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nmewspaper dasign, from basic page fayout to comples infeoraphics. The new .
cdition features dozens of new page-detign examplas, as wall as an exapnded
*- section on weh detign and inireasad emphasis on digital phategraphy. :

This texthook is for journalism shudents and profassianals sike. It is loaded with ... .
i examples, advice, d2sign idaas, and sxerasas that teaeh studenks how 1o )
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charts, maps, and diagrams; design aramive photo spreads; add effective,
appeaing sidsbars b tomplex stories; craate bvely, engaging faature page
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. PREFACE

long, long time ago, people actually loved reading newspapers.
Imagine. .
They’d flip a nickel to the newsboy, grab a paper from the stack and
gawk at headlines that screamed:

SOLONS MOLL LEVY HIKE BID!

They'd gaze lovingly at long, gray columns of type that looked like this —

— and they’d say, “Wow! What a lot of news!”

Today, we're different. We swim in a media stream of Web sites, smart phones,
giant TVs and tiny iPods. We collect data in a dizzying array of ways. We don’t
need long, gray columns of type anymore. We won’t read long, gray columns of
~ type anymore.

In fact, when we look at newspapers and see those long, gray columns of type,
we say, “ Yow! What a waste of time!”

Let’s face it: Today’s media consumers are spoiled. They want their news to be
stimulating. Engaging. Easy to grasp. Instantly informative.

And that’s where you come in.

If you can design stories that are inviting, informative and easy to read, you can
—for a few minutes each day, at least — successfully compete with the relentless
digital media drip we're drowning in. You can keep a noble American institution
— the newspaper — alive for another day.

Because let’s face it: To many people, newspapers are dinosaurs. They’re big
and powerful, but they're clumsy and slow-witted, too. And though they've
endured for eons, it may be only a matter of time before they either:

# become extinct, which happened to other popular forms of communication
(remember smoke signals? The telegraph?). Or else they’ll:

# evolve into a new species — a portable, interactive video newsgizmo tailored
to your own tastes and interests. This has actually been headed our way for
decades now, but most newsroom dinosaurs wete too slow-witted to see it.
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. PREFACE

Many media experts
insist that, no matter
how advanced future
civilizations may
becone, humans
will still enjoy the
look and feel of
Hewspapers in
their hands,
Think it’s
true?

Yes, the days of ink-on-dead-tree journalism may be numbered, but it’s not
dead yet. It’s still a bazillion-dollar industry with tremendous influence and
importance. So while the wizards at Apple and Google dream up slick new

technogadgets, we'll continue to do our best with the basics: Ink. Paper. Lots of -

images, letters, lines and dots. A good designer can arrange them all smartly and
smoothly, so that today’s news feels familiar and yet . . . . ... new.

But where do newspaper designers come from, anyway? Face it: You never hear
children saying, “When I grow up, my dream is to lay out the Opinion page” You
never hear college students saying, “I've got a major in rocket science and a
minor in sports infographics.”

No, most journalists stumble into design by accident. Without warning,

Maybe you're a reporter on a small weekly, and one day your editor says to you,
“Congratulations! I'm promoting you to assistant editor. You'll start Monday.
Oh, and .. . you know how to lay out pages, don’t you?”

Or maybe you've just joined a student newspaper. You want to be a reporter, a
movie critic, a sports columnist. So you write your first story. When you finish,
the adviser says to you, “Uh, we’re a little short-handed in production right now.
[¢'d really help us if you'd design that page your story’s on, OK?”

Now, traditional journalism textbooks discuss design in broad terms. They
ponder vague concepts like balance and harmony and rhythi. They show award-
winning pages from The New York Times or The Wall Street Journal.

“Nice pages,” you think. But meanwhile, you're in a hurry. And you're still con-
fused: “How do T connect this picture to this headline?”

That’s where this book comes in.

This book assumes you need to learn the rules of newspaper design as quick-
ly as you can. It assumes you browse newspapers once in a while, but you've
never really paid attention to things like headline sizes. Or column logos. Or
whether pages use five columns of text instead of six.

This book will introduce you to the building blocks of newspaper design:

headlines, text, photos, cutlines. We'll show you how to shape

~ them into a story — and how to shape stories into pages.
After that, we'll look at the small stuff (logos, teasers,
charts and graphs) that make more complicated pages
work. We'll demonstrate attention-grabbing gimmicks
like subheads that help you break up long, gray columns

of type —
YO! CHECK OUT THIS ATTENTION-GRABBING SUBHEAD

— not to mention bullets, to help make short lists
“pop” off the page:

¢ This is a bullet item.

4 And so is this.

¢ Ditto here.

We'll even explore liftout quotes, which let
you dress up a quote from somebody
famous — say, Mark Twain — to catch your
reader’s eye.

Yes, some writers will try anything to get
you to read their prefaces. So if you made it all
this way, ask yourself: Did the page design
have much to do with it?

AM
NOT THE

EDITOR

OF A

NEWSPAPER

AND SHALL
ALWAYS TRY T0

DO RIGHT
AND BE 600D,

SO THAT
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Publick Occurrences, America’s
first newspaper, made its debut
300 years ago. Like other colonial
newspapers that followed, it was
printed on paper smaller than the
pages in this book, looking more
like a pamphlet or newsletter.

Most colonial weeklies ran news
items one after another in deep,
wide columns of text. There were
no headlines and very little art
(though it was young Ben
Franklin who printed America’s
first newspaper cartoon in 1754).

After the Revolutionary War,
dailies first appeared and began
introducing new design elements:
thinner columns, primitive head-
lines (one-line labels such as
PROCLAMATION) and — this
will come as no surprise — an
increasing number of ads, many of
them parked along the bottom of
the front page.
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Colonial printing
presses couldw’t handle
large sheets of paper,
so when Publick
Occurrences was
pririted in Boston on
Sept. 25, 1690, it was
only 7 inches wide, with
two 3-inch columns of
text. The four-page
paper had three pages
of news (the last page
was blank), including
mention of a “newly
appointed” day of
Thanksgiving in
Plimouth. (Plimouth?
Publick? Where were
all the copy editors

in those days?)

Throughout the 19th cen-
tury, all newspapers looked
pretty much the same. Text
was hung like wallpaper, in
long rows, with vertical rules
between columns. Maps or
engravings were sometimes
used as art. »

During the Civil War, |
papers began devoting more
space to headline display,
stacking vertical layers of
deckers or decks in an endless
variety of typefaces. For
instance, The Chicago Tri-
bune used 15 decks to trum-
pet its report on the great fire
of 1871: FIRE! Destruction of
Chicago! 2,000 Acres of Build-
ings Destroyed. . . .

The first newspaper pho-
tograph was published in
1880. News photos didn’t
become common, however,
until the early 1900s.

PRESTGENT LINEOLN:

n Mg,

il
dpreanl Beway B
Vo Cataley e,

s

This 1865 edition of
The Philadelphia
Inquirer reports the
assassination of
President Linicoln with
15 headline decks. Like
maost newspapers of its
erd, it uses a very
vertical text format:
When a story hits the
botiom of one colurm,
it leaps to the top of the
next to continue.
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MORE QUIGK HISTORY

T LYo dbout 1900 news | CAPT. FRIED RESCUES SEA FLYER
OBTH (FUTRY  papers began looking = : -
Lwsit BLWIGRE . N . 3
more like — well, like 3 - A O ;
newspapers. Headlines
grew bigeer, bolder and SEA GANG LINKED T0 MURDER
wider. Those deep stacks A RANS TR 0 LED :
of decks were gradually OF B BY OM Y F l
eliminated to save SpaCe {ts Great to Know What You Wantl \ﬁﬂ' FEIEI}S Ocean Hop Fails FmB[NG BﬂDY ﬂ? Eﬂﬂ.D
Page designs developed
greater variety as news ;
became departmental- i
ized (Crime, Foreign, By the 19305, most
Sporis and so on). o e newspapers had the
The *20s saw the rise of T Ftor Mo I ability to run cartoons,
the big-city tabloids — ; gﬁotoxli ;szfnh;?;‘?
5,
those hal'f—sheet papers 1932 edition of the Los
packed with photos and Angeles Times. Note
sensational sledgeham- the Z?mbef 0{3 stories
: on fris page. For
mj: he}?dhnes. X S | decades, Americon
s the years went by, alc D I front pages commonly
papers kept increasing displayed 15-20 story
the traffic on each page, elements. th_h those
using ever more pholos all-cap headlines, these
. '3 p ’ pages gave readers a
stories and ads. . I . strong senise of urgency.
THE B0T00- By today’s standards, even | T T L
e IEY i Semtinoles 1-Point Bowl Choice Over Wyomi
ﬁiiﬁé* gﬁg‘:‘x éﬁgwg the handsomeSt bapers from A Lo Alcindor | ‘_F BlueVs.va‘WﬁZOpt:g

50 years ago look clumsy and
old-fashioned. Others, like the
page at right, look downright
ugly.

Still, most of the current
trends in page design were in
place by the late "60s:

¢ more and bigger photos;

#more refined headline type
(except for special feature sto-
ries and loud front-page ban-
ners);

¢ amove from 8- and 9-col-
umn pages to a standardized
6-column page;

¢ white gutters between
columns instead of rules.

As printing presses contin-
ued to improve, full-color
photos became common in
the early *80s, thus ushering in
the modern era of newspaper
design.

Conch ¥ ‘Cnmplmm’
Guards Roughed Up

This 1966 sports page
from The Oregon
Journal is astoundingly
bad — but to be fair,
it’s a typical example
of mid-"60s design.
The bizarre shapes of
its photos and stories
collide in a distracting
jumble. After printing
pages like these for
years, editors finally
realized that taking
page design seriously
ntight not be such a

bad idea.
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CURRENT TRENDS -

¢

Compared to the newspapers of vesteryear, today’s
news pages look lively and sophisticated. That’s partly
due to technological advances. But today’s editors
also realize that readers are inundated by slickly
designed media, from movies to Web sites to TV
commercials, Sad to say, most consumers judge a
product by the package it comes in. They simply
won't respect a product — or a newspaper — |
that looks old-fashioned.

To look modern, newspapers now use:

+ Golor. Full-color photographs have /
become standard on section fronts across ¢
the country. Throughout the paper, color  /
is applied both decoratively (in ads and
illustrations) and functionally (in pho-
tos, in graphics, and in logos and
headers that organize pages to help
guide readers). /

¢ Informational graphics. Papers / Gp
don’t just report the news — they  / .
illustrate it with charts, maps, /
diagrams, quotes and fast-fact
sidebars that make complex /
issues easier for readers to /
grasp. ;

¢ Packaging. Modern /
readers are busy. Picky. /
Impatient. So editors try
to make every page as
user-friendly as they /
can by designing
briefs, roundups, /
scoreboards, pro-
mos and themed

packages that

are easy to find  /
and quick to

B,

read. e
¢ Modular lay- Ry
out. We'll explain this later.
In a nutshell, it simply means all
stories are neatly stacked in rectangular
shapes. ;-éi front page
In the past, newspapers were printed in a variety of S 4 you can see
sizes. Today, virtually all newspapers are printed either as broad- TNy, 8 ex;mpl“ of
sheets (large, full-sized papers like USA Today or the Detroit Free Press, R P;”C‘;m;’;;z”
shown above) or tabloids (half-sized papers like The National Enquirer — OK,  work: she bold color
maybe that’s a bad example — or, say, The Christian°Science Monitor). and typography; the
In the pages ahead, we’ll examine examples of modern American newspaper ~ 4Ppealing graphics and ;
. promos; the variety of
design. Most of these are broadsheet pages, but remember: Whatever your ways in which editors
paper’s format, the same basic design principles apply. summarized the news.

6
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CURRENT TRENDS

SOUTH BAY VALUE MER Justn Tanbertde: \WSIDE: COMPLETE COVERAGE OF SANBAN'S CAPTHRE 1 0 12-PAGE SPECIAL SECTI0K - S
L : sourbklz > Ammddmgreshf . ﬁ;ﬁﬁ JTheA nta i
- ¢ journai-
Governor's green vision for state CSTUINDAY

HE PUSHES FTR CLEARER FLILS, BUT DAM PLAN RUNS
IO OFPUSTTION, NEW PRISGHS. SLHOOL ASD N AGEHDA
ot =

 lit Wexicr, politics vs,
SOCCRr iS00

- i
Manyal-Qaida leaders
dezd or degp in Kiding

Is iPhone right
call for Apple?:

Atiantamen connested
toToramts terrarists?

Tils of British wer bides inl 5.

§YEDH
This page from the San Jose Mercury news " Big news stories demand big play, After U.S. Some newspapers use the front page as a menu
provides an appealing example of front-page troops invaded Iraq, it took months to capture that teases readers to look inside the paper. The
Jormatting. The centerpiece iPhone story fills ousted dictator Saddam Hussein — but when Atlanta Journal-Constitution prinis this version
half the page with a dramatic, magazine-style it happened, the Virginian-Pilot ran the story of Page One for ifs streei-sale Saturday edition,
layout. Though just three stories start on Page BIG. Note the loud headline, the giant photo There are no complete stories here — just lively
One, briefs and promos send readers inside. and the guide to all the stories running inside. highlights designed to tweak your curiosity.

PAGE ORE Today's Page One is a blend of traditional reporting and modern marketing
RLCIBN that seeks to answer the question: What grabs readers?
) Is it loud headlines? Big photos? Juicy stories? Splashy colors? Or do readers
prefer thoughtful, timely analyses of current events?

Hard to say. Though newspaper publishers spend fortunes on reader surveys,
they’re still unsure what front-page format reaches readers the best. As a result,
most papers follow one of these Page One design philosophies:

+ The traditional: No fancy bells or whistles — just the top news of the day.
(For tabloids, that means 2-4 stories; for broadsheets, 4-6.) Editors combine pho-
tos, headlines, and text — usually lots of text — in a sober, straightforward style.

¢ The magazine cover: These pages use big art and dynamic headlines to high-
light a special centerpiece. In tabloids, this package dominates the cover (and
may even send you inside for the text). In broadsheets, a front-page package is
given lavish play, flanked by a few subordinate stories.

¢ The information center: Here, the key words are volume and variety. By blend-
ing graphics, photos, promos and briefs, these fast-paced front pages provide a
window to what’s inside the paper, a menu serving up short, appetizing tidbits to
guide readers through the best of the day’s entrees.

But the options don’t end there. Some papers run editorials on Page One.
Some add cartoons. Some print obituaries, calendars, contests — even ads.
Almost anything goes, as long as readers respect it, enjoy it and buy it.
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Popular feature pages provide lots of variety:

lifestyle stories, columnns, humor, enterfainment.

At The Kansas City Star, the lead story on this
feature page annovunces a Halloween contest
(send us your scariest ghost siory!). Runming
along the bottom of the page are assorted
gossip ftems, oddball factoids and a colummnist.

Enteriainment coverage is enormously
popular with readers — and full-page section
fronts provide terrific apportunities for flash
and flair. On this Virginian-Pilot guide to
weekend fun, the lead story combines type
trickery and digital photo effects to preview

a local Kanye West concert.

At larger newspapers, feature coverage expands
to include food, travel and fashion — fopics that
often receive big, magazine-style treatments. This
is the cover of a Dallas Morwing News fashion
supplement with lots of color, lots of photos and
lots of ads. It takes a dedicated team of editors,
designers, photographers and writers to pull it off.

CLETHRE DRbES As time goes by, feature sections become more popular — and their range gets
SRLURE PRl §OEs b _ pop . geg
& “IpTigue  more ambitious. Most modern feature sections offer a mix of:

+ Lifestyle coverage: Consumer tips, how-to’s, trends in health, fitness, fashion
— a compendium of personal and social issues affecting readers’ lives.

+ Entertainment news: Reviews and previews of music, movies, theater, books
and art (including comprehensive calendars and TV listings). Juicy celebrity
gossip is always popular, too.

¢ Food: Recipes, nutrition advice, new products for home and kitchen — all
surrounded by coupon-laden advertising that shoppers clip and save.

¢ Gomics, columnists and ¢resswords: From Dear Abby to Dilbert, from Hagar
to the horoscope, these local and syndicated features have faithful followings.

Feature sections often boast the most lively, stylish page designs in the paper.
It’s here that designers haul out the loud type, play with color, experiment with
unusual artwork and photo treatments.

Many feature editors dress up their front pages by giving one key story a huge
“poster page” display. Editors at other papers prefer pages with more traffic,
providing an assortment of stories, briefs, calendars and lists.

And while most papers devote a few inside pages to features, some bigger pub-
lications — those with plenty of writers and designers — produce daily themed
magazines: Money on Mondays, Health ¢~ Fitness on Tuesdays, Food on Wednes-

days and so on.
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Sports layouts should be lively and playful — Whenever big sporting events occur — the Super Not all sports design oceurs on section fronts.
and this page from the Billings (Mont.) Gazette  Bowl, the Olympics, a state championship — if’s Publications also produce special fuside pages,
demonstrates how bold presentation brings an a golden opportunity to create special sections, too. Some are themed pages that run regularly
ordinary sports page to life. The bold headline design special logos, run jumbo photos — and (NFL Roundup, Inside the NBA), while others
and big cutout image of the football player pro-  empty the page of all competing stories. Note the profile athietes or commemorate milestores.
vide impact while the vest of the page presents combination of big story/small roundups on this This page was written and designed by Joshua
information in a neatly organized way. baseball playoff page from the Detroit Free Press. Trudell at the San Antonio Express-News.

SBORTS plgEs Television seems to be the perfect medium for sports coverage. It’s immediate.

& BIpTINe Visual. Colorful. Yet in many cities, more readers turn to newspapers for sport-

ing news than for any other reason. Why?

A good sports section combines dramatic photos, lively writing, snappy head-
lines and shrewd analysis into a package with a personality all its own. And while
sports coverage usually centers around meat-and-potatoes reporting on games,
matches and meets, a strong sports section incorporates a variety of features that
include:

¢ Statistics: Scores, standings, players’ records, team histories — true sports
junkies can’t get enough of this minutiae. It’s often packaged on a special score-
§ board page or run in tiny type called agate. "

# Calendars and listings: Whether in small schools or big cities, fans depend on
newspapers for the times and locations of sporting events, as well as team sched-
ules, ski reports, and TV and radio listings.
_ # Columnists: Opinionated writers whom sports fans can love or loathe — the
o more outspoken, the better.
_ # Inside poop and gossip: Scores, injury reports, polls, predictions, profiles and
analyses that aren’t easily available anywhere else.

Sports pages (like features) offer opportunities for designers to run photos
more boldly, to write headlines more aggressively — and to create dynamuic
graphics packages that capture the thrill of victory in a visual way.
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This page from the Asbury Park Press is a
classic example of a modern editorial page.
On it, you'll find the masthead (listing the
paper’s top editors}), an editorial cartoon,

a wordy editorial column, some letters from
readers, a “Today in History” feature and
today’s Doconesbury comic strip.

Larger papers, especially dailies, run longer
apinion columns on the page opposite the
editorial page (called the op-ed page). At the
biggest papers, the opinion/editorial staff gets
a separate section on Sundays, which provides
a home for in-depth analyses like this one in
the San Jose Mercury News,

noblest journalistic traditions.

The basic ingredients for editorial
4 Editorials,

topical issues;

 Opinion columns written by the paper’s editors,

ally syndicated columnists;

¢ An editorial cartoon, a sarcastic illustration that lam

political policy;
# Letters from readers, and
¢ The masthead, which lists the paper’s top brass (editors, publishers, etc.)
along with the office address and phone number.
In addition -— because editorial pages are often rigidly formatted — many
papers run a separate opinion page (see examples above). These pages provide
commentary and opinion, too, as they examine current issues in depth. And like

sports and feature sections, the
by using stylized headlines,

techniques.

Here's another example of a special opinion
page design from a college newspaper, the
Indiana Daily Student. Like the example at left,
it’s a single-topic page. It uses dramatic black-
and-red illustrations to depict, in a graphic Wiy,
the demographic problem that's discussed in the
story’s text.

g Juxtaposing news and commentary is a dangerous thing, How are readers to
¢ know where cold facts end and heated opinions begin? That’s why nearly every
N newspaper sets aside a special page or two for backbiting, mudslinging, pussy-
footing and pontificating, It’s called the editorial page, and it’s one of America’s
pages are nearly universal, consisting of:

unsigned opinion pieces representing the newspaper’s stance on

by local writers or by nation-

poons public figures or

y set themselves apart from ordinary news pages
interpretive illustrations and more elaborate design

10
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Coming up with a clever name for a themed Many newspapers run a daily business page How can you entice kids to read the newspaper?
page is always o challenge. And here’s g catchy  full of industry news and stock reports. But Many papers produce special sections like this one
name for a weekly fishing page: Hook, Line ¢ this weekly page from the Orlando Sentinel — “X-Press” from The St. Fetersburg Times - in
Sinker. The Asbury Park Press prodices this Jocuses exclusively on YOUR Ppocketbook, hopes of attracting young readers. Along with
section each week, and you can see the variety YOUR investments and where YOUR money bright colors, zoomy images and wacky layouts,
of fun stories and useful data it provides. Note,  goes, Like the fishing page at left, the design these pages usually offer cartoons, puzzles, hobby
too, the boat ad running along the botrom. combines short briefs and longer stories. tips and stories written by the kids themselves,

THryen In the old days — say, 20 Years ago -— many newspapers simply shoveled all
PAEF FRRMATE their stories into four big blocks: news, sports, features and business. (Many dull
SRR newspapers still do.) :
But smart editors realize that if you cram everything into those HeWs-spors- |
features-business blocks, lots of good stories will fall through the cracks. They've ‘
learned that readers have a broad range of interests, and that special-interest
pages provide a way to satisfy those readers while attracting advertisers, too.
Take a tour of modern American news publications and you’ll find smartly
formatted weekly themed pages on such topics as:

o

3333444 4444444415717

Automobiles Death and dying Military affairs Science

Auto racing Enviranment Movies Seniors

Boating Ethics Music Shopping and malls
Books Families Nightlife Skiing

Bowling Gambling Outdoors Television
Celebrities and gossip Gardening Pets Traffic and commuting
Children and families Golf Pro wrestling Travel

Classical music Health and fitness Recreational vehicles Videos and DVDs
Computers Hiking and biking Relationships Visual arts
Computer games Hobbies Religion Yolunteering

Crime and safety Home decorating Rock music Weather

Dance Hunting and fishing Technology Web sites

Dieting Local history Schools Weddings

Every community is unique, What are your readers most interested in?

11
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When fire rore through downtown Memphis,
The Commercial Appeal responded the next
day with this special report on the blaze.

Like the Saddam Hussein layout on page 7,
this design uses a big, dramatic image to grab
readers’ attention and establish the section’s
theme. An index runs along the bottom.

Here’s the cover of a special 2006 Winter
Olympics preview section from The Detroit News.
Great headline, great deck (“Olympics take
Extreme turn, so hang on for a wild ride, dude”)

too, to read everything sideways. It’s a gimmick
that says “I'm special. Read me!”

As we mentioned previously, newspapers often settle into dull, predictable
routines from issue to issue, repeating the same standard formats day after day.
(Fortunately, a little predictability is good: It keeps readers happy and editors
sane.)

But opportunities often arise for producing special sections with unique
design formats. These include:

« Previews of big events published in advance (Baseball 2008 or Family Fun
ai the County Fair!). These recycle photos and statistics from years past and offer
readers calendars, maps and other helpful guides.

+ Special reports that wrap up news events that just occurred (The Tragedy
of Flight 1131 or That Championship Season: The Pittsburgh Penguins). For major
sports events, these special sections are often printed and distributed to stadium
spectators just moments after the Big Game concludes.

© Special enterprise packages on serious topics or trends (AIDS, The Homeless,
How You Can Save Our Planet). These are often investigative stories that take a
team of reporters, photographers and designers weeks — or months — to
assemble. They frequently run as a series in the daily paper, after which they’re
repackaged and reprinted in a special section. ‘

Special projects like these are an enormously rewarding form of journalism.
Better yet, they give you an opportunity to experiment with new forms of story-
telling, type treatments, page layouts and photography.

In the desert Southwest, water is a life-and-
death issue. And this special 12-page report in
The Arizona Republic focuses on the Colorado
River, where years of drought have created

— and you need fo give the page an extreme turts, hardships for farmers, concerns for residents
and raging debates over how to protect the
river and the environment.

7999379993773 33999
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Newspapers, once so powerful and profitable, now face an uncertain future. As
readers and advertisers steadily drift from newsprint to the Web, publishers feel
enormous pressure to trim costs and boost circulation. But how?

One solution: downsizing. In many cities, newspaper staffs have gotten small-
er over the past few years, and newspapers themselves have shrunk, too. To offset

% Page formats: How
broadsheets and
tabloids use different
layout grids ...........T8

the rising cost of newsprint, most American newspapers are now an inch or two
narrower than they were a decade ago. Some publishers want to go even further,
Many broadsheet papers are considering downsizing to tabloid size, both to save
money and please readers, who often prefer the smaller-sized format.

In Europe, tabloids are enormously popular. Many respected broadsheets have
recently redesigned into tabloids. Some, like The Guardian in London, have
switched to a size halfway between tabloids and broadsheets, called a berfiner.

“The tabloidization of newspapers is a global phenomenon,” says noted design
consultant Mario Garcia. “It is, T believe, unstoppable.”

Why? Readers prefer simpler storytelling and quicker messages in a smaller
package, Garcia says. “One by one, the largest and best known newspaper titles
around the world will make the transition to smaller formats.”

Not everyone agrees with that prediction, however.

“The ‘unstoppable’ phenomenon Garcia describes has not happened in the
U.S. because publishers knew it was bad for readers and bad for business,” argues
design expert Alan Jacobson. “Americans prefer to separate their paper into
sections, which is not possible with a tab. Ad revenues
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Broadsheet: In covering the 2006 election, the
Baitimore Sun vses its large broadsheet format to
run big headlines, big photos and three stories,
along with a full column of voting statistics.

would drop with smaller ads on smaller

pages.”

Whatever the outcome, it remains a time of dramatic
change for newspapers big and small. News design will

& | GOP loses US. House, Statehouse
: Mpst local inpumbents withstand chatlenges

continue evolv-
ing in the years
ahead —— even
if it’'s just an
inch at a time.
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Bevliner: This format, used by the daily paper
in Lafayette, Ind., 1s slightly smaller than the Sun
at left. If's a handier size, but it doesr’t provide
as much room for news as the broadsheet format.

LOGAL QUESTIONT

DFEER SPR07: VES 26,640/050 8,792
SRESS 9% WEB 20,763/%% 15,465
COMSTETUTTONAL KNVIENTIAENEE oo omsiriirrmcm ey
mm:m R GRE: maa PERCENT

RERROERGY BAN: VES T2 PERCENT
ﬁ&’iw&%&‘i‘ BOHAR: YES 85 PERCENY
On the e
national scene,
Demaocrats take
aver the House of
Representatives.
Meanwhlle,
focai voters
address traffic
and development
issues,

e Tt A P 3.0 R B
Pty

Tabloid: As the available space gets smaller,
less material fits — so tabloids run even
fewer stories and photos per page. Many
readers prefer this size and shape, however.
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Years from now, we'll look back on today’s online news design and say, “Ugh —
how primitive.” (Much like your reaction to those old newspapers back on page 5.)

Yes, the World Wide Web is still in its infancy. Only a decade ago; most editors
and publishers had no idea how to translate news pages onto a digital platform.
They had to be dragged, kicking and screaming, into the new millennium.

Like fish learning to walk on land, newspapers are slowly evolving and adjust-
ing to this new terrain. Too many news sites are still disorganized, unappealing
and unprofitable, but online design is steadily improving. The next generation of
journalists — that’s you — will raise the standards even higher.

What advantages does online journalism offer?

¢ Immediacy. Stories, photos and videos can be posted as news breaks, then
updated around the clock. Reporters and designers no longer gear their efforts
toward daily or weekly deadlines, watching helplessly as stories grow stale.

4 Flexibility. Stories can change and grow, appear and disappear, from minute
to minute. Which means that all aspects of journalism — text, photos, graphics,
maps — can maintain a higher degree of accuracy than ever before.

© Unlimited space. On the Internet, stories can run as long as necessary (which

can be painfully boring, we realize). But reporters can enhance their coverage by
linking to archived stories, supplemental data and outside commentary.

4 Interactivity. Readers can comment on stories, debate issues, post videos and
blogs of their own. The Web has made “citizen journalism” a reality.

+ Multimedia. Audio, video, animated graphics — these modern storytelling
devices vastly expand the news designer’s toolbox.

% Online design: An
entire chapter on
designing news for
the Web.............. 243

4 Multimedia: Adding
audio, video and

interactive elements
to online stories ... 250
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This interactive feature from the South Florida Sun-Sentinel’s site provides a crash
course in alligators. The opening page, above, introduces the topic. Click the ENTER
button to take a self-guided tour of topics. You can view a map of the reptile’s habitaf,
explore alligator biology with a series of clickable closeups, study photos from the
critter’s life cycle, compare gators to crocs, and exit with a list of safety tips.

If you're a regular reader of online news, you
know that Web sites generally look the same
from day to day. In fact, you can lump nearly all
pages on news siles into two categories: home
pages, those complex mega-menus like the
examples at left, and story pages, where the text
of each news story can be found.

But you'll also find special projects where
online journalists take more creative risks. The
latest Web technology makes it easy for readers
to explore complex topics in detail using a com-
bination of photos, graphics, audio, video and
text: multimedia, in other words.

This is truly the cutting edge of journalism.
Never before have so many different storytelling
techniques been available to reporters, editors
and designers. That may seem overwhelming,
but remember: Whether vou're printing photos
on paper or posting graphics on a computer
screen, the same fundamental design principles
apply. Information can be ugly and confusing,
or it can be attractive and well-organized.

As you'll learn, good design is good design ——
whatever medium you’re in.
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THE NEWS MEDIA OF THE FUTURE

The “Digital Daily”
doesi’t exist yet,

but it won't be long
before we all carry a
similar portable
device that can play
music and movies,
surf the Web and, yes,
download instant
news reporis.

As you can see, this
electronic newspaper .

is customized:

It searches for news

topics of interest

to the user, then

flashes the

headlines below.

Simply touch the .
photo and it plays a
video clip, complete

with sound. Press the
arrow button and the
news story fills the
screen, complete
with text, graphics,
videos and library
links — true
interactive
Journalism.

MONDAY
APRIL 14, 2020

o

Tiger Woods wins his fifth straight
U.S. Open by a record 28 strokes

President Gore calls Senate
tax-cut proposal “ridiculous”

A delivery-truck driver has hit
i your neighbor Bob’s dog

{ Dr. Benson’s office says n
your test resuits are now in ;

And since most of your finances are processed
electronically, your newspaper tracks your
current bank balances — in addition to
monitoring the performance of your stocks.

Since this is your personalized newspaper,

it keeps track of your personal life, roo. Here’s
your calendar for the day, programmed to alert
you s your next appointment approaches.

What does the future hold for journalism? Gaze into our crystal ball and you
may see something like the Digital Daily: a wireless tablet with crisp text, high-
definition graphics and a touch-sensitive screen that lets you enter commands,
type text, even dial phone numbers. (Or perhaps voice-recognition software will
let you just utfer commands, instead.)

Unlike today’s newspapers, future media will cater to your unique interests.
Want only the latest news on tornadoes, Tasmania and your tennis club? Program
this gizmo to prioritize your preferences and it’ll edit the news especially for you.

But can we call this a newspaper anymore? Can we even call it news anymore,
when technology mashes videos and phone calls and weather bulletins and hip-
hop downloads and fashion alerts that tell you those fabulous new Chooka boats
you've been drooling over are now half-off at the Shoe Shack?

Yes, the future may dramatically transform our technology, our tastes and our
attention spans. But don’t let some imaginary News-O-Tron 3000% rock your
world just yet. Just because we dream it and want it doesn’t make it real. It will
take years to perfect the hardware that makes newspapers obsolete.

And in the meantime, in thousands of newsrooms, they still need help produc-
ing tomorrow’s edition of the paper.

Remember, too, that millions of readers love the familiar feel of newsprint.
They like the simplicity of newspapers and magazines, the casual disposability of
dead-tree journalism. Video may be cool and blogs may be trendy, but sometimes
a simple column of ink on paper packs more punch than any sleek o’ shiny
multimedia news gizmo whose battery just died.

And besides, how will you wrap fish in it?

This is the 3 p.m.
edition of your news-
paper. But since the
news is constantly
revised and updated,
you can access the
information anytime
you like.

Down the right side
of the screen is the
index. Press these
buttons to read the
Intest news, watch
video cfips of sports
and movie highlights,
enjoy the animated
comics, do a little
mail-order shopping,
answer e-mail. ...
Get the picture? Best
of all, anytime you

" want to explore a

subject in greater
depth, you can search
the database in the
library, which holds
everything from
encyclopedias 1o
your personal video
collection.
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swe observed in the Preface - you did read the Preface, didn’t you?
After all the work we put into it? Listen, it’s not nearly as dull as it
looks — you’re probably eager to unravel the Mysteries of Page
Design. But before you begin banging out prize-winning pages, you
need to understand a few basics.

You'll need to learn some vocabulary. You'll need to become
familiar with the tools of the trade. But most of all, you'll need to grasp the
fundamental components of page design:
headlines, text, photos and cutlines.

This book is designed so you can skip
this chapter if you’re in a hurry. Or you can
just skim it and catch the highlights. So
don’t feel compelled to memorize every-
thing immediately. But the better you
understand these basics now, the more eas-
ily you'll be able to manipulate them later
on,

To make this book handier to use, we've
repeated the chapter contents in detail

along the bottom of each chapter’s intro-

ductory page. And each section within this book is cross-referenced, too,
with those handy MORE 0N guides in the upper-right corner of the page. As
you study each topic, you can jump around through the book to expand
upon what you're learning.

< What it's called:
A look at newspaper
design components on
two typical pages...

Tools of the trade:
A quick tour of the old
(pica poles) and the new
(computers).

% Basic typography:
An introduction to fonts,

point sizes and type
characteristics .

4 The four basic elements:
The essential components
{headlines, text, photos,

GRAFTER OONTERTS

cutlines) used to build
most pages..

% Headlines:
Types of headlines; weights
and fonts; determining
number of lines

% Text:
Different types of type
{roman, italic, boldface),
und how they're
shaped into fext. 30

% Photos:
The thiee basic phote
shapes (vertical, horizontal
and square) v B2

% Gutlines:
Comnon type treatinents,
and basic options for
placing cutlines on
the page . SR

% Drawing a dummy:
How to create a dummy;
elements needed for
effective dusnmies

% $ample dummies:
Tivo page dummies fo use
for design practice.........40

% Troubleshooting
% Exercises ..............




THE FURBAMENRALS

WHAT iIT S GALLED

widow in the gutter. (If our mothers knew we talked like this, they d never let us

To succeed in the design world, you need to speak the lingo. In a typical news-
room, for instance, you'll find bugs, bastards, dummies, reefers, maybe even a

become journalists.)

Not all newsrooms use the same jargon, but there’s plenty of agreement on

most terms. Here are some common elements found on Page One:

Teasers

These promote

the best stoties
inside the paper”

{(also called

promos or

skyboxes)

Flag....---*;

The newspaper’s
name {also called
the nameplate)

infographic

A diagram, chart,
map or list that
conveys data
pictorially

sasaranra

Beck

A smaller head-
line added below
the main headline
(shown hereis a
surmmary deck,
which summarizes
news stories)

Display head

A jazzed-up
headline that *
adds drama
or flair to
special stories

Jump line

A linie telling the

reader what page

this story
continies on +-.,

Logo
A small, boxed
title (with art)
used for lubeling
special stories
or series

Gutline
Information

rrsaanne

about a photo or

IHTJSITQ.HO?! (alsﬂ ssranan -5- by

called a caption)}
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Reverse type
White words set
against a dark
background

Headline
The story’s tile
of summary, in

large type above
or beside the text

Refer

.. A brief reference
to a related story

elsewhere in the
paper

Mug shot

A small photo-
graph (usually
just the face)
of someone

in the story

Byline

The writer’s
name, often
followed by key
credentials

Initial cap

A large capital
letter set into
the opening
paragraph of a
special feature
{also called

a drop cap)

Standing head
A label used for
packaging
special items

(graphics, teasers,

briefs, columns,
ete.)

