
Colacans are red.

The color can dominate an environment, Many designers shy away from such
an extreme eolor, but red is one of a designer's most valuable tools to create

dynamic contrast.

CULTURAL MEANINGS

In Asia, red is the color of good Tuck. It is the most popular color in China, but
be aware: there is adifference between a Chinese red and red in other Asian
eultures. In India, brides wear red saris. In Western culture, its meaning is
connected with its companions. Red, white, and blue appear patriotic. Red,
vellow, and blue, as primary colors, convey a juvenile message. Red and black
can communicate fascism.

OTHER NAMES OPPOBITE

Apple Red Toleyo Olympies

Crimson Yusaku Kamelura- 1964

Fire FPoster

Tose Kamelura's poster for the 1984 Olymples is a perfect symphony of

Ruby golden ratio proportions amd minimal symbole. The red cirele from
the Ji flagi lesslywith the Olympic rings.
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BELOW

NAsA

Danne & Blackburn - 1074

Logo

The NASA logois a warmshade of red,
an active ealar that brings kinetic enevgy
tothe letterforms and references the
future-oriented nature of NASA.

OFFOSITE
Californic Academy of Sciences

Studio Hinrichs - 2000

Signage

The red entrance sign for the Academy build-
ing compiements the architecture and serves
as 8 hold structure denoting the building's
primary entrance,
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BELOW

ModernArt

Bruce Rogers ~ 1808

Book cover (detail)

Asaleader in the artsand erafts movement,
Rogers references medieval letterformeand

OFFOSITE
El Museo Mexicano

Morla Thesign 1005

Poster

Borrowing from Mexican high and Jow
culture, Morla Design uses symbols, street

shapes with thed, let tones of stained

signty and a large redcl p o

elass windows.

Frida Kohlo. The palette here is connected
merato Mexico than Europe,




Peatiy pears oF art




BELOW

OFFOSITE

Herman Miller Comes to Dallas Outlaw

George Tscherny ~ 1955 Studio Uwe Loesch - 2002

Poster Poster

The solid red color is connected to Herman Designed for the International Red Cross of
Miller's brand identity. T ication China, th llest details of red command
is a series of simple symbols: red. cowboy hat, the most attention as the only elements of the
and chair leading to the “punch line.” poster in colon

88
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Scarlet\skiir-lat),
Middle English (originally denoting any
brightly colored cloth) shortening of Old

French escarlate, from medieval Latin

searlata, via Arabic and medieval Greek
fromlate Latin sigillates

AUCCESSFUL APPLICATIONS
BEBC News lago
Hed Bee Media, 2005

Flagof the Sowdat Uriion
First Congressof Soviets ofthe USSR, 1923

Sevrlet Witch charoeter
Stan Lee and Jack Kirby, 1964

Scarlet w

LATHVOS

Scarlet is dangerous. It is a deeper and more intense color than primary red.

If red communicates energy and fire, searlet communicates danger, passion,
seduetion, and power. It's a color that works well to grab attention and demand
respect. As a design tool, it sits in a mid-range value, allowing type to be
overprinted in black or knocked out to white. Scarlet is also less likely to
vibrate against a color such as blue.

Power i= a prominent association with searlet, Roman emperors used scarlet
as a color of prestige. It is the color worn by Catholic cardinals, Tt is also the

color of the benches in the British House of Lords.

CULTURAL MEANINGS
Nathaniel Hawthorne's The Searlet Letter connected searlet with adultery.
In the Bible, the Whore of Babylon rides on a scarlet beast. Scarlet iz also
assoclated with edueation. In the United Kingdom, scarlet is the traditional

color of a robe for people awarded a doctorate degree.

OTHER NAMES OFPOSITE

Brick Saruwaka-cho Kogiku

Burgundy Kunichika Teyohara-1878

Caliente Print

Dark Red Ulkiyo-e printshowing a beautiful woman, Kogiku, lockingat
Flaming Red photographic portraits (o ¢ de visite), possibly of her a

Theintroduction of ana red dyes in Japan made pring

and searlet more intense and pertmanent
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BELOW

OFFOSITE

Small Dot Pattern The Marriage of Bette and Boo

Ray Eames~ 1055 BpotCo~2008

Textile Paster

Inspired fromeolorsin Asia and India Using scarlet asa symbaol for love, Gail
EamessSmall Dotd ates her view Anderaon Hioand geatural
that eolor was not only an assthetis h poster i the levity of the play.

butalso n means of conveying infor mation
about hjpcts and volumes.
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BELOW
Dracula

Jessica Hische - 2014

Book cover

Hische's book cover for a reisswe of Bram
Stoker's Dracula moves bevond the expected
bright red, and pushes the color to a more
dangerousand “bloody " scarlet.
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|
|
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OFFOSITE
Ernst Roeber

Unknown ~1018

Poster

Early zoth-century printing required a sec-
omd pase on the presses toprint thisdeep red

background. Thisresulted in anintense color,
but sharp edgesto the images and typography.
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Violet'\vi-(a-)lat),
Middle English, from Old French
violette, diminutive of viole,

from Latin eiola

AUCCESAFUL APPLICATIONS
Yahoo lego
Ogilvy. 2004

Violet Beauregarde character,
Witly Wonka and the Chocolote Factory
Mel Stuart, 1971

Violet

Spectral violet is the shortest wavelength, one step away from ultraviolet,
which is invisible to the human eye. Violet light has the highest energy of any
color. Itis aeolor between royal purple and magenta. This tight balance makes
violet dynamic. The viewer is engaged by solving the problem of deciding if it is
magenta or purple. Designers use violet to create a sense of drama that might
be lostwith a flat purple color.

Violet ink i= sensitive to UV light, Tt is often the first color to fade to blue when
exposed to sunlight, As an in-between color, it is important to monitor the
printing process and confirm the correct color is printing. A slight addition of
cyan will create purple.

CULTURAL MEANINGS

Eastern religions equate violet with the erown chakra, the connection to a
higher power. Cleopatra used vielet as the official imperial color, The Japanese
use violet to communieate wealth and power. In Western culture, violet is
considered a feminine color, referring to a girl's name.

OTHER NAMES OFPOSITE

Hydranges Plum Punch

Lilae Charles S, Anderson Design Co. - 2012

Mauve French Paper advertisement

Orehid A poster promoting aline of paper for French Paper. These colors often
Fastel Purple coordinate with current trends and are inspived by the French Custom

Color Vault, a libraryof every French Paper product made sinee 1871

101
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PAGES 102-103

Monty Python’s Flying Cirous

Eight and a Half, New York, Ltd. - 2014
Book

Bonnie Siegler usesa double spread of the
out-out animations of Terry Gilliam's
vihrantly colored opening titles, featuring the
lconi ol ofall

fomt fool that b

that was “Py thonesgue.”

BELOW

ArtCenter MG

Sean Adams - 2018

Promotionalbeoklet

Designed to promote the ArtCenter graduate
program in graphic design, the MGy book
incorporat From hls i
anavariety ofissues. Silhouettes, rather than
photographs, identify each designer,

OFPPOSITE

Palette ‘81

Jack Lenor Larsen, Tne. ~ 1081

Catalog

Thae Larsen Design Studio created modern
fabries forinterior and industrial use. Their
innovations with color, handwoven textiles,
and fabries. In seale with modernarchitee-
ture, changed theindustry,

What makes the difference

between a good designer
and a great designer?