,Index

A directory
of contents

o
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THE FUEDA

WERIME o

WHAT IT°S CALLED

Folio .
A line showing
the page number,
date, paper’s

As you can see, Page One is often foaded with devices designed to entice and
entrap prospective readers. Inside the paper, however, graphic elements become
more subtle, less decorative, They're there to inform and guide readers, not sell

papers.
Here are some typical design elements used on inside pages:
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NORE DY

> Terms: A glossary
of newspaper design
terms and jargon... 284
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Standing head
A label used for
packaging
special stories
or features

Jump headline

A headline frear-
ment reserved for
stories jumping
from another page
(styles vary from
paper to paper)

Phote credit

A line giving the
Photographer's
name (aoften
adding the paper
or wire service he

or she works for)

Text

Type for stories set
in a standard size
and typeface,
stacked in columns
{or legs}

Sidebar

A related story,
often boxed, that
accompanies the
main story

Cutoff rule

A line used to
separate elements
on @ page

Gutout

A photo in which
the background
has been cut
away (also called
a silhonetie}
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THE FBHBAHENTALS

TOOLS OF THE TRADE

Galculator: Designers
often use calculators
for sizing photos and
computing line lengths
in a hurry (unless
you're a whiz with frac-
tions). Test yourself: If
you have an 18-inch
story, and it’s divided
into 5 columns (or legs)
with a map in the sec-
ond leg that’s 3 inches
deep — how deep would
each leg be?

Page designers used to spend lots of time drawing boxes (to show where photos
went). And drawing lines (to show where text went). And drawing more boxes
(for graphics, sidebars and logos). ‘

Nowadays, most designers do their drawing on computers. But for sketching
ideas and working out rough layouts, these old tools of the trade are still handy:
pencils {for drawing lines), rulers (for measuring lines), calculators (for estimat-
ing the sizes of those lines and boxes), and that old classic, the proportion wheel
(to calculate the dimensions of boxes as they grow Jarger or smaller).

Even if you're a total computer geek, you should know these tools and terms:

i

i : e s e W a

. L o ' . . .47 6R12PT.  INCHES '

Pencil: Yes, vour basic pencil (with eraser) is used for drawing dummies. e e
Designers who draw page dumsmiies with pens are fust showing off. A

Fant =
w%""_ 3 —
L I -
. =
S 1—

Afterward, these markings can easily be rubbed off with cloth. é_. 7 M,_:.;
8 =
;EH'—”:'— 9 R
10

& RO E

Knife: In some art departments and composing rooms,
X-ACTO knives (a brand name) are used for trimming
. photos, cutting stories and moving items around when

Y pages are assembled — or “pasted up” — before printing.

HURE B8 &

1 ' = Pica pole: This is the

- other. You can see, for

4% The proportion
wheel: A guide
to hiow it works...., 283

% Terms: A complete
glossary of design

ruler used 11 newsrooms.
It has inches down one
side and picas down the

instarice, that 6 picas
equal one inch. You
can also see that ii’s
42 picas down fo
that line at the
hottorm of

Proportion wheel:
This handy gizmo is used
to calculate proportions.
For instance, if a photo

is 5 inches wide and 7
inches deep, how deep
will it be if you enlarge it
to 8 inches wide? Using a
proportion wheel can
show you instantly.
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F THE TRADE

Back in the Stone Age (the "80s and *90s), newspapers became

- pioneers in desktop publishing technology, and computers slowly

transformed every corner of the newsroom. As new media contin-

ue to evolve, it’s essential for every journalist to possess a broad
range of computer skills. They’re indispensable for:

+ Writing and editing stories. In most newsrooms, reporters and
editors use networked computers to write, edit and file stories; to
conduct interviews (via e-mail); to compose headlines; to search
Internet databases and library archives,

# Designing pages. Today, all print publications are paginated —
that is, pages are created digitally with desktop publishing soft-
ware. (This book, for instance, was produced using QuarkXPress.)
Designing pages for online news sites requires expertise in HTML
coding and/or Web design software.

+ Producing photos and video. Digital cameras and photo-pro-
cessing software let you control every aspect of an image so reliably
that most newsrooms have dispensed with darkrooms entirely.
Whether you're preparing photos for print or posting video
online, you'll need skill in digital production techniques.

¢ Creating illustrations and graphics. Illustration software makes
it easy to draw artwork in any style. And even if you're not an
artist, you can buy clip art or subscribe to wire services that pro-
vide topnotch graphics you can rework, resize or file for later use.

% Scanning: How fo
import images into
your compuiler
electronically.

% Printing color: How
computers separate
color to produce full-

color pages ... 222

4% Web design: An
entire chapter on how
to design news for the

Web ... 243

To produce a professional-looking publication, you dor’t
need a lot of high-tech toys. Here's the basic hardware
that's essential in every newsroom.

Storage media: Photos and page-
design files can quickly fill up a
computer’s internal temory.
That’s why many newsroomis
burn CDs or DVDs to

= archive images and

pages once theyve been
published, But those disks aren’t
necessarily permanent; they can easily
be lost or damaged. That's why backing
up files to a hard drive — especially one
networked to all newsroom computers

— usually provides a more convenient

and reliable storage option.

e

“Hem Printer: Once you design a page on the

computer, how do you view it on paper?
Every newsroom uses laser printers like
this one: high-resolution devices that
output near-professional-quality type
and graphics. Small papers may send
these prints to the pressroom, but most
papers use specialized typesetters for that,

Scanner: This device is used to reproduce
photos or artwork digitally. It scans
images like a photo-copying
machine, after which you can
adjust their size, shape and expo-
SUTE O YOUT COMPUter screer,
avoiding the darkroom altogether,
For more on scanning, see page 122.
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BASIC TYPOGRAPHY

For hundreds of vears
— since Gutenberg
began printing Bibles
in the 15th cenfury —
fype was set by hand.
Printing shops had
COMPOSing rooms
where compositors (or
typesetters) selected
characters individually,
then loaded them into
galleys one row at a
time: a slow and
clurmnsy process.

P

Uppev'fmcase
boldface serif,
48 point

Upper-case, b-oldface
serif, reversed (white on
black), 28 point

Lower-case

cursive,
60 point

i "Wﬁ!il“

L

Before we start examining headlines and text, we need to focus on type itself.
After all, consider how many hours you’ve spent reading books, magazines and
newspapers over the years. And all that time you thought you were reading para-
graphs and words, you were actually processing long strings of characters, one
after another. You're doing it now. Yet like most readers, you surf across these
waves of words, oblivious to typographic details.

When you listen to music, you absorb it whole; you don’t analyze every note
(though some musicians do). When you read text, you don’t scrutinize every
character, either — but some designers do. They agonize over type sizes, spacing,
character widths, line lengths. Because when you put it all together, it makes the
difference between handsome type and typxe that lonkslike this.

All music starts with the 12 notes in the scale. All newspaper design starts with
the 26 letters in the alphabet. If you want to understand the difference between
Mozart and Metallica, you've got to ask, “How’d they do that with those notes?” If
you want to understand the difference between good design and garbage, you've
got to ask, “How’d they do that with those letters?”

Take the ransom note below. Observe how it bombards you with a variety of
sizes, shapes and styles, each with its own unique characteristics:

Over time, printers
began using machines
to set type. A century
ago, Linotype keyboards
created type slugs from
hot metal. In the 19605,
photorypesetters began
using film to print typo-
graphic characters.

And today, computers
wake typesetting so
cheap and easy, almost
anyone can create pro-
fessional-looking type.

Lower-case
sans serif , 29 point

Lower-case serif
outline, 46 point

Upper-case serif, Upper:case sans Lower-case Lower-case serif
expanded, serif, condensed, serif italic, with drop shadow,
18 point 60 point 51 point 36 point

22
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. BASIC TYPOGRAPHY

Serif type fas tiny
strokes, or serifs, at the
tips of each letter. The

) typefaces at right are
e all members of the
s Times family —

perhaps the mosi
common serif typeface
used today.

Sans serif type
{“sans” means “with-
i out” in French) has no
serifs. The typefuces at

right are all members
of the Futura family,
one of the most
Ppopular sans-serif
typefaces used today.

Cursive type

looks like handwritten
script. In some families
the letters connect; in
others they don’t.

This font is 18-point
Diner Seript,

There are thousands of typefaces out there, with names like Helvetica and  J{iBE (8 &

Hobo, Baskerville and Blippo. Years ago, before printing became computerized,
% Display headlines;

type foundries would cast each typeface in a variety of sizes. And each individual Tips on designin
size of type was called a font: ' creative feati?:e ¢
headlines ............. 212
This is a font —
a complete set of o+ Upper-case characters
characters comprising
one specific size, style and
. weight of typeface, - Lower-case characters
including numbers and
punctuation marks.
As you can see, this .« Nuibers
FPutura Condensed Bold
Jont contains dozens of
characters — and this ** Special characters and
font is just one meitiber Ppunctuation marks
of the Futura family.
All the individual Futura fonts are part of the large Futura family. And many
type families (like Futura) include a variety of weights (lightface, regular, bold-
face) and styles (roman, italic, condensed).
Most type families are classified into two main groups: serif and sans serif.
Serif type families
often include a wide
variety of weights

and styles. Times,
however, is crafted
i1 just two weights
(regular and bold)
and two styles
(rornan and italic).

The Futura family,
on the other hand,

is availgble in an
extremely wide range

of weights (from light
to extra bold) and
styles (including
regular, oblique and
condensed).
Some typefaces are too eccentric to be classified as either serif or sans serif

Cursive type, for example, mimics hand-lettered script. Novelty type strives for a

more quirky, decorative or dramatic personality.
Novelty type

adds variety and flavor.
Tt works well in small
doses (like headlines,
ads and comic strips)
but can call a lot of
attention to itself.
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BASIC TYPOGRAPHY

b ey siznTT rr——

We measure type by point size — that is, the height of the font as calculated in
points. (Points, you'll recall, are the smallest unit of printing measurernent, with
72 points to the inch.) This sizing system originated in the 18th century, when
type was cast in metal or wood. What's curious is this: Back in those olden days,
a font’s point size measured not the type characters but the printing block that
held those characters:

Point size refers ro To adjust the
the height of a fonf— space between
ot tnore specifically, lines of type,
the height of the slug printers added

thin strips of

that held the leiters 12‘;0
lead below

back in the days of pts. |

metal type. Because each row of
those fonts were wooden slugs.
manufactured only That's why,
in standard point even today,
sizes — 9, 10, 12, the spacing
14, 18, 24, 30, 38, between
48, 60, 72 — those : liﬂesﬂofdtype
remain COmmon . e is calle
tvpe sizes today. i‘%%%%%%%%%%%%%g %%%gi% e “leading”

Sizing type is a slippery thing because point sizes don’t always correspond to
reality. A 120-point typeface, for example, is never exactly 120 points tall. And
what’s more, the actual height of 120-point typefaces often varies from font to
font.

And then there’s x-height, the height of a typical lower-case letter. Fonts with
tall x-heights look bigger than those with short x-heights — even when their
point sizes are identical:

This line of 14-point Bookman looks bigger
than this line of 14-point Bernhard Modern.

As you can see, some confusing variables come into play when you size a font.
But by learning to identify the basic components of type — and how they affect
readability — youll be able to analyze type more intelligently:

e top of
‘ascertder-to

WOHE OF 2
% Raw-wrap headlines:
Using them to keep

headlines from
DUtting. oo a2

< Mortises and insets:
Guidelines for over-
lapping photos ..... 209
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Using type right out of the computer is like wearing a suit right off the rack —
it won't look its best until you tailor it a bit. By tailoring type (adjusting shapes
and spaces) you can increase its efficiency, enhance its readability and dramati-
cally alter its personality. ' '

Most page-layout software lets you modify type vertically and horizontally.

Point size: Changing the point size changes the height
of a font. The bigger the size, the taller the type:

d

30-point 60-point 90-point

Leading (pronounced ledding): This is the vertical This is 24-point type with 25 points of leading (normal)
space between lines of type — more specifically, it’s §

the distance from one baseline down to the next. As @lgg @ng
[ B 4
, This is 24-point type with 42 points of leading (loose)

you can see, leading can be loosened, adding more
42| ‘ e
ween two lines

space between lines. Or it can be tightened to where j
ascenders and descenders touch or overlap. i
Like type itself, leading is measured in points. L

=]

Tracking (or kerning*): Just as you can tighten or loosen the vertical spacing
between lines, you can adjust the horizontal space between letters — though even
the slightest changes in tracking can affect the type’s readability:

fracking

This is 24-point type with normal tracking (vic extra spacing between characters)

lracking

This is 24-point type with loose tracking (+40 units between characters)

A~

This is 24-point type with tight tracking (~15 units between characters)

Set width (or scaling): Computers can stretch or squeeze typefaces as though
they’re made of rubber — which can look lovely or lousy, depending. Set width
is usually expressed as a percentage of the font’s original width:

é_% %%E@ g% * Technically, tracking is the

This 24-point fype has a normal set width (100%}) overall spacing between all
characters in a block of text,
and g : é‘ while kerning is the reduction
%%i ﬁg ? i of spacing between a pair of
= v . letters. For instance, if you
This 24-point type is condensed, with a narrow set width {50%) kerned these two letters:

AW

— they'd ook Iike this:

This 24-point type is expanded, with a wide set width (200%) AW

25
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THE FOUR BASIC ELEMENTS

999919°¢

Newspaper pages are like puzzles — puzzles that can fit together in a number  HGRE §§ »
of different ways. . '

Though page designs may seem complex at first, you'll find that just four basic
elements — four kinds of puzzle pieces — are essential. And because these four
elements get used over and over again, they occupy 90% of all editorial turf. Once  # Text: Types of type
you master these four basic building blocks, you've mastered page design. (Well, and how they're

, ) . . . N haped into legs...... 3
that’s not entirely true....... but it makes the job sound easier, doesn't it?) N ; hf;pt ZSmTZ ejs 0
kd = Lne thiree
shapes (vertical,
horizontal, square). 32

% Headlines: Sizes,
types and writing

g

2

ra
»

The four elements are;

# Headlines: the oversized type that labels each story. And a complete
¢ Text: the story itself. Chf;IP fif o P&Otiis
# Photos: the pictures that accompany stories. gggif; gnoszs ms 109
# Cutlines: the type that accompanies photographs. > Gutlines: Types and
HEATFHEHLS 1ovenrevrenren 34
This is how the page actually printed . . .
... and this
is how we'll
represerit
that page —
and the four
basic design
elements —
in this book: ‘

e s s s s s s

Photo ---------+-+-- evsanlsens

-

i
H
B
H
wnefed
H
£
H

CULTHE - ovvvevrerereners I i re e

Rt Bt e PSRN St Fusog o A, ey

THE AMERHCAN *g = .g ...... sensreenuen cutliﬂe

Headline ----------- vessalbananasans Lessatasarasnr MI LLSTONE %?%%

N . gl
in & nation of riches, a permanent undereiaé'ié%i

ot
criytgtiniog i)
pitmeei -t RN e

# it povy e s nok

In the pages ahead, we'll examine each of these elements in brief detail. If
you're in a hurry to begin designing pages, you can browse through this material
now and come back to it when you need it.

PPEPTT7TT7T227277772722727777277791779%9 19
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When you study a page like the one at right —
which probably happens every time you stand in
a supermarket checkout line — there’s one
thing that leaps out, that grabs you, that sucks  /
you in and suckers you into digging down / &
into your pocket, yanking out some change
and buying the thing;:

The headlines. /

Headlines can be mighty powerful. In
tact, they’re often the strongest weapon
in your design arsenal. Stories can be
beautifully written, photos can be
vivid and colorful — but neitheris
noticeable from 10 feet away the /
way headlines are. /

/

You may never write head-

lines as strange and tacky as .,
. .  ohpts
these tabloid he'adhnes are [ 4/4? sy, Cor,
(although to give credit %}ég&’ 2 0
LS : F sy 7 ar
where it’s due, notice how < o, oy & this page i
cleverly crafted they are). ¥, % &5 haslittle
7 U ) ikl o & todowith g

If you stick strictly to design, you = "Fiss,
may never even write heads at all (since de '
most headlines are written by copy editors). i,
But you still need to know what headlines are, where ~"%ex;,
they go, and what styles and sizes are available. '

JEe &« . a1 ;i‘
iv Cserious” !
£ journalists like
hEy >
i us, you've got
A&F to admit those
=3 o~ .
& - Futura headlines 3
aien, &0 are compelling. '

=

Because this is a book on design, not copy editing, we won’t rehash all the rules
of good headline writing. But we’ll hit the highlights, which are:

¢ Keep them conversational. Write the way people speak. Avoid pretentious
jargon, odd verbs, omitted words (Solons hint bid mulled). As the stylebook for
The St. Petersburg Times warned, “Headlines should not read like a telegram.”

¢ Write in present tense, active voice. Like this: President vetoes tax bill. Not
President vetoed tax bill or Tax bill vetoed by president.

¢ Avoid bad splits. Old-time copy-deskers were fanatical about this. And
though things are looser these days, you should still try to avoid dangling verbs,
adjectives or prepositions at the end of a line.

Instead of this: Try this:
Sox catch Sox catch
up with Yankees
Yankees in playoffs

Above all, headlines should be accurate and instantly understandable. If you
can improve a headline by leaving it a little short or by changing the size a bit, do
it. Headline effectiveness always comes first.

Remember, headlines serve four functions on a newspaper page:

B They summarize story contents, B They entice readers into the text.
B They prioritize stories, since bigger € They anchor story designs to help
stories get bigger headlines. organize the page.
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HEADLINES

|

TYPES ¢
HEADLINES

This headline is from
The New York Sun of
April 13, 1861, Papers
often wroie a dozen
decks like this before
finally starting the story.
Why no wide horizontal
headlines in those days?
Because those old type-
revolving presses locked
metal type inte blocks

to print each page.

Type set too wide

would come loose and
fly off the cylinder as
the presses spun around,

Kickers
Kickers lead inio head-
lines by using a word or
phrase to label topics or
catch your eye. They're
usually much smaller
than the main head,
set i1 a contrasiing
style or weight.

Slammers
Who dreams up these
nutty names? This
two-part head uses a
boldface word or
Phrase to lead into a
contrasting main
headline. Some papers
limit these io special
features or jump head-

Raw wraps
Most headlines cover
all the text below; this
treatmestt lets text
wrap alonigside. It’s a
risky idea — but later
on, we'll see instances
where this headline
style comes in handy.

&
H
8

%
s

Hula hoops. A hot new hlt

_ Hula hoops

THE LATEST NEWS,

RY TELEIRAPH TQ TR ¥, Y. 301,

# Mixed typetfaces at random.

FORT SUMTER
ATTACKED!

PRELININARY OFFICTAL CORRESPOYD.

¥
5
H
At G i
¥

with rules between each deck.

Today’s headlines, by comparison:
# Are generally written downstyle
(that is, using normal rules of capitalization).

A century ago, most newspaper headlines:

# Combined all caps and lower case.

—r e
Oivil War Begun! & Were centered horizontally.
FHE MADNESS OF TREASON. + Stacked layers of narrow decks atop one another,

FURIOUS BOMBARDMENT, # Run flush left.
e # Are usually wide rather than narrow.
GALLANT DEFENCE OF THE 4 Use decks optionally, as in this example:
FORT,
] " :
Our TIap 18 BUU There ' Hula hoops have Amerlcans aII a—twwl
Arrival of the Relief That '60s craze
Fleet ! ; Eolt)t?aﬁi?;r? éisr f

That’s called a banner headline, and it’s the standard way to write a news head-
line. But it’s not the onfy way. Below are some alternatives, headline styles that go
in and out of fashion as time goes by. (These headlines all use Franklin Gothic.)

A CRAZE MAKES £ COMEBACK

Hula hoops are on a roll

HULA HOOPS:

are circling : :
the nation S ¢ Hula hoops
-‘ o . are circling
¢ the nation

- this summey

Hoop-la

Hula hoops are sweeping the nation this summer

They weare hot in the '80s,

u but they re hotier today

Hammers

Hammers use a big,
bold phrase to catch
your eye, then add a
lengthier deck below.
They'’re effective and
appealing, but they're
usually reserved for
special stories or
features.

Tripods

This head comes in three
parts: a bold werd or
phrase (often all caps)
and two lines of deck
squaring off alongside.
Like most gimmicky
heads, it usually works
better for features than
for hard news.

Sidesaddie heads
This style lets vou park
the head beside, rather
than above, the story.
It’s best for squeezing a
story — preferably, one
that’s boxed — into a
shallow horizontal
space. Can be flush left,
flush right or centered.

T7T7T777T77772779997272722999932933993424949484¢
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HEADLINES

How T oir If we had to generalize about headline sizes, we could say that small headlines
HEADLINES  range from 12- to 24-point; midsize headlines range from 24- to 48-point; large
| BACE headlines range upward from 48-point.

them big and bold, while others prefer them small and elegant. Headlines in

tabloids are often smaller than headlines in broadsheets (though not always).
Still, this much is true: Since bigger stories get bigger headlines, headlines will

generally get smaller as you move down the page. Here are some examples:

Beyond that, it’s difficult to generalize about headline sizes. Some papers like -

MGRE QN »

% Butting headlines:
When it’s permissible
and how it works.... 19

% Standing heads:
How they differ from
headlines............... 145

< Display headlines:
Treatwments that add
variety and graphic
Ppizazz to feature
headlines............... 212

Traditionally, newspapers have used a coding formula for headlines that lists:
1) the column width, 2) the point size and 3) the number of lines. Using that for-
mula, a 3-30-1 headline would be a 3-column, 30-point headline that runs on
one line, like this;

Rock 'n’ roll causes acne, doctor says

{Not shown
actual size)

Headlines for news stories usually run on top of the text. That means a wide
story needs a wide headline; a narrow story needs a narrow one. So in a narrow
layout, that headline above could be rewritten as a 1-30-3 (1 column, 30-point, 3
a lines deep):

Since 5-10 words are optimum for most head-
lines, narrow stories may need 3-4 lines of head-
line to make sense; wide headlines can work in a
line or two.

The chart below will give you an idea of how
many lines usually work best;

Rock 'n’ roll
causes acne,
doctor says
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TEXT

Text is the most essential building block of newspaper design. It’s the gray mat-
ter that communicates the bulk of your information.

But text doesn’t have to look gray and dull. You can manipulate a wide range of
typographic components to give text versatility and personality.

Take this music review, for instance:

Sans serif type

Papers often use sans-
serif faces to distinguish
graphics, loges and side-
bars from the main text,
This Futura font is
centered, all caps, and
reversed (white iype on
" a dark background).

Typeface & size
These record titles
use 9-point Futurd ««
Condensed (note the
variety of styles: bold,
italic, all-cap, etc.).

The text uses 9-point
Utopia — a common
size for newspaper text.

Italic type is used ro
emphasize words — as
in “powerful” here. It’s
** also used for editor’s
iotes (below), foreign
words or literary
excerpts — for instance,
«« these song lyrics,

Leading
The text uses 10 points
of leading. Since it’s
9-point type, that means
there’s one point of
space between descen-
ders and ascenders.

Tracking & set width
We've tightened the
tracking just a bit (-2),
s0 the characters
nearly touch. And the
set width is slightly
condensed (95% ).

Agate type

Fine print set in 5- or

" -6-point. Also used for
sports scores and stocks.

Flush right type rins
** flush to the right edge
. of the column.
Paragraph indents |
The first line of each
new paragraph is
indented 9 points.

+* Flush left type runs
flush to the left edge of
the colummn. Many
papers alse run cutlines
and news briefs flush
left (ragged right).

Hanging indents
In a way, these are the
opposite of paragraph
indents. The first line is
flush left; all subsequent
lines are indented io
“hang” along the edge
of thase black bullets
{(or dingbats).

Justified type

The text has straight
marging on both the
right and left edges.

Boldface type
Boldface is often used to
.. highlight key words or
names. IFs irritating

in large doses, however.

Extra leading

We've added 8 points
of extra leading here
between the end of one
review and the start of
the next. There’s also 3
points of extra leading .
berween the boldface
title info and the text
that follows.

Editor’s note

This uses Utopin —
.. but note how the
exira leading, italics
and ragged-right style

set it apart from the text.

|
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TEXT

Newspapers measure stories in inches, A news brief might be just 2 inches long;
a major investigative piece might be 200. But since one inch of type set in a wide
leg is greater than one inch of type in a narrow leg, editors avoid confusion by
assuming all text will be one standard width (that’s usually around 12 picas).

You can design an attractive newspaper without ever varying the width of your
text. Sometimes, though, you may decide that a story needs wider or narrower
legs. Those non-standard column widths are called bastard measures.

Generally speaking, text becomes hard to follow if it’s set in legs narrower than
10 picas. It’s tough to read, too, if it’s set wider than 20 picas.

The ideal depth for text is between 2 and 10 inches per leg. Shorter than that,
legs look shallow and flimsy; longer than that, they become thick gray stacks.
(We'll fine-tune these guidelines in the pages ahead.)

HREG Y

% Story designs
using only text........ 48

4 Text shapes: How
to choase the best
configurations when
dumzrtying stories... 53

% Page designs using

P

only text........cconnee. 78

SHAPING TEXT INTO COLUNHS

Text is flexible. When you design a story, you can bend and pour the text into
different vertical and horizontal configurations, as these examples show:

Note how the text seems shorter ‘
(and wmore readable) as it widens. ’

Suppose you It can also
havea 12- be doubled
inch story. up into

It can be two equal
designed as legs, each
one leg 12 6 inches
inches deep. . . deep. ..

Ii can become
three legs, each
4 inches deep. . .

Py
e ] Fa

It can even be spread into six legs, each 2 inches deep.

Yes, math is often involved Here's thar
in page design, especially j?;:; Eé::;h
when you calculate story HoW it wraps
lengths and shapes. You'll around a
find you need a sense of photograph.

- : Can you see
geometry and proportion i b how, if the
— an understanding of photo becarne
how changing one element dﬁfP% eﬂ)!fh
x 3 : column of text
in a story’s design affects would need to
every other element. get deeper, too?
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. PHOTOS

There’s nothing like a photograph to give a newspaper motion and emotion. As
you can se¢ in these classic images from pages of the past, photojournalism lies at
the very heart of newspaper design:

Clockwise from top: Babe Ruth bids farewell; Flarry
Triman celebrates election victory; a captured Viet
Cong officer is shot in Saigon; the space shuitle
Challenger explodes; Buzz Aldrin walks on the moon;
Jack Ruby shoots Kennedy assassin Lee Harvey Oswald.

RN i 4
e K iR n‘?'@gﬂ%

f'h
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PHOTOS

Every picture tells a story, and every story deserves a picture. Today’s readers  BHBE i &
are so spoiled by TV and magazines that they now expect photos — color photos, s

% Horizontals:
yet— to accompany nearly every story they read. @ Hor

Tips on sizing and

Now, you may not have the space for that many photos. You may not have . designing............. 54
enough photographers to shoot that many photos. And printing full color maybe < Verticals:
financially impossible. Tips on sizing and

designing ... 87

But try your best. Add photos every chance you get. Without them, you simply

s . .. % Plus: A let
can’t produce an appealing publication. g e

chapter on photos. 109

THE THREE It sounds obvious, but news photos come in three basic shapes. Each of those
shapes has its strengths and weaknesses. And each is best suited to certain design

[ shapeshas
PHOY) Siaprg  configurations

The three shapes are rectangular: horizontal, vertical and square.

Horizontal

This is the most
conumon shape for news
Photos, We view the
world horizontally
;through our own eves,
and when you pick up a
camera, this s the shape
you instantly see —
though some subjects
(like basketball players
and space shuttle
launches) may demand
a vertical composition,

Vertical

Vertical shapes are
oftent considered more
dynamic than either
squares or horizontals.
But verticals can be
trickier to design than
sguares or horizontals.
Because they're so deep,
they often seem related
to any stories parked
alongside — even if
they're not.

Square

Squares are sometites considered the dullest of

the three shapes. In fact, some page designers and
photographers avoid squares whenever they can,
Remember, though, that the content of a photo is
more important than its shape. Accept each photo on
its own terms and design it onto the page so it's as
strong as possible — whatever its shape,
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THE FIUNBARENTALS .

GUTLINES

It’s a typical morning. You're browsing through the newspaper. Suddeniy, you
come face to face with a photo that looks like this:

You look at the pig. You look at the men. You look at the bulldozer. You look
back at the pig. You wonder: What’s going on here? Is it funny? Cruel? Bizarre?
Is that pig doomed? ;

Fortunately, there’s a cutline below the photo. It says this:

Highway workers use a loader to lift Mama, a 600-pound sow, onto a truck Monday
oh Interstate 84 near Lloyd Center. The pig fell from the back of the truck on its way
to the slaughterhouse. It took the men two hours to oust the ornery oinker.

Ahhhh. Now it makes sense.

Sure, every picture tells a story. But it’s the cutline’s job to tell the story behind
every picture: who’s involved, what’s happening, when and where the event took
place. A well-written cutline makes the photo instantly understandable and tells
readers why the photo — and the story — are important.

Cutlines are quite different from text. And to make that difference clear to
readers, most newspapers run cutlines in a different typeface than text. Some use
boldface, so cutlines will “pop” as readers scan the page. Some use ftalic, for a
more elegant look. Some use sans serifs, to contrast with serif text. (This book
uses a serif italic font — Minion — for its cutlines.)

President George W. Bush welcomes
Israeli Prime Minister Ehud Qlmert to
the White House Thursday as the two
leaders begin three days of talks.

President George W. Bush welcomes
Israeli Prime Minister Ehud Olnert to
the White House Thursday as the two
leaders begin three days of talks.

SUMMIT BEGINS — President George
W. Bush welcomes Israeli Prime Minister
Ehud Qlmert to the White House Thursday
as the two leaders begin three days of talks.
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THE FURBARERTALS

. CUTLINES

How long should cutlines be? Long enough to describe, briefly, all significant
details in the photo. Some photos are fairly obvious and dom’t require much
explanation. Others (old historical photos, works of art, photos that run without

stories) may need lengthy descriptions.

And what about photos of clubs or teams? Should every face — all 19 of them
— be identified? Most newspapers set guidelines for such occasions, so it’s hard
to generalize. But remember that readers expect cutlines to offer quick hits of

information. So don’t overdo it.

Where do you dummy cutlines? On news pages, they generally run below each
photo. But for variety, especially on feature pages, cutlines can also run beside and
between photos, as shown below: '

% Mug shots: Theyve
got their own style
of cutlines............... 5l

% Photo spreads:
Cutline treatments
and placement...... 12T

B

e

LEW

v ok
B e

The Bugle-Beacon/PAT MINNIEAR

Cutlines below photos usually align along both edges of the photo. They should never extend beyond
either edge. Some papers set extra-wide cutlines in two legs, since they can be difficult to read. (For
more on this, see page 43.) Another rule of thumb: In wide cutlines, be sure the lasi line extends at least
halfway across the column, This line barely makes it.

This cutline is set
flush right along the
edge of the photo.
{Notice how ragged
left type is somewhat
annoying to read.) Try
to dummy sidesaddle
cutlines along the out-
side of the page. That
way, the cutlines won't
butt against any fext
type, which could con-
fuse your readers and

uglify your page.

This ragged
right cutline is
flush left
against the
photo and flush
to the bottom.
And it’s too
thin. Cutlines
usually need fo
be at least 6
picas wide. If
they’re narrow,
they shouldn’t
be very deep.

Ideally, every photo
should have its own
cutline. But photos
can also share one
connrnon cutline, as
these two do. Just
be sure you make it
clear which photo
(at left or at right)
you're discussing.
And make sure the
cutline squares off
at either the top or
bottom. Don’t just
let it float. (Notice
how this cutline is
Justified on both
sides.)
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. THE HINDARENTELS .

DRAWING A DUMMY

How can you show your colleagues, in advance, where stories will go on a page? ?;{‘g?% 555\5
Or what size headlines should be? Or where the photos go?
% Modular demgn
Mental telepathy? No. You draw a dummy. Want fo see how this
In years past, dummies were an essential step in the news production process.  page would look i
Editors would draw dummies, print out all the pieces — the photos, cutlines, ;f’;ztg;’riie:;igf
headlines and text — then paste everything together in a composing room using T 1 page........ 86
the dummy as a guide. Even today, some publication designers still mark up page
dummies, then give them to paginators who assemble the elements electronically.
Depending upon your newsroom, then, page dummies may range from quick
thumbnail sketches to highly detailed diagrams. Either way, most dummies are
drawn in pencil on paper that’s smaller than the printed page, but accurately pro-
portioned — so that, if your design calls for a thin vertical photo, i'll maintain
the proper shape on the dummy.
Here’s an example that shows how a typical dummy becomes a finished page.

: o |
. SFORTS 4
h2o | :
2Ty 4 548 F Amenca s Cup is on for September
slwicrenll B2 REER : oo T LR :
HEGE A v f / :

J24-5 I % ; ;
: N ¢ A :
- A \",./ ‘\\J/ : H

g e
JBIHCRER

§ ] : :
k I N QE’\’&(XN‘) P ¢
E Y “ (15,

7] / QO{\) C}&\ - - :
] . B2

X / N oEcx [
- rd e
- 4 CROMWELL 13

g4 i el :
: . voofe
‘Hi_ = < i ;
3 < / i1

Mttchell s homer smks Dodgers

PEEEE Care T e
ot s brssk though G G e
At Fenando, 31 iz i
\
McCaskllf Ange!s
come out on top, 2-1
He Hrows (tres-hitter
i -
Pl

This is where pages begin. An editor or designer draws a series of lines And here’s how that dusnmy trauslated into print. Note how every story
and boxes to indicate where photos, cutlmes, headlines and text will go. Jjumps (continues on another page). That makes the page easier ro build,
This page is preity simple: not too many stories or extras. since text can be cut according fo the diagram on the dummy.
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THE FHRBARERTALS

DRAWING A DUMMY

Every newspaper has its own system for drawing duminies. Some, for instance,

nothing at all.
Whatever the system, make your dummies as complete and legible as you can.
Be sure that every dummy contains:

Page or section
headers, if any

Column logos,
sigs or bugs, *
clearly labeled

.

Any rules, boxes
or borders, *»
clearly marked

Sizes and slugs for
all art { photos,
maps, charis, etc.),
with cropping
instructions, if
necessary

I L

Cutlines and credit |
lines for all photos

Story name (or slug)
and column width, .
if it’s in a bastard
measire; sliug can

be circled for

emphasis

Arrows or lines to
show position and *=+=*
movement of text K

Any special

Hstructions to
others who may ==+
ieed advice on
photos, story
deadlines, text
lengths, eic.

size photos in picas. Others use inches, or a combination of picas and inches.
Some papers use different colored pens for each different design element (boxes,
photos, text). Some use wavy lines to indicate text, while others use arrows — or

Ay SUNDAY section METRO  epmioN 4 pace C
FMETREO/INW header -z
305 L | S . -
CRE QUOTE | i :
S | =
il ["! }j\ - l . B
i = P -
A A v
’f o ‘ L i 3
| o L P 1 2
N - \\“ L ‘.\ :_];6. vens
T -
/ EJQ-'-
""" Jr gfﬁf‘f\ — I

Page number,

antemsrasasne date Q?ld gcﬁtioﬂ

{if applicable)

Liftour quotes or
other secondary
graphic elements (if

-« generated separately

frowm the main story,
include their name
or stug)

Jump lines, including

“reee page number where

text will continue

., Headlines, clearly
" coded (with deck
codes, if necessary)

What if
there were
ancther way?

T

[ ——

Killer's trail
may lead
souu'lward

o i

e PSS I ST T
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THE FUNDAERTALS

DMWING A DUMMY

Drawing a dummy isn’t an exact science. Stories don’t always fit the way you
want. And even when you're dead certain you've planned everything perfectly,
you'll inevitably find yourself fudging here and there once you start ﬁnessmg the
final ingredients.

So relax. When it’s time to fine-tune a page, you can always trim a photo. Plug
in a liftout quote. Write a bigger headline. Change a deck. Shuffle ads around. Cut
an inch or two from the story. Or (horrors!) start over.

But remember: It’s tempting to bypass dummy-drawing and, instead, noodle
aimlessly on the computer for hours until you discover the solution. Wrong. Big
waste of time. You'll usually work more efficiently if you first draw up a dummy
— or at least a detailed sketch — before you start assembling the real thing,

% Making stories fit:
Options to try when
stories turn out too
short or too Iong..... .98

+ Page One, a case
study: A srep-by-step
look at the front-page
design process....... 90

Interstate 84 near Lloyd Center, The pig fell from the truck on the way to slaughter.

Freeway closed for two hours
as ornery oinker hogs traffic

Westbound traffic on Interstate 84
near the Lloyd Center exit was backed
up for nearly two miles early Monday
when a 600-pound hog on the way to
slaughter tell from the back of a truck.

For nearly two hours, the sow refused
to budge.

Fred Mickelson told police that he
was taking six sows and a boar from his
farm in Lyle, Wash., to a slaughterhouse
in Carlton when Mama escaped.

“T heard the tailgate fall off, and I
looked back and saw her standing in the
road,” Mickelson said with a sigh. “I
thought: ‘Oh, no. We’ve got some real

trouble now.””

Mickelson said Mama was “pretty
lively” when she hit the ground, lum-
bering between cars and causing havoc
on a foggy day. There were no automo-
bile accidents, however.

After about an hour of chasing the
pig with the help of police, Mickelson
began mulling over his options, which
included having a veterinarian tranquil-
ize the hog.

About 10 am., a crew of highway
workers arrived and decided to use a
front-end loader to pick up the sow and
load her back into the truck.

The Oregoman 7 KAAIG SCATTARELLA
Highway workers use a loader to Iift Mama, a 600-pound sow, onto a truck Monday on

29% 999229390008 ¢0



. THE FUNBAMENTELS

DIH\WING A DUMMY

NRiw e what you’'ll find:

# Text: The text is in two legs. Each leg is 12 picas and 2 points wide —
often written /2p2 (which is a common column width for newspaper text). Each
leg is 2 inches deep. The whole story, then, is 4 inches long.

+ Headline: Measure from the top of an ascender to the bottom of a descen-
der, and you'll find it’s a 24-point headline. There are two lines, with a shight space

Measure all the elements in that story on the precedmg page, and this is ?@ﬁgg ﬁ%@ g.;

& Basm terms
Definitions of terns
like picas and

% Headlines: How
they’re measured and

between lines. So the whole headline is roughly 48 points (4 picas) deep.

+ Photo: We usually measure photo widths in picas or columns. (This one
is two columns wide — or 25p4.) And though some papers measure photo
depths in inches, it’s better to use picas. (This photo is 18 picas deep.)

+ Cutline: Note the spacing above and below this cutline. From the bottom
of the photo to the top of the headline is roughly half an inch: 3 picas.

PO v 20

how to code them ... 21

| Suppose we want to design this story into the top

left corner of a page. Grab a blank dummy sheet.
Find the two left-hand columns. Move up to the top,
and we’ll begin drawing in the elements.

At the top of the page, draw a box to represent the
photo. Make it two columns wide; count down 3 inch-
es for the depth. Run a big “X” into the corners. (The
“X” is a traditional way to indicate this is a photo, not
an ad or a box for another story.)

i

: . - i : i

E : s <Cf’ . Always remember to write =
'z oo D B e the size of the photo, In

; . T "* this case, it's 2 colunns

‘ wide, 18 picas deep —

L4 or 2 X 18, for short.

Next comes the cutline. There are different ways
el t0 indicate cutlines on dummies, but here’s how
we'll do it:

Calculate how many lines of cutline there’ll be (in
this case, two). Allowing a little air under the photo,
draw a line where the bottom of the cutline will be.
Here, it’s about a half-inch below the photo.

E
1 =
P i e L“J {n -
H [RAY
i N e A
P anied . When a photo needs
[ s ——= P a photo credit (the
La x. photographer’sname .
. in small print), indicate
5 it with a line here.
8

. Now dummy a 2-24-2 headline. Most designers
| just draw a horizontal line and jot down the head-
line code -— and that’s quick and easy.

But you might want to imitate the feel of the head-
line by drawing either a row of X’s or a squiggly hori-
zontal wave to represent each line of headline. Then
write the headline code at the beginning of the line.

- Allow a few picas of space between the cutline and
the headline. Like this:

C e LA
[RAT S
VAT,
| 2 o E N

This effect is easy to do:
------ just waggle your pencil up

; e " and down, back and forch ~ )
8 along the edge of a ruler. .

Finally, indicate where the text goes. There are
=z Many ways to do this: straight lines, wavy lines,
arrows. Some papers just leave blank space.

For now, let’s use a directional line. Write the name
(or slug) of the story where the text begins; under it,
draw a line down the center of the leg. When you reach
the bottom of the leg, jog the line up (the way your eye
moves) to the top of the next leg. This will trace the
path of the text, like so:

Some papers draw

a little slash at the
i bottom of this line

3
wedBli/

"'t fo show you've hit

the end of the story.
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e o THE FURBAMERTALS. : : &
A SAMPLE DUMMY. BROADSHEEI .
This is a typical page i i ‘
dummy for o 6-column . - 21 )
broadsheet newspaper. 1] i &
Most tabloids, on the i i
other hand, are roughly - - 20 &=
half this size. Many use 5] -
a 5-columm format i i ==
{see facing page). - - 19
How dummies work: 3 ] - ¢
#® The numbers along . - 18
the left margin show 1] i [ 3
inches measured down i i
from the top of the page. . - 17 [ e
The entire page, as you 5] -
can see, is 21% inches i i @m_
deep. - 16
* The numbers along G- I g
the right margin show -
inches measured up ] - 15 =
from the bottom of the 7 .
page. These are useful . - e
for dummying ads. | i 14 &
& The vertical lines 8 e
represent columms. ] [ 13 "
A 6-colummn photo, for .
instance, would be as 9 &
wide as the entire page. ] [ 10
# Each horizontal line 104 - é
represents an inch of _ B .
depth. A leg of text - 11 &,
that’s I inch deep would 1. i
take up just one of those : i o
segmients. - 10
12 £~
] P o~
13 '
- . 8 éﬁ
14 ] - @.n
- 7
15- (e
] P —
16
] 5 fome
Need a dummy? 17- i o
You'll need lots of blank L 4 '
page dumynies like this - o
to do the exercises at 18- i ’
the end of each chaprier. -3
Feel free to duplicate - - é_
this dummy as often as 19 ) I
you like if no others are ) o
available for you 1o - -
practice on. 20 - ]
But better yet: Create -1
a page dummy like this i ] ey
that's custornized for 2 |
YOUr newspaper. &
40 6\
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THE FURDARERTALS

A SAMPLE DUMMY: TABLOID

14

13

12

11

10

10 -

11

12

13

Dummies such as these show the basic grid pages use. And as we'll see later,
the grid is the underlying pattern that organizes each page into columns.
You'd use this dummy, for example, to design tabloid pages on a 5-column
grid — but that’s not the only grid that tabloids use. Some use 4, 6, 7, 8, even 9
columns. But a 5-column grid is probably the most common tab format.

% Grids: Whar they are
— and the differences
between broadsheets
and tabloids............ 76
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THE FURBAMENTALS

TROUBLESHOOTING

‘

Quick answers to
questions frequenily
asked by designers
perplexed about

the design
fundamentals:

P've been toid that newspapers sheuld only use three typefaces. Is that
* true? If not, how many typefaces does a newspaper need?

There’s no magic number when it comes to typefaces. In fact, there’s no simple
formula for type selection at all. With so many fonts so readily available these
days, it’s easy to mix and match typefaces until you find the combination that
suits your paper’s personality. For instance, look at these two contrasting options:

et

st o

o

Ib Sports

ELE
SPORTSCENE
i Caseybyile

It doesnt
matter if you
L winor Iose

B

By BENDOUER

This page features a
variety of logos, lifiout
quotes, headlings and
decks — and the only
type family it uses is
Berkeley. By mixing
bold, light, italic and
reversed Lype, you can
achieve a wide range
of effects. Thus, if's
possible to design your
entire paper with just
one type fanily.

Eagles trounce Mudhogs, 54-3

& Wiggintom seores -
three touchdowns as

Lineoht wins s thind s
blowont this season |,

- — o
o H
3
Who fet the dogs ows? .
Davion Bubbren kadsu by, &
quich Bultdog feam il sesson. H
Page D4 1 ; s
3
i
P 5

*Wigginton scores
three touchdowns as
Lincoln wins ifs ihird
blowourt this season

SPORTSGNIE

ERY. sey Lyide

“We deserved to win, We opened a big
can of whoup-ass on those giys.”
~ CURT WIGGINTON,
Berlos quursesboci

“We deserved to win. We opened a big
can af whoop-ass on those guys.

B T

— CURY WIGLINTON,
Eagfes quartariac

It doesrt
matter i you
Lipeelose, |

heting Wigginic, Vit cpened  whetbeen
of wh

heached after Ihe (i,
o

g e e g e N S

Some newspapers use only a couple of fonts, it’s true. Some use dozens, but it
results in chaos. So as a starting point, your shopping list should include:

* An easy-to-read text type. Find a font that’s handsome, not too quirky, and
comfortable to read at small sizes. You don’t need to use this font anywhere else
— just for text.

& A typeface for all your headlines. If you want to run headlines in a variety of
styles and weights, use a versatile family that offers plenty of variations. You can
designate different weights or styles for decks, liftout quotes, promos, etc.

* A typeface for special touches — logos, sigs, section flags, etc. This is where
much of your typographic personality will come from: those regular design ele-
ments scattered throughout your paper,

® A typeface for special iext. Your sidebars, graphics, jump lines and cutlines
need to look a little different from the standard text beside them. Again, find a
family that offers a variety of bold, light and italic fonts.

That’s four families there. And you could easily identify other specific jobs for
certain fonts to do (We'll use Electra ONLY for the big headline on Page One. . .).
As long as all your typefaces harmonize to organize material and guide readers
through the paper, feel free to mix fonts until you find the right combination.

Go back to text type for a minute. What’s the best size and font to use
for hody type?

Remember, fonts vary greatly in their personalities and in their apparent sizes.

Here, for instance, are three different samples of 9-on-10 text type:

Since readers’ eyes (and bodies} deteriorate as they age, consider how aged your

audience is. Student publications often run 8-point text. But if you've got readers

over the age of 50, take pity on them. Run tests {on actual newsprint) to find a

font and size that seems attractive — and that all your readers can actually read.
For more on testing text type, see page 241,

Vaggnton. Wi opened  wikehd e benchad o
o shopres onthowe el b

befict
o

Now we've assigned
different jobs to
different fonts, and you
can see how the page’s
personality changes. We
use Decotura for logos,
Griffin for headlines,
Berkeley in the quotes,
promos and text.

This design uses more
fonis than the one at
left, but they’re all
given specific duties.

B/ 7777113171333 1211071119771 994¢



THE FENBANENTALS

TROUBLESHOOTING

At our newspaper, we run cutlines in two or three legs under wide horizontal
photos. Is that a dood idea?

Though that sounds like a good idea in theory — keeping cuthnes readable by
running them in narrow legs — in reality, it can cause readers to stumble as they
hop from leg to leg. Since most cutlines are only a sentence or two, it’s easier to
follow them if they use just a few lines of wide type. See for yourself:

At some papers, this is

We’re a small newspaper on a tight budget.
What software do we need to put out a weli-designed newspaper?

You need fonts, of course. And virus protection. And assorted utilities to keep
your system running smoothly. But to produce a complete publication, you need:

¢ A page-layout program like InDesign or QuarkXPress. Basic word-processing
programs create simple layouts but don’t provide the design control you need.

¢ A drawing program like Freehand or Illustrator, which is useful for creating
charts, maps and artwork. (Even if you use clip art because you don’t have an
artist on staff, youw'll need these programs to manipulate those images.)

¢ A photo-processing program like Photoshop for editing digital images.

That’s all you really need. If there’s money left over in the budget, spend it on
software training, so you can maximize the potential of those programs.

[ A

At our paper, copy editors often condense headlines electronically
to make to make them fit better Is that a bad idea?

™
™

A You mean, taking a headline like this — — and squeezing it like this?
Coach admils: Yes, Pm an idiot  Cosch admits: Yes, Fis an idiot

Some papers do that. They do it with text type, too, to make stories fit. But it
looks seriously unprofessional. Don’t do it. Please. Code your headlines and text
so they're typographically excellent — the tracking, leading, scaling — and don’t
mess with them. If a headline won’t fit, rewrite it so it does. Leave the type alone.

What hardware, software and typefaces
¢ did you use to produce this book?

@ Hardware: A Macintosh G5 with a 23-inch monitor; the scanning was done on
an industrial-strength Heidelberg Nexscan flatbed and a Celsis drum scanner.

¢ Software: QuarkXPress for layout; Photoshop for imaging; TypeStyler for craft-
ing special type effects (like that “Q” above).

@ Fonts: Minion for text and cutlines; Bureau Grotesque for headlines, page
headers and subheads; Frutiger Condensed for graphics and sidebars.

o

détdd

into columns to keep out like this, and the Instead, we recommend running the cutline the full width of the photo. Yes, it's
the style for wide cutlines from running too wide. words collide from leg to  wider than you might ordinarily choose to run text type — but readers can easily
- — justified type arranged  But the type often spaces leg. It gets too confusing. track a cutline Iike this if it's not too deep. And it looks a lot less confusing.
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EXERCISES

THE FINDBARENIALS e e B

~ Approximately what size
gall is the big type below?

~Fill in the blanks below
- with the correct typographic terms:

The extra strokes at The part of a letter that extends
the end of a letter. ..+~ above the body of the type.

s
&

Ay
/{/74 24

2 The height of a
oot typical lower-
e CASE leftET.
The part of a letier that The invisible
extends below the body grid line the
of the type. characters sit on.

- Examine the headline below.

- What is the:
Weight

Point size (within 3 points)

Whasssuppp?

¥/ Using the correct typographic terminology, what three things have we

L now done to that line above?
. RN . .. . . ...... - -.

44

(B
Q=
=
=~
L
o
oo
[ o
o,
oo
o
foome
fo
frme
e,
ﬁ"ﬁ
e




THE FUNBAMENTALS

EXERCISES |

- Examine the type at right. Identify & 1 Here is another

4

i five significant type characteristics. typographic brain-teaser
1 4,

2 5.

3.

3§ What four things have we done to % HER E ]5 ANOTHER
thatboxedtypeinquesti0n5? 7z ?YPOGRAPHI( BRMN TEASER
1 3.

ro
-~

® What are the pica dimensions
of that box in question 5?

79 How thick is the border
# of that box in question 57

9]

What are the four differences between the column on the left
and the column on the right?

Best picture: “The Departed” @ Best picture: “The Departed”

Best actor: Forest Whitaker in ® Best actor: Forest Whitaker in
“The Last King of Scotland” The Last King of Scotland”
Best actress: Helen Mirren in @ Best actress: Helen Mirren in
“The Queen” “The Queen”

1 3.

2 4

completely as you can the typographic components involved:

. 3 s
v g,&,, W“Mmg ;gwmm@;@ww
iy m@

L TR, e
g y . i
§‘§w§§§3§5’?§* ‘QW‘*? %m&m i it g LT e
i § %ﬁm &&; s’@'ﬁgg Y i : & 3

g,

4

~ WP
i,
g%& B4 i &

- The headline below uses fairly common typefaces. If you have access to a
' computer, duplicate this headline as closely as possible; if not, describe as
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Crazed pig closes freeway again

For the second time,
an ornery oinker causes
chaos on the highway

Mama is one freedom-loving hog.

Twice in the same day, Mama
broke free from her captors and bolted
for daylight. Twice in the same day,
she created massive traffic jams.

And twice she was dragged, kick-
ing and squealing, back into captivity.

Westbound traffic on Interstate 84
near Lloyd Center was backed up for
two miles Monday when Mama, a
600-pound hog on the way to slaugh-
ter, fell from the back of a truck.

For nearly two hours, the sow
refused to budge.

Fred Mickelson told police that he
was taking six sows and a boar from
his farm in Lyle, Wash., to a slaugh-
tethouse in Carlton when Mama
escaped.

“T heard the tailgate fall oft, and 1

- Below is a three-column news story. Using the dummy sheet below, draw a
- dummy for this layout. (Be sure to include headline coding.)

Highway workers

use a loader to lift
Mama, a 600-pound
sow, onto a truck
Monday on Interstate
84 near Lloyd Center.
The pig fell off the
truck on the way to
slaughter.

looked back and saw her standing in
the road.” Mickelson said with a sigh.
“1 thought: ‘Oh, no. We’ve got some
real trouble now.””

Mickelson said Mama was “preity
lively” when she hit the ground, lum-
bering between cars and causing
havoc on a foggy day. There were no
automobile accidents, however.

The Cregonian/KRAIG SCATTARELLA

After about an hour of chasing the
pig with the help of police, Mickelson
began mulling over his options,
which included having a veterinarian
tranguilize the hog.

About 10 amn., a crew of highway
workers arrived and decided to use a
front-end loader to pick up the sow
and load her back into the truck.
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eadlines, text, photos, cutlines. Those are the basic pieces in the
great Newspaper Design Puzzle. Over the years, page designers
have tried assembling their puzzles in every conceivable way. Some
solutions worked. Others didn’t.
In the pages ahead, we'll show you what works, what doesn’t and
what comes close. You may think there are thousands of design
combinations for every story and every page,
but there are really just a few basic formats you
can count on. And those formats are well
worth knowing.
In this chapter, we'll show you the different
shapes a story can take, whether it’s;
# a story without art;
# a story with a mug shot;
# a story with a large photograph;
# a story with two photographs,
Later on, we’ll show you how to combine
stories to make a page. But first things first.
There’s a lot of information in the pages R
ahead. Don’t try to absorb it all at once. Many of these examples were
designed to be “swipeable,” so the next time you're laying out pages, look
through the section that applies, explore your options and choose a format
that fits the bill. You'll soon begin to understand why some layouts succeed
and others fail,

EHAPTER BOHTENTS

% Storles without art: % One vertical photo: % Two verticals:
Design options for stories Options for stories Still more design
that consist only of using vertical arf.......... options for two-photo
headlines and text ..., % The dominant photo; SEOTIES w..evevrmrrarrns

4 Mug shots: How to select lead art 4 Two horizontals:
Design options for stories when stories use two Yet even more design
that add a mug shot or more photos options for two-photo
to the text.......... SRS || B, Big vertical, stories ..

% Text shapes: small horizontal: % Adding mug shots:

Alook at the different Design options for Tips for adding mugs to
configurations text two-photo stories...........62 stories with a dewminant

blocks sh-cmld take % Big horizuqtai,
% One horizontal bhoto: small vertical: # Troubleshooting .

Options for stories using More design options for .

horizontal art v D4 two-photo stories % Exercises........




STORY DESIGH - - ..o

STORIES WITHOUT ART

In a typical newspaper — whether it's The New York Times or a rural weekly
— about 70% of the stories run without any art, 25% use just one piece of art (a
photo, chart or map), and only 5% use two or more pieces of art.

Something like this:

1 mrgaermemss

Local & State  =:8 Lok

1 ke

ILiquor importation decrimninalized
o s bt o b B o

Residents escape burrin buildings HIRALFIC

i

Here’s a fypical section
front from the Portland
Press Herald in Maine,
There’s a huge fire photo
in the center of the page
(bus the text of that story
is on the next page).
One other story uses one
photo — and the other
three stories, along with
the news briefs, use only
headlines and text. When :
you turn the page. . . i

So relax. Most of the stories you'll design will consist of just headlines and text.
And since there are only a few ways to design stories without art, it's hard to goof
them up.

Basically, when you combine headlines and text, they tend to move along the
page either vertically or horizontally:

o o

§
I
'
8
; VIIVIIV
|

<

O |

Stories run vertically
when the headline is
on top, the text drops
straight down below
it — and that’s that
until the text ends.

Stories run horizontally when, instead of using just one
leg of text, they stack several columns side by side. You can
keep adding new legs — and extending the headline —
until you run out of roam at the right edge of the page.

% Designing pages
without art: Tips
and technigties for
creating attractive
pages when photes
aren’t available........ 78

... OH the second page
of that section theres
another fire photo (this
time with text). That
top story adds a map
and a sidebar. All the
other elements on the
page use only text: the
news story in the top
lefi corner; the four
Jump stoties (confin-
wed from the previous
page); the calendar
alonyg the bottom.

One of the basic
design guidelines
is this: Whether
square, horizontal
or vertical, stories
should be shaped
into rectangles.
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SHORVBERIER . ..

STORIES WITHOUT ART

A hundred years ago, stories were all dummied vertically. Printers
would simply run text in a strip below the headline, and when it
reached the bottom of the page, they’d either end the story or jump
the text up into the next column.

Nowadays, that’s considered dumb dummying. In fact, you
should generally avoid durnmying legs more than 12 inches deep,
since long legs look dull, gray and intimidating. In short: the longer
the story, the more it needs to go horizontal,

In most news stories (right), the headlines sit atop the text. (In
features, you'll soon see, that rule is often broken. )

Vertical stories are clean and attractive. They're the easiest
shape to follow — just start at the headline and read straight
down. Vertical design does have drawbacks, however:

¢ Long vertical legs like these can get tiring to read.

* Headlines are harder to write when they’re this narrow.

# Pages full of these long, skinny legs look awfully dull.

Horizontal shapes are pleasing to the eye. And they often create
the illusion that stories are shorter than they really are.

Again, avoid dummying legs deeper than 12 inches. But avoid
short, squat legs, too. For most stories, legs should generally be at
least 2 inches deep — never shorter than 1 inch.

Horizontal layouts flow left to
right, the way readers natural-
ly read. You'll create the most
attractive designs by keeping
legs between 2 and 10 inches
deep. Note how the headline
covers the text and sits directly : o : -
above the start of the story. L. "1 e e

TR

TUE dRusHAL Probably 99% of all stories look like those above: basically vertical or horizon-
aEricus 1 Gl ;\ntél the headline running above the text, covering the entire story like an
waunen  umbrella.

POER Life is full of exceptions, however, and here are two more: the raw wrap and the
sidesaddle headline (below). They both break the rule about headlines running
above all the text. And they’re both potentially awkward. (See how those right-
hand legs of text could collide into any text above them?)

But in the right situations, they’re handy. For now, view them with suspicion —
but stay tuned.

'
i
4
H

El

i 5t 5t e SV S ————

Raw wrap: The headline is indented into the Sidesaddle headline: The headline runs in
left-hand legs while the text wraps up along- the left-hand column — flush left, flush right
side and aligns with the top of the headline. or centered. The text runs alongside.
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STORY BESIGH

MUG SHOT

Yes, you can design stories without art.
But your pages will ook lifeless and gray.

After all, most stories are about people:.
people winning, losing, getting arrested,
getting elected. { They often get elected first,
then arrested.) Readers want to know what
those people look like. So show them.

Remember, mug shots attract readers.
And attracting readers is your job.

& Size: Mugs usually run the full width of
a column, 3-4 inches deep (though you can
indent half-column mugs into the text}.

# Cropping: Mug shots should fill the
frame tightly — but not foo tightly. Leave
air above the hair, if you can. Avoid slicing
into ears, foreheads or chins.

& Gutline: Every mug needs a cutline. Mug
cutlines often use a two-line format: The
first is the person’s name; the second is a
description, title, etc.

OPRAH WINFREY
Awarded the National Book Foundation’s
50th anniversary medal for her book club.

Culling-----cvcveeans
Headling - ----cceeev--

Text coveeensnsnnrsan

This is the
typical vertical
alignment of
story elements.
It conforms to
the way readers
scan stories:
First they look
at the phote,
then they read
the headline,
then they tackle
the text.

Photo-----cvvvevvnnns

In vertical designs, mug shots go at the very top of the story. In descending
order, then, arrange story elements like this: photo, cutline, headline, text. Any
other sequence may cause confusion.

NIV

e o s s b bt B e

This layout
violates a basic
rule of story
design: Avoid
interrupting any
leg of text with
an art element.
Readers may
think the story
has ended and
that a new one
begins below
the photo.

Designers
sometimes park
a mug ai the
bottom of a
colimn to keep
it from buiting
against another
photo higher up
ot the page. A
good idea, but it
doesn’t always
work. If you put
art at the bottom
of a story, read-
ers may think
either that it’s
an ad or that the
photo belongs to
another story.

o
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Gt e STORYBESIGN

Because mug shots are usually one column wide, if’s easy to attach them to a
horizontal story. Simply square them off beside the headline and text.
And this is where a little math comes in. Assume the mug is 3 inches deep.

Assume the cutline is roughly a half-inch
deep. That adds up to a total depth of 3%
inches.

For short stories like this, headlines are
small: roughly a half-inch to an inch deep.
That makes every leg of text in this design
approximately 3 inches deep.

Here’s a typical layout for a 6-inch story:

If each leg of text in
this design is roughly 3
inches deep, that means
you can keep adding on
legs to accommodate a
9-, 12- or even a 15-
inch story.

You can position that
mug shot at either edge
of the story, too. Since
most mugees generally
stare straight ahead,
one side’s just as good
as the other.

Longer stories need
more depth, so theyll
wrap beneath the mug.
Note: Since the text has
just grown one column
wider, notice how the
headline now needs to
extend one more col-
umn, too.

In lfonger stories, a

mug can run in any leg
(except the first leg —
nothing should come
between the headline
and the start of the

text). Or you can park
several mugs side by
side:

1o keep the story

rectangular, the head-
line aligns with the top
of the photo; the botiom
of each leg squares off
with the bottom of the
cutline. To make sense,
the headline needs 5-10
words: two lines” worth.

Notice how, as the
headline gets wider, it
goes from two lines
(above) to one (left).
But since bigger stories
use bigger headlines,
the depths of the legs
will stay roughly

the same.

Note how the headline
covers only the text —
ot the photo. Some-
times, though, extend-
ing the headline above
the mug may help all
the elements fit beiter.

The mug can now go in
any leg except the first
— and many designers
woudd choose one of the
middle legs. Try to
maintain at least 1 pica
of space between the
cutline and the text.
And always dummy at
least 1 inch of text
under any photo.

Notice how these three
nugs are evenly aligned.
Two reasons for that:

1) I’s ordered, balanced
and pleasing to the eye.
2) It gives each mug
equal weight instead of
emphasizing one person
disproportionately.




STBRY DERIGE . ool

i MUG - OT

SOHE FETRE Don't start thinking that layouts must be purely vertical or horizontal. We've  Jli#E (i} &
STORY NESIE simply m;lde those d'1st1nct1ons to help 1you ;ilevelop a f(';ac]ejl fo}f story s}lilapesc.;}iou‘]l o Adding mugs to
%??%g}?ﬁ% soon see that, as stories get more con?p ex, t _ey expand both vertically and hori- story designs thar
zontally — and that’s where you can improvise and bend the rules. - already use a larger
For example: PHOLO i 70
< Raw wraps: How
they help keep head-

lines from butting... 82
4% Liftout quotes:

Formats and
guidelinegs.............. 148

4 Wraparounds &
skews: Tips on
special text treat-

Note the rules we've observed

in duwmmying this story:

® The headline covers all the
fext.

& Al elements align neatly
with each other.

& There’s at least an inch of
text below the photo,

& The entire siory is shaped
like a rectangle.

Here's a layout that isn't purely
vertical, sinice it uses nof one
but two legs side by side. And
if’s not purely hovizosnital, since
it’s more decp than wide. But
it’s a good design solution when
you nieed to fit a short story
into a square-shaped hole. And
it could easily be decpened to
accominodate a longer story.

We've now examined the most basic configurations for stories with mugs. The
preceding examples also work well for nearly any story where you add a small
graphic (a one-column map, chart, list, etc.) instead of a mug shot.

Now examine these new variations below. Notice the top two designs, which
demonstrate what happens when the headline fails to cover all the text.

P S [ —— [P e s

Remember the
raw wrap? Here
it is again, this
time with a mug
atop the second
leg. This design
waorks well in

Thisis a
variation of the
raw wrap, but
few papers use
it. It’s basically
a vertical design

a 2-column cut in half, with
layout like this. the bottom half
It would keep parked alongside
headlines from | the top. One
butting if | big problem:
another story What happens
started to the . e : T if there’s a story
right of thisone. L. cevswen oo e s e s BOVE ThES ONET
Half-column 3
mugs let you §
add a photo ;
without wasting :
toe miich :
space. These

wraparounds
work best in
wide legs; text
should be at
least an inch
wide where it
wraps around
amugoritil be
too thin to read
comfortably.

This popular format combines a mug with a
liftout quote. If's more attractive atid more
- informative than just a mug shot by itself.




STORY BUSIEN

SHAPE

example:

This story 1s designed
into a square-shaped
rectangle. The legs
are all even lengths,
and all outside edges
of the story align with
each other. It’sa
clean, well-ordered

R story design.

simpler layouts would be more effective.

] Uvinavu vevivovu ey

To repeat: Always shape your stories into rectangles, That means all four edges
of the story should align - or “grid off” - with each other, as they do in this

This example, by the
way, shows you another
solution for adding

twe mmugs fo a story:
putting one atop the
other. It's a well-
balanced treatment

o1 thar gives both mugs
et equal weight.

w

Beginning designers often find themselves wrenching text into awkward shapes
as they try to make stories fit. Or they'll choose risky, distracting designs when

If you have that problem, try looking at your stories a different way: Focus on

the shapes of your text blocks,

This is the safest shape of all;
rectangle. Whether in one

leg or many, it’s clean and dear:
no odd jogs, leaps or bends,

These shapes (called doglegs) are often
inevitable when you design around ads.
Try to avoid them otherwise, since art placed
below text is often mistaken for an ad.

sl Avoid forcing readers to jump blindly
across art that’s sandwiched between two
legs. It can work if youw're careful, but you run
a high risk of creating confusion.

L-shaped text results
bt Whetl text wraps

under a photo. It’s still a

neat and readable shape,

but beware of giant leaps
to the top of that right leg.

o ST TN

A backward “L” is risky in some lay-
<& outs. Readers may think the text
starts in that second leg — and that leg
will butt into any leg above it. Be careful.

- Ugly shapes. When your text snakes
gt around like this, it means your art is
badly scattered. Back up and redesign
before you confuse your poor readers.
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ONE HORIZONTAL

PHOTO

After a while, story designs start falling into predictable patterns. In fact, it’s
possible to dummy photos onto pages without ever actually seeing the photos.
Just stack all the picces in a neat, attractive way, and there you are.

That’s possible. But it’s not recommended. Every photo is unique, and every
image deserves special consideration before you shove it into a convenient slot.
Here, for instance, is a typical photo, along with typical considerations you
should make before doing any designing:

% Photos: A complete

chapter on cropping,
photo spreads
and Mmore .. 109

In 1985, photo-
grapher Lois
Bernstein of The
Virginian-Pilot came
upon three bloodied
youngsters huddled by
the side of the road. The
girl, 16, and her twin
12-year-old brothers
had just left the wreck-
age of their car after
smashing inio a tree.
The photo caused a
stir whei it ran in the
paper the next day.
“Three of my children
were still int hospital
beds,” said the father
of the children. “T was
hurt. [ was upser.” The
family’s friends accused
the paper of using o
tragedy to sell papers.
Yet the photo is
honest and powerful.
It later won nurierous
awards. Would you
have run this photo if
you had been in the
newsroom that day?

" How big should this

. photo be played? An
image this dramatic has
maximum impact if it rums
3 or 4 columns wide —
that’s guite a bit bigger than
the size above, Run larger
than that, the phota’s grisly
content would offend some
readers; run smaller, the
photo’s drarma and emotion
would be lost.

For some stories, you
need several photos to
show readers what happened.
Here, for instance, the photo-
grapher may also have shot
the wrecked car, the free it
collided with, the police at
work, and so on. But would
additional phetos have robbed
this shot of its impact? Would
they have been necessary —
or fiist padding?

Notice the cropping on
i this photo. Along the

right edge, you can see a hint
of a car’s bumper; along the
bottom, the shoulder of the
road. When this photo first
ran in the paper, Bernstein
cropped it as you see it here.
But she later decided fo crop
wore tightly on the arms and
faces of the children. Which
would you prefer?

Unlike mug shots — which come in one standard shape and size and are gen-
erally interchangeable — full-sized photos require thoughtful analysis. So before
you begin designing a story, you must consider cach photo’s:

« Size. How big should the photo run? (If it’s too small, faces and places become
indecipherable. If it's too big, it hogs precious space.) Does the photo gain impact

if it's larger? Is there room on the page for jumbo art?

 Content. Is one photo enough to tell the story? Is the package more informa-
tive with two or more? Or is the photo meaningless, routine, expendable —
something that could make room for another story?

# Direction. Does the action in the photo flow strongly in one direction: some-
one running, pointing, throwing a ball, shooting a gun? If so, dummy the photo
50 that the action in the image points toward the text of its own story — and not
into the layout for some unrelated story, which might confuse readers.

| When photos are

: divectional — that
is, the photo’s action
moves strongly leff or
right — you should
design the story so the
photo faces the text.
Here, the children are
facing slightly right. Buf
that’s not directional
enough to matler; text
could be dummied on
either side of the photo.

§ Some design gurts
£ try to crop their
otos into @ rectangu-
lar shape known as the
“colden mean.” This
shape — basically 3X 5,
roughly the shape of the
photo shown here —
was discovered by the
ancient Greeks and is
often thouglit to be the
most harmorious pro-
portion knowt: to man,
That’s pretty cosmic.
Unfortunately, not toc
many ancient Greeks
design news stories these
days, so don’t worry
about golden reciangles.
Just use the shape that
best suits the image.
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Soesneecnns STORYBESIRN oo
ONE HORIZONTAL

As we've previously seen with stories using mug shots, this vertical layout
conforms to the way most readers scan stories. They're attricted by the photo;
they read down, through the cutline, into the headline; then, if they’re still inter-
ested, they read the text.

Your design goals, then, are: 1) keeping all elements in the proper order;
2) avoiding long, gray legs of text; and 3) avoiding confusion with any other story
parked beside the photo (a topic we’ll explore in the next chapter).

H
i
#
H

— ”

Remember
the correct
order:

--+Photo

-+ Gutline

+- - Headline

g 1 o 0 e <o

T -
8 10 5 S 5. S S e 0 0 e

P T —

This reliable design will work with
nearly any horizontal photo, o
matter how deep, wide or directional
it is — as long as all four elements
are stacked in the correct order,

When you mishandle the sequence of
elements — in this case, putting the
headline above the photo — you risk
confusion. In news stories, the headline
should touch the start of the story.

As we saw on page 53, text blocks work best as rectangles (as opposed to L-
shapes, U-shapes, doglegs, etc.). That makes the examples on this page — both
vertical and horizontal — safe, effective solutions.

Whenever you try to square off text beside a photo, you'll probably need to.
wrestle with photo shapes and story lengths to make the math work out. But
remember: Every story is (be careful, but it’s true) cuttable.

If the photo

Taces right:

This is the better
solution, since the
action of the photo will
flow into the text. To
anchor this design, both
the phote and the text
block need ample width;
the photo should be ar
least 2 columns wide.

If the photo

faces ieft:

Re-arrange the elements
s0 the text is parked on
the left. Remember that
all elements must square
off at both the top and
the bottom; this design
wor’t work if the text
comes up short,

A word about armpits:
Int these examples,

note how the headline
runs beside the photo,
covering only the text.
That’s the cleanest way
to dummy a headline in
this format. But you can
also run the headline all
the way across both the
text and photo (that’s
called an “armpir”):

The advantages:
& It connects the photo
more tightly to the text.
On busy pages, that
helps organize stories,

* One long, loud banner
headline can give the
story more punch.




ONE HORIZONTAL PHOTO

STORY BEGIGR

Here, an L-shaped text
block wraps below the
photo. If you wanted te
play the photo bigger,
you could run it 3
columns wide. For
longer stories, you
could deepert each leg
of type — or wrap
another leg of type
along the right side of
the photo and extend
the headline farther.