0 M e e e




PALETTE '61: a new collection with the heady color, sensuous form, and velvety

texture of Art Nouveau Jack Lenor Larsen Inc; 677 Fifth Avenue, New York
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Germanic origin, related to Dutch geel

Yellow

Yellow is a primary color that cannot be created with other colors. Ttis
universally regarded as cheerful, representing happiness, sunlight, optimis,
and creativity. Yellow can be used to create a bold contrast with other colors.
Tvworks well as a replacement for gray when the goal is vibrancy, Many
designers fear knocking type out of yellow to white, but this works when
enough magenta (at least 20%) is mixed with the yellow.

Yellow and black create avocado green. Therefore, used asa second ductone
color or overprinted on hlack and white it will create a sickly greenish tone.

CULTURAL MEANINGS

Tn Japan, yellow represents courage. In China, only the emperor was
permitted to wear vellow. A yellow patch was used to label Jews during

the Middle Ages, and European Jews were forced to wear yellow “Stars of
David” by the Nazis. Negative connotations include cowardice; for example, a
cowardly person might be described as “yellow”

SUCCESEFUL APPLICATIONS
Erosmagazine cover
Hetb Lubalin, 1962

UCLA Extension poster
Senn Adams, 1998
Smiley face symbol
Harvey Rosa Ball, 1063

OTHER NAMES OFPPOSITE

Amber IBM Selectric

Bamnana Wolff Olins, SuMurphy - 2014

Corn IBM blue is offset with a chearful and lid tone of yellowe.
Lemon The intensi d vast an ofthe color leave no doulit that thisisa

109
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"A TESTRUL, RACY MUSICAL. A GRAND SHOW!™ e

Based 00 the novel by Samutl Hapkine Adame

RON HUSMANN

WYNNE  EILEEN
MILLER  RODGERS

REX EDDIE LEE
EVERHART PHILLIPS BECKER
RALPH RAYMOND ROY

TRENE
DUEN  BRAMLEY FANT KAKRE =y

GEORGE ., JEROME
ABBOTT “* WEIDMAN

JERRY BOCK
Lyries by
SHELDON HARNICK
unoes and Wesical Nurmbes Braged by
JOE LAYTON
Seia wnid Eusumes by
CECIL BEATON

Aivipinal Cast Adbum b3 Cumibed Bamasss

“TENDERLOIN-A SECTION IN NEW YORK CITY DEVOTED TO

VICE AND LAWLESSNESS. (So called the “Best Cut of Graft.")

46" STREET THEATRE 226 WesT 465 STREET, NEW YORK, N.Y.




OPFOSITE

Tendericin

Robert Graves ~ 1081

Poster

This poster for a musical comedy integrates
Victorian typography and imagery, s modern-
ist grid structure, and 1980s psychedelic color
palette of vellow and Mucrescent red.

EELOW

Nutz.com

Pentagram, Michael Bierut-2013
Packaging

Embracing the company's friendly attitude
and "nutty” name, Blerutdesigned s palette
of hand-drawn letterforms and bright colors
withyellowasa conter-point for thebrand,

FAGES 112-1193

PAVESchool

Pentagram, Paula Scher ~ 2010

Cafeteriawallmural

For an elementary school, Scher incorporated
iented intoal

vellow-tiled wall. The goal is toexplain

what success canbe—“Slogancering." as

Seher explaings.

11
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OFFOSITE EELOW

Communication drts FantShop
Bill Tara and Richard Coyne - 1071 Erik Spiekerman ~ 1998
Magazine cover Webaite
Foran issue about corporate identity, Tam FemtShop is the premier retailer for desktop,
found an existing page from the Bell Telephone weh, and mobile typefaces, with over 150,000
Hook " Yellow Pages.” The Yellow Pages was fomts . Their proprietary color palette ofblack
the section of the book devoted to businesses and yellow has identified the brand for over
rathor than residants. 25 Yoars,
ene " 0 [r—— 5 o 115
= - o  Timnri
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Cool Colors
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AVOCADO BLUE CHARTREUSE GREEN
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ﬁmﬂn\lﬁ-va-'kﬁ-(_)dé\
Frommid-17th century, from Spanish,
alteration (influenced by avocado, or
“ady "Yof from Nahuatl

ahuacarl

Avocado

Avoeado green is adark green with more yellow than blue. While bright green
may appear loud or abrasive, avocado is easier to manage. It feels restful to the
viewer's eye as the eye's lens focuses green light exactly on the retina. Itisa
color that may be used to “cool down” a palette that is too sweet or hot.

As part of the secondary green family, avocado shares the subjective issues

of orange. One person may love the tone, while another prefers a green that is
more blue, or lighter, Tt also elicits strong opinions. The term “Avocado Green”
‘may have associations with 1970s" appliances and cars. A safer deseription to
use is “dark green”

CULTURAL MEANINGS

Avocado green represents new beginnings in New Age and mystical beliefs,
In Western culture, it was used as a color for clothing, appliances, and
automobiles in the 19705 to communicate nature, This was in response to the
anticonsumerism ideas of the 19608 counterculture movement. If the station
wagon i avocado green, it must be good for the Earth.

AUCCESAFUL APPLICATIONS
Kitchen appliances
19708

Netega Monster
Gearge Lois, 1958

Gruwnd Camyon Conconrse mural
Mary Elair, 1971

OTHER NAMES OPPOBITE

Fine Olma

Seawead Josef Miiller-Broekmann - 1055

Juniper Poster

Maoss Green For anagricultural fuirin St Gallen, Switzerland, Mitller-Brockmann
Artichoke apyplies a ol assi issgridstructuret Timage ofa cow,
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BELOW OFPOSITE

Wit, Melody, & E: U v TanakeSharak
Knoll, Ine.~ 2016 Tekeo Tanalka ~ 1894
Textiles Poster

The interplisy between shades of brown, moss,

lkko Tanaka merged Japanesetraditional

ocher, and adyna
movemnent on these textiles from Knoll. They

nre used here for pads ona Bertolabench,

for doolors with International Style
Modernism. Hereduced classic subjecta to
1 1 ' 1sharp
eoloreontrast,

gecmety
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| eMans

One glance at the 1971 LeMans illustrates our belief

that even a modestly priced Pontiac can have a sporty look.
There's nathing to clutter up the lines. Even the windshield
wipers and radio antenna are concealed 1o keep the
design sleek and rim.




CFFOSITE

Pontiac LeMans

Unknown - 1971

Brochure

In the 19705, Pontiac LeMansincorporated
Shadow and Brasilia Gold, in reality both
avocadogreen. The trend toward natural
earth colors influenced all chjects inthe
19708, from telephomes to ea s,

BELOW

RAR

Charles Eames~ 1058

Chair

Inthe late 1940s, Charles and Ray Eames
turned to srganic forms with new materials.
“T'he result was the Eames Fiberglass Chair.
RAR stands for rocker helght. armehair,
rockingbase
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PAPERBACKS




Blue Y blii\,
From Middle English, from Old French

Blew, ultimately of Germanic originand
related to Old English blwen (“blue”) and
Olel Norse bldr (“dark hhue”)

SUCCESEFUL APPLICATIONS
FElogo

WolffOlins, 2014

IBM loga

Paul Rand, 1972

Faceboouk logo
Cuban Council, 2005

Blue e

If asked, most clients will suggest blue for alogoe color. Tt commu nicates
honesty and loyalty. Blue is associated with the sky and water, power and
authority. For decades, financial institutions and corporations insisted on
blue az a corporate color due to its connection to stability and strength, Tris
the color on many flags and conveys patriotism. Blue is also the color of the
Democratic Party in the United States, representing liberalism.