This, yow'll recall, is a
raw wrap — where
instead of covering the
entire story, the head-
Iine is parked in a left-
hand leg or two. If’s
not a bad solution, but
it’s best reserved for
times when you
dumniny Fwo stoties
side by side and you
need to keep headlines
from butting. With a
raw wrap, the photo
lets you get away

with that.

To a designer’s eye, the previous examples are appealing because they're so
neatly aligned, so cleanly balanced. Yet these two designs directly below are more

common, and just as effective.

The reason? Notice how the headline and text surround the photo to create a
self-contained package. There’s no way a reader can mistake which story the

photo belongs to.

S S 5 e B L, B e

Other design options

AT UTREER Y

are risky or downright clumsy. Here are a few more

examples to consider — or, in some cases, to avoid altogether:

PrR— S

% Raw-wrap head-
lines: Using them ro
keep. headlines from

% Feature designs:
A chapter on special
headlines and photo
LEAtments ............ 199

Here, the text wraps
around three sides of
the photo. Some editors
prefer this layout to the
one at left because:

1) it symumetrical; and
2) it breaks up that
gray mass of text in

an attractive way.

Avoid running photos
below text, There’s ioo
great a danger readers
will think the photo’s an
ad, or that it belongs to
a story below. Wrap
text below or beside art
— niot above it.

Wrap text around art,
did we say? Dropping
art into the middle of a
story disrupts the logical
flow of the text; readers
will fumble to figure out
which leg goes where.
Avoid interrupting legs
of text with a photo.

Very symmetrical. A
graceful U-shape centers
the headline and deck.

More symmetry. Here, the
text encircles the headline

{which could alse be boxed).

This sidesaddle headline
uses a long deck. The text
squares off alongside.

Another sidesaddle head in
a narrow stack. This one
squares off beside the photo.

299999999 7¢
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ONE VERTICAL PHOTO

If you understand the design options for horizontal photos, you'll have no
problem with verticals. If anything, verticals offer less design flexibility than hor-
1zontals. They’re a more dramatic shape, but flowing a story’s text around or
beside a big vertical photo can be tricky.

% Photos: A chapter on
cropping, sizing, photo
PAES, €1 rrsirrn 108

- This photo of pop

Wil singing sensation
Britney Spears was shot
by Joel Davis during a
concert at a county fair
near Portland, Ore.
Getting high-quality
action photos of pop
supersiars is usually a
difficult, demanding
task, The lighting is
poor. Photographers are
oftert forced to stand far
away, using telephoto
lenses and grainy high-
speed film. And photos
are usually allowed
only during the first
few songs. 1t’s not sur-
prising that concert
photos often fall flat.

. Designers should
bt cenerally avoid
telling photographers
what to shoot. But here,
you krnow before the
concert even starts that
yow'll want a shot
of Britney (not the
band). Since she’s a
singer, you'll probably
want a dramatic close-
up of her while she's
singing. And since she
doesn’t play piano or
guilar, you can assume
the photo will probably
be vertical. This shot,
then, is exacily what
the designer — and the
readers — might
expect.

© A word about square photos: On previous pages, we explored design options using horizontal photos. In
the pages ahead, we'll explore optiens for vertical photos. So what about squares?

Square photos, yowll recall, have a reputation for being dull. Butbecause they can adapt to all the design
options we’re showing you, there’s 1o need to give them special treatment. Just modify the principles you've
learned and you can dummy squares easily and painlessly.

- Would you run
kel 1115 photo in your
newspaper? There’s
something decadent,
almost obscene about
Britney’s pose, her skin-
tight top, the grasping
hands of the dancers in
the background — but
you could argue that it’s
a classic pop-junk
moment that perfectly
captures the spirit of her
musie, ( You could also
argue that we see more
lewd behavior on MTV
all day long. )

: photo like this
can single-handedly
carry a story by itself.
For some perforsers,
however, you might
want additional photos
to supplemnent the story
by showing other
musicians, wild sets,
crazily attired crowd
menibers or onstage
action (dancing, guitar-
bashing, etc.). Bigger
stars deserve bigger
spreads.

| It never fails —

wdli the photographer
captitred this appealing,
eye-pepping image (an
image so popular, it’s
repeatedly stolen from
The Oregonian’s photo
library), but because of
space limitations, the
photo never ran in the
paper. If it HAD run,
how big should if have
been?
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ONE VERTICAL PHOTO
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Since dominant vertical photos usually run either 2
or 3 columns wide, that makes them prefty big — any-
where from 5 to 15 inches deep. Stick a héadline and a
story below that and you've got a sleek, dynamic design
(if you have enough room for a layout that deep). The
only drawback is that it’s so far from the top of the

by

vertically. It's a design
that will work best in

a deep 2- or 3-column
space. The photo and
text can usually be
trimmmed fo fill the
available space -~ but
beware of legs running
more than 12 inches
deep. They look boring.
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Remember g photo to the bottom of the text: Will the story hold N
th:ei correct ¢ together on a page full of other distractions? =
order: :
: ) e (g (e
Photo -«-++evvvee i ! LA i | SR uyar | '
H : H 1 : A
Cutling --------i- - o Vinatana | | =
H H 3 ] ;
Headling --..---4- co o i s
Text Z i | | At
neasssEmassEn e 8 3
i | a €=
;o ; e
This layout shows you 5 [
the most refliable way : )
to stack these elements {
&\

When elemenis are stacked incorrectly, problems result. Here, we see
three basic guidelines ignored. From Ieft to vight: 1) The headline
should always touch the start of the story; 2) Avoid interrupting any
leg of text with an art element; 3) Avoid running art below text.

;
G

¢ Stacking photos and stories side by side requires careful sizing but creates a
V¥ IEQIGK  graceful design. Note how, in the examples below, the headline covers only the
BTIONS text. (Running a wide headline atop both the photo and the text is a secondary
option — see page 55.)
Note, too, how both examples use 2-column photos. A 3-column vertical
photo would be extremely deep (8-15 inches), and that could make those legs of
text excessively deep and gray.

O

For directional photos: Position the photo on ... but remember that non-directional photos

i
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i
the proper side — whichever side forces the work well on either side. Your decision should
action in the photo to move toward the text . . . be based on how the overall page fits together. 5
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ONE VERTICAL PHOTO
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In this L-shaped wrap, all the elements work This U-shaped wrap keeps those iwo long

_ well together. But consider how deep those legs of text from merging into one gray siab.
BT left-hand legs could become, especially with But beware: 1) Those two legs under the
w a 3-column photo. To break up the gray, photo will look flimsy if they're not deep

: designers often dummy a liftout quote into enough; and 2) It’s a long trip from the bot-

that second leg of text, torm of the third leg to the top of the fourth,

o wow | |

3
H
H
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Raw wraps (like this one) keep headlines There are times, especially on Page One,

from butting when stories are dummied side when you need a big photo/big headline

by side, But many think this layout s less combe. Running a 1-column headline over
graceful than those above. And if the head- that one leg of text might give you a cleaner
line is too swnall, it can be overpowered by design, but the headline will have a lot more
the photo and text. S&ill, it’s acceptable, oomph if vou run it wider, like this,

o+ o . S s+ o

A symmetrical, centered Here, the headline runs An airy design, one that A risky place to put a head-

U-shape. Box this design above the photo. Again, can look awlkward if all the line, but the elements work
if other stories run above. this layout must be boxed, proportions aren’t right. if everything’s boxed.
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TH E DOMINANT PHOTO

Editors and page designers try hard to be fair. And that’s noble. But as you may
already know, some news is more important than others. Some stories are more
interesting than others. And some photographs, for one reason or another, are
simply better than others.

Readers expect newspapers to make decisions for them: to decide which stories
are the biggest, which photos are the best. Readers want editors to edit, not just
shovel everything onto the page in equal-sized chunks.

Equality gets a bit boring. Take alook:
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Here’s what happens when all elements have Here's a page that prioritizes the best images,
nearly equal weight. For one thing, the photos mixing shapes and sizes. Feel the difference?
lose any sense of hierarchy. Which critter is most This page has motion. Variety. Impact. We see

interesting? Most appealing? Most dramatic? that some photos (and some animals) clearly
But see how the design suffers, too? This page have more drawna and appeal than others.
is static, boxy — like a page from a scraphbook.
There’s no sense of movement because the This principle applies whether there

design isw't guiding your eves. This problem are twe or 10 photes on the page:
results whenever you park two or more Always make one photo DOMINANT —
similarly sized photos near each other. that is, substantially bigger than any competing phato.




STORY DESIGN - -

THE DOMINANT PHOTO

A strong photograph will anchor a story — or an entire page. Two evenly sized  $0RE 8 &
photos side by side, however, will work against each other. Some will clash and N Bommant phutos """
compete. Others will just sit there in two boring, boxy lumps. " Using art to anchor
Now, there may be times when photos work better if they’re equally sized (a a page design .......... 88
before-and-after comparison, a row of mug shots, a series of time-elapsed frames  # Photos: 4 complete
that capture action). But usually, you must make one photo dominant. chapter on cropping,
. . . photo spreads, etc. 109
When you evaluate photos to decide which deserves bigger play, ask yourself:
¢ Do we really need two photos? Are they that different from each other? Does
the story require this extra visual information? If so, keep asking:
¢ Does one have stronger content? Does it capture a key moment of drama?
Does it show motion and/or emotion? Does it enhance and explain the story?
# Does one have higher readability? Does it need to be BIG to show faces, details
or events? Or will it pack some punch in a smaller space?
¢ Does one have superior quality? Better focus? Exposure? Composition?
+ Does one have a preferable shape? Would 1 prefer a vertical? A horizontal? A
square? Will one shape create a stronger overall design for the story?

Below are four photos from a news feature we’ll call Hog Farm Holiday. In the
pages ahead, we'll pair the photos in different ways to create different story
designs. But {irst, ask yourself: Which should be the lead (dominant) photo?

Above: This image of a
man nuzzling a pigis
an attention-getter with
immediate impact. It’s
certainly stronger than
the other horizontal
{far right, bottom),
though it shows us less
of the barnyard than
the other shots do.

Right: This photo of the
farmer is his only
appeararice in these
four shots. And though
this photo isn’t as
engaging as the other
vertical, it would be a
goad choice for a
secondary photo if the
farmer plays a part

ifl the story.

Left: Ir’s not every day
you see a girl riding a
pig. That's a memorable
image, one that’s bound
to arouse the curiosity
of readers. It's probably
the stronger of the two
verticals, since i also
shows more of the
barnyard than any
other photo.

Below: The baby pigs
are cute, and this photo
provides our only look
at animals minus the
humans. This photo
doesn’t read as well as
the others when it’s run
small, however,




|
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BIG VERTICAL, SMALL HORIZONTAL
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Suppose you choose to use these two
photos to accompany your story. The
gir] riding the pig will be the dominant
(or lead) photo; the guy nuzzling the
pig is secondary. Since neither image is
strongly directional, you have some
flexibility in placement.

In the examples befow, we’ll show
you the most common story design
solutions for news pages, along with
some swipeable feature layouts. We
can't predict every possible option, so
feel free to explore other alternatives.

,_
i

G §§§3§i&§‘g ! DPutting the lead photo
GPTHdNG | atop the secondary photo
, L (left) is a good, clean
Here's what | solftion il if the text is
you get i deep enough. Putting the
when you 1 smaller photo on top
stack the § (right) works well when
ven?'holtlos' . ifs a before-and-after
Hawy: i sequence: the setup, then
! the big payoff. Buzit's
E usually best to lead with
© your strongest image.

L ey

Here, the photos share a cutline,

and the shapes become less blocky,
less tightly packed than the example ... across the two new right-hand .
above. Note that the cutline goes to legs of text. The danger here is that  into the middle two legs creates a
the outside of the layout. For longer  those two left-hand legs of text are U-shaped text block that's not as
stories, the text wraps below the looking awfully deep. A liftout quote  gray-looking. One guestion: Is it
photas, and the headline extends. . . in the second leg would help. . . too high a jump to that final leg?
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SMALL HORIZONTAL

VERTICAL,

BIG

The biggest problem with those preceding examples is space — having enough %
geestp g p P g #

¢  depth on the page to stack the photos on top of each other, and having enough
text to square off alongside them.

o 'Feature page design:

Here’s what you . A chapter on special
get when you The layout examples below extend horizontally and are a bit more flexible: headlines and photo
stack the photos freatments............ 199

horizontally: e

1
i

B s -

This layous works only with text
short enough to square off along the
bottom edge of the dominant photo.
Another option: If you make that
horizontal photo smaller, you can
dummy a joint cutline between the
two photos.

Stack the photos side by side this
way and what do you get? A raw
wrap. Not bad — the package holds
together pretty well and allows
flexibility in the depth of the text .

RO —
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This is probably the most common design
for a big vertical, small horizontal (as long
as the lead photo isn’t directional to the
right). The text is L-shaped; everything is
dummiied to the left of the lead photo. . .

- Ot for longer stories {or if the lead phoio is
strongly directional to the right), the whole design
cat be flopped. The text is still L-shaped. If needed,
you can add an additional leg of text and extend
the headline one more colummn, as well.

Remember: You must keep the sizes of the photos
properly proportioned. Here, the secondary photo
is played ioo big and competes with the lead photo.
Note, too, that this sort of L-shaped text isw't quite
as graceful as text blocks that are rectangular.

oy op b

A

i
s

A I-column photo is OK if
the leg is set wide like this.
If the story’s boxed or at the
botiowm of the page, the
Photo can go below the text.

We've warned you not to

let art separate legs of text.

But if the story is boxed

and the design is symmet-

rical, could this work?

63

Centering the small photo
above the lead creates room
on the leff side for a joint
cutline, room on the right
for a headline/deck combo.

This wraparound text
treatment lets you indent
the smaller photo. Don’t

let those legs of text get
unreadably thin, however.
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ALL VERTICAL

With a different dominant photo — the pig-smooching close-up as lead art and
the pig-riding shot as secondary art — you create a package that focuses more on
the people than the barnyard. And since neither image is strongly directional,
you'll have plenty of freedom in positioning the photos.

As on previous pages, the designs below represent common solutions for pair-
ing these two photos. Studying them will give you a sense of how some design
principles work — and why others dor’t.
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If you have enough ! E %

width, you can stack - ) -

the photos side by side. ‘ 5; Or try this option Or here, the depths of
Note that the photos are : instead: Keep the the photos vary, and

exactly 3 and 2 columns ) photos the same the cutline runs below
wide, squaring off with ! height, but crop them the shallower photo.

the columns of text
below. This looks OK,
but it’s a bit blocky, and

the cutlines butt.

so they share one thin
cutline between them
(cutlines should be at
least 6 picas wide).

Ideally, the bottom of
the cutline squares off
with the bottom of
the lead photo.

o o e s s e v

A clean, common layout. All the
elements square off neatly. And
note that the smaller photo could
go on either side of the page.

For longer stories, text can wrap
below the smaller photo, with a
wider headline. That photo could
move to the middle, if you prefer.

64

Look at the shape of the text: a
stairstep with a mile-high first leg,
For long stories, this would work
in the 5-columan format here. . .

.. and in a 6-column format, you could
try this version, which is symmetrical,
almost elegant. But the outside legs are
steep, and text stair-steps sharply.

g
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BIG HORIZONTAL, SMALL VERTICAL
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Compare these two

i
y ;
RIW-WRAP ; L designs with the two ! % Raw-wrap headlines:
g{ﬁﬂiﬁ%g z i middle patterns at the o g Using therm to keep
: ¢ bottom of page 64. i head?lmes from
‘ I Which do you prefer? : butting.......c..coc...... 82
- Theonly difference is % Mortises & insets:
that these use raw-wrap Guidelines for over-

headlines. If you want to
use a display headline
— or if you need to
avoid a long horizonzal
head —- then these are
preferable. Otherwise,
beware the awkward
text wrap. - —

lapping photos...... 209

Ko s s s s G i 0 5+

AU

i

As a rule, mug shots are the only photos that consistently succeed in a one-col-
umn size. And horizontals almost never “read” (i.e., show details clearly) when
they’re that small. But on occasion — when space is tight, or you just want to
squeeze in a bit more art — you can run a vertical photo one column wide
instead of two, Just make sure the photo reads:

In this layout, the
lead photo runs 4
colummns wide. A
snall dewail shot,
extremely vertical,
runs in I column.
That’s pretty small,
but in a tight space
it lefs you squeeze in
an extra photo — as
long as that image
remains readable
at such a small size,

A rule of thumb worth remembering:
Every important face in every photo
should be at least the size of a dime.

¥
2
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A vertical, symmetrical ...gets flashier (and riskier) A sidesaddle headline (with A new twist: mioriising

;
5 ;
i

H
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design. A narrow head and if you wrap text around deck) creates a neat, logical the small photo onto the
deck are centered in 3 wide the top photo and jump design. But box this layowt  dominant photo. The head
basrard legs. This layout. . . over the center leg. or keep other stories away. then fills in alongside.
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VERTICALS

Always try to vary the sizes and shapes of the photos you use. Though there’s
nothing wrong with dummying two verticals together, you'll see in the layouts
below that your options are more limited — and occasionally awkward.

E3

A solid solution, assuming the text fits in
this space. You could also flop this layout
and dummny the lead photo to the right
of the secondary photo. Or. ..

Stacking vertical photas
vertically is a problem.
Whether the dominant
photo’s on top or noi,
you end up with an
extremely deep design
that hogs space, makes

the text legs foo deep

and creates too much
dead space below the
cutline, As we've seeil
previously, 3-column
vertical photos are

— 4 tricky to deal with.

H
- . R |
... thar smaller photo could be reduced
to 1-columm size — but only if it reads
well this small. At this size, you can park
it in either of the two right-hand legs. ...

Stacking the photos side
by side is an appealing
solution: clean, tight,
attractive. Two slight
problems: 1) It’s tough
to size the photos and
the headline so that
they square off cleanly;
2) Note that the head-
line is a useful new
variation. Though not
exactly a raw wrap, it
doesn’t extend across
the full text width.

PR

[P — U —

With a 1-column secondary
photo, you can stack both
photos vertically — though
the text legs are geting long.

... or the two photos could
trade places. Note that here
we've run the lead photo 2
columns wide instead of 3.

66
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__ TWO VERTIGALS

L WHAT HABPENS Designing stories into rectangular shapes (also called modular design, since  HHRE G »
' 8

s juxtaposition of elements, especially when you dummy two stories alongside a  + Bad juxtapesitions:
SR large vertical photograph. See for vourself: Why they occur and
& p &rap ¥ how to avoid them 102
wy N ; i ro s % Mortises and insets:
_ g : ! ! Guidelines for over-
° i : ; U By | lapping photos...... 209
¥ § : i N i
_____ .. | § ? |
i 2 z i ;
g ! |
gl : : : %
H i H
—y : : : !
; “f[- : Here's a simple and common story Here's another common design: This
% design: a big vertical photo with the Ctime, its a story with text dummied (o
text running vertically down the left side. the rzghl of a big vertical photo. Again, it’s
So far, there’s no problem, no confusion. a clean, correct layout. No problems yet.
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pages consist of independent story blocks or modules) is the surest way to create
GRtiine well-ordered pages — as long as you follow the rules. |
ik But even when you follow the rules, confusion occasionally results from a bad best i15e thett ... 80

% Boxed stories: How
they work and when to

[ETREn———

- But if you saw this page in a news-
. paper, how would you decide which

ambiguous and confusing to your readers.

story goes with the big vertical photo? The emphasis. That way, all elements in the
layout works either way. Youw'd have io scan package are bound rogether as a unit, and
both stories, then iry to decide. readers are less likely to be misdirected.

Latet, we’ll look more closely at guidelines for boxing stories. But for now, be
aware that your story designs may seem quite simple and obvious to you - but

The solution? Box one of the siories,
i preferably the one that deserves special

i
i
H
i
H
[

4

A wide keadlme, a photo This odd design puts three

at the bottom, a little texi: vertical stacks side by side:

Its risky, but will work if 1) lead art and cutlines;
it’s boxed or if it runs ar 2) sidesaddle head, deck
the bottom of the page. and small photo; 3} text.

S, .55 e 5o s e

¥
H
*
]
¢
i
£
€
5

Anatherl colurin second-
ary photo. But here, the
Photo is centered between
the two columns, and the
text wraps around it.

This design insets the small
photo over the corner of the
lead photo and fills in the
other elements from there.
Beware — this one’s risky.
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TWO HORIZONTALS

Pairing two horizontal photos
is more common — and a bit
less limiting — than pairing two
verticals. Remember, however,
that it’s important to vary the
shapes of the photos you use. So
think twice about running two
horizontals together if a better
combination is available.

Which of these photos should
be dominant? Most designers
would choose the guy nuzzling
the piglet because it’s cute (but
unsanitary . .. for the pig). Keep
in mind, too, that the second
photo — that row of piglets —
won't “read” if it runs too small.
As you see it printed here, it’s
about a column-and-a-half wide
— which means it st run at
least two columns wide.

Stackmg the photos ver Izcally works
well. Note the shared cutline; there’s
a danger of excess white space in the
bottor corner if the botiom pheto is
too narrow or the cutline is too short,

A commot solution. The
smaller photo is dummied
into the upper-right corner

of an L-shaped text block. ..

..or here, the smaller photo is
cemntered, Note the cutline treat-
ment for the lead photo, an
aption offering more flexibility.

:
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Stackmg the photas horizontally also Stackmg the photos horizontally works well
works well. A shared cutline like this in this configuration, too — though you need
will generally butt tightly against both  the full width of a 6-column page for this
photos. It’s QK if it’s shallow, but fill layout. Note how we've indented the cutline
that cutline space as much as possible.  a half-column to add a little white space.

3
i
i
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Agum, note the added flexzbt ity of sharing a This raw-wrap headline trear-
cutline. In this case, the smaller photo can be ment is acceptable, but not
2-3 columns wide. You also have the option of preferable. Use it to avoid a

adding another leg of text along the right edge. wide banner headline.
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TWO HORIZONTALS

STORY DESIGN .

designs that, for one reason or another, are just too ugly to print.
Instead, let’s take a moment to analyze a few close calls. These layouts are well- .

Throughout this chapter, we've offered common solutions to typical design
situations. If we wanted to, we could easily fill several pages with rejects —

intentioned but still wrong enough to be avoided.

B
H
i

This layout demonstrates
the basic problem with
text shaped like a back-
ward “L”: Too many
readers may mistake
where the story staris.
Even if the headline ran
horizontally between the
two photos, vour eye
would ignore those short
legs on the left and
assume the story starts in
that fourth column.

There are two big
probiems here:

1) The headline is too
small, narrow and
insignificant (due to the
poor photo placement);
2) Too many readers will
think the story starts to
the right of that second
photo. Remember:
Readers often assume
that the tallest leg is the
one that staris the story,

With the right photos,
this design might work
effectively. But as a rule,
try to avoid runmning
photos below fext or
dummying your
dominant photo under
the secondary photo.

It might work on some
features — especially if
they're boxed — but be
carefid with hard news.

You might see this
layout in a magazine.
But in newspapers,
you're ssart to avoid
wrapping the text this
way. Where does the
reader go at the end of
that first leg: tnder the
big photo or all the

way back up to the top?
This is the risk you take
whenever art inferrupts
the flow of the text.

Here’s a design with a
subtle flaw — it gives us
a package in two totally
independent chunks: a
photo chunk at the top
and a story chunk below.
Since it’s so far down to
the story, the elements
do’t connect well. In
fact, those photos could
mistakenly be paired
with any story running
in an adjacent column.

Here's another layout
you'd see in a magazine.
It might even work,
boxed, on a feature page.
But for news stories,
avoid placing photos at
the bottomt of a layour,
Readers assume that’s an
ad position, or that the
bottom photo belongs fo
a story below if. Why
risk confusing readers

if vou dow’t have to?

Here are three varia-
tions of the same
idea: Put the small
photo below the lead,
then square off the
headline beside one
of the photos. All
three will work,
depending on the
headline wording
and photo cropping.
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MUG S

ADDING HOTS

Legs of text usually run
alongside dontinant
vertical phofos. And

g shots can be
added atop any leg

except the first. Here, a

Iiftout quote was

i included with the mug

{assuming the quote is

either by or about the

person pictured).

The text will usually run
undertieath a dominant
horizontal photo, which
means the most logical
spot for a mug shot
(with or without an
added lift quote) is in
one of the middle legs, to
break up the repetitive
grayness of the fext.

With a dominant
vertical and a
secondary horizontal, a
mug can be dummied
into the far corner of
the text. Note how this
layout helps distance
the mug from the two
live photos. And even
with this increasing
number of elements,
the whole story holds
together as a unit.

Most of the photos you'll dummy with news stories will be five (meaning
they’re timely and unstaged). Mug shots, on the other hand, are canned (that is,
shot at some nondescript time and place, then put in the can — stored — until
you need them}.

And though it’s a good idea to add mug shots to stories whenever possible, try
net to confuse the reader by mixing live and canned photos. Add mugs, but
dummy them slightly apart from news photos, as a subtle signal to readers.

Whenever possible, add liftout quotes to mugs, too. Combining people’s faces
with their words connects them to the story, provides extra commentary and
creates a visual hook that will attract more readers.

i

p——

O ——

4 Mug shots: Tips for
dummying themn with
STOTTES coevrierinrieiiena 5

% Liftout quotes: How
to design and dummy
them effectively..... 148

Here, the quote tuns
below, rather than
beside, the tmug shot.
Either way is acceptable.
You could even park a
second mug shot —
with ils owt guote —
alongside this one.

If appropriate, two or
three mugs can rumn
alongside each other at
the top of those middle
legs of text. Those mugs,
all evenly sized, work
together as a unit. And
the headline helps to
distance them from the
live photo at the top

of the story.

With a dominant
horizontal and a
secondary vertical, you
can always add a mug
in the middle leg.
Again, in this design
the twe live photos are
dummied tightly
together, while the mug
is kept separate by
both the headline

and the text.
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STORY BESIGH

 TROUBLESHOOTING

Quick answers to
questions frequently
asked by designers
perplexed about
story design:

This magazine layout
forces readers to jump
arcund liftout quotes
— but because there
are no other stories or
ads to add confusion,
the design succeeds,

valuable edge in a crowded big-city newspaper market.

Some newspapers deliberately run stories innon- i~ 7" 1VL/
moiular doglegs. Is that wrong? Or a new trend? S

i Narings bkl _
EERSE to mark the end Mﬂh gﬂﬂy tide castmg

oi mothcr S Wait Ja t&lllt on Chesapeake

o e

Yes, just when you think a design guidehne is etched in
stone — ALL STORIES MUST BE SHAPED LIKE RECTANGLES -
along comes a newspaper with a contrary philosophy,
like the one at right.

In the past few vears, a handful of papers — most
notably, the Baltimore Sun and the Virginian-Pilot —
have encouraged this “traditional” (as opposed to
modular) style of layout. Their reasons:

¢ It allows bigger, wider headlines to accompany K
thinner, vertical legs of text — a good way to attract %@}:ﬁi
attention, especially on Page One.

# [t sets your paper apart from the competition —a

# [t has a “retro” feel that some readers may actually
prefer {after all, The New York Times’ front page has
been designed that way nearly forever).

Done well, “traditional” design has a distinctive style and energy. Done slop- “Traditional” story

s . layout on a Baltimore
R yout on a Ba
pily, it’s a mess. Are doglegs making a comeback? Not yet ... . but stay tuned. Sun news page. Note

how every story
How big do photos have to be? My photo editor is always complaining is deliberately
that we run our photos too small. designed to dogleg.

Remember that newsroom photo-editing adage: Fvery face should be at least the
size of a dime. And though there are exceptions to every rule, that’s a good place to
start. Both photos shown here, for instance, are just 5 picas wide (that’s not quite
an Inch). And while the woman at left is still
“readable,” those jocks at right aren’t.

In general, small photos should be the excep-
tion, not the rule. Tiny images work best:

¢ As mug shots, either indented into the text
or combined with liftout quotes;

# As promos, which send us elsewhere in the
paper to view that small image full-sized;

4 As columnist logos.

When you iook at the text in magazines, it hops over photos, illustrations and
quotes all the time. Why doesn’t newspaper design enjoy that much freedom?

Magazine design, like yearbook design, is fun in ways that newspaper design isn’t.

You can run huge photos that fill entire pages. You can “bleed” images (i.e., print
photos that run right off the edge of the paper). And yes, you can position story
e elemnents in riskier ways.

: Why? Look at the magazine
page at left. The text leaps over
quotes — but when there’s only
one story on the page, readers
probably won’t get lost. On
newspaper pages (right), there’s

On a busy newspaper
page, there are more
stories, so designers
need to avoid

t confusing readers
more traffic — so avoiding con- with unnecessary
fusion becomes more essential. leaps and angles.
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in vertical layouts, you’re suppesed to put the photo on top, then the cutline,
then the headline. But is it ever OK to run a big headline on top?

The most common exception to that photo-cutline-head-
line-text guideline is the example at right: a major, end-of-
the-world news story that warrants a major, end-of-the- | s=———— o
world headline. As you look at this page, notice two things:

@ The headline, “A Night of Fury,” isn't the headline for A NIGHT o
one specific story — it’s the headline for the page. And
though you may not have studied page design yet, you can
see that each of the two stories below that dominant photo

has its own separate headline. So in a way, “A Night of
Fury” functions more as a title than as a standard headline.

# Remember that most newspapers are folded in half
after they’re printed — and when readers first see the front
page, they see only what's above the fold. Thus, most edi-
tors insist that, no matter how big the story or how huge
the photo, the headline has to appear above the fold; other-
wise, readers may stroll past the news racks and squint
cluelessly at the page. Imagine how this page would have
looked with just the flag and the photo showing above the
fold. (Remember, too, that fire/bomb/earthquake photos
require more explanation than tornado photos do.)
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T , 15 injured as urvivors recal twister
torstado Fips into Lincoln | A1 ‘hit dike a nuciear bomb’

Do mug shets always have to run small? Or is it permissible to run them as
dominant art sometimes?

That depends on the story, the quality of the mug shot — and how desperate you
are. But yes, a mug shot can function as lead art, especially if it's a portrait with
personality, like the one at left below. {(An ordinary mug shot — some dazed-
looking guy leaning against a blank wall — might be deadly dull
and would only get worse as you enlarge it.)

Make sure the mugee is a newsmaker worthy of big play. Crop
dramatically, turning it into an extremely tight vertical (left) or
horizontal. Add a liftout quote with typographic pizazz. Or place
two mugs on ¢ither side of the layout, like bookends, to provide a
point-counterpoint faceoff between two combatants.

How directional does a photo need to be hefore you've
GOT to run it on one side of the layout, facing the text?

That’s 2 matter of debate. Take the photo at left, for instance. His
head is turned away from us, but his eyes look straight ahead.
So is that a directional photo? Some designers would say yes, and
they'd insist on running it on the right side of this page. Others
would say no — that unless a photo has directional action, it
doesn’t matter which side it’s dummied on.

Now look at this baseball photo. The catcher
is about to hurl the ball onto page 73. See the
problem? What if an unrelated story ran along
the right side of that photo?

The catcher needs to face this story. (And no, you
can’t flop the photo. See page 138 for more on that.)
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Designing a story is
like performing brain
surgery: You can’t
master the technigues
by reading a book.
You've got to practice.
And doing these
exercises lefs you
practice what you've
learried so far. If you
want to use a dummy
sheet, trace or copy the
sample dummy on
page 40 or 41.

- ‘What are your two best options for dummying a 5-inch story without any
[l art? How would you code the headline for each option if it were dummied at
the top of Page One? At the bottom of an inside page?

. Yow've got a 9-inch story with one mug shot. (Assume your newspaper runs
e its mug shots 3 inches deep.) What are your three best options for dummy-
ing this story?

Will this story work in a 3-coJumn format?

Here’s a layout that uses two mug shots. There are several things wrong with
[ it. How many problems can you identify?

Today is a busy news day: lots of news. The big story is a 12-inch piece about
[ alocal drug bust. This photo accompanies that story:

s Qb
R

3
b E

There are a number of ways you could dummy this story for a 6-column broad-
sheet newspaper. But what design solution would you recommend?

Hint:

As printed here, this
photo is 29 picas wide
and 20 picas deep.
Assurning you work at
a paper where columns
ate roughly 12 picas
wide, here’s how deep
this photo wauld be if
it were sized for:

& I columm: 8 picas
@ 2 colummns: 17 picas
4 3 columns: 26 picas
& 4 cohumns: 35 picas
* 5 columns: 44 picas
* 6 columns: 53 picas

For sore on sizing
photos by using a
proportion wheel,
see page 283.

73




STORYV BERIGH

"
EXERCISES -z
—

To make this exercise
easier, dow’t worry
about sizing these
photos exactly.

Instead, dummy them
using their rough
shapes and assume you
cart crop them slightly
to fit the layout that
works best.

17711111

. Here are the two best photos from last night’s Rolling Stones concert. Your

| editor wants to rup them both. Which should be the dominant photo?

" This Stones review will be the lead story for the Arts page. The story design
must be 5 columns wide; it can be as deep as you like, however. The review that
accompanies these photos is 12 inches long. What's your best solution?

LA
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esign trends come and go. What's cool today may look hopelessly
lame in a decade or two (if newspapers still existin a decade or two).
Tastes change. Journalistic philosophies change, too.
The same goes for theories of page design. Some
design experts insist that the upper-left corner is a
page’s prime position; thus, you should put your
top story there. Others claim that the upper-right corner is
the best-read spot on the page, and that you should put
your top story there. Still others advise putting strong ele-
ments in weak positions (like the bottom corners) to
ensure that readers will stay interested wherever their eyes
wander.

Confusing, eh? Then forget what the experts say and
remember this: Readers will look where you want them to.
If you know what you're doing, you can create a page that’s
fogical, legible and fun to read — and you can guide the
readers’ eyes anywhere you choose.

This chapter explores current principles of page design.
Now that we’ve studied stories as independent units —
modules — we’ll begin examining ways you can stack those
modules together to create attractive, well-balanced pages.

(Some designers disparage modular makeup, but that issue is too complex to
get into now.) Once you understand how these principles work, you can
adapt them to any pages vou design, whatever the style or topic.

Page architeciure
for broadsheets and
tabloids

4 Pages without art:
Tips on butting headlines,
boxing stories, bastard
measures and alternative
headling treatments...... 78

% Pages with art:
Deesigning pages using
photos. Tips on dominant
photos, balancing art and
butting headlines

4 Modular page design:
A look at one successful

page — and what happens

CHAPTER COHTENTS

when you rearrange
the story modules

% Front page design:
Some examples of well-
designed front pages

% Section front
flow chart:

A step-by-step guide to

designing front pages

and section frofits........8%
% Designing Page One —

a case study:

Step by step, we watch a

top professional create the

front page

4 Making stories fit:
What to do when text is

too long or short...

% Inside pages:
Working with ads to
Improve pages

% Double trucks:
Special layouts for
facing pages ...

% Bad juxtapositions:
How to keep story modules
frowe colliding

# Rules of thumb:
A recap of basic design
guidelines

<% Troubleshooting......... 104
<% Exercises ... 106
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GRIDS

Before you design a page, you've got to know: What grid does this page use?
What's the underlying pattern that divides this page into columns? A page grid
provides the structure — the architecture —that keeps elements evenly aligned:

—

PR

3-column grid: Often
used by newsletters. Note
how limited the options are
for photo and texi widths.

HAGADSHEET
GRIDG

P

4 columns: A common grid
for tabluids. More flexible
than a 3-column grid, and
the text is comfortably wide.

§ columns: Probably the
most popular tabloid grid.
It’s also conumonly used on
broadsheet section fronts.

6 columns: The standard
grid for broadsheets, since
most ads are sold in these
standard column widths.

T columns: An intriguing
tabloid grid. Note how that
thin column is suited for
sidebars, cutlines, etc.

Newspapers typically come in two sizes: broadsheet and tabloid. And the laxger
broadsheet page provides room for bigger photos and more elaborate designs.