Blue can feel rich and hypnotie, or it can become banal and invisible,
depending on the application. The term “type and blue stripe” is a reference to
dull corporate graphics standards that utilized a bar of navy blue on the top or
side of a page and white typography set in Helvetica, Alternatively, blue can be
surprising when used dramatically and unexpectedly.

CULTURAL MEANINGS

In Western culture, blue is masculine, whereas pink is feminine. Aristocracy
iz referred to as blue-blooded. However, manual laborers are ealled blue-collar
workers while professionals are white-collar workers. Blue is the color of

holiness in Judaism. In Hinduism, biue represents the god Krishna.

OTHER NAMES OFPOSITE

Cobalt AIGA Paperbaois

Navy Henry Wolf -1857

Indign Exhibition invitation

Orefiord Blue For an exhibition of paperback hook eovers, Wolf creates exactly that,
Royal Blue apaperback. The typography references the spineofabook, The solid

hlue contrasts with the white form containing the headline.
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HELOW
The Graphic Workof Lester Beall
Laster Beall ~ 1082

Invitation

The halftone pattern of Lestor Beall's face
interactswith the die-cut holes forming the
"LB"letterforms. The solid blue color isthe
paper’s color. not printed.

OFFOSITE

Blossa Tea

Srandinavian Design Group - 2016
Packaging

[nfluenced by the Swedish Christmas
tradition ef mulled wine, the designof Bloasa
15 reinventsillustration techni
traditional china by ineluding the white and
Blue of Chinese pottary.
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BELOW

Cape Cod Evening

Edward Hopper - 1030

Painting

Hepper uses shades of blue on the trees and
house, reinforcing a sense of isclation and
cold. The chillis clear with the interaction
ofthe twa characters’silence and the dog's
attention elsewhars

OFPOSITE

Judg Godeie Jadg

Jan Leniea - 1063

Poster

Lenica preferved to use two-dimensional
farms, Here he works with amonochromatic
palette of bluss—blue being a recessive
eolor-to ereatespace in his posters with
neither background nor perspoctive.







BELOW OFFOSITE

PanAm Benefit Paper

Edward Larrabee Barnes - 1955 Daoyle Partners = 1008

Logo Poster

Pan Amentered the jet age with a new logo, Dhoyle uses a soceerball, tennisball, whiffle
ahemispheric globe overlaid with curved ball, and otherballs on a royal-blue back-
paraboliclines to give an impression ofan ground to createthe zolarsystem, part of
nlrline without geographie demarcations. aprometion using maps and patterns,
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Chartreuse

Chartreuse is a color between green and yellow: Its name comes from the
similarity to the eolor of the French liqueur, green chartreuse. Tt is a bold color
verging on neon. Chartreuse is often used as a substitute for yellow, when a
more aggressive tone is needed. It communicates boldness, youth. vitality, and
ereativity. Unlike mid-range green and its connection to nature, chartreuse is
less restful.

For people who prefer yellow greens, chartreuse will work. But if'a client likes
green tones with more blue, it will never be accepted. Chartreuse as a name
has a bad reputation. Tt is often referred to as a “fake” color, like aubergine,
named hy tricky marketing committees.

CULTURAL MEANINGS
A chartreuse aura suggests confidence, prosperity, travel, and growth.
MNegative connotations mdokness,d]mse,jealnusy and envy.

SUCCESAFUL APPLICATIONS
EBPlogo
Landor, 2000

Andraididentity
Irina Blok, Gaogle, 2007

1972 Munich Olymypics
Otl Aicher, 1972

OTHER NAMES OPFPOSITE

Absinthe Wim Crouwel Exhibition

Citron Cartlidge Levene - 2015

Spring Green The fi d grid usedi m'nmr._ ssters for the Stedel{fk

Yellow-Green eum inspired this poster (one of seven) isgioned by Unit
Editienstocelshrate Wim Crouwel: A Graphic Odyssey—an exhibition
at the Design Museum.
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HELOW

Green Wheat Fields, Auvers

Vincent van Gogh ~ 1800

Painring

Painted just weeks before the artist ended
hislife, Green Wheat Fields, Awvers provides

OFFOSITE

Paul Rand: American Modernist
JessieaHelfand - 1008

Book cover

Helfand uses Rand'slove of stripes, fromthe
[BM logo to Apparel Arts mugazine but adds

the viewer little dinth ion atwist—the bright yeliowand chartreuss-
The focusis on the color and broshwork reating Rota duath
of, Ramd.
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BELOW OPFPOSITE

USC Vertibi Chanszons de Printemps

Friend ofaFriend ~2015 Louis Comfort Tiffany - 10580

Magazine cover Stained glass window

UIS( Vertibi School of E i Tiffany i i hni “paint®

missioned Friend ofa Friend to move their

ploce. Th 1 fresh iy

reinforen this goal,

onglass, redefining how scained glass
had been created since the 15th century.
The result was aluminous intensity of
colorand form,
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Green |grén)|
From Old English gréne (adjective),
grénian (verh), of Ger ieorigin,

related to Duteh groen, German gribn,
alsoto“grass” and “grow”

Green

Blue and yellow combine to ereate green. The most commen tone has equal
parts af blue and vellow. It communicates nature and the environment. It is
also the color of money, regardless of a country’s own currency design, Green
can also communicate illness or decay. Historleally, it was avoided on food
packaging, but this practice has evolved with the onset of the organic and

Ereen movement.

Green can be used as a design element to calm warm colors, such as orange or
red, This, however, needs to be monitored, as the right tone of each will create
anoptical vibration. Green is also a good complement to pink, suggesting ease
and a casual lifestyle, It is closely related to Ireland and the eolor to symbaolize
Saint Patrick's Day.

CULTURAL MEANINGS

In Western culture, green is considered lucky, as in “the luck of the Irish.” Green
isthe colorused to say “go” in trafficlights. Itis associated with envy and anger.
Eastern cultures use green to convey fertility and regeneration.

AUCCESAFUL APPLICATIONS
Srarbuckslogo
Lippineots, 2011

Elzctric Wenders poster
John van Hamersveld, 1968

SfeH Groen Stamps
Amdy Warhol, 1065

OTHER NAMES OPFPOSITE

Apple Green Spatify

EBritish Racing Green  Collins- 2014

Emerald Poster

Grass ‘With clear and energetic colors, Collins redefined Spotify, an online
Fistachio musicservice, with emotion. The brand identity systemis the visual

eorollarytothe “bursting” experience felt when listening to muaie.
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HELOW
Brian H. Kim

Friend ofa Friend - 2012

Website

Brian H. Kim isa composer for film, tele-
vigion, and multimedia. Friend ofa Friend
designed s weh experience that unifies the
multiple projects with a system of solid color
ot black and white images.

OFFOSITE
Rosemary’s Baby

Gips & Danne ~ 10687

Poster

Rosemary's Baby isa film about a pregnant
woman who gradually discovers thatthe
tre father of her bahy is the Devil. Rather
than pink orblue, green here symbolizes the
unnatural and evil,

Brian H. Kim Q B R A » MDBQOQOOO
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BELOW
WCAU Radio Philadelphia

John Aleorn - 1958
Advertisementseries

Aleorneombined a passion for craftand
appreciation of the hand made with vibrant
color at & time when high medernism

1 lod corporte Helvetl dblack
and white photography.

WCAU
FEEDS MORE
FAMILIES...

490,000 8 day! More different
families dady and weekly than

rod, or some high octane gas for
next week's brip to the Pocones,
Summertime creates 2 huge ap-
petite for oods, WCAL's 18 top

Bageasented by CRS Radio Spot Sales

THEY DIG
WCAU MORE....

Mors ditferent families tune to
WAL daify and weehly than 1o
any ether statica in Philadel
phia.* Whather you sell garden
supplies, gas, or batteries—

is a fertile summer
markat. And WCALs 18 top lecsl
persanalities plant your mes.
sage 3o it really takes oot AR
the way from the Peconos to
Delaware Bay, WCAU is a con:
stant travelling companion.




listen daily end waekiy 1o WCAU
than te any other statios in
Philadelphia” Look what we
have for bait: 18 of the mast
persuasive personalities any.
where in radic. Whether you sell
fishing tackle, lothes, bees, cif-
aeettes o gas, WCAU reehs n
your customers. It figures: wher
ever Philadelphians ge, more of
them take WOAL along. Want to
lore costomers 4if the way from
Il!l !mm tvbolnum Bay

wunmu-mm

C

NEE49




BELOW OFFOSITE

Teknion Interessante

Vanderby] Design - 2000 Jessiea Hische~2014

Branding Label

Teknion'scommitment to sustainable Hische explains that she wanted to create

business practices encompasses the design, alook that was “asinterestingas the wine,"
lopment, and manufacturingofall it naing & green and gold foil palette that
products. Michael Vanderbyl reinforces this complomented the color of the white wine,

T groom and livingg

dew
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Light Blue

From Old English leht, earlier leaht,
(daylight, not dark), Old High German
Tioke, 01d Frisian lache; from Old French
Blew, ulti Iy of icoriginand

Light Blue

Blue is the color of power. It can communicate mature military suthority

on one end of the spectrum, and juvenile innocence on the other. Light hlue
iz connected to a sunny sky. It communieates ideas of peace and quiet, the
spiritual and infinite, Like yellow, light blue is a good substitute for gray if the
designer desires a more enlorful solution.

related to Old English blwen “blue”

Light blue is not cyan. Cyan is more intense and acidie. On the sereen, eyan
will appear fluorescent, while light blue remains consistent with the printed
version. Light blue with too much yellow becomes mint green. With too much
red, it appears lavender. A true light blue is ealming and reassuring.

CULTURAL MEANINGS

Light blue is connected to newborn baby boys in the West. White and light blue
are the colors of Israel and are used for Chanukah decorations. The United
Mations flag employs light blue to represent peace and serenity, Light blue is
the color associated with the fifth (throat) chakra, relating to communication
and self-expression.

AUCCESEFUL APPLICATIONS
Palaiz de Glace poster

Jules Chéret, 1804

Twitter logo

Doug Bowman, 2012
Windows 8 logn
PaulaScher, 2012

OTHER NAMES OPPOSITE

‘Haby Blus Unidentified Man

Columbia Blue Frances Benjamin Johnston ~ 1890

Cornflower Cyanotype photograph

Sapphire Sir John Herschel di dth 1 dure {n 1842 Ttwas
SkyBlue iginallyi purely for blueprints, but 19th- and 20th-century

lored its potential ialuses.
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CFFOSITE

Lace pattern with flowers

Larkin G Mead - 1ath v
Greeting card (detail)
Fromanalbum of ephemers and Civil
‘War-eraphotographs compiled by Larkin

18th-century pastoral England or France,

Mead, this pi partof p— &
agreeting card. Victorian imagery often h il Ing
focused on inpocence and purity. San Franciseo cyelists.
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BELOW

OFFOSITE

Variation at MIT poster Boijmans van Beuningen

Sean Adams- 2006 Thonik-2015

Poster Poster

For jes of lectures on at MIT, Buoij wvan Bewni fsanart
Adrms’ T ho blolegical inthe Netherlands. The new identity has o

L2 byatree
with manytypesof fruits. The shapes are
created with circles, while the color palette
isminimal and simple.

formal and an experimental side. The identity
ereates o lyrical three-line ty paface. The

hics form strings of colored b h
interact visually with the art shown,
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Mint |'mint| Mint exists between light blue and light green. Mint is the younger sibling of

From Old English minte, related green. Itcommunicates growth, life, and the natural world. But italso conveys

German Minze, ultimately via Latin spring youth, and beginnings. It iz an especially pure color, maintaining a

from Greek minthé erisp and cool appearance. Mint is also delicate. It must be watched closely on

press as it can shift 1o light blue or turquoise with too much or too little yellow.
e to the color differences on all monitors, mint will rarely display exactly as
intended.

Mint can be used as an alternative to gray. Tt is light and works well as a
neutral tone. The upside of mint is the cool and clean flavor, as i it were
toothpaste. The downside is a chilly and clinical tone. Mint grew in popularity
after World War IL Its synthetic and pure appearance was a counterpoint to
the muted and dull colors of the 19305 and 19405,

CULTURAL MEANINGS

Mint green is used in Western weddings 1o symbolize growth, financial
prosperity, and innocence. A mint green candle is lit to achieve financial
gain in New Age beliefs. In auras, mint green is seen with people involved in

spiritual its and ad

AUCCESSFUL AFFLICATIONS OTHER NAMES OFPOBITE
Bridge over a Pond of Water Lilies Aquamarine Mid-Century Modern
Clavde Monet, 1899 Caribbean Green Here Design - 2015

§ i Celadon Book
Biseer Pastore poster AR 1 s i

S el PaleGreen Here Designtook the -century
Luifgi Caldurivamin, 1910 Seafoam dern desi) ified it into a brand identi Tiolistic s
Chrost tuotfypaste for Thames & Hudaon.

Procter & Gamble, 1855
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HELOW ToF

Chevrolet Bel Air

General Maotors - 1855

Car

The Chevrolet Bel Air wasa car in the mid-
range of price, aimed at younger owners, The

BELOW EOTTOM

Arquitectura Mexico

Lance Wyman, Lid. - 1968

Logo

Arquitectura Mezico magazine had along
higtory of warking with some of the world's

friendly p il the hopeful

ofthe 19508, communicating the joy of
freadom and travol,

lead including Herbert Bayer
and Lance Wyman, Thelege here incorpo-
ratesthe idea ofthree-dimensional structure,




BELOW PaGES 168-1069

Botjmansvan Beuningen Waterloo Bridge, London, at Dusk
Thonilk-2015 Claude Monet - 1004

Website Painting

The wesbite for Bojjmans van Beuningen Maonet paints the natural world in the pledn-

incorporates the forms of the graphic system a7 (open air} style, withafoous onlight asa
of coloved lines that interact visually with the reaction to theindustrial urbanization of
content. Like the identity {see page 161), the lTate t9th- and eatly soth-century Europe.
site has a formal andan axperimental side.