Most broadsheets use a 6-column grid — especially on inside pages, where ads
are sold in standard widths that require columns about 11 or 12 picas wide. On
open pages and section fronts, however, broadsheets may use a variety of grids:

Re uhhcanﬁﬁéﬁm

Sunnis change tactics

S, sy Wiling Zvaesicans
jirimyes

Hemiseors
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Chatun, Gislani
ntlvForiteshae

B e s cuar, oA
Gmup .mm.w.mmml

s WRONG,

: for'singlé
 sthool

§ ot g
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@
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i Trinidad
i claims he
i chased a

i “Chicken’

¢ For O'Neal, it'sa
+ season of promise

B30 1 LA L D
S0 EROTL I HLIEDHP,

6 columns: At The Republican American in
Waterbury, Conn., all elements align along a
6-column grid. Most broadsheet papers

use this grid, particularly on their inside pages.

10 columns: Uniil recently, The Oregonian used
a 10-column grid on most section fronts, which
helped siandardize the sizes of those narrow
liftour quotes, mug shots and graphic extras.

[ TTIARYE

WORLD

TACARIAS MOUSSADOG! TRIAL

]; WD evidence wasn't valid

REPORT CLAHS WHTE HOUSE PAEWIGUSLY KUEIED RAD CLNA D‘N

12 cnlumns The Beaver County Tines in Penn-
sylvania uses a 12-column grid to keep complex
page designs organized. From left to right, the
column widths are 1-3-2-2-2-2.
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GRIDS

TABLOID
RIS

sy

A typical tabloid
page is roughly
half the size of

a broadsheet
page. Exact
MEASUTEENES
vary from printer
to printer, but
these are common
current dimen-
sions for tabloid
and broadsheet
paper sizes.

22-24"

Though large-circulation dailies are usually broadsheets, many other papers —
including weeklies, student newspapers and special-interest journals — prefer
the advantages of the tabloid format. Why?

# Their smaller size makes tabs easier to produce and cheaper to print.

& Editors and advertisers find that their stories and ads can dominate a page
more effectively than in a broadsheet.

# They’re popular with readers: handier, less bulky, faster to scan and browse.

Tabloids are roughly half the size of broad-
sheets. Tf you turn a broadsheet page sideways
and fold it, you create two tabloid pages:

+|<——— 1142"—)-—‘

‘-—— 12-14" | |- 11-12"

Though a 5-column format is most common in tabloids, some papers have
successfully used 7-, 8-, even 9-column grids. That’s a 9-column grid in the Lan-
gara College student paper (below left). And what looks like a 4-column format

in the Oregon Daily Emerald (below right) is actually an 8-column grid.

> |

: That’s why it’s
j difficult to estab-

% Berliners: A new size,
halfway between tabs
- and broadsheets, that’s
part of the industry’s
current downsizing

Py 02T S 13

% Special grids: How
some grids help you
display graphic

As the cost of
newsprint has
continued to rise,
many publishers
have incrementally
reduced the size of
their newspapers.

lish one universal,
standard size for
broadsheets and
tabloid pages.
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Some of you work with
tabloids. Some of you
work with broadsheets.
As g compromise, the
examples in this chapter
— like the one below —
will use 5 columns

(as most tabloids do)
but will assume the
shape and depth of
broadsheet pages.

Until now, we've looked at different ways of designing stories. Now, we're ready
to design pages. And a well-designed page is really nothing more than a neatly
organized stack of stories. Sounds simple, right?

So we'll start simply. With just text —- no photos. That way, you'll see that, with
or without art, you build a page by fitting rectangles together as logically as you

can

In the old days, editors designed pages by stacking stories side by side in deep

vertical rows. Today, the trend is more horizontal, and it’s possible to build pages
in wide horizontal rows like the example below. Though its design is simple, this

page does get the job

This page design is simple

done;

— a bit dull, actually — StU"Y,Sh?DGS: ’ )
but it still observes some /.;13 W;fdvg 86;1?’ e ' lslt}ccmes
basic design principles: should be shaped (ke

Story placement:

The strongest story goes

at the top of the page. By
“strong,” were referring to
news value, impact or

rectangles. And here,
vou can see how keeping
stories rectangular keeps
pages neat and well-
organized. Whether

steries are stacked
appeal. As you move vertically or horizontally,
down the page, stories whether they use art

become less significant.

Headline sizing:

Page position dictates
headline size. The lead
story will have the biggest
headline; headlines then
get smaller as you move
down the page.

or not, that principle
always applies on open,
ad-free pages like this.
(Later, when we look atr
pages with ads, you'll
see it’s not always this
easy to keep stories
rectangilar. }

The design of this page is clean, but its impact on readers is probably weak.
Why? It’s too gray. Too monotonous, There’s nothing to catch our eye. The only

contrast comes from

the headlines.

On a perfect page, every story would have some kind of art: a photo, a chart,

a map or — at the very least — a liftout quote. In reality, however, actually
producing all those extras would take a colossal amount of time and might look
pretty chaotic.

A better rule of thumb is this: Make every page at least one-third art. In other
words, when you add up all the photos, graphics and display type on a page, they
should occupy at least a third of the total real estate, Some pages should use even
more art than that (sports and feature section fronts, for instance).

There are times, however, when photos just don’t materialize. When there are
no quotes to lift. When there’s no time — or no artist — to add a chart or graph.
Your page may be gray, but it doesn’t have to be dull. Instead of simply stacking
stories in rows (as in the example above}, you can add variety by:

¢ Butting headlines.

< Boxing stories.

4 Using bastard measures.

+ Using raw wraps and alternative headline treatments.

In the pages ahead, we'll see how these techniques work on pages without art.

+ Headlines and
headline sizes: A
quick guide for both
broadsheet and

% Designing pages
with art: Guidelines
for adding photos to
gray pages like this
FHErrerrrerrimsiverarnairens 84
4% Inside pages:
Creating modular

designs, working
With ads...oearrvnenns 98
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PAGES WITHOUT ART
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Nobody likes ugly heads. But it took newspapers years to figure out how to slap
headlines onto every story without jamming them into a chaotic jumble. Until
the 1960s, most newspapers ran vertical rules in the gutters between stories.
When their headlines stacked alongside each other, they looked like tombstones
(hence the term tombstoning, another name for butting heads).

For years, the First Commandment of Page Design has been: Dot butt heads.
That’s good advice. Butt-headed design can cause confusion like this:

"'"""‘"'"’”"i

Ey Raobin Fox/ The Times

Pre5|dent Bush meets Frlsbee tltle-holder
- Castro in Mlaml Beach io challenge record

s By John Hamlin/ The Times
.
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Occasionally, though, you'll need to park two stories alongside each other, and
when you do, their heads may butt. To minimize the problem:

+ Mix styles, fonts or sizes. The idea here is: If headlines must butt, make them
dissimilar. If one’s boldface, make the other light or italic. If one’s a large, 1-line
horizontal, make the other a small, 3-line vertical.

¢ Write short. Let a little air separate the two headlines. That usually means
writing the headline on the left a few counts short, just to be safe.

e

MORL OGN »

% Headlines: Fonrs,
_ sizes and number

Of HES e 29
4 Butting heads:

How to aveid them

by using photos

and raw Whaps....... 85

2 With stories smdced like this Now the top two headlines Here, two different pairs of
@ — i1t wide horizontal layers buit a bit. But the one on the headlines butt. But some
. — you're not forced to butt left is bigger (by ai least 12 would say the page now has
@ any headlines. But should points) and it’s written short, more motion, ore interest-
we add a vertical shape to The page now has a vertical ing shapes. By bending the
@ break up the monotony? element to relicve the tedium, rules, we've added variety.
- 79
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Another way to break up monotonous gray page patterns is by boxing stories.
As we saw on page 67, putting a box around a story (with a photo) is one way to
avoid confusing readers with ambiguous designs:

Which story does this photo If you draw a box around the
belong to? Hard to tell. You'd story and its photo, you join
have to scan the text and the them into one package —
cuiline to figire it out. and avoid confusing readers.

Boxing a story also gives it visual emphasis. It’s a way of saying to the reader,
“This story is different from the others. It’s special.”

Don’t box a story just because you're bored with a page and want to snazz it up.
Instead, save boxes for stories that deserve special treatment:

# A light feature on a page full of hard news.

# Small sidebars attached to bigger stories.

o Standing columns (news briefs, opinion, etc.) that appear regularly.

# Stories with risky or complicated designs whose elements might otherwise
collide with other stories and confuse readers.

[P ————— |

- J—

Boxing this deep vertical story ~ Here, we've created the effect At the top, we've boxed the

breaks up the monotony of the of two lead stories on one lead story's sidebar — and it’s
page and says to the reader, page: one across the top and obvious that the two stories
“This story is different.” Give one that’s boxed. See how work together as a unif. At the
this treatment, then, only to these story shapes move your bottom, we've given a graphic
special stories or columns. eye around the page? nudge to a small feature.

80
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% Bad juxtapositions:
How they happen,
and how to avoid

;?

< Rules and boxes:
Where (and where not)

71
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PAGES WITHOUT ART

OK, stop snickering. Bastard measures are serious design options. And they're
handy, too — especially when you need extra flexibility in sizing photos. (More
on this later.)

As we've seen, most publications use a fixed number of columns on each page.
But bastard measures let you deviate from the standard text width:

Atlefiisa
broadsheet page
using a basic
5-column grid,
where each leg is
roughly 14p5
wide. If you
changed the
number of legs
in each story,
vou'd have these
bastard widths:

I UMIMIVIVIY UYLV CRARVIV Uvinanuviry IVUVEY LIVEIVUVLIV

3 legs of 25p4

---------------

s e . e e . e 5

b

Bastard measures add graphic emphasis to a story by freeing it from the rigid
page grid. (In the above left example, see how the columns and gutters align in a
strict vertical pattern?) Changing column widths is a subtle but effective way to
show that a story is special or different:

i

i

i e o
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A good combination: a box
with a bastard measure. This
adds emphasis to the lead story
and helps set it apart, The page
is orderly and the relative news
value of each story is clear.

A wider measure can enhance
a colummist {right colurmn) or
other special story (bottom).
Note, too, how the colummn rule
helps separate that right col-
umpn from the other stories.

Too many bastard measures
can get confusing. Why create
two competing lead stories?
Why run that bottom story in
wide legs? In short: Don’t
ignore your basic page grid.

Bastard measures alter the grid patterns on a page — which can be either good
(relieving monotony) or bad (creating chaos). Some papers don’t allow any bas-
tard measures; others allow them only when a story is boxed. So remember to use
the proper amount of restraint.

A warning about something that should be obvious by now: Dorn’t change colummn
widths within a story. Widths may change from story to story and from page to
page, but once you start a story in a certain measure, each leg of that story on that
page should stay the same width. No cheating,

+ Bastard measures:
_ How they add extra

flexibility in sizing

photos
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Here’s that typical
photo-less page again.
You can see how that
raw-wrapped headline
adds variety io the story
shapes. But see how the
second leg of that raw-
wrapped story collides
with the text above i?
That’s the danger of
raw-wrapping stories in
the middle of the page.

Raw wraps let you park two stories side by side without butting their headlines.
But use raw wraps with caution. They work only at the top of a page, beneath a
boxed story, or below some sort of cutoff rule. Otherwise, as you can see, they’ll
collide with other columns of text and confuse your readers:

llvummwuuwuvuy\hmwuvuumwwuwmwuv

Hmmwwuuwuvw“umwuvuuvuvyummmmw

% Types of headlines:
A summmary of non-
standard options..... 28

< Raw wraps: How o
use then to keep
headlines from
DUIING.evecreienersr, 8B

A better combination.
Here, the lead story is
boxed in a bastard
measure. That gives it
extra emphasis and
staggers the column
alignment, making it
unlikely that readers
will be misdirected.
You could box the raw-
wrapped story instead,
but remember: Save
boxes for staries whose
content is special. Do’
use boxes to salvage
weak designs.

At the top of the page:
a raw-wrap headline
iniside a boxed story

{(in bastard measure).
Some papers raw-wrap
headlines at the top of
the page simply ro
avoid an excess of long,
1-line banner heads.
Below, a hammer head
(with deck) gives extra
impact to a special
analysis or

feature story.

No one ever said that all headlines have to look the same. Adding variety to
your headlines can add oomph to your page designs. But don’t overdo it. Save
special headline treatments for special stories. If you use too many offbeat head-
lines on a page, their styles may clash and create distraction.

Uuatay 1Ay WL LAY Y Lsr Vs s
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At the top of the page:

a sidesaddle headline.
Like raw wraps, these
must be used carefully
to avoid collisions
between legs of different
stories. Note, too, that if
the story’s legs are too
deep, the headline will
float in too much white
space. At the bottom of
the page, a liftout quote
lures readers as it
breaks up the gray text.
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PAGES WITHOUT ART

PAGE BESIGN oo

“Roundup” packages of
briefs usually run down
the left-hand side of the
page. By stacking briefs
vertically, it’s easier to
add or cut material fo fit
precisely. Note how this
column runs in a wider
measure, separated
from the rest of the page
by a cutoff rule. A box
woudd also work well to
isolate these briefs.

Some papers run news
roundups horizontally
across the iop of the
page, though the text
ofter wraps awkwardly
from one leg to another.
Note the raw wrap at
the bottom of the page.
This is how it looks
when you box a raw-
wrapped story (in
bastard measure) below
another story. Is that
solution acceptable?

If your pages consistently look like the one at left — a
gray hodgepodge crowded with short stories — you need
more photographers. But you also may need to start
packaging short, related items into special formats.

The advantages:

*

Instead of scattering news briefs or calendar listings
throughout the paper, you anchor them in one spot.
That’s a smarter, cleaner solution.

You create more impact for your main stories by
keeping those smaller ones out of their way.

You appeal to reader habit, since most of us prefer
finding material in the same spot every issue.

¥
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By flopping the page
design at far left, we can
see how the page looks
when you run a special
column down the right-
hand side. Here, a
“man-in-the-street”
interview uses mugs
and quotes to anchor
and enliven an other-

wise gray page.

Here’s how a roundup
column looks when it’s
stripped across the bot-
tom of the page. Again,
the biggest drawback is
the awkwardness of
wrappiitg short para-
graphs from one leg to
the next, In this example,
a black bar labels the
column and separates it
from the rest of the page.
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PAGES WITH ART

As a page designer, your job isn’t just drawing lines, stacking stories and keep-
ing everything from colliding. It’s sefling stories to readers. People won't eat food
that looks unappetizing; they wor't swallow news that looks unappetizing, either.
And that’s why you gotta have art.

Uviwunary uvovay iy Vinvivaviy vy

Tvvvwww?r‘

Here’s that same page,
with art, There’s less
room for text now, so
stories must either be
shortened or else jump
to another page. But
it’s worth if.
Remember, most

Here's that gray page
again. Sure, it’s clean,
well-ordered, packed

with information. readers browse pages
Bur it’s dull. Lifeless. unil something com-
Nouthing grabs your pels them to stop. By
attention. The adding photos, maps

ot charts, you catch
their interest — then
deliver the information.

stories may be
; wonderful, but they . s :
I may never get read, - o

i
¥
5
3
b
P
i
¥
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b Art is essential. And informational art —— art that’s informative, not simply
‘ decorative — plays an integral part in news design. Adding art to your pages:

# Supplements fextual information with visual information.

& Adds motion, emotion and personality that’s missing in text alone.

& Attracts readers who might otherwise ignore gray type.

# Increases the design options for each page.

of clutter and confusion. So go slowly at first. Once you feel comfortable adding
9ITH BT art to stories, keep adding it. It’s (arguably) better to make a page too dynamic

PESE than too dull. As one veteran newspaper designer put it: “Ilike to take a page right
to the edge of confusion, then back off a bit.”

A dizzying number of possibilitics — and pitfalls — await when you design full
pages, so it pays to remember these guidelines:

+ Keep all story shapes rectangular. You've heard this a dozen times. But it’s the
key to successful modular design.

< Vary your shapes and sizes (of stories as well as art). Avoid falling into a rut
where everything’s square. Or vertical, Or horizontal. Or where all the stories are
10 inches long. Give readers a variety of text and photo shapes.

+ Emphasize what’s important. Play up your big stories, your big photos. Place
them where they count. Let play and placement reflect each story’s significance as
you guide readers through the page.

In the next section, we’ll look more closely at three crucial guidelines:

+ Give each page a dominant image.

+ Balance and scatter your art.

© Beware of butting headlines.

GHIDFLINES When you add art to a page, you enhance its appeal. You also increase the risk
i PAGES

Fr7771331311 3337373271121
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PABE BESIGN o o

PAGES WITH

Most beginning page
designers run art too
small. As a result, pages
look weak and meek.

So be bold. Run your
best art big. And when
you use two or more
photos on a page, re-
member that one of
them should dominate,

Even if there’s only
one photo on a page, it
should run big enough
to provide impact and
mterest — fo visually
anchor the page.

;
:
i R PR .
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Here’s a page where no photo
dominates. As a result, it looks
text-heavy and unexciting,

S

.Here, that top photo is two
columins wider — and now it
dominates a dynamic page.

Use photos to anchor
your pages, but remem-
ber to balance and sepa-
rate your art, too. When
photos start stacking up
and colliding, you get a
page that’s:

# confusing, as unre-
fated art distracts us and
intrudes into stories
where it doesn’t belong,
Or:

¢ lopsided, as photos
clump together in one
part of the page and text
collects in another.

This layout seems to pair the
lead photo and top mug, as

well as the three mugs below.
It's confusing and top-heavy,

Smarter photo placement
avoids collision or confusion.
The page is bester-balanced
wheti the art’s apart.

We've seen how vou
can bump heads (care-
fully) when you need to.
But on most well-
designed pages, head
butts are unnecessary.
Clumsy. And confusing
to readers.

Instead, think ahead.
Rather than buitting
headlines, use art to sep-
arate stories. In many
cases, that’s where raw-
wrapped headlines offer
a smart alternative to a
crowded page.

With two sets of butting head-
Lines, this page is clumsy and
confusing. But if you use the
Photos to separate stories. . .

-« s @ much cleaner lnyout.
Noftice how the raw wrap
(botiom left) makes if easy to
run two stories side by side,
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MODULAR PAGE DESIGN

We've mentioned the term modular design before. And as you begin designing
full pages, the idea of treating stories as modules — as discrete rectangular units
— gains new meaning.

Take 2 moment to examine the sports page below. Notice how every story is a
rectangular module. Then study how ali those modules fit together to form a
well-balanced, well-organized page.
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PAGE BESIGH

MODULAR PAGE DESIGN

Could that page have been assembled differently — or better? Let’s rearrange

the modules to see how other options might have turned out:

_Sports ,

America’s Cup is on for SeptelﬂbeT

O ——
03 b Zotlarg

e

America’s Cu;: is Sn i‘cr Mgém;telﬁ-ben:

kg S
Ben o Zusrd

McCaskill, Angels.
came out on tom, 2-1

i
|
J

Is on for September

America’s Cup

deecnsilos
o b T

The problem: two thin vertical stories side by
side, their heads nearly butting. That's a weak
Juxtaposition, though the rest of the page is OK,

McCaskill, Angels
¥ coma out on top, 2-1

: Mitchell's homer sinks

urta Eysek rrouh
Fest Ramainis, 1

America’
P
i Mew Zeskmyy S0

Move the dominant photo all the way to the top
and you get two gray text blocks dulling things
up in the middle of the page. Otherwise, it's OK,

To break up that gray (example at left), move
that botiom story up, then dummy the America’s
Cup story ai the bottom, A good balance.

MeCaskill, Angels
come out on top, 2-1

e

September

Mitchell’s homer sinks

G s e

Could that small photo run at the top of the
bage? Well, not like this. The twe photos collide,
and now there’s no art ar all downpage,

Here, we lead with the smaller photo. Does this
design feel odd? Usually, big photos play better
when they’re placed near the top of the page.

Sports

Amn?enc;wscup is on for September 7 a

whaSg g UG Thst et
“aceblow

Mitchell’s homer sinks Dodg

Nk o P i,
g Bt 3

A mirror image of the original. Nothing wrong
with it, but columnists traditionally run down
the left side of the page. Does that matter to you?
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FRONT PAGE DESIGN

When disaster strikes,
Page One reflects the
magnitude of events
with big headlines and
big photos, as the page
focuses exclusively on
the Big Story. That’s
what we see here, in the
first edition produced
by The Times-Picayune
as Hurricane Katrina
began flooding New
Orleans in 2005.

This edition was
produced as a PDF
and posted online after
the newspaper’s offices
were flooded,

Here’s another big
breaking news story.
After terrorists bombed
a London subway in
2005, Toronto’s
National Post played
the story this way.

The layout is purely
symmetrical (even the
headline is centered).
The low-resolution
photo, taken by a
passenger’s cell phorne,
adds a gritty realism to
the page. And the black
background puts you
down in the darkened
subway tunmnel.

A dever touch —or

is it too distracting

and difficult to read?

Every paper’s news philosophy is most visibly reflected on Page One: in the play
of photos, the styles of headlines, the variety of graphics, the number of stories.

Here are a few current examples of broadsheet Page One design. Study them
closely. Have they observed the design principles we've discussed?

KATRINA: THE STORM WE'VE ALWAYS FEARED

The E1m~ﬂﬂnwgune

_ matr

STORM SURGE SWAMPS 9TH WARD, 8T. BERNARD
LAKEVIEW LEVEE BREACH ?HHEATENSﬁTﬂ INUNBATE GITY !

¢ Afver the mighty storm
came the rising waler

Flooding
wipes out Iwo
comumupities

il}ATASTRﬂPHIG'é

muu‘ “DEIA VU
THERE,

comeast to boast
TV hills § pereent
starting in fanuary

BABHTIN © .
iconic directer set standart
Tav independent filmmaldag

B AIR: 'WE WILL NOT
BETERRORIZED

This timeits deadly'

Worler kiflect in city’s Jatest undenground explosion

4% Page One design:
Current trends and
philosophies...i 7

That Hurricane Katrina
page was produced in a
hurry: a simple layout
with no fancy frills.
Here'’s a front page, by
comparisor, where
artistic touches are
added to nearly every
story module. Note the
use of color screens, the
photo cutouts and crops,
the treatment of that
centerpiece headline.
Rudes and color boxes
separate all the modules
here, so ihe page stays
cleanly organized. Is all
this color appealing —
or did the designer
overdo iff

First, notice how the
6-column grid works on
this page: Four columns
are devoted to news,
with that 2-column leg
of briefs running down
the left side. But today
that briefs colummn is
interrupted by the
extrawide 6-column
phato that accompanies
{and runs below) the
lead story. Does this
non-modular deviation
add fresh impact to the
layout — or is it just a
design gimmick that
will confuse readers?

lﬁl‘lT"H1777"i7?777?7‘77?77’?7‘”?1111‘??H
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Do you know how many stories you have?
Their lengths? Their relative imporiance te
each other? Da you have a lead story?

Have you gathered all the art for this page
(phatos, mugs, charts, maps, etc.)? Do you
know what musst run, and what's optional?

Have you chosen your deminant art for
the page (either a single photo or & mult-
element package that works as a unit)?

PREE BESIGH Lo

Fird out, You must have all the pieces of
the puzzle before you can begin designing.
Get a complete list. Talk to the editor
about what’s most newsworthy.

Now do you know?

Uh-oh. You need dominant art. You don't
want a gray, wimpy-looking page, do you?
Examine each story’s graphic potential. is
there a photo you can shoot or recyde?
Can you drawr a chart or graph? Create a
list? Compile some quotes? Anything?

Scatter your art toward the
edges so the photos won't
collide with each other. Try
moving your lead art down
toward the middle of the
page, or to one side, so it
won't butt against other art.
Vary the shapes and sizes:

Now finish dummying the
rest of your page. Satisfied?

Ancher your dominant art near the top
of the page. Play it big.

Consider where the text will go. And
the headline. And any secondary photos
or sidebars. Try several options. You may
need to jump the text if it's long.

i there's ne text: You're using a
stand-alone photo here. That's fine, but
teave room for a lead story near the top
of the page. Try moving your dominant
art down, or over toward one side, to
give the iead story good play.

Imagine where your other stories
might go downpage. Do you have any
photos o art for those other stories?

Decide haw much play you
want to give that secondary
story with art. If it's &
strong story, fry running it
across the top of the page,
above the dominant art.

I not, try anchoring it near
a bottom corner.

[
L3 piniinin |

Now finish dummying the
rest of your page. Satisfied?

S

FLOW CHART: SECTION FRONT DESIGN

Hey, are you giving me a hard time, or
what? You sure you want to design this
page? You've got yourself backed into a
corner here. Don't panic. Take a deep
breath. Back up and start over.

Do you have any wild art: a photo that can
stand alone and anchor the page {a moody
portrait, a landscape, some sports action)?
Can a photographer quickly shoot some-
thing — either witd art or a news event?
Or can you lift a photo from elsewhere in
the paper and play it big on Page One, then
refer readers inside to the actual story?

No other art, eh? Could be an awfully
gray page. Can you add a mug shot
{with a quote) to one of your smaller
stories? Or run a small stand-alone
photo somewhere else on the page

(near the bottom)?

{If “ves, " go back ta the previus box.)
i there’s no art for secondary
stories, you'll need to get maximum
mileage from your dominant art. Try
placing it down toward the middle of
the page; then dummy your remaining
stories above, below or alongside it.
Keep experimenting until everything

seems to fit.

Ask yourself: Is every story
as reader-friendly as it can
be? Can you make stories
more appealing or break up
long hunks of text with:

# Sidebars? Run a list
of key points or upcoming
events. Or collect quotes
from notable authorities on
this topic, Or create a quick
profile box ahout & key
person in a story.

4 Graphics? If a story
focuses on statistics or dol-
lars, explain those numbers
in a chart or a graph. If
tocation plays a key part of
the stary, add a map.

4 Quotes? Don't keep
good quotes buried in the
text. Lift them out and give
them emphasis.




PAGE BESIER '

'DESIGNING PAGE

ONE: A CASE STUDY

Now that we’ve explored all the different elements that come into play when
you build a page, let’s build one — or better yet, let’s take a front-row seat and
watch a talented page designer at work.

Jim Haag, who works at The Virginian-Pilot in Norfolk, Va., finds nothing as
scary as a blank page — “except maybe a world without really good bacon,” he
says. Here, in his own words, he takes us through his process to create what he
calls a fairly typical page at a newspaper known for its atypical fronts.

“At the Pilot,” Iaag says, “designers are expected to be journalists who develop
presentations that leave no doubt what the lead story is. There’s no more exciting
job in the world. A two-column, 60-point lead head won’t do.” So what will?

A B S R S R R R
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The lead story: This is the latest development in our biggest local story of the year:

Beach has allowed homes and businesses to encroach upon the facility. The state of
Florida is trying to woo the base, and officials there have insisted that no homes are
in the potential crash site of their proposed location.

But today, the Jacksonville newspaper ran a story saying that 925 homes were,
in fact, in the crash zone. That could severely hurt Florida’s chances of landing the
base and could keep thousands of jobs here. We're doing our own story.

The lead photo: There’s a shot from the Jacksonville paper (below) that shows
development sprouting up near the closed military base that Florida hopes to
reopen. Many file photos of our local base and local naval aircraft are available,
but we've used them countless times. Today we have an actual storytelling image.

the fight to keep a naval air base in Virginia Beach. The base is the largest employer
in the city, and a federal panel has indicated that it may be moved because Virginia

Other stories on the budget:

% FOOTBALL — a feature story
looks at a local high scheol football
player who s considered one of the
top prospects in the country and
who is drawing sellout crowds.

4 PIT BULL FOLO* — A local
follow-up provides mare details on
a tragic story about a 2-year-old
who had been killed the day before
by the family's pit bull.

¢ KATRINA FOLO — A wire
story examines the efforts to save
artwork damaged in New Orleans
by Hurricane Katrina.

€ NEW NICKEL — Another wire
story discusses the new design for
the nickel, which features one of
Virginia's favorite sons, Thomas
Jefferson.

4 PROMOS — Baseball playoffs,
Sandra Day O'Connor gets a post at
a local college, and two upcoming
stories later in the week.

* A folo is newsroom slang for a folfow-up
story, a story supplying new details about
an event that's previcusly been covered.

JIM HAAG

bbb L3

The base: The former
Cecil Field near Jack-
sonville closed in 1999,
Officials hoping to
reopen the buse had
insisted thar Cecil would
be a better location than
Virginia Beach for the
Navy’s air base because
there’s no development
in the crash zone there.

Under construction:
The photo shows homes
being built near the
base, which goes against
the official line spouted
by state authorities.

Existing homes: I the
foreground, a neighbor-
hood is clearly visible,
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PAGE DESIGH

DESIGNING PAGE ONE: A CASE STUDY

eSS R}

The end product might not always show it, but I start
each day with a plan. Here’s a dummy outlining what
I think today’s page will look like.

Some days, the dummies are conceived in my head.
Other times, I sketch versions on paper. But they’re
always somewhere, and I'm always revising them.

I often go outside to do my initial dummies. Sitting at the
computer, it’s too easy to grab the mouse and start
moving shapes around when I really should be thinking,

With three strong local stories today, the trick will be
tnaking the lead story dominant without shortchanging
the other two. My idea for the base story is to crop the
photo into a horizontal shape and place display type that
analyzes the story to its right. The story will dogleg into
the righthand column, a hallmark of Pilot design. It’s a
technique that allows us to give the lead story a large
presence without stripping the text across six columns
and taking up too much space at the top of the page.

Below it will be the piece on the Jefferson nickel. The
Jfootball story will run in the center; Pm planning for two
Photos — onie of the fans and one of the player — though I
haven’t seen them yet. On the left will be the dog attack
story. It’s doubtful the Katrina story will fit onto the page.

i

PROMO 00ES HERE
The Virginian-Pilot

Base w}geadline goes here and
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I start each page with a working headline. Sometimes,
the words last through the night and stare at me the next
morning. Other times, copy editors gracefully improve
them.

Either way, it’s important to begin with a real headline
because the words often dictate the look of the page. That
can’t happen if all you see is “DUMMY HEAD GOES HERE.”

If you start with the big words, they can set the tone for
the presentation and help focus your ideas. The design will
often flow out of the words, which I always find easier than
later trying to fit the proper headlines into a design.

So where do the
words come from?

I start by reading the
lead story. That’s easy
if it’s from the wires;
usually some version of
it has been written. If

Last modified Yue., October 04,

2read arans numbaore

Qriginally crested Tuesday, October 4, 200!

ESpmail Stary B print scory Weos

pulation grows in Cecli’s crash zone )
beyton and others lebbylng te retum the Navyto Ceell Figid,,
e s -

Population grows in Cecil’s crash zone
Peyton and others lobb

ying to return the Navy to Cecil Field

it’s local, I search fora
work in progress. Not finding that, I scour the budget line
for ideas.

But on this day, neither a story nor a budget line exists,
s0 I'm left to my own devices. I head to the Web and
check out the Jacksonville newspaper’s version of the story.
I begin to think of what the headline might say.

It’s hard to imagine the days before the
Internet. I uise the Web often when I'm
writing my lead headline. I find it faster
searching online for stories than on the
wire. Today, the Jacksonville newspaper’s
Web site saves me by giving me the first
ghimpse of what our story might say.
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DESIGNING PAGE ONE: A CASE STUDY

The headline, Part I: I’ve been working for
50 minutes now, and I'm a little worried e Ehe‘l]}rg‘tnlan-;p[lgt
that the page is still blank. But I have a

workable plan and a good idea of what the

lead story will say, so I consider it time well FI b h h

spent and begin the actual design. a ¥ ase as cras Zone
I leave room for an as-yet-undetermined

promo above the flag. And I write my first

words. They tell the story, but they have a .
high “duh factor” N
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The headline, Part II: It’s going to be difficult wesnEaDAY

to tell this story in just a few words. To take e

some of the pressure off the main head, I

add a label above it to provide additional .

information. I rework the big words. FI a’ Iled about craSh Zone
This version has more punch, but I worry

about the word “lied.” Will the story support

it? If not, will I have locked the copy desk -
into difficult headline specs? AR N PN

1 e&rgmmn%ﬂot

B
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The headline, Part Ili: Because of the story’s

WERNESCAY

complexity, I decide the headline needs a e g |
lead-in — some words that set the tone for rmmmzzoos sasmcanmerniss |l
what is to follow. This approach works with FLAB RECOTAEARATONS [ M noss ene _ I :

tories that v h d . Advocates pushing for the reopening of Cecil Field insisted <
stories that can't ve surnmea up i f ouror that no one lived in crash zones around the Florida base. o

five words. Th
1 write the lead-in and the main head, g

and I like the words in the biggest type: ey were wron .

“They were wrong.” This has punch and,

for now, it’s a keeper. B L e e L

«ww Fw

3

TEE

Adding the lead photo: [ place the image N
onfo the page and discuss possible crops s %QUIrglnlm;'llgt
with the photo editor. It becomes apparent SR — o it e

o e e e b

that thephot—o Cﬂn’t be Cmpped I'nt-o a BRAC RECOMMENORIONS | snm:mm:s oks HERE . o o u :;__,‘
horizontal sha pe without Iosing vital Advocates pushing for the reopening of Cecil Field insisted

. . . that no one lived in crash zones around the Florida base.
information — either the base near the top

ofshepias ot niitorondmsie - Thiey were wrong, .

ground. So much for my plan.

But how can I deal with a vertical shape?
The image has to run large enough that
readers can see the important parts of the
photo — at least two columns wide. But
if I use it under the lead-in and six-column
headline, the lead package will eat up
almost half of the page. I'm not sure I can
give it that much real estate without pinch-
ing the other siories.




PAGE BEBIGE - ..

DESIGNING PAGE ONE: A CASE STUDY

LEAD PAGKAGE but, at two columns, the key elements

By moving the photo to the top ‘

of the page and the headlines to the . s
right, the package begins to take

FINEGSING THE shape. The image isn't the easiest read B

theVirgi

O e (R T Wi, Y5 el

ik
o

Purs s oy
[t

o e g e

are visible,

T'add space for a mug shot in the
text to add a human touch. This
could be a local official, such as the
mayor, or a Florida official. I'll have
to wait and see. I place two blocks of
fact-box material to the right of the
text to add details about the story. T
label them “The Report” and “What

 They were wrong.

It Means,” and I will write them after

the story has been turned in. To add a
little punch, 1 use red to highlight key
wortds in the label and fact box.

BRAC RECOMMERDATIONS | THE BATILE GVER 0CEANA

Advocates pushing o reopen Cecil Field insisted
no one lived in crash zones around the former
Navy air base near Jacksonville, Fla.

o Bttt soms b P s desd Johie .
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i
£R STORIES that photo can run as secondary art,

The photo editor shows me the two best shots for the football feature — a nice
image of two fans who cair’t believe what they re seeing and an action photo of the

hot-shot player. The story centers on the crowds, so it’s obvious that the fan photo is
HE the best of these options. The facial expressions are great, but the image needs some
GOt size for full impact. I'll also need to show the player who is creating all the stir, but

There is also a mug shot of the child killed by the dog, and though I plan to use ir,

it needn’t run large.

Awire photo shows the design of the new nickel, and it screams to be Cut out.

At this point, the Katrina story and its art are off my radar.
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DESIGNING PAGE ONE: A CASE STUDY

With the lead story already designed, my attention turns to the bottom of the
page. I want to give the football feature adequate space, but that still leaves two
stories and a bunch of promotional material. The nickel story offers some hope, in
that it can be cut down to a short item and thus free up room-for everything else.
It’s time to get going.
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e AEORMENRATONS < arsAJ 6 BATIL G AT
vocates pushing to reopen Cacl Field insisted
hat no one Hved in crash Zongs sround the fornzer
Nuvy aiF basenear Jacksanville, Fla.
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I begin with the football player
feature. I use the photo of the fans
large but add white space around the
layout to let it breathe. The cutline tells
me that they drove from out of state to
see the football star, and this enhances
the image’s storytelling value. I use the
image of the player small, with an
extended cutline that tells readers why
he’s such an attraction. I use a pullout
quote above the large photo to set the
scene and type in “The big draw” as
my first-draft headline.

This is working for me.

Ive added a few other touches to the
lead package: I've placed a mug shot of
the Virginia Beach mayor in the story,
though it still isw’t written and I don’t
know if she will be quoted. And I've
added a small cutout of a jet to the
label because it gets to the heart of the
story and because — well, 1t looks cool.