ONDERZEEBOOTLOODS WORDT EXPOSITIEHAL

Rotterdarn herbergt vanal mei de groctate van
Havenbadnijf Referdam en Museum Boijmant Van Beuningen gaan samen do
leegstaande Onderzechootioods i de haven inrchten als tertoonstelllngsruimte.

Do corste axposant is Aloker Van Lisshout dat aan de overant hust De cxpositd 0 00 10008
neami pon idsng 5000 vierante mater o4 tot e met bt lnntss
weckond von soptember Daama word! de (0053 indere 2omer horopond voor 00N nnuwe
OXPORNE Y G0N NiGLW KNSI0NA0N

D‘n rirsg Noton Mosicn - Otatur
Eliasson

Laatute Weshend! Driced
geopend 10t winfd van de zomer

Opening thematic exhibition by
Adelser Van Lieshowut

A Bor van Lishout ontvang!
reddot deiga award

Vismur Say=ant Vi Sease

werhenl git najaar de grenze:

QT ]
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Olive |'d-liv|
From Middle English. via Old French
from Latin oliva, from Greek elain

SUCCESEFUL APPLICATIONS
O3 -107 United States Army uniform
United States Armed Forces, 1952

Matchbooks
Saul Bass, 1968

Olive 73

aAal10

Olive green is created from a combination of yellow and black. It is a softer
version of avoesdo. Olive is a color loved by designers and hated by clients. Tt
is complex and dense, changing with the light. It is the color of a perfectly ripe
avocado, buris alse the eolor of the vomit from The Exorcist. Designers sheuld
refer to the color as “olive.” not “baby-shit green.” Olive creates a somber and
peaceful tone, as opposed to dark gray, which may read as funereal. In interior
spaces, olive walls or furniture can be ealming. It is also used to communieate
environmental or “green” products.

Olive green is the traditional color of peace, derived from the olive branch and
dove. Atthe same time, itis the color of the majority of military uniforms in
the world due to its ability to blend in with an environment.

CULTURAL MEANINGS

In Buddhist culture, olive is a symbol of natural wisdom, intuition, and

meditation, In Judaism, olive represents charity and the good of love:
Thow shalt plant vinevards and dress them, but thou shalt not drink of the
wine; thou shalt have olive-trees throughout all thy border, but thou shalt not
anoint thyself with the oil, (Deut. 28:39-40)

OTHER NAMES OPPOBITE

Army Grean .5 Marine Corps

Camoutlage United States Armed Forces-e. 1941

Dirab Summer service nniform

KhakiGreen Th service unifor i fereen and khaki colors
Mass Itis i in function and ition e abusi it. The

“khaki green” minimi b insand work
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BELOW

Range Rover Lincoln Green
SpenKing-1070

Car

Initially, Range Rovers had basicinteriors
withving plasticdashb

1to down with a hose.

Colors b 1 thecaras
an estate {or country) car,

OFFOSITE

Deer Hug

Difies - 2012

Print

I Dom't Belleve in You Either is a Bigfoot-
inspired art exhibit benefiting 826 Valencia
and 826 Boston (home of the Bigfoot
Research Center).
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BELOW OFFOSITE

Marquésde Oliva De’Longhi Ieona
a Branding & Packaging - 2016 De'Longhi -2012
Packaging Kettle
The Ma The olivecolor for the De'Longhi kettle

combined with

KIIT Apostalio, L

packaging for this

wtra-virgin ofiveoil reminiscent of [talian kettlesof the 10508,
ape of an olive troe,
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Turquoise

Turquoise \ tor- kéiz\, Turquoise is more vibrant and closerto blue than mint. Tts brightness creates
FromMiddle English turkeys, from a happy tone, similar to yellow. Due to its popularity on 19508’ cars and
Anglo-French turkeise, from femini i turquoise can feel retro and nostalgic. Tt has a calming influence
of turkeis (“Turkish”), from Ture on coral, pink, and orange.
(“Turlkish'}

Turguoise is the color of ication, self: and initiative,

Turgquoise is used for healing and maintaining emotional stability in many
cultures. It is soothing and connects with the blue-green of tropical seas. This
in-between color represents water, thus the names aqua and aguamarine,
other terms used forturguoise.

CULTURAL MEANINGS

Turguoise is elosely associated with the Middle East and the American
Southwest. It is a holy color in Islam and a spiritual stone of proteetion in
Native American culture. Turquoise is one of the oldest protection amulets
and in many ancient cultures was a symbal of wealth and prosperity, Due to its
position between blue and green, it is a symbol of the development of wisdom
and the cyele of life and death in Tibetan culture.

SUCCESSFUL APFLICATIONS
Kitchen appliances

1850-1066
Undercurrentalbumcover

Reid Miles, 1955
“Tifferny Bhte " brond colar
Charles Lewis Tiffany, 1845

OTHER NAMES OPPOSITE

Anua Attention to Detail

Blue-Green DonMadden - 1962

Hohin's Bgg Blue Advertisement

Tiffany Blue To highlight the refined printi lity ot Kraft Printing. Madden

Verdigris ineor 11 detailed line i anover-
inti andfinet i

Fsionbynl




BELOW OFFOSITE

When Hearts Are Trumps Burning Settlers Cabin

Will Bradley - 1804 SBean Adams - 2014

Book cover Poster

Bradley, part ofthe Arts and Crafts Move- Far the launch of a new studio, Adamsties
ment. inest isewith forthe together fthe ican Westward
book cover of love poems, Thei 1 E: Mark T'wain, ariverboat narra-
the god of the wild, Pan, with o beauriful tive, and Western turquoise,

nymph, Syrin,
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WHEN HEARTS
ARE TRUMPS®
BY TOM HALL
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OFFOSITE EELOW

Enamel Tile, Tomb of Hafex Seaame

André Godard - 1035 Here Design - 2013

Tile Eranding

This enameled-tile mosaic onthe ceiling Offeri i food inan unp dous
ofthe pavilion at the Towib of Hafezin [ran spaee, Yotam Ottolenghi's restaurant
incorporates traditional forms of Muslim S kesth 1 food (|

architeetural details: geometrie tile patterns of the Middle East.
and rich eolors such as turguedse and purple.
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Neutral Colors
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Beige \bazh\,
Frommid-18th century French

Beige

Beige is a neutral color, darker than cream and lighter thantan, It hasa
pleasant, ealming effect. Beige can appear warm or cool, depending on what
eolors you pair it with, As a color for graphic design, beige is often recessive
and quiet, Many designers prefer a hrighter option to ereate stronger contrast.
Beige is difficult to reproduce in process CMYK printing. Too much eyan,
vellow, magenta, ar hlack will shift the color dramatically. If used, beige should
be a specific PMS spot eolor. It has the same issues with RGE screen-based
media. The intended color of beige will be different on every screen.

CULTURAL MEANINGS

Beige is associated with sustainability due to its connection to earth tones. Tt
is connected with the absence of dye, communicating the rustie and namral,
In Western culture, beige is connected to conservative values. Beige khaki
pants and a blue blazer or a woman's beige suit communicare the desire to
conform and not stand out. The early Macintosh computers were beige to
promote a casual, friendly, and comforting tone, as opposed to a technological
black or silver.