RS 20 Ak A b G ST UL LR Rl SRR 2R

I revisit the football feature and
swap the photos, putting the player
on top. I like this relationship between
the two images. I keep the quote next
to the small photo, but I fear the
typography is too repetitive of the lead
story, with small type leading into big
type. Ull have to think about this.

1 fill in the page with the rest of the
stories. The dog attack piece goes on
the left, and I use the boy’s photo with
it. On the right, I run a hold-to-the-
front item about the new nickel, and
I let the coin jut into the lead package.
I like how it looks. Below the Jefferson
story, I leave room for two refers to
stories inside and two stories coming
up later in the week.

I then go to work on the above-the-
flag promo. For some reason, I use
pink type today. 've never done that
before.
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I go back to my original football
design, and this is the page I show
at our 6:30 p.m. meeting, where
editors get their first chance to offer
comments about the page. They like
the lead presentation but have issues
with the bottom of the page. With
the feature, they want the football
player’s photo on top.

I explain my rationale for where
Ive placed it, but they’re not buying
1.

They also want the dog attack
story on the right side of the page;
they consider this a more newsy spot.
I think readers will look where you
lead them and, in this case, the nickel
is tmore visually interesting than the
photo of the boy, so I think it will
attract more attention than the dog
attack story regardless of where it is
on the page.
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DESIGNING PAGE ONE: A CASE STUDY

I'make the recommended adjustmenis but use a large headline at the top of the
Jootball story to avoid the problem of too many small lead-ins on the page. My initial
lead headline holds up. Overall, I'm satisfied. But if I could do it all over again:

What was I thinking?
-, It's bad enough thar the
= boots seem to hang in
mtid-air with ne tops,
- but my choice of color

[EEEXTRRRY

This package would WEENESRAY ! = for the type doesn’t
have been stronger if 0ETOBERS, ues awerwwn & frelp, Note to self:
I had turned this photo mees s - Never, ever use pink
into a graphic of sorts, FERtoeg SN b R NI TS 0w B RR o houe il BETIES ot EREIE R s LRSI B e g S [ TYPe again,

with callouts explaining
what it shows and what .
it means. The entire

BRAC RECOMMENDATIONS ~ "2Bg"SglERy " THE BATTLE OVER OCEANA

story could have been Advocates pushing to relocate jets from Oceana Naval Air = Are there too many
told this way, and the Station in Virginia Beach to Cecil Field insisted that noone ™ * " | * words here? It’s impor-
lived in crash zones around the Florida facility. tant fo tell the story in

Presentation would big type, but this seems

hove been more - .
integrated. A missed i gauntir;gr. hI sz’él% hm;;;
opporiunity. - ropped the label or the
~ deck over the rext. And
¢ the lead-in seems too
THE REPORT i . .
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for the text and a _ "eed, lead is bolstered by the
headline treatment g::ff::fﬁ:;:k : Parents oY bold headline, bug’ the
that made it look more | J——— LANDSTOWN HIGH STAR FERCY HARVIN moira ]}0}2_-" football story has the

who died” : largest image. I could
by araudin have given the lead
X maing another inch in depth

~Toddler was fearless .
‘ I on the page, That,
full of ik, Fathr s page. Lhat,

. .l i h
like a story. And, 7 SRITRLLE, .
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in spite of those pesky T e 1

editors, I still would tacind o o it

et a emuie. Tl coin wil go

e discohunnof | ST | gttrgetion

¥

SHO}? t:.er;s "ﬁWd to e - along with integrating
the right. The page pewennenl th ; ;
e photo info a graphic,
would be better suroe — puie ey [ p} d have | ﬁg PHic
bal 4 i pazesit e 24 6 pelt: . wou * ave tefl 1o
aianced. o e e 3 e |0 question what the
B story farmbousc jasi port M . .
Defeding champs S oy, i e oy most wnportant story
fted Sex lose Game £ tthen the sndependent neacly

! vcaraid hey wais o o of the day was.
Baseball s plaitfs srat, wilh H tetted donnt By N
the White 3ok detestiog 5ty | et

Clemant and Boston, T Gar- gﬂfﬂ et

dinuls and Yankses lsa picked i, o

. i 1 heard a dend v

o # ¥ w0 victuries. Sports I heard, o deud N
The bos?s father,

; This would have been
spid be Lol the Mactin was Can oppormﬂity to tell

o oy maedtn
Satinacark E::;;:{,;:?; : readers when and

e . .
a1l mimime v where the star will play

stirted sersa. DUMIAS g e

These promos look **"
crowded and a bit
overwhelming. Will
anyone read this

vhen she ke borgom ¥ i
wmch text? I should ctomor oot | e h;f Hext gf;mf; A m:;
G po! and hy ran dmmag:- e h
5 idking him < chance to ook ahea
have dropped one of at Wiliam and Mary i o l'
H H 5 . 25 I otk and sohud Tues B ff ﬁ/{ f -
these 1temns, which S Sugtaime G aesee Ntk Ianat, Tef, and Jon Wosigh drova From Shapet B, K.C., £ 856 Pavey ardn falcs Ure f . ?hr.vliu;:‘iektm familycbowe . anaojfer M':; b;n ar
K ad i i seve 1 thistl oz I wos holding ki i .
Gl or i W, ot mation, and I blew it
would have given ine e . . . L IR i X
o for T Footballfans seek early glimpse of greatness | RS ot F e o T el o om
niore SpﬂCB fOf" e [, by one or both of the famEye f
. SUMLNG T3 WREE BYTORY GERAEANOTTA Hervin s the fatest in a bneuf vam.  © T IWe gomes i pit bulimix dogs The chitd, y : :
nickel story, and W a preview s 211 sz geidion plgsp&iistuwn]s\:l;‘ul. ; Py e Wﬁ}ﬁ%&um.ﬁm{r . his accomplzshments.
lomeara of Hamptenn Roads, a lingugs Dt runs tvin has ca <5 aud full o e, ey sirln. ,%
] d 4 K THURSDAY Tmf a2t sectign VIRGEA BEACH —Tyo lours botacs It Libwzence Bylor, Sentt Corryand | 25 pirsses v d 16 Seatarn Novfolk Gencrat «  But there’s always
Dlayved up t) Eﬁ?’sf e spacial sewian e Skl end 100 peontewers dlieady  Michact Uickon the Peninsala 10 Brice | ey rushad : Flowpiml, whire he died, W
. 15 Hie Dot of Bhis years snding is line tutsido Landston fHgh  Smith, D), Dozier, Plazica Barzasaand |, o 08 AT ABEF an outepsy nn Tues-
tem more svenl, which starea Sarurdy, Sclonts (ot ik, pvs o smags Tadneeld il in oo, s o dav, the miedical examiser tomorrow... .
" ticket, Jones, fhe former Nard AaTe i
Fuel-cfficient cars H Stire, the Boglos wore the Teigmiag baskotbali toach siad on th sideloes | 30touchdoims Plewse soy Bay, Moy B8
" ; state champions, and tmight's sppaent,  before the Kestnsville game dotermined § — ping receiving,
0 ERIDAY L which It 2
"M wehich cars il Kompeville, wus ranked Mo 3inSopth 10 getaglimparel Barvinsahecould 3 i qushing. o on -
88t o thare on the least fuel Hampten Roads. But for reony, the real  sap ha 5o the 1atest superctar “fo way e toomtin et [ o . .
i dtary wias a chance 1o 5ot reepart ot of fare” ;i s, R0 i + Aversion of this case study
[ it phezomenun, Percy Harvis, ofors he 1 tom on ickofts o e pittal tought o be 5 ) 3
gﬂ@lilg’lggﬁt becames a staple on - SpuresCanter Bhoase seoareky, Puge 6 | ano an s purt, ¢ Enche s stnck ot + first appeared in Update, a
*}j 733;] Q N B ahe Sudtoc Al Contml

stpilatonkne.com,

publication of the Society
for News Design.

R N e TR Y T P LR AT PN R T e b R T = b LR R B Ry py

85




PAGE DESIGN

MAKING STORIES FIT
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No matter how hard you try, no matter how carefully you plan, no matter how  WARE 08 %
drool-proof your layouts seem, stories have a habit of coming up short. Orlong,
So what do you do? ' % Liftout quotes:

. . . . . Some basic styles

Once a page is assembled, minor tweaking is easy. Major repairs, however, are  4nd guidelines...... 148
tricky and time-consuming. You may need to back up and re-dummy a story Of & Degks: Styles and
two. But first, find out what went wrong. Ask yourself: guidelines for sizing

& Was there a planning problem? Did someone change a story’s length? Did and dummying ... 160
someone swap or re-crop photos? Were ads sized wrong? Omitted? Killed? Or:

+ Was there a production prohblem? Were text and photos correctly placed?

Headlines correctly sized? Are all elements — bylines, cutlines, refers, logos,
liftout quotes — where they’re supposed to be?

If a story is close to fitting — say, within a few inches — try some of these
options, either while you're designing the page or after it’s assembled:

E A STORY « Trim the text. As a rule of thumb, stories are usually cuttable by 10%. For
T instance, a 10-inch story can usually lose an inch without serious damage; a 30-

00 L inch story can lose a few inches (and your readers may actually thank you}.

# Trim a photo. Shave a few picas off the top or bottom, if the image allows it.

Or, if necessary, re-size the photo so you can crop more tightly.

& Trim an adjacent story. If you find that a story is trimmed to the max, try
tightening the one above or below it.
: o Drop a line from the headline. But be careful — short headlines that make no
sense can doom an entire story {see chart, page 29).

+ Fiove an ad, either into another column or onto another page.

If & STORY & Add more text. If material was trimmed from a story, add it back. Or if you
' 17 have time, break out a small sidebar that highlights key points or tells readers
anpy where to go for more information. o :

o Enlarge a photo. Crop the depth more loosely. Or size it -
a column larger.

# Add a mug shot. But be sure it’s someone relevant to the
story.

& Add a liftout guote. Find a meaningful remark that will
attract readers. And follow our advice at right.

& Add another line of headline. Or better yet, expand the
decks on those long and medium-sized stories.

¢ Add some air between paragraphs. This old compos-
ing-room trick lets you add 1 to 4 points of extra leading
between the final paragraphs of a story. But go easy: If you
overdo it, those paragraphs begin to float apart.

« Add a filler story. Keep a selection of optional 1- or 2-
inch stories handy to drop in as needed.

o Add a house ad. Create small promos for your paper.
Have them available in a variety of widths and depths.

& Move an ad. If permissible, import one from another
column or page.

In addition to these quick fixes, there are two more techniques — using bastard
measures and jumping stories — that are a bit more complicated.
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MAKING

PAGE DEBIGE

STORI

ES FIT

Most of the time, pho-
tos fit fine into standard
column widths. But on
some pages, they're just
too small in one column
measure — and just too
big in another.

At times like these,
bastard measures can be
the answer — especially
on feature pages, where

[T [ e
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ﬂ Suppose yoir're dummying
i, o 6-inch story with a mug,
You need fo fill this space that's
3 columms wide, 5 inches deep.

| With a I-coluwmn mug, the
ket story fits in 2 legs, leaving
a columm empty. (A 2-line head-
line would force text into that

photos predominate. What's your best option? third leg but wouldn’t fill it.)
Take this column of
" text you're reading right  vininav Uiy - |,
now, for instance. Most iy ,,_,,,:__.--j' “”""’" UVEVIRL | e

text in this book is set 29
picas wide. But to main-
tain the best possible
proportions for those
four examples at right,
we've narrowed this leg
of text, running it in a
bastard width — 9 picas
— alongside the illus-
trations.

The solution? Running 2
@ bastard legs in place of the
if wastes way foo much space. usual 3. The text is 4 inches
Only 342 inches of text will fir deep, but it’s half-again as wide
into that left-hand column. as a 1-column leg — so it fits,

MOREONE

% Jump headlines:

Guidelines for

making jump

stories effective...... 108
% Page grids: How

better grid might let

you size photos with

more flexibility ... 104

There will be times — so marty, many times — when youw'll need to fit a 30-inch
story into a 10-inch hole. When that happens, you can either:

¢ Cut 20 inches from the story (lots of luck), or

¢ Start the story on one page and finish it on another.

When stories runneth over like that, they're called jusmps. Jumps are controver-
sial. Many editors hate them. Many readers hate them, too, or worse: they ignore
them. But designers love them, because they give us the freedom to stretch and
slice stories in otherwise unimaginable ways.

(That age-old journalistic question — “Do readers actually follow stories that
jump?” — has yet to be answered definitively. My own hunch? If a story’s en-
grossing enough, readers will follow it anywhere. Otherwise, they’ll use the jump
as an ¢xcuse to bail out.)

When you jump a story:

¢ Make it worth the reader’s whife. It's pointless — and annoying — to jump
just a few short paragraphs at the end of a story. Jump at least 6 inches of text,
unless the story is simply uncuttable and there’s no other option.

 Start the story solidly, with az least 4 inches of text, before forcing it to jump.
Otherwise, the story may look too insignificant to bother reading.

+ Jump stories to the same place whenever possible. Readers will tolerate
jumps more forgivingly once they’re trained to always turn to the back page, the
top of Page 2, the bottom of Page 3, etc.

¢ Jump stories once — and once only. You'll lose or confuse too many readers
if you jump a few inches to Page 2, then snake a little more text along Page 3

Please turn to JUMPS, Page 158 »
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" INSIDE PAGES

News stories exist to inform readers. Ads exist to make money for publishers.
Can you guess which is more important? ’

Right. Ads. :

The big difference between a front page and an inside page is that, on inside
pages, you coexist with a loud, pushy heap of boxes — ads — stacked upward
from the bottom. Now, some stacks look better than others. But whatever format
they use, ad stacks are dummied onto pages before the news is — and thus dictate
the shape of the news hole you're left with.

Today, these three formats are most often used for dummying ads:
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This traditional format lets As ads stac Looks better, doesn’t it?

every ad touch news capy,
which is fimportant to many
advertisers. But for editors,
it creates ugly-looking news
holes. It alse creates a pyra-
mid effect on facing pages.

of the page, a well forms in
the middle — hence the name.
Like stairstepped ads, wells
can get ugly. Designers have
been known to call them

“Ad Stacks From Hell.”

By stacking ads in modular
blocks, pages look more
orderly and attractive, and
readership actually improves.
This solution may become
more common in the future.

As you can imagine, those two old-fashioned ad configurations — stairstep
and well — offer tough challenges for page designers. What's the best way to
squeeze stories into those oddly shaped spaces? Here’s some advice:

To designate ads

on page dummies,
designers often draw
diagonal fines, like
those shown here,
from the top-left to
the bottom-right
coriter of each ad.

Many pages are doomed to ugliness before you even start designing, That’s
because the ad staff and the newsroom aren’t communicating. As a result, ad lay-
downs become unmanageable, forcing you to waste precious time trying to over-
come unnecessary obstacles.

To avoid headaches, work with the ad staff to:

& Use modular ad formats. Snaking stories around steeply stairstepped ads pun-
ishes both readers and advertisers. Square off ads whenever possible.

¢ Use house ads to smooth out any small, awkward holes.

& Establish guidelines for key pages. Negotiate dependable news holes where
you need them most. Reach an agreement that Page 2 will always be open, for
instance, or that Page 3’s left-hand column is off-limits to ads.

« Establish limits. If ads are stacked too high — say, an inch from the top of the
page -— dummying even the simplest headline and story is impossible. Ideally,
ads should either stack clear to the top or start at least 2 inches down.

& Get permission to move ads. Ad positions aren’t etched in stone. Reserve the
right to move ads if necessary. Just don’t abuse the privilege.

F77711132223122200 0221111111111 111°¢
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With a banner head-
line, that top story
would have looked

shallow and awkward.
But with a sidesaddle
head, the elements fit
together better. Using
bastard measures (or
even boxing that top
story) is optional.

Tivo problems here:
That top photo sits on
an ad and could easily
be mistaken for an ad
itself. In the middle of
the page, that boxed
story is sandwiched
between ads — and,
like the photo, seems

to look like another ad.

# Work with the ad stacks. Yes, it’s best to dummy

stories into rectangles, but on pages crowded with ads,
that may not work. Doglegging text is common on
inside pages, and it’s often your only option.

Before you begin dummying, explore how best to
subdivide each page. Work with the ads to block out
clean, modular story segments. Start at the bottom, if
necessary. Or try working backward from an awkward
corner. Sometimes you can smooth things out by
stretching one wide story atop an uneven stack of
small ads. But wherever possible, square off stories
along the edges of ads.

T —————

4 Use alternative headline
treatments. On pages

where ads crowd right to the top, you may barely have
enough depth for a headline and an inch of text. That’s
where sidesaddle headlines come in handy (see the

example at left).

photo may be difficult. But
try to anchor each page
with a strong image or a
solid story. Don’t just crowbar cluttered gray clumps
of copy together, (See example at right.)

+ Avoid dummying photos or boxed stories near ads.
Ads are boxes. Photos are boxes. And readers can’t
always tell one box from another. So unless you want
photos and sidebars mistaken for ads, always keep a
little text between the two (see example below).

Keep headlines away from ads, too. This is difficult
to do, but remember that a headline butting into the
headline on an ad can look just as clumsy as one that
butts into another story’s headline.

Another option: Use raw-wrap headlines to dummy
two stories side by side at the top of a crowded page.

# Give every page a dominant element. On crowded
pages with tiny news holes, this may be impossible.

And on other tight pages, even squeezing in a small

)

+ Save good stories for pages with good news holes.
Instead of constantly dummying your best stories and
photos around nasty ad stacks, can you pour in flexi-
ble material like calendar listings? Briefs? Obituaries?
Many papers successfully relegate text-heavy material
to pages where ads are ugliest.

Consider an ad laydown strategy that alternates
open pages with tight ones - or provides reasonably
loose news holes in key positions throughout the
paper. That way, you don’t have to wrestle with ads on
every page; you can satisfy your advertisers’ desires to
locate near strong news material while still giving
yourself room to design a few attractive pages.

As these ads stairstep
down the page, stories
square off alongside.
You may need to cut
some text to create
these modula shapes,
but the page will be
more readable than
onte full of doglegs.

The more crowded the
page, the less necessary
(and more difficult) it
is to add photos. Note
how this page plays up
one dominant story —
and how slight doglegs
around ads are not

a problem.
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DOUBLE TRUCKS

Mercury

Saturn

.

-
—
-
*-—
-
-~
o~
-~
S,

" Jupiter

branos &
Neptune |

The Philadelphia Inquirer has
created consistently brilliant
examples of double-truck design.
We'll look at three examples

here and on the next page.

To mark astronaut John Glenn's " The S
retury to space in 1998, the .
Inquirer created a special section
that looked at past and future
missions, offered guides to books
and museums, and provided this
double-trick guide to the planets.

In 1995, a fire killed 23 primates at
the Philadelphia Zoo. So when the
zoo opened iis new primate house
in 1999, the Inquirer produced o
special supplement full of monkey
stories, Web-site guides, maps

of the new exhibits, comparisons
of humans and apes — and

this double-truck centerpiece,

a collection of primaie profiles
introducing 11 of the zoos new
inhabitants to readers.

- 25 WTLNEb Baysiar the e S "
&3

White-Handed
Gibhon
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DOUBLE TRUCKS

This double-triuck spread
from The Philadelphia
Inquirer was part of a
special report examining
problems in the city’s
schools. Note how the
design flows right across
the central gutter. Note,
too, how well balanced
and proportioned the
ariwork and text are.
Most importantly, note
how well planned this
entire package is. Instead
of three or four 20-inch
stories, this spread uses
charts, graphs and

short lists to get its
information gcross.

L

The droposi rte is Righ, est scores loo, Fust surviving can be o challenge i sowe schools.
How the high schools are failing

Hearly 3 out of 50 stogents from the
b1 benan class bave dropped 0at

Harw they rack on SAT seeres

Al Hensington High
ke racord Es bleakest

[PRE——— P

Best and worst schoo]s _
for behavior problems

%% %% Pl

ahgent.
%%%% R ohinns .
suspended.

Her they rask fn tsirdence.

SAT scores emphasize
- gap between schools

stz tabld

Flisghing In o general Kigh schools, grade by mate
Oth ot 48 oot the e

When two facing pages print across the gutter on one sheet of newsprint — say,
the two pages in the center of a section —it’s called a double truck. Double trucks
are rare in broadsheets, but popular in tabloids. They’ll work best if you:

& Clear off all ads. Make it one big, modular, editorial block. Any ads will either
intrude, get buried or be mistaken for editorial matter.

& Treat both pages as one horizontal unit. Ignore the gutter between pages.
Spread your elements from left to right ina balanced, orderly way. Keep the flow
of text clean. Anchor the design with a bold headline and strong dominant photo.

& Save them for special occasions. Readers expect these packages to be special,
so dom't let them down. Save double trucks for news features, infographics, photo
layouts or major events. Add color and graphic effects. Think big. Have fun.

MOREON P .

4 Double-truck design:
How student papers

- avoid messy and
predictable pages .. 104

You can also apply special treatment to two facing pages anywhere in the paper.
As with actual double trucks, it’s important to treat facing pages as one wide unit.
If you're careful,
you can even run
elements across
the central gutter,
but photos and
illustrations align
more successfully
than headlines or |
text (see example,
right). Readers are
generally pretty
tolerant, but don’t
push your lack.

This photo spread from
The Times (Beaverton,
Ore.) ran on two fac-
ing pages — not a true
double truck. We've
printed it here the way
many redders saw it:
with the pages slightly
out of alignment and a
guitier opening up
through the lead photo
and headline. That’s a
problem, but nota
serious one if you
position the columns
of text carefully.
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TAPOSITIONS

Pagt DESiGH

As newspaper designer Phil
Nesbitt once said: People and
puppies must both be trained
to use a newspaper.

In olden days, readers were
trained to read newspapers
vertically — and since every
story an every page ran verti-
cally, readers were rarely con-
fused about which photo
went with which story.

Today, however, stories run
in vertical and horizontal
modules that change from
page to page. And on every
page — with every story — we
expect our readers to instantly
deduce which photo connects
to which text.

We don’t always make their
choices easy. {In the example
at right, is Cheney the escaped
lunatic? Is that gorilla photo a

portrait of Cheney’s new grandchild?) So it’s especially important to analyze

B Asxc-wielding lunatic
escapes from asylum

By R

o eeia pau-

Gorilla mom
gives birth
at city zoo

Vice president Cheney
visits new grandchild

By RO
S

Hon 2quid
fidave car

N a by a.

Killer gorilla goes bananas, t

By ROBIN Pk serigl
5

every page design as objectively as you can, to determine:

# if a photo sits at the intersection of two stories in a way that confuses or mis-

directs the reader.

# if two stories — or their headlines — seem inappropriate together on the

same page. (Those two ape stories in the example above will seem related to
many readers, thus creating a false connection. )

# if an advertisement seems to comment upon a neighboring news story.

It’s easy to embarrass yourself, your readers and the subjects of your stories

(both apes and humans) by dubious dummying, When in doubt, either move it

or box i — whatever it takes to make your design perfectly clear.

To avoid blunders like that example above, beware of modules that seem to
overlap, whether horizontally (on both sides of a photo) or both vertically and
horizontally (beside and below a photo):

Horizontally e

Two sfories, one
photo — and the

reader must guess
where the photo
belongs. To fix:

& Box or screen
one of the stories;
* Divide them with
a column rule; or

T s e s i g

£

+ Run a large
headline across the
top of the photo

and its text.

Horizontally
and vertically

H
£

into corner inter-
sections can be
dangerous. To
avoid confusion:
# Box or screen
one of the stories;
& Make sure any

related photo is at
least one column

Dummying photos

story below an un-

wider or narrower.
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PAGE DESIGH

RULES OF THUMB

Onu this page, we've
collected the key
design principles
presented in this

book. Use this

list as a quick
reference; the
tumbers running
along the right
margin show
pages where you
can find more
information.
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PABE BESIEN

TROUBLESHOOTING

Quick answers to What are the best grids for newspapers to use? And once you choose a grid,

g?]f;g%;sé:;‘ngfy ! do you have fo use it everywhere — or can grids vary from page to page?
perplexed about For years, newspapers have been using the same dull grids: 6-column grids for
page design: broadsheets, 5-column grids for tabs. That’s usually because the standard 1-col-
umn ad is about 2 inches wide, and news columns are
Space shuttle b rming sized to accommodate ads. Which is fine for pages

with ads. But what about when ads aren’t a factor —
on open pages, or inside pages above the ad stacks?
Wouldn't it be nice to have more flexibility, more
options for column widths? (See examples at left.)

So ... want to explore new grid options? Take a
Here’s a typical story on a 6-colurnn grid. But notice typical page from a recent issue of your paper and
how gray it is, and how small that 1-column photo is. rebuild it on an upgraded grid. If you're a tab, try 7, 8
What if you want more flexibility, more design options? or 9 columns. If you:re a broadsheet, try 9, 10, 11 or
12. Resize the art, reflow the text, rewrite the cutlines
and headlines, and see if you discover an advantage
— visually, typographically, journalistically — to
fitting your stories onto a different grid.

Two warnings, however:

¢ An oft-quoted typographic adage suggests that
the optimum width for standard text is a column
that’s an alphabet and a half wide:

S ace shuttle begms mission to study global warming

If you run the photo 2 columns wide, it takes up a lot
more space and may not always fit into that shape. What

. o The opiimum column
if we could run that photo 1% colusmns wide instead? P

width for 9-point
Nimrod, shown here,
works out to be 15p6.

Space shutile hegins mission to study giohal warmmg '

You can certainly put narrower legs to use for cut-
lines, liftout quotes, decks, etc. But legs skinnier than
5 picas wide are tough to pour type into. And remem-
ber, the narrower the leg, the more necessary smaller,
~ condensed type becomes.
On a 12-column grid — instead of 6 — we have twice # If you're designing a tab, you may want to avoid a
as smany options: for the photo size, the deck, the cutline.— ¢_colymn grid; if you're designing a broadsheet,
(Note the lifrout quote. Will it work positioned there?) .

beware the 7-column grid. Both force columns of text

to be uncomfortably narrow, resulting in pages that look messy and stripey.

And yes, you can mix grids within a newspaper. For example, you could design
all your open pages on a 9-column grid — but on most inside pages, when that
grid won’t accommodate standard ad sizes, you could revert to a simpler grid
using wider columns. No one but you will ever know (or care).

At our school paper, we design a special doeuble-truck

spread each issue. How can we make it look better? i it's time for GRADUAT ION

Class of 2001 looks bask 90 Gragkiating cersmenios keep some
of strugaia, fun e . teadlitians ut offer new charges

¢ Upgrade your grid. If ever a design situation called for a
special grid, it's a double truck. Remember: More columns
mean more design options. And the biggest problem with
most double trucks is the way they end up looking like the
example at right: a big headline; four 15-inch stories, each
shoved into a corner; random art scattered to fill the holes.

Last year's graduating class offers wards . .
i i Departing seriers look back on memorles

of Iends, laughler and sad emotions

@ Plan your package. Upgrade your reporting AND your
design by collaborating in advance to produce a package
with appealing sidebars. See page 188 for more on this.
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;Is it possible to design a page
“without a big, dominant photo?

Sure That old every-page-must-have-a-
dominant-photo rule resulted from
years of chaotic pages swimming in
smallish photos. Nobody likes messy
page designs — especially photogra-
phers, who love to see their best photos
anchoring big stories. (In fact, too
often the downside of letting photogra-
phers design pages is that, as the photos
get bigger, the story count dwindles,

and the pace of the pages slows to a crawl.)

BUT if you're careful and smart, you can avoid chaos and
still design successful pages without big photos. You can
group small photos into a central cluster, You can anchor the
page with an infographics package (as in the example at left).
You can run big headlines as dominant art (as in the terrific
page at right — notice, by the way, how small all its images
actually are}. But that basic principle remains: Without
something to anchor it, a busy page easily becomes chaotic.

et 5. wm— K, T. STOCES FINAL sxoesm 5,

4 ‘Saucers’ Shown in Coast Guard Photo

MOTHER DIES

. IRS DIRECTOR i i
stories. Is that a good idea? Or is it cheating? oy | Lnvironmental poliey
. ] osoue | ‘too timid,” Gore says
For centuries, newspapers used rules (horizontal and ,

vertical lines) to separate stories. Back in the "60s and
"70s, rule-less gutters became popular, but nowadays
rules are back. And most of the best-designed papers use

them.

Advantages: Rules organize stories and pages into neat
stacks. They even let you get away with butting head-
lines and colliding art elements, up to a point (see right).
Disadvantages: When drawn down the middle of a nar-
row gutter, rules can crowd the text beside it. And if you

1

WEEEEND

INSIDE sovmwe

@mmt Hiree Qﬂmss =

GUIDE

T e s WA saw vas TEIARI

Mlclugan
lags in war
on tobaceo

-
e ekt
-

CEREEE

Counesfroan

adriits assault,
gets pmlmhm:

NEW VEDEQ-GAME MASTIR
FACES ‘DINO CRESIS' ez 2z

In 1994 Daimim'Ciﬂ'yE[el‘

Last mm;th it hail zero.

= Where did a]l
the money ga?

L

had 810 billion in extra cash, |

¢

We always run five stories on Page Dne. Is there some rule that
dicates how many stories should run on a typical front page?

It changes over time. Most broadsheet newspapers typically run four,
five or six stories on Page One; a half a century ago, they ran dozens (see
example at left). Newsy tabloids may run three or four cover stories;

other tabs prefer single-topic covers, like magazines,

So what's your paper’s personality? Newsy, with lots of traffic? Stylish
and artsy, with dramatic photos and big type? It's a question of style.
Staffing. Budget. Newshole. Reader preference.

The best answer: Stay flexible. Avoid falling into a rut where every
issue looks the same. Page-design monotony will bore you and your
readers. Consider mixing up the story count from issue to issue, page to
page, letting the news — not newsroom habit — dictate the pace.

i've noticed a lot of papers use rules between

TAY FRAUD

PENSION PLAN

CONGRESS
DEABLOCKED
ON WILITARY

widen the gutter to alleviate the crowding, sliding stories slightly sideways, your
page grid can look wonky and unaligned. Rules work best with wider gutters.
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You need to dummy text in a box that’s 40 picas wide. How wide will each
leg be if there are 4 legs? If there are 3 legs? If there are 2 legs?

4

. pretty high; your available space for news is 6 inches deep and the full page

Ef You're laying out an inside page in a 5-column format. The ads stack up

{5 columns) across. You need to dummy two stories in that space: one 15 inches
long, the other 10 inches. Neither has art. You can trim one inch out of either
story, if necessary — but no more. What are your best design options?

. There are several things wrong with each of these three page designs. Like
bad what, for instance?

7'® Lhe four layouts below all use the same story elements.
i Which one of the four layouts is the best, and why?

TTTTT?TTTTTTTTTTTFi
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MICE, Page A2D

When the layout above ran in the newspaper, some editors complained that
el the Campaign *88 promo box was positioned poorly. It appears as if it’s part
of the Hyundai story to its left. How would you redesign this part of the page to

avoid that problem, using the sizes shown here?

The GaZette-Fisl‘Lwrap

BRIEFS

- At left is Page One of a
typical tabloid. Tt uses a 5-
column format, and that gray
left-hand column is reserved
for news briefs.

Design this page to include

the following three elements:
€ A 10-inch lead story with a
good horizontal photo;

# An 8-inch story with a

horizontal photo; and
4 A 4-inch bright (an upbeat,
oftbeat feature).
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PAGE DEdiGH

EXERCISES

10-

11-

b Here's an inside page for a tabloid. Down the right side, there’s a column of

§ news briefs. Draw a dummy that shows how you'd design this page with the

following elements: '

# A lead story — about 15 inches long, but cuttable® — that uses a strong, deep
vertical photo;

# A secondary story — about 12 inches long, but cuttable — with a mug shof;

# A short, bright feature story —— about 4 inches long,

Note: There are two somewhat different, but acceptable, solutions for this page.
Try your best to figure out both options.

* By “cuttable,” we're talking a couple of inches, max. Nothing too drastic.
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n March 4, 1880, the New York Daily Graphic became the first
newspaper to print a photograph. And from that day to this, news-

paper photographers have grumbled:
“Will they ever give us any respect?”
You can’t blame photographers for feel-
ing paranoid. Newsrooms, after all, are
dominated by editors who were once reporters,
who believe news means text, who think photos
make nice decoration — but if space gets tight,
and they need to cut either the story or the photo,
you knnow how they’ll vote.

Trouble is, those editors are badly mistaken.
Our culture has become overwhelmingly visual
In today’s media, images are strong; text, by com-
parison, is weak. If you want to convey informa-
tion, photos can be as valuable as text. If you want
to hook passing readers, photos are even more
valuable than text.

Until now, this book has treated photos as boxes
parked on the page. But there’s more to it than
that. Photographs are essential for good design,
and good design is essential for photos.

In this chapter, we'll take a closer look at the art and science of photojour-
nalism.

GHAPTER GONTINTS

4 Some photo guidelines:
Photagraphic principles
you should know. 110

% Good photes:

A portfolio of images from
five professionals

% Bad photos: Avoiding
problems and clichés .. 118

% From the camera to the
page: How newsrooms
produce their photos .. 118

% Processing digital
images: A guide Lo basic
photo processing........... 119

% 8izing photos:

Measuring reductions and
enlargements.. .. 120

< Halftones & screens:
Reproducing photos by
using dot screens ........ 121

% Scanning images:
Advice on digitizing art
and photos 1

% Gropping photos:
Getting maximum impact
from your photoes........ 124

4+ Stand-alone photos:

Running single photos
without stories

<+ Photo spreads:
Geiting siarted designing
phote pages 7

< Phote spread guidelines:
Tips for designing effective

photo pages
% Studio shots:
Adding pizazz to
feature layouts
% Photo illustrations:
Tips for creating feature
ideas in the studio ...
% lllustrations:
The different ways papers
use drawings 134
% A feature art checklist:
What to do when stories
are a little vague
% Risky business:
Gintrnicks to avoid .

4% Troubleshooting
% Exercises




PHOTES & ART -

SOME PHOTO GUI

DELINES

This action photo of
airborne skateboarders
is a compelling shot,

But notice how the white
clouds blend into the
whiteness of the page.
Without a border to
frame this image, it’s
hard to know where the
photo begins or ends.

There’s a lot to learn about shooting pho-
tographs, editing and cropping images,

designing pictures into photo spreads,

transforming photos into halftones . .. but
before we begin, let’s summarize a few basic
photojournalistic guidelines:

+ Every photo should have a clean, clear
center of interest. A good photo, like a
well-written story, is easy to read. It presents
information that’s free of clutter and dis-
tractions. Every photo must be sharply
focused and cleanly composed, so its most
important elements are instantly visible.

4 Every photo should look natural. In
amateur snapshots, people smile stiffly at
the camera; in professional news portraits,
people look candid, natural, engaged in

activity. Whenever possible, shoot real people doing real things, not gazing

blankly into space or pretending to be busy.

+ Every photo should have a cutline. It’s surprising how often editors think,
“Well, everyone knows who that is: It’s Millard Fillmore!” Never assume readers
are as smart as you are — or that they
even intend to read the story. ldentify
everything: all faces, places and activities.

4 Every photo should be bordered.
Don’t allow the light tones of a photo to
fade away into the whiteness of the page.
Frame each image with a border: a plain,
thin rule running along the edge of the
photo (1-point or thiuner is standard; in
this book, we use .5 point). But don’t
overdo it. Thick, artsy borders around
photos are distracting. They may isolate
images from each other — and from the
stories they accompany.

¢ Every photo should be relevant. Readers don't have time for trivia in text.
They don’t want to see it in photos, either. Show them images that have a direct
connection to today’s news (the movers and shakers, winners and losers — not
squirrels playing in the park). Photos must provide information, not decoration.

+ Every face should be at
least the size of a dime. It’s
rare that photos are played
too big in newspapers, but
they often run too small —
especially when the key
characters shrink to the size
of insects. If you want
images with impact, shoot
individuals, not crowds.
Then size photos as large as
you can.

This photo has a clean,
clear center of interest:
an old war veteran
caught in a nostalgic
salute. It’s a sharp,
strong image, with no
background clutter to
distract us. And it
seems to be an honest
porfrait — not posed
or artificial,

This photo of Bill
Clinton on the 1992
campaign trail is inter-
esting — but only if it

runs BIGGER than this.