SUCCESSFUL APPLICATIONS
Macintosh 128K computer
Hartmut Esslinger. 1654

Deesign Group intvitation
Lon Danziger, 1958

Dhie Komstrulctivisten poster
Jan Techichold, 1937

OTHER NAMES OPPOBITE

Tan Mavk and Graham

Samed Morla Design -2012

Putty Packaging

Bisgue Forthe Willlams-Sonema's brand, Markand Graham_ Jennifer Moarla
Straw i g pure and rest i Thebridal line continued this

with Morla’s modern sensibility, clean design, and love oftype.
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HELOW OFFOSITE

Design Guild Down on the Farm

Louis Danziger - 1051 Simona Szabados - 2018

Invitation Book

Asamaster of filt Abook about rural life and immigration
most e . Inited States fs divided inhalf,
away all needl H The tap, bright white, pertraysthe myth. The
S itie il i SR | ha o
bocomes a dynamis eloment.
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Don't eall me grings,
You fockin' beaner
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OFFOSITE

ChyB chocolate

CasaRex - 2016

Packaging

Set against i beige background, the bright
colors add vibraney to the packaging, As

BELOW

Bickford and Sona

Bickford's Australia~- 2016

Packaging

The soft tan tones on the Bickford and Sons
recalls Victorian-era handmade

chocolate hrown would recede on the shelf,
heigetakes ivs place.

products. communicating a dedication to
qualityand high-end craft.
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Black ' hlaky,

Fromthe Old English blaze, Middle
English blak, related to Old High
German blah and to Latin flagrare
("woburn®™), Greek phiegein

SUCCESSFUL APPLICATIONS
5 Fifth Av
Michael Bierut, 2007

ity

The National Theatre posters

Ken Briggs, 19605

TBM Building
Mies vander Rohe, 1078

Black "

qxovV1d

Black is technically not a color. Ttis the result of any color shifted to its darkest
value. As an aesthetic tool, black will add gravity to any project. Too many
bright colors together may create an overly saccharine tone, Adding black

counteracts this “sweetness.” Black is often the defanlt color of text due to
its legihility when printed or seen on white. The bold nature of hlack creates

drama and confidence,

Black is sophisticated, formal, and sleek. As the color of a tuxedo or the “little
black dress,” it communieates a mature confidence. Too much black in the
wrong context, however, may become funereal. As the primary color for a
children’s brand, black may read as depressing.

cCUL

IAL MEANINGS

Ancient Egyptians viewed black as a positive color, It was the color of Anubis,
the god of the underworld who protected the dead from evil. The Homans

first used black as a eolor of mourning. In medieval Western culture, black
represented power and secrecy. It was the color worn by monks and clergy.
Hindu traditions use black as the color of Kali, the goddess of time and change.
In contemporary society, black represents death, the night, and mystery.

OTHER NAMES OFPOSITE

Water Conservation
Pentagram, Michael Blerut-2013
Poster







JAN TSCHICHOLD

DIENEUETYPOGRAPHIE

EIN HANDBUCH FUR ZEITGEMASS SCHAFFENDE

qxovV1d

senun 1928

VERLAG DES BILDUNGSVERBANDES DER DEUTSCHEN BUCHDRUCKER
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1
Die Newe Typographie
Jan Techichold ~ 1028

hat the wk

element,

hack

BELOW
Blow-Up
Unknown ~ 1887
Ereadshest
Miche

Vtoconymunicate,
I'he cne-sheet hare

k

tenothing,

BLOW - LP

A Carla Parti Fro

OFPOSITE
Ellen Peabody Endicott
John Singer Sargent = 1901
Painting

Black is used in the

stibjec
ckeround to highlight her

loes of her husband.

67125
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HoToo

HELOW
MIT Graduate Programs
Dietmar Winkler - 10667
Poster
Winklerf

uses attention on the remarl:

ableword combinations with asolid black

gronnd, small body copy, a:

terforms,

FNFSr- /I
NN Lo/ N

OFFOSITE
Aloha, Mr. Hand

Sean Adams -~ 2013

Skate-deck

of thisskateboard deck takes
ue from the film Fast Times at

esequotesTelate to the
sely stoned Jeff Spicoliand hard-line
teacher, Me. Hand,

CalT=r™
L\

MRACFZ=Tr=re™
Wik- | LN/

rFor-r™
L N

\NC2I\r~C2
ﬁj

\e ~




i,

[anc

h LY WAVES,
a cool buzz, and
I’'m fine.

=% Where'd you
get this jacket?
Stu: I got this
from the network.
=) What Jefferson

—Jeff Spi
|
—Mr. Hand

qxovV1d
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Palette Variations
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EBrown ' braun),

From Old English britn, similar to Duteh
bruin, German brawn, Old Norse brinn,
related to Lithuanian brinas

Brown

Brown is a complex eolor. It is a mix of other colors. A shade of brown can
vary dramatically when pushed toward warm, cool, dark, or light tones. Fora
designer, this is the difference between a color that communicates an earthy,
solid, sensual message, and one related to baby diapers.

When accompanied with green, brown reads a natural color. This combination
is typically overused with branding related to “organic” and “sustainabiliry”
Brown and orange were popular colors in the 19708, again communicating a
return to the natural world and rejection of the synthetic. A palette of shades
of brown, from tan to gray brown, can read as sophisticated and solid.

CULTURAL MEANINGS

Most cultures connect brown with the earth. It is whelesome and stable. In
the United States, brown and orange are the colors of Thanksgiving, In India,
brown is the color of mourning as it relates to dying leaves. The early Nazi
party used brown uniforms, referred to as “brown-shirts.”

SUCCESAFUL APPLICATIONS
UPSlogo
Paul Rand, 1961 FutureBrand, 2003

Hevshey s packaging
Hershey Chocolate Corporation, 1950

LV Derarier bag
Louis Vuitton, 1858

OTHER NAMES OFPOSITE

Coffas Sundance Film Festival

Choeolate Sean Adams, AdamsMorioka- 2006

Mocha Poster

Hickory The campaign for the 2008 festival pulled togarher multiple myths and
Muhogany stories, talkingto the idea of narvative in film., The William Tell story

alburdes to precision, faith, and fear.
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OFFOSITE

“The National Parks Presevve Wild Life”
JHirt~1936

Poster

The Work Projects Administration (WPA)

EELOW

Casseroles

Edith Heath = o, 1950~-2003
Casseroles, redwood glaze

Heath's products maintain a tradition of

hundredsof p during
the Oreat Depression of the 10308, This poster
depictstwo bighorn sheepat a national park
inthe western United Statos,

utility b ythat is true to the materials,

T'he glazingtechnigue and production allow
for natural colors and variation from one
piecato ancthar,

FAGES 210-211

Nuoture Benefits Us All

Volume Tne. - 2014

Exhibition

Forthe Bay Scouts of America’s Swstain-
ability Trechowssexhibition program, Volume
usesnature’s natural processes to transiate
these principles 1o everydoy life.
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Gray \gra\,

From Old English grag, velated to Old
High German grdo, Dutch grauw,
Old Norse grar

Gray

Gray rests on a wide spectrum between black and white. It is recessive and
can appeardull and emotionless. It is often used as a hackground tone due

to its impartiality and neutrality. A dark charcoal gray may appear rich and
sophisticated. A light gray reads as subtle and el Medium gray, I 3
appears noncommittal and passive, Rather than resorting to a flat medium
gray, many designers use another mid-range color such as a warm yellow, light
blue, or pink.

Gray is mature and unrelated to juvenile communication. Tt is associated
with gray hair, weapons, and an executive's business suit. Gray isused asa
metaphor for conformity in Sloan Wilson's The Man in the Gray Flannel Suit.
Charcoal gray can convey the same attributes as black while averting the
associations of death and darkness.

CULTURAL MEANINGS
The term “gray area” is used as a way to describe issues that have no clear
moral value. Franciscan friars wore gray as a symbol of their vow of poverty.
The eolor of the Confederate Army during the American Civil War was gray,
while the Union Army was blue.

AUCCESSFUL APPLICATIONS
Vertigo groy suit
Edith Head and Alfred Hitcheook, 1058

20:56:20 PM 2068
Lon Dorfsman, 1968

Arvamgerent in Groy and Black Noa
James McNeill Whistler, 1871

OTHER NAMES arposITE

Charcoal ABrief History of Infinity

Smoke David Pearson - 2004

Slate Book cover

Fog The smallest detail of light ona tive ofh ity's
CGraphite attempts to comprehend the concept of infinity.
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BELOW OFFOSITE

The Beatles Genesiz

Bob Van Dam ~ 1084 Herh Lubalin =1965

Photograph Poster

Owuer five yeirs, the Beatlestransformed Typically,designers avoid a“gray" page. Here,
fromolean-cut mods in gray collariess Lubalin embraces the gray page. Heoreates
eniteto bearded hippies wearing brightly a broadside using the entire book of Genesis,
celored paisley.striped. and floral patterns Thestricteolumnscreate arhythmof gray

on their shirts, and whitestripos,
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SCRATCHING THE BELLY OF THE BEAST
ﬁl‘l’lNG EDGE MEDIA IN LOS ANGELES 1922-54



OFFOSITE

Filmforum

Sean Adams - 2015

Poster

The view through the windshield on a freeway

i sight in Los Angeles, Foranin-
ies A

EELOW

Scope

Lester Beall - 1050

Magazine cover

Published by Upjohn Phar jical
Beall'scover for Seope avoids the traditional

Bright Southern California fora j:

medical mag i . Here, he

grayimage.

a1ath-crptury sngraving.

Avisg
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HELOW
Wet Nigit, Colwmbus Civele, New York
William A. Fraser - 1800

Photograph

OFPOSITE

Exhibitor

Vanderbyl Design - 20085
Poster

Frasercreated thisp a o

of gray tones, following the tenets of pictorial-
iam. Fictorialist photographs were oftenaoft,

1's poster for the annual Exhibitor
eonference plays withthe nature ofa fiat
two-di jonal design and threa-di

blurey, and Ipulated by the pt it
much likean impressionist paimting

el Gray neither naor

recdes visually, adding to the ambigaity,




exhibitor
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White ' hwit,

Frombefore 800ce, late Old English
hewit, Middle English whir, of Germanic
origin, related to Dutch wit and German
weiss, alsoto “wheat™

SUCCESSFUL APPLICATIONS
Wiite Albeom
Richard Hamilton, 1968

Gastrotypographicalassemblage
Lo Dorfsman, Herb Lubalin, and
Tom Carnese, 1966

White

Indesign, the absence of forms on a page or screen is deseribed as white space.
This leads to the mistaken idea that white is boring or dull. White is rarely
used as a dominant color. However, white is the contrasting color that ereates
drama when used with dark colors or black. It i= a tool to ereate order and
provide space for the viewer to digest information or a concept.

As acommunication device, white stands out in a erowded visual
environment. There are many variations of white, from off-white to cream
white. The slightest addition of another color will shift the emaotional
temperature from cold to warm.

CULTURAL MEANINGS

‘Western culture views white as a symbol for purity, virginity, innocence, and
cleanliness. In Asian cultures, white is the color of death and mourning. A
white carnation symbolizes death in Japan, while a white rose is associated
with marriage and new beginnings in Western culture. Awhite flagisa
symbol of truce. Professionals are ealled white-collar workers, while alaborer
iz a blue-collar worker.

OTHER NAMES OPPOBITE

Tvory The Pressery

Snow TimJarvis-2015

Pearl Hranding

Bane Branding for The Pressery was an exercizse in rigarous minimalism,

Linen flecting the pu 1 fthishandmade product. No ingredients
areusad thatarent ired. Mo design el areuged thataren't

absolutely necessary
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BELOW OFFOSITE

Buasinesscard Clorox Bleach

Josef Milller-Brockmann - ¢. 1055 Marla Design 2012

Business card Book cover

Brock ‘shusi .| s Created for Clorex Bleach's 1ooth anniver-

the white epace as the dominant element. sary, the book was designed to embody, quite

Thety hy, onesize, one weight—all literally, their iconic bottle. The vacuum-

Akzidenz-Grotesk—only servest formed cover uses the snme materfal as a

the white negative space. Cloroxbottle.
228 "
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OPFOSITE EELOW
Boylan Heritage Tonic Luna Textiles

Boylan Bottling Co., W&P Design - 20168 Vanderbyl Design - 2012

Packaging Showroom

The Boylan Heritage line of cocktail mixers is Vanderhyl'sdesign for the Luna Textiles
the result ofa jonb Boylan show itaags the

Hottling Co. and W&P Design The reductive
design clarifies Boylan Heritage Tonlc's crisp
and elassic qualities.

) 4 Griznblick

ground the deslgn solution. preventing it from
becoming recessive.
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Palette Variations
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Fluorescent \flu-res-sent),

Fluorescent

Fluorescent eolors use alarger amount of both the visible spectrum and the

From 1852, modeled after tk
of apalescence

SUCORSSFUL APPLICATIONS
“Wake Me Up Before You Go Go"
Andy Morahan, George Michael, 1084

Sitver Surfer comic books
Jack Kirhy, c. 1570

Endiess Susmmeer poster
John Van Hameraveld, 1064

lower ! hs compared to conventinnal colars. As a result, yvour eye
pereeives a far more intense color. A conventional color reflects a maximum of
90%; a fluerescent color can reflect as much as 300%.

A solid fluorescent color will add visual presence to a project. Ttis
unapologetically confident and elear. To achieve the hest result in offset
printing a double hit of the color is advised. Fluorsscent magenta and
vellow can be added to CMYK images as spot eolors to add punch. On screen,
fluorescent cyan, magenta, and yellow are aggressive, but may read as
technical and eold.

CULTURAL MEANINGS

Fluorescent eolors are most closely associated with the Fillmore posters of the
19608 and black-light rock posters of the 1970s. Both of these used fluorescents
as a way to simulate a hallucinogenie experience. By the 1980s, fluorescent
colors were adopted by teenage and juvenile audiences—this time, more
closely aligned with optimism than drug use.