At the size shown here,
its impact is lost. The
Jaces in the crowd blur
together, and Clinton
himself fades into the
background.
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What makes a photograph good? In the pages that follow, five photojournalists
provide their own commentary on these dramatic, award-winning images.

Guardian News & Media Ltd. 2005

Dan Ghung, The Guardian (London):

“As I'walked into the makeshift hospital at Muzaffarabad in Pakistan, [ was hit by
the smell. It was absolutely terrible. A putrid smell.

“There were no modern medical facilities o speak of. The hospital’ was just an
outbuilding of a sports field and there were three tables in front of me. As I walked in,

I saw children lying on the tables. The little girl in this picture was semiconscious as
doctors worked to save her using the tmost primitive instruments to close up a gaping
wound in her head.

“Muzaffarabad was the epicenter of the earthquake which devastated this country.
Alongside the girl, other boys and girls were lying dazed on similar tables. Men and
wormen were trying their best to tend to their injuries: an 8-inch cut over a little boy’s
eye, a smashed skull and fractured limbs,

“There was no sterilization unit here and no sophisticated pain relief. The children
Just murmured under the strip lighting. Outside, a queue of mostly women and children,
covered in blood and dust and moaning in pain, waited patiently to be treated, And
these were the lucky ones, the survivors of a disaster which had taken the lives of more
than 11,000 of their fellow rownspeople.

“I dor’t know the girl’s name, nor her age. As I watched, as she lay on the table, they
shaved her head and began stitching up the big wound. I hope that she survived, though
I can’t say whether she did.”
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Bruce Ely, The Oregonian:

“Some of the best moments in high school sports don’t involve the biggest schools or
best athletes. How do we get these telling pictures in our paper? This is the idea I had
when [ went to the sports department fo pitch a photo colurn called ‘Sidelines’ Each
week we'd take a look at a sport or team that doesn’t get coverage in our newspaper.

“This is the synchronized swimming team at a recreation cenier in Beaverton, Ore.
They’re preparing their routine for a national competition in Florida. The Oregonian
has an underwater bag, a plastic enclosure for your camera. I had my swimsuit on. I (@
would dive in, hold my breath and swim down as hard as I could. As soon as I stopped
swimsmning, I'd start floating up. So there’s a small window of time when I can take
pictures. At one point I was swimming back to take a break by the wall and catch my
breath. Then I went under and saw this scene unfolding. So I shot six or seven pictures
like this, and thought, “Wow, this worked ot really well.

“I think this picture is successful because there’s so much going on in different parts
of the frante. You can spend time looking at the girl on the right. You look at the other
girls in the background, and you're curious what they re doing. This girl on the left looks
like she’s asking a question. And right in the middle is this group of girls practicing their
routine. There’s a girl above the water, standing, and they're holding her up.

“This is probably one of the most important things in these girls’ lives; they spend f'
hours of their life in this pool. That's their thing. My thing is photography. Their thing
is synchronized swimming. To be able 1o show the most interesting aspect of what they (8
do — that’s photojournalism.”
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PEBTOR GART .

GOOD PHOTOS

Brant Sanderlin, Atlanta Journal-Constitution:

“This is the 16th green at Augusta National on the final day of the 2005 Masters
tournament, Tiger Woods had chipped up onto the green and the ball just rolled back
— it kept going and going and going. He walked up on the green, looked at the ball,
and it just seemed to hang there for a split second before falling in. He just went nuts
after that.

“At the Masters, photographers aren’t given any special access, so we really have to
fight for position with the crowd. I had to work my way in until I found a little hole,
So I'was out of position for his initial shot, but it put me in a perfect spot when he
catne up onto the green. Nobody else was in as good a position as I was.

“I’s the people who make the shot. If you iook away the people, or just had a clean
background, it wouldn’t be nearly as exciting. The thing I like about it is that every
time you look at it, you see something different: you'll pick out one person in the crowd
you never saw before. That's what makes the photo unique — it’s the crowd.”
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Kraig Scattarella:

“This is the aftermath of a fatal fire where a relative has just come on the scene
and realized that her grandson was killed. The emotion overwhelmed her, and all 7
she wanted to do was run inside and see the body. The fireman stepped in to hold -
her back and comfort her. {

“The news editor was adamant about NOT using this picture.* He felt that it

was an invasion of these people’s privacy — which it is. It’s their moment of grief. &
My selling point for this picture was that these people didn’t have any smoke 0
detectors in their house. In the story it mentions that; they had just moved into the -
house a day or two before. And anybody that sees that picture is going to think of (=
himself in that situation and think, ‘I don’t want this to happen to me ]
“This is the picture you dream about, that all photojournalists strive for — (P
iy when all the elements fall together to make a complete picture that can stand alone, _
g without words. If you can capture a moment like this, then youw've done your job (o

100%.” -
* The phato did run, though. [&E
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' GOOD PHOTO

Todd Heisler, Rocky Mountain News:

“This was a project about the Marine honor guard who cares for fallen Marines and
their families. This is the moment when Jim Cathey, who was killed in Irag, was being
brought home to his family in Reno, Nevada.

“There’s a Marine escort on the plane who makes sure the casket is in place in the
cargo hold. He rides with the rest of the passengers. When the plane lands, the pilot
asks everyone to stay in their seats so the escort can get off, be with the family and help
unload the casket. So the passengers have just been alerted that this is happening
underneath them. At this moment, the family is gathering on the tarma.

“What stands out for me in this photo is the content. If tells the story; it’s pretty clear
what’s happening. It has some complexity to it: there’s the casket in the lower left, there’s
people across the top who have different expressions. There are a lot of basic elements of a
good journalistic photo here. But on top of that, there’s mood — the low light has a mood
to it. Everybody asks, what are the people looking ai? They can’t see the casket yet; it's
underneath them. So that’s intriguing, and it gives the photo an extra sense of mystery.

“The response to this photo was overwhelming. I knew that this story would strike a
nerve, I just didn’t know how. But the reaction I got was very respeciful. People from
all sides of the political spectrum all saw something different in it. It touched so many
people. It won numerous photography awards, including the Pulitzer Prize — the whole
piece did, but this was the photo that really carried it.”

T T T A e T
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BAD PHOTO

Light pole sticking Scratches and
out of subject’s sveses gesoried crud from
head (poor mixof mishandling.
Joreground and -
background). 3
Image is flopped {
Harsh shadows vees scss (p?’i?’lf@d backward).
on subject’s face. Note the words
on the sign.
Subject is out Of Distractions in i '
focus. And photo “5T the background.
is underexposed i
(too dark).
Subject is off-
center, awkwardly
Unflatiering and || cropped. Photo Py
unnatural pose. ernes hasnositong e

center of interest.

Photos can be bad in a mind-boggling number of ways. They can be too dark,
too light, too blurry, too tasteless, too meaningless or too late to run in the paper.
They can, like the photo above, show blurry blobs of useless information —-
depicting, with frightening clarity, a chubby guy with a streetlight growing out of
his head.

Be grateful, then, whenever a photographer hands you a sharp, dramatic,
immaculately printed photograph. And avoid turning good photos into bad ones
by cropping them clumsily. By playing them too small. Or by dummying them
where they compete with another photo or intrude into the wrong story. ke

Remember, photographers often use terms like “hack,” “mangle,” “kill” and '
“bury” to describe what editors do to their photos. So be careful. People who talk
like that shouldn’t be pushed too far.

MAKHE What can you do to salvage a bungled photo assignment?
- RESTOF « Crop aggressively. Focus our attention on what works in the photo, not what
@ 13

doesn’t. Zero in on the essential information and eliminate the rest.

+ Edit carefully. Is there one successful image that shows more than the rest?

# Retouch mistakes. Use photo-editing software to tone down distracting
backgrounds, improve poor exposure, fix the color balance — but remember, it’s
unethical to alter or manipulate the integrity of any data in the picture. .

# Bun a sequence. Sometimes two small photos aren’t as bad as one big weak
one. Consider pairing a couple of complementary images. L 2

# Reshoot. Is there time? A willing photographer? An available subject?

+ Try another photo source. Was there another photographer at the scene?
Would older file photos be appropriate?

o Use alternative art. Is there another way to illustrate this story? With a chart?
A map? A well-designed mug/liftout quote? A sidebar?

& Bury it. By playing a photo small, you can de-emphasize its faults. By mov-
ing it farther down the page, you can make it less noticeable.

© Mortise one photo over another. It’s risky, but may help if there’s an offensive
element you need to eliminate or disguise. (See page 209.}

# Do without. Remind yourself that bad art is worse than no art at all.
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BAD PHOTOS

Photojournalistic clichés have plagued editors for decades. Some, like “The
Mayor Wears a Funny Hat,” may have some merit {either as entertainment or as
a harmless form of revenge). '

Others, like the examples shown below, have almost no redeeming value —
except to friends, relatives and employees of those in the photo. Shoot these
space-wasters if you must, but look for alternatives (real people doing real things)
every chance you get.

HE “GRIP & GRIN” THE EXEGUTION AT DAWN

Usual victims: Club presidents, civic heroes, honors students, school Usual victims: Any clump of victims lined up against a wall to ba shot: club
administrators, retiring bureaucrats. members, sports teams, award winners, etc.

Scene of the crime: City halls, banquets, school offices — anyplace Scene of the crime: Sodial wingdings, public meetings, fundraisers —
civic-minded folks pass checks, cut ribbons or hand out diplomas. usually on a stage ar in a hallway. Also occurs, preseason, in the gym.

How to avoid it: Plan ahead. If someone does something worth a trophy, How to avoid it: Same as the Grip & Grin — move out into the real world,
take a picture of him (or her) doing it. Otherwise, just run a mug shot. where these people actually do what makes them interesting.

3’§‘§%%§=;‘ée~@ﬁ¢mm
Usual victims: Administrators, bureaucrats, civic organizers — anybody Usual victims: Politidians, school officials, bureaucrats — anybody who
who bosses other people around. holds any kind of meeting, actually.
Scene of the crime: In the office. Behind the desk. Scene of the crime: A long table in a nondescript room.
Variattons: The Guy on the Phone. The Guy on the Computer. The Guy in How to avoid it: Run mug shots and liftout quotes from key participants.
the Doorway. The Guy Leaning on the Sign in Front of the Building. Better yet: Find out in advance what this meeting’s about, then shoot a
How ta avoid it: Find him something to do. Or shoot a tighter portrait. photo of that. lllustrate the topic — not a dull discussion about it.
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FROM THE CAMERA TO THE PAGE

As a designer, you place photos on the page — but where do those photos come
from? How do they get from the photographer’s camera to your monitor?

Two ways: Images can either be digitally scanned from film or paper (see page
122) or they can follow a digital path much like this one. '

; THE PHOTOGRAPHER
ARRIVES AT THE SCENE

Using a digital camera, the photographer
shoots a variety of images. At some
publications, he or she might help
gather facts for the story —

&% THE PHOTOS ARE
DOWNLOADED INTO A GOMPUTER
For most non-deadline assignments, photographers
will wait and do this back in the newsroom. But
for some breaking news stories, they'll download

or shoot video footage fi ¢ breaking news o §
to be posted on the z;nage; to aﬂ a;; Ot% at the news scene and transrmi
paper’s Web site. them directly to the newsroomt.

THE STRONGEST IMAGES
ARE EDITED AND PROCESSED
Back in the newsroom, the photographer
{or photo editor) selects the best photos
and uses image-processing software to
fine-tune and
crop ther.

=% PHOTOS ARE POSTED
o ON THE PUBLICATION’S WEB SITE . ..

' PHOTOS ARE ; .
The final digital photo files are stored in a network

SELECTED : f EWo!
AND APPROVED folder that contains all images ready for publication,
: Editors may also transsit exceptional photos to a
Rough prints are . . e
Tt ; wire service for distribution to other news outlets.
usuially output for For big stories, images will immediately be posted

editors and designers
to review and
approve. In larger
REWSFOOMS, it’s the
photo editor’s job

to make the final
selection, deciding

on the publication’s Web site. . .

... AND DESIGNED
ONTO PAGES FOR PRINTING

Page designers now import the images
into a page-layout prograwm. Minor adjust-

which photos should _ L p .

lead and which are HIeHLS in sizing ang cropping are

secondar usually acceptable, but drastic
s treattents may require

approval from the
photographer
or photo

Hlustration by editor.

STEVE COWDEN
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FTTTTIIITTIIIIITIILTIIIITIIIIIITIITT 1



PROCESSING

PROTOS & AT -~ oes

DIGITAL IMAGES

BRIGHTNESS

The brightness of an

image can be controlled

gt when the shot is taken,
but image-editing
software lets you fine-
tune further. If the
brighiness is too high
(top right), highlights
turn white and colors
look washed out. If you
reduce the brightness
too much (bottom
right), shadow details
are lost and colors

turn dark and murky.

e — A

At large publications, photographers and photo editors manage all the image
processing. But at smaller publications, that's often the duty of page designers —
and for some stories, you might even shoot, edit and process your own photos
before you design the page they’re on. Heres a few key concepts it'll help to know.

o L I R R e ko Shi R T

GOLOR BALANGE
Different indoor
lighting conditions can
drastically affect the
way color is rendered.
If a photo suffers from
d cyan cast (top right),
you can fix it by adding
more red; if it’s too red
(bottom right), you
thay need to increase its
blue and yellow, Often,
too, you may need to
subtly shift color
balances to compensate
Jor your printing press.

CONTRAST

Contrast goes hand-in- -
hand with brightness,
and both must be
balanced together. As
you reduce an image’s
contrast (top left), pix-
els lose their color and
the image becomes too
washed-out and gray.
Increase the contrast
too much (bottom left)
and mid-tones vanish,
replaced by blobs of
stark blacks, whites
and overrich colors.

ACTUAL PHOTO

Here’s the original
image recorded by the
photographer. Note the
reddish background;
note how the dog looks
away from the girl.
Color tones and body
positions are FACTS in
the photo — elements
which must not

be altered.

All journalists are dedicated to communicatin g accurate facts. Photojournalists
communicate facts, too: visual facts. If you manipulate the facts in any photo, you
distort the truth. That’s unethical. And in most newsrooms, it’s forbidden.

Occasionally, it might be OK to add special software effects to fancy feature
photos; most newsrooms adopt guidelines to specify what's allowed. But you're
never allowed to alter the basic visual facts in any news photograph.

GOLOR SATURATION
“Saturation” refers

to the Jevel of color
intensity in an image.
A photo suffering from
weak saturation (top
left) looks drained of
color — on its way to
beconting “grayscale,”
or just black-and-white.
But when an image is
oversaturated (bottom
left), its colors gain too
miich contrast, appear-
ing unrealistically
vibrant and intense,

e R . LR L DR T e T Nl P g, W, SRR e L AT S ST R AT R B i SO

DOCTORED PHOTO
Digital-editing software
tnakes it easy to turn
the dog’s head around
and tint the background
4 more attractive color.
But by digitally altering
those photographic facts,
we make this photo LIE.
I journalism (and in
Photojournalism), lying
is never acceptable,
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SIZING PHOTO

The image below runs
at 30% of its original
depth and 60% of its
original width. Digitally
squishing or stretching
a phote is easy to do,
but it destroys the
integrity of the imuage.

4100% — This is the original
size of this digital photo, the
largest size at which all defails
remain sharp. Any change in
size will be measured as a
percentage of this eriginal size.

P 200% — This image is twice
the size of the original. Bul as
those jagged pixels become
visible, the photo looks fuzzy.

W 50% — This image is half
the size of the original. And
because it’s smaller, details

become more difficult to see.

Cropping photos is one way to create new shapes.
You can also resize (or scale) photos, enlarging them
up or reducing them dows.

When you change the size of a photo, you measure
its new size as a percentage of the original. Now, the
“original” size of a digital photo usually means one of
two things: either the actual size of the image cap-
tured by the camera, OR the size of the photo file once
it’s been edited and processed.

Either way, a photo that’s half the size of the origi-
nal is called a 50% reduction; a photo twice the size of
the original is a 200% enlargement. Those percent-
ages will be calculated automatically when you
import images into a page-layout program.

Always keep a sharp eye on your image sizes. Any-
time you enlarge a digital photograph, you run the
risk of fuzziness if the image’s jagged
pixels become visible to the naked eye.

It’s also possible to alter an image,
either deliberately or accidentally, by
changing just one of its dimensions: for
instance, enlarging it horizontally while
reducing it vertically. But be careful.
Whenever you distort a photo’s true
proportions, you damage its credibility.
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HALFTONES & SCREENS

A photo like the one below goes through many changes on its way to the print-
ed page. It’s digitally processed to correct its contrast, color balance and clarity.
It's cropped into a new shape. It’s reduced or enlarged to a new size.

But even after it’s imported into the final layout, a photo must be reprocessed
once more before it can be printed. Why?

Because printing presses use black ink, not gray ink.

They produce the illusion of gray by changing the
photo into a pattern of dots called a halfione.
: Halftone dots are created either by re-shooting the
photo through a special screen or by reprocessing the
photo digitally. Dots usually run in diagonal rows or
lines (left); the density of a halftone screen is meas-
ured by the number of lines per inch.

i,
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The halftone at right was made o oy PR N
i B s

by passing the original photo
through a 133-line screen (133
lines per inch). In the enlarged
area above, you can see how
halfrone dots create the gray
tones in the subject’s eve,

The finer the dot screen, the smaller the dots. The smaller the dots, the less
visible they are. The less visible they are, the sharper the photo seems to be,

For crisp-looking photos, then, you should use the finest dot screen your paper
can handle. Newspapers, unfortunately, often use rather coarse screens — one
reason why their photos don’t look as slick as those in books and magazines.

N
WURE 0N
%+ Screens & reverses:
How dot screens are
used with type ...... 210
# Golor printing:
How four-color screens
produce the illusion

of colof i 222

This image uses a 133-
line screen, which is
comron in books and
magazines. Because

the ink is printed on
snoother paper from
high-quality presses, the
dots will hold — and the
results show crisp demil

65-line screen: This is a very coarse screen, 85-line soreen: Because of the limitations of Horizontal line screen: Most halfiones use
with only 65 rows of dots per inch. The dots are newsprint, this is the most commion screen ordered rows of dots. But you can also run
quite apparent, but at least the ink wow't smear denisity newspapers use — though sotne papers photos through a variety of alternative screens
too badly when printed on rough newsprint by using state-of-the-art presses have had success to stylize images dramatically. A random

a fast-moving printing press. Unless you're using 100- or 120-line screens. If the screen is pattern of dots produces a mezzotint, much
plagued by production problems, however, you too fine, the dots may smudge or disappear, like an old etching; using lines instead of dots
should avoid screens this coarse. resulting in blotchy, unevenly printed images. {at 50 lines per inch) creates the effect above.
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SGANNING IMAGES

How do you get photos and artwork into your computer? It’s easy. All you need
is a scanner, a machine that captures images electronically — digitizes them — so
you can adjust them, transmit them or store them for printing. '

To the casual observer, scanners look and perform much like photocopying
machines. Here’s how the scanning process works:

=
*m&ﬁws*@ pepred
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- Preparing to scan: Take your original Scanning the image: The scanner lights up  Importing the image: Once it’s scanned,
8. image — a photo, a drawing, some type— St , like a photocopying machine as it copies bt the dzgzml imnage can be processed, cropped
and lay it facedown on the scanner’s glass the image electronically, converting it into micro-  and resized using photo-processing software.
sutface. Scanning software will let you crop the scopic dots or pixels (picture elements). The more  Afterward, it can be printed, posted to a Web site
image, resize it — evern adjust its appearance, dots the scan uses, the finer the resolution will be.  or imported into a page-layout program.

SoANBNG Since scanning software is quite user-friendly, you won't need years of training
TERMIGIILY  toget good results. But it will help to know some basic terms:

Grayscale: A scan of a photograph or artwork that uses gray tones (up to 256
different shades of gray, to be precise).

Line art: An image composed of solid black and white — no gray tones.

Image size: The physical dimensions of the final scanned image. This term s also
used interchangeably with file size, which is the total number of electronic pix-
els needed to create a digital image, measured in kilobytes. The more pixels an
image uses, the more detail it will contain.

Dots per inch (dpi): The number of electronic dots per inch that a printer can
print — or that a digital image contains. The higher the dpi, the more precise
the image’s resolution will be — up to a point, anyway.

Lines per inch (Ipi): The number of lines of dots per inch in a halftone screen. The
higher the Ipi, the more accurate the printed image will be.

Resolution: The quality of detail in a digital image, depending upon its number of
dots per inch (dpi). A high-res image is much sharper than a low-res image.

TIFF: One of the most common formats for saving and printing digital images (an
acronym for Tagged Image File Format, but nobody really cares about that).

JPEG: A common format for compressing images for e-mailing or posting online
(short for Joint Photographic Experts Group, which nobody cares about, either).

Moire (mo-ray) pattern: A strange, annoying dot pattern formed when a previ-
ously screened photo is copied, then reprinted using a new halftone screen.

A grayscale image
uses shades of gray.

A line art image
uses only solid black.

A low-resolution image
uses fewer dots, which
means it’s less detailed.
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SCANNING IMAGES

+ Name and store your scans carefully. Think about it this way: When you
import an image into a page-layout program, you might think you're looking at
the actual scan when you see it on your screen — but you're not. You're looking at
a low-resolution rendering of the original scan. (Which is a clever idea, actually.
Otherwise, a page full of huge scans could require umpteen-million megs of
memory, becoming overloaded and slow.)

When you finally decide to print that page, however, your computer traces a
path back to its original images and uses that information for printing. Which
means two things: You need to store all scans until they’re finally printed. And
you need to store them in a consistent place, so that your computer will be able to
grab them when it’s time to print.

+ Allow for dot gain. Images often print darker than they appear on your mon-
itor. Ask your printer how your screen dots will behave when the ink hits the

-paper - and learn to compensate consistently every time you scan.

+ Grop and scale images as you scan. You can save memory by scanning only
that part of the image you plan to print. Remember, too, that if you plan to
enlarge an image when you import it, you should scan it at a higher resolution; if
you plan to reduce it, scan at a lower resolution.

+ Consider using low-resolution scans for big jobs. If your computer’s a little
stow, you might save time if you scan those complicated images twice: a low-res-
olution version that won’t slow you down while you work on the page, and a
high-resolution scan that you can import when you're ready to print.

+ Keep your file sizes as small as possible. Unnecessarily large scans waste
memory, slow down your software, take longer to print — and don’t always mean
higher quality output, anyway. As a rule of thumb, the dpi of a grayscale image
(the resolution you scarn it at) should be twice its Ipi (the resolution you print it
at). In other words, if you print at 100 Ipi, you should scan at 200 dpi.

Yes, image resolution can be confusing — all those dpi’s and Ipi’s are tough to
keep straight. If you're unsure how to measure “high” or “low” resolution when
you're scanning or printing, consult this chart:

HIGH RESOLUTION

{(nagazines, books)

FAIR RESOLUTION

o {newspapers)

LOW RESOLUTION

{Web images)

Using this chart:

If, for instance, you rneed
to print an ordinary
newspaper photo, you'll
need to scan it as a 200-
dpi grayscale, then print
it using an 85- or 100-
line screen on a printer
that prints at least 600
dpi. If at any point in
the process You used
lower numbers, your
quality would drop.

Or another way to use
this chart: If you're
printing at 600 dpi,
there’s no need to scan
grayscales any higher
than 200 dpi — vour
printer can’t reproduce
the detail in a higher-
resolution scan.
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CROPPING PHOTOS

Virtually all cameras produce images that are shaped like the one at left, below.
But that doesn’t méan that every photo must remain in that exact shape — or
that you're required to print the entire image that every photographer shoots.

Usually, yoirll need to re-frame the composition, creating a stronger new shape
that emphasizes what’s important or deletes what’s not.

To get the most out of a photograph, you crop it.

4 Full frame (left) shows us the full photo image.
And from this angle, guitarist Eddie Van Halen's
leap looks truly dramatic — but does all that
empty space lessen the phoio’s impact?

A A moderately tight crop (above) focuses
on Eddie. By zeroing in this closely, we've
eliminated all the excess background.

¥ An extremely tight crop (below)
turns the photo into a lively mug shot.
Weve tilted the image, too, to make it
vertical. But does this crop damage
the integrity of the original image?
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GROPPING PHOTOS

Yes, a photo can be cropped to fit any space, regardless of its original shape. But
designers who do that are insensitive Jouts. That’s like taking a 20-inch story and
cramming it into a 10-inch hole. Not a smart move.

Try to edit and crop photos first, before you dummy any story. Once you've
made the strongest possible crop, then design a layout that displays the photo
effectively and attractively.

To do all that, you must learn where to crop —— and where to stop.

This is the photograph as orzgmally shot, fuII Here’s the proper crop. Notice how it focuses This is a bad crop. It’s toe tight. We've chopped
frame. Notice the excessive amount of empty tightly on the action without crowding — and off the top of the ball, amputated feet and :
space surrounding the central action. without cropping into the hoop, ball or feet. jarumed the action against the edge of the frame.

& GO0 GROp- o Eliminates what's unnecessary: sky, floor, distractions in the background.

@ Adds impact. Your goal is to find the focal point of a photo and enhance it,
making the central image as powerful as possible. Remember that newsroom M
adage: Crop photos until they scream. 1

¢ Leaves air where it’s needed. If a photo captures a mood (loneliness,
fear, etc.), a loose crop can enhance that mood. If a photo is active
and directional, a loose crop can keep action from jamming into the
edge of the frame.

& BAL gBGP- o Amputates body parts (especially at joints: wrists, ankles, fingers) or
lops off appendages (baseball bats, golf clubs, musical instruments).

¢ Forces the image into an awkward shape (o {it a predetermined hole.

© Changes the meaning of a photo by removing information. By crop-

ping someone out of a news photo or eliminating an important

object in the background, you can distort the meaning of what

8
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remains — whether deliberately or accidentally. Notice how a fairly :

. . . X ordinary image gains |
¢ Violates works of art (paintings, drawings, fine photography) by re-cropping impact from a tight,
them. Artwork should be printed in full; otherwise, label it a “detail.” dramatic crop.
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Seattle girl N Seattle girl |

i | M howdy! s :
attacked ickey says howdy attacked |
by killer rat by killer rat | i

In the example at left, you'd assume that’s an actual photo of the Seattle girl
being attacked by a rat, like the headline says. But no — it’s actually a sweet,
funny, stand-alone photo that’s completely unrelated to the story. In the layout at
right, the photo is boxed separately, to show readers it’s a separate element. (You
could successfully argue that it’s in poor taste to dummy these two items along-
side each other at all, but we're trying to make a point here.)

The point is this: Photos often run independently. You don't need text or a
newsworthy hook to justify printing a strong photo image. These photos, some-
times called “wild” art because they’re free-form and unpredictable, can add life
to pages where stories are dull and gray (sewer commission meetings, budget
conferences, efc.). Stand-alone photos should be encouraged, but they must be
packaged in a consistent style that instantly signals to readers that the image
stands alone.

This is the overline

This is two lines
I | of bold headline

»
v
SLgsgbenn pm e ha d ed AR

Some papers create a stand-alone photo style Some papers run a screen in the background of Stand-alone boxes can be used with two or more
using an overline (a headline over the photo). the box. And instead of using overlines, some photos. But as those boxes grow bigger, you'll
Ins text, below, is larger thon a standard cutline. start cutlines with a boldface phrase or read-in. need to follow the guidelines for photo spreads.
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PHOTO SPREADS

 Cownbys find redof durlng IMsrmasiom frorn i

Cowbor

» : i
Professional rodeo comes to ;

Caytiga Coxnty

ABOVE: Joe Farrally 6t A
Wekfiat £ alvar lo the grocatd. |-

ABIVEAIIHT: Comboy L Eellvn.
Wkttien tha astion.

VGOHT: Ward Miteholl rackns i
Iarius Boted b bearm roping waid,

&
I
Arts & Leisure, Crossword, Television

e

This photo page from
The Citizen in Auburn,
New York, tells a story
of professional rodeo
cowboys. Note the
variety of shapes and
sizes; note the balance
and flow of the layour.,
As this paper’s
photo editor put ii:
“Compelling, high-
impact images help
readers not only
understand the story,
but feel it.”

Unlike the rest of the newspaper, where photos compete for space with text
(and often lose), photo spreads are self-contained layouts that give special photos
the big, bold play they deserve. They’re usually used for;

+ Govering a major event (a disaster, election night, the Big Game) from a wide
variety of angles — often from several photographers.

+ Exploring a topic or trend (the homeless, neo-Nazis, a skateboarding craze),
taking readers on a tour of people and places they’ve never seen.

+ Profiling a personality (an athlete, a disease victim, a politician), painting a
portrait by capturing a person’s moods, activities and surroundings.

4 Telling a story with a definite beginning, middle and end (the birth of a baby,
a Marine’s ordeal in boot camp, an artist in the act of creation).

+ Displaying objects/places (atour of a2 new building, fall fashions, hot toys for
Christmas), where photos catalog an inventory of items.

Photo spreads are different from standard news layouts. They bend and break
the rules: They let you play with headlines and use unconventional widths for
cutlines and text. Text, in fact, often becomes a minor element on photo pages.
Some pages run just a short text block, while others use long stories, but jump
most of the text to another page to maximize the photo display.

This Halloween page
from The Oregonian
displays an assortment
of cuistornized pump-
kins and their creators.
Stnce theres no stery-
telling here — no dra-
matic beginning, mid-
dle or end — the main
design consideration is
fitting all the photos
oitto the page in an
orderly, attractive way.
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PHOTO SPREADS

At many papers, photographers shoot special assignments, then design their
own photo pages. Usually, however, the layout is done by an editor or designer
who’s handed some photos, given a headline and asked to leave space for a certain
amount of text. Here’s a typical example of how that might work.

BESIGN EXERGISE:
PHOTO SPREADS

Using these four
photos, let’s design a
photo page for a
tabloid. The photos
were shot at a folk
music festival, so the
headline can simply
say “Folk Fest”
There’s no story, but
let’s assume someone
will write a short text
block (3-4 inches) to
describe the event.

This shot provides “color,” showing the ordinary
folks attending the folk festival. It’s an appealing
alternative to the performance shots. And besides,
it’s a vertical, and the layout needs at least one
alternative to those other three horizontals.

This shot is the
photographer’s favorite.
He wants it fo be the
dominant image on the
page. And this 1s the
way he'd like the photo
cropped. You can

make slight cropping
changes to suit your
layout, but you should
always respect the
composition suggested
by the photographer.

Another nice shot.
This little girl was a
real crowd-pleaser,

50 be sure to run this
photo big enough that
we can see her.

This is the scene-setier
(sometimes called arn
“establishing shot”}
showing the stage
platform. As these four
phoros demonstrate, a
good photo layout

combines close-up, mid-

range and wide-angle
shots to tell the
whole story.
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Here are six layouts
using those photos
from the facing page:

This layout alternates
the sizes of photos —
big, small, big, small —
to achieve balance,

Note how the page is
bordered by two sets

of outer margins:

1) a thin margin around
the entire page, and

2) a wider indent beside
the text and that vertical
photo. Balancing two
sets of indents gives you
more flexibility in sizing
photos and keeps pages
from getring too dense.

This layout treats the
headline as an
independent art
element, placing it
squarely in the center of
the page, aligned with
the two photos below it,
The leg of text then runs
beside it — an arrange-
ment that might not
work in a standard
rtews story but fiis
neatly here. Note how
all the open space

runs along the left

edge of the page,

This design is a
variation on the
layourt directly above.
Placing the headline
and text in the center of
the layout divides the
photos into two
separate groups.
Is that a problem?
Regaydless, the page
looks well-balanced
and appealing.

This layout is @ mirror
image {(with minor

changes) of the page ar

far lefi. The text runs in
two legs instead of one,
and there are now two
pairs of shared cutlines.
Notice how, of all the
layouts on this page,
this one is the most
tightly packed. The rest
all allow more air in
their outer margins.

This page moves the text
into a bottom corner.
Since there’s not enough
text to fill the hole, it’s
indented (to maich the
photo indents on the
right side of the page),
and the photo credit
pads the remaining
space. Note how the rext
is indented more than
the headline — a kind of
hanging indent. A final
note: Placing cutlines in
a top corner sometines
looks awkward, but here
it balances the cutline

in the bottom corner

of the page.

This approach is an old
favorite: Park the scene-
setter beside the head-
line at the top of the
page, then smack read-
ers with the loud lead
photo. The text begins
below the lead photo,
directly beneath the
headline. That breaks
the usual rule abour
keeping headlines with
text — but it works
here. Note how the ¢le-
ments above and below
the lead photo align
with each other; all are
indented equally along
the edges of the page.
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PHOTO SPREAD GUIDELINES

The following guidelines apply not just to photo pages but to feature sections
and special news packages as well. You'll find that most of these principles apply
whether you're using photos, illustrations, charts or maps. _

Note: You dom’t have to design picture pages with gray backgrounds; we just
added screens to these examples to make the photo shapes easier to see.

it o Talk to the photographer (and the reporter). Learn about the story so you can
CIHDELINES prioritize the photos. Find out what’s dominant, what’s secondary, what’s
expendable. Make sure the page displays material fairly and accurately.
& Mix it up. Use different shapes. Different sizes. Different perspectives. Tell the
story with a variety of visuals: horizontals and verticals, tight close-ups and wide-
angle scene-setters. Keep things moving. Surprise our eyes.

The layout at left
locks static and dull
because the photos
are all similar in
shape and size.
Nothing grabs your -
eye. The page at right * |

mixes shapes and

sizes, and, as a result, -

looks interesting
and inviting.

+ Design for quality, not quantity. Yes, you want variety — but one good picture
played well is worth two small ones played weakly. Mix it up, but be a tough
judge. If you overcrowd the page, all the photos lose impact.

& Position photos carefully. Are photos strongly directional? (Don’t let them
collide or face off the page.) Are they sequential or chronological? (Give the page
order: a beginning and an end, a setup and a punchline.)

& Make one photo dominant. Play it big. Give it clout. Anchor it solidly, then play
the other photos off of it. And remember, dominant photos usually work best in
the top half of the Jayout:

The layout at left
seems bottom-heavy
and poorly balanced.
Compare that to the

effect of the page at
right. It uses the
same elements, but
here the lead photo
has been dummied
on top.

i & Write your headline first. Pages look better and come together more easily if
Wrs  youhavea headline before you start designing. If you leave a hole for someone to
fill later, you may get a bland headline that doesn't quite fit.

» Use a display headline (with a deck) if appropriate. Don’t limit yourself to
standard banner headlines. Try something with personality: a clever, punchy
phrase with a descriptive deck below it. Create something bold. Don’t be timid.
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PHOTO SPREAD GUIDELINES

+ Bon’t runtoo much text — or too fittle. Most photo pages need text to explain
why they’re there, but anything under 3 inches may get buried. Huge text blocks,
on the other hand, turn the page gray and crowd out photos.

4 Keep text blecks modular Never snake text over, around and through a maze
of photos. Keep text rectangular. Park it neatly in a logical place.

# Ask for leeway on story sizes. Sure, you dummy as closely as you can, but
those 37-inch stories sometimes have to be cut — or padded — to fit. Make sure
writers and editors give you flexibility on story lengths.

# Give every photo a cutline. Several photos may share a cutline, but not if it gets
confusing. Always make sure it’s instantly clear where each photo’s caption is.

¢ Add flexibility by running cutlines beside or between photos. But don’t float
them loosely — plant them flush against the photo they describe. If cutlines use

‘ragged type, run ragged edges away from the photo.

# Push cutlines to the outside. In weak designs, cutlines butt against headlines
or text. In strong designs, cutlines move to the outside of the page, where they
won't collide with other type elements:

In the layout at left,
one set of cutlines
butts against the
headline; another  -| .

bumps into the boitom - 1=
of a leg of text. Both
problemns have been
fixed in the layout
at right, where the
cutlines have been
moved to the oufside.

¢ Credit photos properly. You can do this by dummying a credit line along the
outer edge of the design, or by attaching credit lines to each photo (or just to the
lead photo, if they're all shot by the same photographer).