ATHER NAMES OFPOSITE

Diay-Glo PLUNC

MNeon The Royal Studio- 2015

Techno Poster

Hot The identity for PLUNC, a multimedis arts fostival in Lishon, was

Electrie diesi, withazet ofpa d solutions generated by code.
Thi the final result B atrandom. Thereizaninfinite
number of solitions f i i oft 1

cirelesand hrackets,
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BELOW OFFOSITE

Earthquakes, Mudslides, Fires & Riota: Bose Musewm
Califernia & Graphic Design, 1036-1086 Paola Meraz - 2015

Louise Sandhaus Design - 2015 Poster

Book Far a rebrand exploration for San Francisco's
Thisisthe first publication to capture the m, Meraz desi slrategy
encrmous body of visually ecstatic graphic and system to change the way the audience
design that emenated from Californls learns. BASE Is unacronym for Bridging Art
throughout most of the 20theentury, and Selence Education.
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THE BIG
HANDBOOK




CFFOSITE

Mohauwk Vie

Sean Adams, AdamsMoriola- 2008

Book cover

This cover for Mohawk Via paperwas
designed to demonstratethe printing quality
ofthe paper. The cover haa a douhle hit of
fluorescont pink and overprint of process
yollow, creating the red trianglos.

EELOW

Hill & Friends

Constroet-2015

Packaging

Hill & Friends isaluxury yet functions | bag
brand with asubversive wink. Construct
designed a simple and elegant mark and used
fi pinkasan d clement.

41
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Color Range

CMYKonly

R 255 PMS
G 233

Boa

CMYH + fluorescent
Toadd intensity, fucrescent magenta
and yellow.are added tathe CMYK.

255
63
180

s 806

Naote:
CM YK process color carnot
replicate flucrescent colors



Palette Variations

o0 =

255
233

503

255
233

8o3

255

255
63

180

506

255
180
808

(=]

==z

m =2 |a

== E o

a

o

]

a

a

255 c a

63 M 1]

180 ¥ 4]

806 K 100

8] a a ¢ 0
a M a M a
0 ¥ 0 ¥ 0
25 K 50 K 75

30 o o ) 0
100 M 70 M 100
Q ¥ 10 ¥ 100
Q K Q K Q

0

o

50

Q

ERCEE ST

0§OO

243

INADSEEONTE







Metallic el

z
™
3
3
=
L2

Metallic \mea-"ta-lik\, The reflectivity of metallic ink depends on several factors: the surface a

Late Middle English via Latin from material, varnish or lack of varnish, technigue, and scale. Printing a spot

Greek metallikos, from metallon eolar of gold on uneoated paper will appear brown. Printing the same color

on a gloss-coated sheet with a gloss varnish will appear shiny and closer to
the desired effect. To fully capture the highest level of shine, a foil is required.
In the process, foil-stamping machines use heat to transfer a metallic foil to
paper or another material.

Gold, silver, copper, or bronze in 4 design solution can add elegance and
richness. The most commeon issue is a client requesting a metallie, such as
gald, without being willing to pay for the expense of a foil. The result is a brown
stamp on & letterhead or brochure.

CULTURAL MEANINGS

Metallic gnld represents wealth and luxury across all cultures. In Western
eultures. gold may also represent the sin of idolatry and avarice, as represented
in biblical terms. In pagan beliefs, silver is the feminine equivalent of gold in
the same way that the silver moon is feminine and the golden sun is masculine.

SUCCESAFUL APPLICATIONS OTHER NAMES arposITE
Goldfinger title sequence Gold: The Shapes of Things to Come
Robert Brownjohn, 1965 Gilded ART+COM Studios-2012

5 Haleyon Kinetic Sculpture
Ki:mﬁ::;ﬁmﬂ Silvr: Atthe EMW Museum, Minch, Germany, ln o 65-squara-foot

2 Sterling {A-square-meter) fleld, 714 metal spheres ave suspended from the

itk A 1 Acurcd | fa Ohrome ili thin steel wiresand ani ith the helpof h
Sanl Bass, 1994 1l d cod the sl BMW cars,
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HELDW

Golden Meaning

GraphicDesigné - 2014

Book

Golden Meaning (think Fibonaeci) collects

and image-mal icate, explore,
or explain the golden mean. Shewn here is the
contribution from Homework,




BELOW
F. Scott Fitzgerald

Coralie Bickford Smith - 2010

Book covers

The elegance and glamour of the art deco
period, with the sense of ornate detail fused
withthe modernist aesthetic of mechanical
repetition, is ereated with gold, copper. and
silver foil,
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HELOW
Mercedes-BenzSL-Class

Dalbmler AG - 1054-2008
Autamobiles
The SLwas the fastest production carof

itsday. The car was the resalt of anideaofa
toned-down Grand Prixear tallored to affiu-
ent performance enthusiasts in thebooming
postwar Ameriean market,

OFFOSITE

Sundance Film Festival 2005

Sean Adams, AdamsMorioka - 2004
Poster

The world's most influential film festival
iaheld esch winter in Park City, Utah, The
limited-edition poster with gloss and matte
metalliesilver referstea cowboy's rodeo
award bolt buckle.
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BELOW
Platner Coffec Table

Knoll, Ine., Warven Platner ~ 1068

Coffee table

The table, reflecting Platner s brand of mod-
ernism, is madeup indivi
welds, all soldered by hand, resultingin forms
that recall golden sheaves of wheat.




BELOW
Initial @ witha Procession af Children
Zanobi Strozzl-e. 1430

e 4 cold leaf

A manuseript illumination with the initial
“Q" representsthe tradition of the historiated
initial. Thisisanenlarged letter at the begin-
ningofaparagraph depleting a seens. Gold
leaf was applied to depict the glory of God,
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Color Range

g . -

s B7T Nate:

s BTl RGEcolor can simulatea
CM YK process color cannot wmetallic eolor as aphotograhic
replicate true metallic colors image
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Color is a language all its own. It can be loud or
quiet, somber or whimsical; it can remind us of
the sea or a school, a factory or a forest. Color

is an incredibly powerful tool—-but the task of
choosing well can often leave designers stumped.
The Designer’s Dictionary of Color is a remedy to
this frustration.

Organized into four color categories —warm,
cool, neutral, and specialty—-and complete with
infographics that display ranges in tint, shade,
and hue, this comprehensive guide will help
designers increase their fluency in the language
of color. Each entry features informationon a
color’s cultural significance, as well as vivid
examples of its successful applications
throughout history-all created by top
designers and artists.

“How does coral make people feel?” “Is mint too
sterile?” “Is chartreuse off limits?” When faced
with these questions, new and veteran designers
alike can turn to this book for insight and inspi-
ration. The Designer’s Dictionary of Color is an

invaluable resource for all who want to wield color

more thoughtfully, creatively, and successfully -
in any medium.

ABRAMS The Art of Books
abramsbooks.com

Sean Adams Is a founding partner of the
award-winning California design firm Adams-
Moarioka and has been cited as one of the forty
most important people shaping design interna-
ticnally. He is a former AIGA national president
and was awarded the AIGA medal, the design
profession’s highest honor, He is the Director of
the Graphic Design Graduate Program at Art-
Center College of Design. Sean is the coauthor
of Logo Design Workbook and Color Design
Workbook and author of the series Masters of

Design. He lives and works in Los Angeles.

Jessica Helfand is a designer, author, and
educater. She is a founding editor of Design
Observer, alecturer at Yale College, senior
critic at Yale School of Art, and an artist in
residence at the Yale Institute for Network Sci-
ence. She is a member of Alliance Graphique
Internationale and a recent laureats of the Art

Director’s Hall of Fame.
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