MORE O =

% Cutlines: Buasic
" guidelines on sizing
and placement ....... 1.}

4 Dominant photos:
Why you need them,
and how to choose

themtt e 0
% Photo credits:

Style and placement

OPHONS ceonrrcrnecrenerns 163

# Soreens: What they
are and where to
15E tHEM conaenne. 210

% Display headiines;
Tips on how to
design them ..o...... 212

¢ Add a little white space. Don’t cram text and photos into every square pica.
Let the page breathe with what's called “white space” or “air.” But don’t trap dead
space between elements. Push it to the outside of the page:

Note how peckets of
dead space seem :
scattered through the
page at left. At right, .
all the extra space | =7 ™~ || %
has been pushed to . e A
the outer edges of the " Z=|™

H

3 layout. As a result, | Il

H I S

: the elements fit : T |

EH =k

more neatly. S e

& Use an underlying grid. Don’t just scatter shapes arbitrarily. A good grid aligns
elements evenly and maintains consistent margins throughout the page.

o Use screens sparingly. A tinted background screen can help organize and
enhance layouts. Just don't let tints overwhelm or distract from the photos.
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TUDIO SHOTS

|

Photojournalism is an honest craft. It records real
people in real situations, without poses or props.
But suppose you need a photo of a hot new bikini.
A can of beans. An award-winning poodle. Will that
photo be real, honest photojournalism?
No, it'll be a studio shot. And unlike news pho-
tos, where photographers document events
passively, studio shots let photographers
manipulate objects, pose models, create
props and control lighting.
Studio shots — or any other set-
up photos, whether they’re shot
in a studio or not — are used
primarily for features, and
primarily for:

o Fashion. Clothes by them-
selves are dull; clothes worn
by a model who smiles or flirts
will yank readers into the page.
# Food. Making food look delicious in a
2-column black-and-white photo is a lot

tougher than you think, but it’s absolutely

essential for accompanying food stories.

& Portraits. Special faces deserve special treat-
ment. Studio shots with dramatic lighting or
dark backgrounds (into which you can reverse
the type) let you glamorize the subjects of those

in-depth personality profiles.

¢ Guitural objects. Remember, it’s important to
show readers the actual CD covers, book jackets
and new products mentioned in features and
reviews. Show — don’t just tell.

Different cultures have
different attitudes about
showing skin. In Europe, for
instance, newspapers feature
frequent nudity; British and
Canadian tableids use scantily-
clad Page 3 girls to boost sales. In
the U.S., you'll see sexier models
than this in most newspapers’
department-store underwear ads.
So is this bikini phote too sexist
and exploitative to run in

your newspaper?

Studio shots provide the ideal solution
for fashion and food illustrations, as these
bikini and burger photos show. But they
can also convey ideas (ai left, a revenge
fantasy for computer users). And they can
dramatically capture the mood of any
personality yow're profiling.

MRt 2

4 Photo cutouts: How
to turn studio shots
(like the fashion
model at left} into
silhouettes............. 208
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PHOTO ILLUSTRATIONS

Note how beaurtifuily
the headline and text
integrate with this
cartoon-like photo
illustration from the

San Jose Mercury News.

It’s comtical and sweet,
conveying the story’s
topic with drama

and humor.

This award-winning
photo by T.J. Hamilton
.of The Grand Rapids
Press illustrated a
feature story on the
Pressures that new
parents face. It’s
ctite and compelling —
and if’s a perfect
complement to the
story’s headline:
“Handle With Care.”

Sometimes the best way to illustrate a story is to cre-
ate a photograph where actors or props are posed to
make a point — like drawings do. The result is called a
photo tliustration.

Photo illustrations are usually studio shots. But
unlike fashion photos or portraits, photo illustrations
don’t simply present an image; they express an idea,
capture a mood, symbolize a concept, tell a visual joke.

Photo illustrations are often excellent solutions for
feature stories where the themes are abstract {love in
the office, teen suicide, junk-food junkies) — stories
where real photos of real people would be too difficult
to find or too dull to print. But keep in mind, a good photo illustration:

¢ Instantly conveys what the story’s about. A photo illustration shouldn’t
confuse or distract readers. Tt should present one clean, clear idea that requires
no guesswork and avoids misleading meanings. And it must match the tone and
content of the text.

¢ Should never be mistaken for reality. Newspaper photos are honest: They
show real people doing real things. Readers expect that. So if you're going to
change the rules and create some fantasy, make it obvious. Distort angles, exag-
gerate sizes, use odd-looking models (at right) — do something to cue the
reader that this photo isn’t authentic. It’s dishonest to pass off a fake photo
(someone pretending to be a drug addict} as the real thing. Even warning
readers in a cutline isn’t enough; readers don’t always study the fine print.

¢ Works with the headline. The photo and the headline must form a unit
working together to convey the main idea of the story.

¢ Performs with flair. A good photo illustration displays the photograph-
er’s skill and cleverness with camera angles, lighting, special effects, poses
and props. In a world where newspaper graphics compete against slick TV
and magazine ads, you either excel or you lose. If your photo illustration
looks vague and uninspired, you lose.

el
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. ILLUSTRATIONS

Publications are packed with illustrations. Some aim to amuse: comics, for
instance. Some appear in ads, selling tires and TVs. Some promote stories in
teasers. Some jazz up graphics and logos.

And then there are more ambitious illustrations, ones that (like photos)
require more space, more collaboration between writers, editors and designers —

and bigger budgets.

Here’s a look at the most commuon types of newspaper illustrations:

A goofy caricatre

of goofy comedian
David Letterman.
Artist Ron Coddington
has exaggerated Dave’s
gap-toothed grin to an
absurd extreme (and
note bandleader Paul
Shaffer tucked beneath
Dave’s arm).

The first illustration ever
printed in an American news-
paper was an editorial car-
toon in Ben Franklin's Penn-
sylvania Gazette. It showed a
dismembered snake, with
each section representing one
of the 13 colonies. It carried
the caption “JOIN or DIE”

Editorial cartoons have got-
ten a lot funnier since then.
Today, they’re expected to be
humorous, vet thoughtful;
provocative, yet tasteful; far-
fetched, yet truthful. That’s
why editorial cartooning is

one of the toughest jobs in jour-

.. AFTER SN HOURE OF WADING TH
ARFORT <SQCUYRITY, LARRY FACED ONG

©Tribune Media Services, Inc. All rights reserved, Reprinted with permission.

nalism — and why successful editorjal cartoonists are rare.

A similar type of illustration, the commentary drawing, also interprets current
events. Like editorial cartoons, commentary drawings usually run on a separate
opinion page. Untike editorial cartoons, commentary drawings accomnpany a

story or analysis, rather than standing alone. They don’t try as hard to be funny

but still employ symbols and carica-
tures to comment on personalities
and issues.

Caricatures, however, aren’t limited
to opinion pages. They're often used
on sports or entertainment pages to
accompany profiles of well-known
celebrities. A good caricature exag-
gerates its subject’s most distinctive
features for comic effect. Like editori-
al cartooning, it’s a skill that’s difficult
to master, and should probably be
avoided if:

& The subject’s face isn’t very well-
known.

# The story is too sensitive or
downbeat for a brash style of art.

# The artist’s ability to pull it off
skillfully is doubtful.

ROUGH HAIGHTENED
FINAL CHALLENGE..,

This editorial cartoor,
by Walt Handelsman
of Newsday, relies on a
hip drawing style, crisp
hand lettering and a
wicked sense of satire.

e T




St - PHOTES & ORT -

Too oew

fakesthe,

. . .
B L SIS P o e e
: T e

o P E vm\,qx B E R

Three illustrations, three different styles, one artist: Steve Cowden of The Oregonian created these pages entirely on the Maciniosh with Freehand software.

FLAVOR Feature pages often focus on abstract concepts: drugs, diets, depression,
B dreams and so on. Many of those concepts are too vague or elusive to document
in a photograph.

That’s where illustrations can save the day. Flavor drawings — drawings that
interpret the tone of a topic — add impact to the text while adding personality to
the page.

Finding the right approach to use in an illustration takes talent and practice.
(It can create thorny staff-management problems for editors, too. An awful lot of
amateur illustrations look — well, awfully amateurish. And it’s surprisingly hard
to tell a colleague, “Your drawing stinks.”)

Flavor drawings can be silly or serious, colorful or black-and-white. They can
dominate the page or simply drop into a column of text to provide diversion,

Be careful, however, not to overload your pages with frivolity. Readers want
information, not decoration. They can sense when you're just amusing yourself.

feip Ilustrations are terrific — if you have the budget to hire
T artists or pay for freelance artwork. But what if you don't?

Advertisers have had that problem for years. And when
they need images of generic-looking people and products
to spruce up their ads, they often use ¢lip art: copyright-
free cartoons and drawings.

Clip art is plentiful and cheap. You can buy cata-

logs, CD-ROMs and Web site subscriptions that
offer thousands of, say, holiday images (Santas,
turkeys, pumpkins and valentines) at ridicu-
lously low prices.

For a classier look, you can scan historic
old engravings, like the one at right, from
copyright-free pictorial archives.

But be selective. Clip art often looks lowbrow.
Atits worst, it’s extremely cheesy. So don’t junk up
your news stories just because you're desperate for

art. Make the news look like news, not like the ads down
below.
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‘A CHECKLIST:- FINDING FEATURE ART

Feature pages require good art, To produce good art, you need good ideas. And

you need those good ideas before stories are written, before photos are shot, before R an

you start to design the page. Begin searching for ideas before deadline pressures

force you to take shortcuts. , =
Stumped on how to illustrate a page? The following checklist can help guide

you to the graphic heart of a feature story: «

ey

CAN WE SHOOT PHOTOS?

Can we illustrate this story photojournalistically — showing real people in real situations? &

Look for:

Action People Places Ohjects

What events or Who is the key player?  Can location/setting What items are Faaa

actions are connecied  Or are there several? help tell the story, integral to the story? o

with this story? What ~ What kind of portrait either: Examples: P

do the main characters  shows us the most + With a main & Machines -

do that's interesting? about them? What character posedina & Tools & equipment o

(A reminder: Talking,
thinking and sitting
at a desk are not
interesting.) What
actions <an readers

take after they've Is there a situation focusing instead into a diagram?
finished the story? where emotions and on buildings or Explained in detail oy
actions intersect? scenery? in a sidebar?

CAN WE OBTAIN PHOTOS (FROM AN OUTSIDE SOURCE)?
« A wire service? « Organizations © The newsraofm + Books or magazines

. . (goverament offices, library? A local (with approval from &
’T\“,{]Ed'a Wib sites. museums, clubs, fibrary? the publisher ar copy- 4
(TV networks, movie stores, companies right holder)?
studios, professional menti ' + The personal [ S

entioned in the - .

or student news- story)? archives of people in + Stock photo
papers)? ) the story? services? o
If photos won't tell the story, then maybe you should consider: (—en
DOES THE STORY FOCUS ON AN ABSTRACT TOPIC? Can one strong image capture that ?
topic and anchor the page? Or are several smaller images needed?
SHOULD WE CREATE A: ’
& Drawing? (s an artist available? Or do we prefer the realism of a photo?) P
& Photo iflustration? (Is a photographer available? Or do we want a freer, more fanciful solution?) :
To pull strong images out of the story, ask yourself: ¢
CAN WE WRITE THE HEADLIME? A clever headline will often inspire a graphic hook. Wander i
through the story and look for key words and phrases. Loosen up and noodle around with: ‘
Pums. Give Peas a TV, movie or song  Popular guotes, A key word from (e
Chance. The Noel titles. Born fo Run. proverhs or slapg  the story: A name
Prizes. Art and Sole. The Right Stuff. All expressions. (Skipper}. A place y—
Alliteration and in _the Family. Rebel A quote or phrase (G.ngan’s Island).' An '
rhyme. FAX Facts. W:thqut a Clue. t ﬁ? 4 from the fext of emotion (The Crying "
High-Tech Home Ec. Running on Empty. the sto Game). A sound or .
Tool Time. Home Alone. - feeling {Yum!). '

emotions do they
experience in this
story? Can one mood-
oriented portrait
convey the idea?

dramatic location?
+ With several main
characters working
ar interacting?
+ Without people —

«+ Works of art

+ Vehicles

+ Clothing

Can they be used as
lead art? Expanded
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No headline yet? Or is the concept still vague?
BRAINSTORM IMAGES. Wander through your topic again, but this time compile a list of

concepts, symhols, visual clichés. Analyze the story in terms of;

Wheo. What per-
sonality types
(or stereotypes)
are involved?
How can you
exaggerate their
personalities?
Are there vic-
tims? Villains?
Can you use
props or sym-
bols to repre-
sent people in
the story?

What, What
objects, feelings
or actions are
involved? What
clichés or sym-
hols come to
mind? Isolate
them. Mix and
match them.
What happens if
you exaggerate
or distort them?
See anything
humorous?
Dramatic?

Whezn When
does the action
occur? Are there
moments when
the topic is most
dramatic or
humerous? At
what times does
the topic begin
or end? What
was the history
of this topic?

Where. Where
does this topic
occur? Where
does it start?
Finish? If you
were filming a
movie, what
dramatic angles
or close-ups
would you use?

Wy, What
does this story
mean? What's
the end result,
the ultimate
effect? What's
the reason peo-
ple do it, dread
it, love it? And
why should we
care?

Once you've compiled a list of images, try to combine them in different ways. View them from

different angles. O try these approaches:

+ Parody. There's a world of symbols and clichés out there waiting to be recycled. Some are
universal: an egg (frailty, rebirth), a light bulb (creativity), a test tube (research), a gun (danger), an
apple (education). You can play with the flag, doflar bills, road signs, game boards. Or parody cul-
tural icons: The Statue of Liberty. The Thinker. Uncle Sam. " American Gothic.*

+ Combination. Two images can combine to form a fresh new idea. If your story’s about people
trapped by credit cards, create a credit-card mousetrap. If your story’s about some puzzle at City
Hall, create a City Hall jigsaw puzzle. And so on.

+ Exaggeration. Distort size, speed, emotion, repetition. s there a BIG problem looming? Is
something shrinking? Fading? Taken to an exireme, what would this subject look like? How would
affected people look?

» Montage. Arange a scrapbook of images: photos, artifacts, old engravings from library books.
Try to create order, interplay or point of view.

By now, you may have found a solution that seems like pure genius to you. But beware: Ideas
don’t always translate into reafity. Your solution must work instantly for hundreds of readers. So
before you proceed, run a rough sketch past your colleagues to test their reactions. If it doesn’t fly,
drop it.

Remember, too: Informational art is usually better than decorational art. Will your illustration

inform, or is it just a silly cartoon? Does it make a point, or convey fuzzy emotion? Is it big simply
because you need to fill space?
You can still salvage your idea — but consider using it along with:

Infographics.
Dress up charts,
graphs, maps or
diagrams as fead or
secondary art. Show
your readers how
things work, what
they mean, where
they're headed. Use
the design to teach

— not just entertain.

Sidebars (with or
without art). You can
create lists, glossaries,
how-to's, polls (see
our list on page 165),
If you add enough art
(mug shots, diagrams,
book jackets, etc.)
you can make a
sidebar carry the
whole page.

Big, bold type
effects. Often a
display headline that’s
aggressive encugh
can serve as a page’s
dominant element —
you could even work a
piece of art into the
headline. Or try start-
ing the text with a
HUGE initial cap.

Mug shots and
tiftout guotes.
Drop these in wherev-
er pages look gray.

Or play them up as
dominant elements by
adding rules, screens,
shadows. Or group a
series of mugs and
guotes in a bold,
colorful way.

If you're still trying to dress things up, try a combination of boxes, screens or background wallpaper
effects. This is just fancy footwork, however — distracting the reader to disguise your lack of art.

A FINAL WARNING: If you've come this far and still don't have a solid solution, re-think your
story. If it's too vague for you, it's probably too vague for readers.
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'RISKY BUSINESS -

In your search for v

The Ultimate Page Design, ‘ . B Bt

vou may be tempted to try « » ) )

some of these effects. Before you “borrow” an image from an outside source, be sure
But before you do, read on: you're not violating copyright laws, Old art, like the Mona Lisa, is

usually safe; current, copyrighted art can be reproduced if it

laws are complex (as are laws governing the reprinting of money*)
$0 get good advice before you plunge into unfamiliar territory.

There are clip-art books full of fancy frames, computer programs
loaded with decorative rules. And someday, you may succumb to
temptation. Youw'll decide to surround an elegant image with a
gaudy, glitzy frame. Don’t do it. Artwork and photographs should
be bordered with thin, simple rules. Colorful or overly ornate
frames just distract readers’ attention from what’s important.

Printing a photo backward, as a mirror image of itself, is called
flopping. Usually, it’s done because a designer wants a photo fac-
ing the opposite direction, to better suit a layout. But that’s dis-
honest and dangerous. It distorts the truth of the image. Never
flop news photos. Flop feature photos or studio shots onlyas a last
resort, and only if there’s no way to tell you've done it.

As we've learned, photos work best as rectangles with right-angle
corners. Cutting them into other “creative” shapes distorts their
meaning, clutters up the page and confuses readers. Put simply:
Slicing up photos is the mark of an amateur. There’s rarely a valid
reason for doing it, so put the idea right out of your mind.

Sometimes you get art that’s so wild 'n’ wacky, vou just gofta give
it an equally nutty layout. OK — but beware, Unless you choose
appropriate art, tilt it at just the right angle and skew the type
smoothly, you'll look silly. Even though pros try it once in a

while {see pages 200-201), save it for when you really need it.

If a photo is weakened by a distracting background or needs a dra-
matic boost, you can carefully cut out the central image and runit |

inst the white page. That works well with some photos, poor! For instance,
agf“ns p _g ’ . p » POOTY o1 may reproduce
with others — but it usually should be avoided for news photos.  ‘doliar bills only at sizes 150%
For more advice and warnings, see page 208, or larger, or 75% or smaller.
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TROUBLESHOOTING

Quick answers fo
quiestions frequently
asked by perplexed
designers about
photos and art:

Is there anything wrong with using a stand-alone photo
- as tha dominant art on Page One?

If you ask readers what they want Page One to be, most
would answer “newsy.” They want data. Summaries. Stories.

Newspapers often forget this. They fall into lazy ruts, running
big photos of cute kids and sunsets on Page One. Usually, this
is because editors get preoccupied with meetings and money
stories for which there are no interesting photos, so at the last
minute they panic and yell, “Quick! I need a photo! Run to the
park and shoot me a squirrell” Which results in pages like this:

When it comes to warm 'n’ fuzzy front-page photo clichés,
the worst of the repeat offenders are these:

Balloons Cute kids Flowers Squirrels Clowns

The Bugle—Beacon

TUESGR, DC TORER 17155 e

Bormg stuff debated at dull mee‘tmg

Something Squirrels in the park Some old |

crashes,
burns or
blows up

politician :
retires
or dies

i | Hey! They're doing some
warky thing over there

Many newspapers adhere to the adage that you should never run wild art as lead
art. In other words, if you consistently run soft, stand-alone photos as lead art, it’s
a sign you're not doing enough photojournalism, enough packaging or enough
planning. (See page 188 for more on planning better front-page packages.)

My editor insisis on rutining grip-and-grin phiotoes in the paper. He says that
readers want to see faces of people in the community. Is he right?

You know what newspapers do best? Two things: teaching and storytelling. In a

way, that’s our sacred mission — giving people data they need to lead better lives,
and capturing the drama of life in the 21st century. Teaching and storyfelling.
Data and drama. Good teaching conveys data; good storytelling conveys drama.

Look at the photo at left. Why is it a classic?
Consider all the data it contains: the who, the
what, the where, the how. Now consider the

Keep those words in mind as you thumb through a newspaper. A
photo of some guy holding a trophy teaches us nothing. It tells no
story. A photo of that same guy doing the thing that earned him the
award — helping the children, building the park — would convey
more data and drama. It would be an immeasurably superior image.

drama it contains: an actual murder, occur-
ring right before your eyes.

Apply this same standard to every photo in your
newspaper. You'll realize that’s why those grip-and-grin
photos are so journalistically weak: Those awkward-
looking people could be anybody anywhere. Only their
families and friends will care about those photos; the
other 99% of us will turn the page, looking for real news.

Always search for the true photograph behind every

|
:
i
;

story — the real activity, not the phony ceremony. And

if your editor insists on running “cheese” photos anyway, consider creating a  Af the Bainbridge Island

page like the one at right to house all those trophy-clutching grip-and-grins.

That way, you can keep your news separate from your cheese.

Review, this page gives
local award-winners
their imoment of glory.
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* We're a small paper on a tight budget, and we can’t afford to hire artists.
What are the best sources for clip art?

The good news is: There’s plenty of affordable clip art out there. The bad news:
Most of it is junk. If you buy Art Explosion — a CD with 125,000 images on it —
here’s a sample of what you'll find under the heading of “Education™

et
S
s

Which of these images are useful, and which are junk? That'll depend, day to day,
on what you're looking for. Your best bet is to buy a disk loaded with art so you
can pick and choose more easily. Or visit Web sites for companies like Art Parts
and EyeWire, which offer quickie images like those above as well as bigger, better
illustrations you can buy individually.

Nigws Focs: Health care
What to do when you're

Our paper is small; our photo staff is virtually nonexistent. BEABETR
v B
(8]

- What can we do to get better photos into the paper?

¢ Consider buying stock images. Like clip-art illustrations, K;JMWQWH;%M
stock photos help most when you need generic art for stories | fsimsm
like the one at right. Visit Web pages for PhotoDisc, EyeWire
and Corbis; you can download images quickly and cheaply.

4 Buy a reliable, droolproof digital camera. Train everyone
to use it for mug shots and simple portraits,

@ Quit shooting everything at eye level, 10 feet away. Stand on
tables. Squat on the floor. Zoom in and out. Find fresh angles.
# Carry a black sheet to use as a backdrop for portraits. It can

add instant drama and let you reverse type into the background.

P P191990371752555¢]

Our photo aditor won’t allow us to run any headlines on photos, or to use G
any photo cutouts, because it damages the images’ integrity. Is that true?

For years, photo cutouts and superimposed headlines were taboo in newsrooms.
But look at magazines now. Look at newsmagazines like Time and Newsweck; p .
they run shadowed photo silhouettes and fancy reversed headlines everywhere. o
Newspapers are behind the oy
curve when it comes to styl- | 255 AP 05 ' /
izing images. They still treat
photos, especially local pho-
tos, like sacred art objects.
You can argue either side
and never get anywhere, So
try this: bring a pile of mag-
azines into the newsroom.
Analyze the cutouts, the
superimposed headlines.
Adramatic news siory  Discuss what works, what doesn’t. See if you can reach agreement on where to  If that same story ran in
os it might appearina gy the line, Designate certain places in the paper (Features, Sports, the front- @ "¢spaper, the head:
newsmagazine, with ) line, text and photo i
reversed type and the page promos) where it’s OK to bend the rules. woudd all be designed
headline atop the photo. For more on this controversy, see pages 208 and 277. as separate rectangles. o, |

Salvador village ]
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EXERCISES

Below are four photos that accompany a story about a woman jockey. Using
all four, create a full-page photo spread for a broadsheet feature section, with
the headline “On the Fast Track” (and you'll need to add a deck below the head-
line, as well). The story is very long, so assurne you can jump as much text as you
need.

Here are the photographer’s recommended crops for the images. But before
you begin, ask yourself: Which photo should be dominant?
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EXERGISES

)
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- The photos for that woman jockey spread (previous page) were good, both

- in content and technical quality. But if you were the photo editor for that
page and there was time to go back and shoot more photos, what might you ask
for? What’s missing?

~,

i The three layouts below were created from those jockey photos. Can you
k find at least three things wrong with each of these page designs?

-

171111

On the fast track

B B e

S o 8, 5 e 24

R R 6
T L

4 Atleft is a photo of Tiger

i Woods playing in a local golf &

tournament. This is your photo-

grapher’s best shot. (Unfortunately, €

he wasn’t able to get a dramatic P

closeup or reaction shot of Tiger.) o
The sports editor insists on lead- [ i

ing with this photo. So how would

you crop it? !fh‘




newspaper is a product . . . like corn flakes. Theyre both good for
you. They’re both a traditional part of America’s breakfast routine.
And like corn flakes, newspapers often seem indistinguishable from
one brand to another.
So how do vou make vour ot o 500 e
brand of corn flakes look more fo 2 pan. tosay. FONTV. miases
appealing to consurners? You dress it up
in a colorful box. Design a slick logo.
Dream up an attractive promotion S B :
(FREE WHISTLE INSIDE!) or lift out = . tite
some catchy phrase (High-fiber nutrition 3 ®e
with real corn goodness) to catch the eye
of passing shoppers.

Finally, you stick in all the extras that
are required to be there — ingredients,
the date, the company address — as
neatly and unobtrusively as you can.

All that holds true for news publications, too. And in this chapter, we’ll
examine the graphic nuts and bolts used to assemble newspapers: logos,
flags, bylines, decks, teasers, liftout quotes and more.

Previously, we looked at ways to design individual stories. In this chapter,
we'll explain how to label and connect related stories. How to break up
deep columns of gray text. And how to add graphic devices that sell stories
to readers.

In other words, how to pack more real corn goodness into every bite.

CRAPTER DOATEHTS

4 The flag: < Bylines: % Refers, teasers and
Examples of different A look at different formats promos:
newspaper nameplate both for news stories Guiding readers to stories
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% Logos & sigs: % Gredit lines: the paper
How to design headers, Options for crediting < Breaking up text:
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special features............ 145 & Spacing: up long legs of text
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" THE FLAG

Let’s begin at the top of Page One, with one of journalism’s oldest traditions,
the flag. Though newspapers have tried boxing it in a corner, flipping it sideways
or floating it partway down the page, most papers choose the simplest solution:
anchor the flag front and center to lend the page some dignity.

(Flags, incidentally, are often mistakenly called “mastheads.” But a masthead is
the staff box full of publication data that usually runs on the editorial page.)

Student publications often update their flags every few years, while editors at
larger, more traditional newspapers are less inclined to fiddle with them (in part
because repainting delivery trucks and reprinting stationery gets expensive).
They believe that flags should evoke a sense of tradition, trust, sobriety — and
indeed, some Old English flags look downright religious.

But others argue that flags are like corporate logos and should look fresh. Bold.
Innovative. Graphically sophisticated.

Examine the sampling of flags below. What clues do they offer to their papers’
personalities?

Che Oregonian

THE WALL STREET JOURNAL.

Some papers float their flag in white space to give it prominence. Others add
ears (text or graphic elements in the corners beside the flag) to fill the space.
Papers stick a variety of items in their ears and flags: weather reports, slogans
(“All the News That’s Fit to Print”) or teasers promoting features inside the paper:

What's essential in a flag? The name of the paper. The city, school or organiza-
tion it serves. The date. The price. The edition (First, Westside, Sunrise), if differ-
ent editions are published. Some papers include the volume number — but
though that may matter to librarians, readers rarely keep score.
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LOGOS & SIGS

Terty Lawson chats with
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This section logo uses
the same typeface as
the headlines —
they’re both the same
size and weight, too.
Nothing sefs the logos
apart from the day’s
news; they just don’t
“pop” off the page,
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As you travel through a newspaper, you pass signposts that tell you where you
are. Some are like big billboards (“Now entering LIVING”). Others are like small
road signs (“Exit here for Movie Review”).

Every paper needs a well-coordinated system of signposts — or, as they’re often
called, headers or standing heads. Just as highway signs are designed to stand apart
from the scenery, standing heads are designed to “pop” off the page. They can use
rules, decorative type, fancy screens or reverses — but it’s essential that their per-
sonalities differ from the ordinary text, headlines and cutlines they accompany.

Compare, for example, these two headers (also called section flags or logos):

Living & Life !

3 T

Oat bran: the silent killer? Oat bran: the silent killer?
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A logois a title or name that’s customized in a graphic way. Logos can be creat-
ed with type alone, or by adding rules, photos or other art elements.

Section logos, like those above, help departmentalize the paper. In small
tabloids, they should appear atop the page to signal major topic changes (from
Features to Opinion, for instance). Bigger broadsheets use section logos to label
each separate section, often adding teasers to promote what’s inside.

Some newspapers use standing heads to label the content on every single page.
Others reserve that treatment for special themed pages (Super Bowl Preview) or
investigative packages (Guns in Our Schools: A Special Report).

Either way, those added signposts guide readers most effectively when they’re

T designed consistently throughout the paper, in a graphic

style that sets them apart from the “live” news — as these

. section logos from The Salt Lake
Tribune demonstrate.

ASTRALTEE
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Hedtin XanGo and e FDA:
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. .| Your child may
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Here, the section logo
looks entirely different
from the headline below.
It uses an all-caps serif
fort. It's screened, with
a thin drop shadow.
And a thick rule sets the
header apart from the
live stories downpage.
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LOGOS & SIGS

As we've just seen, section logos and page headers are used to label sections and
pages. But labels are necessary for special storles, too. And those labels for stories
are called logos, sigs or bugs.

Story logos are usually small enough to park within a leg of text. But whatever
their size, they need to be designed with:

# A graphic personality that sets them apart from text and headlines;

# A consistent style that’s maintained throughout the paper; and -

# Flexible widths that work well in any design context.

It’s important to dummy logos where they’ll label a story’s content without
confusing its layout — which means they shouldn’t disrupt the flow of text or
collide with other elements.

Here are some of the most common ways to dummy logos with stories:
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In multi-column layouts, sigs In vertical lnyouts, sigs Instead of placing sigs and logos

and logos are usually dummied  and logos are either down in the fext, some papers
atop the second leg so they won't  dumimied above the head-  use headers that stretch above
interrupt the flow of the text. line or indented a few the headline, usually running
Avoid adding mug shots or inches down into the text.  the full width of the story. This
photos fo that second leg, too —  Indenting logos is tricky, is a very clean, clear way to label
the logo will look odd whether though, since text should special features, but it takes up
durmied above or below other be at least an inch wide —  muore space than the other for-
art, and both irages will fight which doesn't leave room mats — and doesw’t do anything
for the reader’s attention. for long words in a logo. to break up gray legs of text,

ONTHETOWN ¢

BY REED DARMON

Column logos are a way to label special writers, those regularly appearing per-
sonalities whose names and faces deserve prominent display. These logos (also
called photo sigs} are usually reserved for writers whose columns are subjective,
opinionated or humorous — and whose columns hopefully become a regular
reader habit. (To support that habit, then, it’s important to dummy the column
in the same style and the same place each time it runs.)

Column logos usually consist of:

@ The writer’s name.

@ The writer’s likeness (either a photo or a sketch).

® A catchy title: Dear Abby, Screen Scene or (yawn) On the Town.
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LOGOS & SIGS

Column logos promote the personalities
of writers. 5igs and bugs, on the other hand,
identify topics. They're a functional yet dec-
orative typographic treatment that’s used to
label:

# Briefs and non-standard news columns
{Business Notes, People, World Roundup);

¢ Opinion pieces that need to be distin-
quished from ordinary news stories (News
Analysis, Movie Review);

¢ Regularly appearing features (NFL

Notebook, Action Linel, Money Matters, Let-
ters to the Editor).
. At some papers, there’s even a trend
toward labeling more and more stories by
topic (City Council, Medicine, Tennis). That’s
difficult to do consistently throughout the
paper — quick, what’s a one-word label for a
story about two jets that nearly collide? —
but when it works, it’s a helpful way to guide
busy readers from topic to topic.

Other papers use sigs that refer to stories
on other pages or include fast facts (as in
that bottom movie review sig at right}.

Sigs can be designed in a variety of sizes
and styles, adding rules, screens or graphic
effects to catch readers’ eyes. But every paper
should use a consistent graphic treatment
for all its logos. That means the style you use
for POP MUSIC should also be appropriate
for OBITUARIES.

MOVIE REVIEW  {roiutimes ™
Ideas for capsulizing

information like that

mavie review box
below .oveivirvriennn, 166

MOVIE REVIEW

Dreamgtrls i

FND - kkk

: Starrlng Eddle Murphy Jam o

- Foxx; Beyoncé | Knowles ISR
 “Director: Bill Condon

' Rating: PG-13 for language

: sexuahty ar;cf drug content s

THE GONHNG OF

Series logos are a way to label special packages (a five-day series on Racism in
the Classroom) or stories that will continue to unfold over an extended period

(like Election 2008 or Revoit in China).

Series logos (called icons at some papers) usually consist of:
@ A catchy title that creates reader familiarity;

¢ A small illustration or photo that graphicizes the topic;

© Optional refer lines to other pages or to tomorrow’s installment. FIBE
Logos are usually one column wide or indented into the text — and as these | PR[VEN”HN :

examples from The Detroit Free Press show, they come in a variety of styles:

GARDENING TIPS
FROM MARTY HAIR
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LIFTOUT QUOTES

ké -
“If 1 repent o_f | ST Sara grew up to "
anything, it is : “deare be a copy editor, =
very likely to be health 0|I| ' a profession she A
my good behavior. yonly compares to walking o
What demon _ to the extent [EEEEPHPISE )
possessed me " that our ideas n gog?gzde and . Lo
. Do up what i
g:)a:v'e zg,i:aved : - are humane.” has left on the road. .
- N L n ' C _ —An_ne“l-'adi!na.q: .
— Henry David Thoreau - _!‘,Q_RT_VONNEFUT h i her memoir, "Ex L';”;

EUTT 5 5k o o 20 e e 5 e 1 8 A B

“The surest way to make a monkey of a man,” said Robert Benchley, “is to quote
him.” And a sure way to make readers curious about a story is to display a wise,
witty or controversial quote in one of the columns of text.

As the examples above show, liftout quotes can be packaged in a variety of
styles, enhanced with rules, boxes, screens or reverses. They go by a variety of __
names, too: pull quotes, breakouts, guote blocks, etc. But whether simple or ornate,
liftout quotes should follow these guidelines:

+ They should be quotations. Not paraphrases, not decks, not narration from
the text, but complete sentences spoken by someone in the story.

# They should be attributed. Don’t run “mystery quotes” that force us to comb
the text for the speaker’s identity. Tell us who’s doing the talking. -

+ They should be bigger and bolder than text type. Don't be shy. Use a hftout -
style that pops from the page to catch the reader’s eye — something distinctive that
worn't be mistaken for a headline or subhead. '

« They should be 1-2 inches deep. Shallower than that, they seem too terse and
trivial; deeper than that, they seem too dense and wordy.

GONRINNG Words of wisdom are attractive. And when we see the speaker’s face, we're
GUOTIS & attracted even more. That’s why mug/quote combinations are among the best :
Milae ways to hook passing readers.

Quotes with mugs can be designed to run boxed or unboxed, screened or
unscreened. Whatever style you adopt, adapt it to run both horizontally (in 2- or
3-column widths) and vertically (in 1-column widths or indented within a col-
umn). Be sure the format’s wide enough, and the type small or condensed
enough, to fit long words without hyphenation.

“I'm like a dung
beetle, pushing
this ball of dung
up a mountain.”

BETTE MIDLER,

on Worlzing on her

TV sitcom, “Bette”
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LIFTOUT QUOTES

BUIDEL NS R © Be sure you have a quote worth I?ftilp;g hefore you du.mmy itin. You ca}n’t expect O8R5 B &
ﬁﬁ?&?ﬁ?%;@ﬁ great quote.s to materialize automatica ¥ — some stories, after all, don’t even use > Making storles fit
LFTHUTg 2Dy quotations. by adding liftout
Read the story first. Or talk to the reporter. Remember, once you develop the  gquotes.ooe........ 96
habit of promoting great quotes, it encourages reporters to find more great = Quote packages:
quotes. As a result, both stories and readers will benefit. fg‘-’;‘;f;‘;‘;ﬁ;’:”;}“g
+ Don’t sprinkle liftouts randomly through the text just to kill space: T
. % Skews amd text
: wraps: Guidelines
; for dummying special
: type effects............ 208
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That gets distracting. For maximum impact and better balance, dummy quotes
symmetrically (below left). Or create a point/counterpoint effect with two mugs
(center). Or combine multiple quotes into an attractive package (right).

o wasuy maey
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¢ Never force readers to read around any 2- or 3-column impediment. Text that
hops back and forth like that gets too confusing (below Ieft). Use 2-column
liftouts only at the top of the text (center). One-column liftouts usually aren’t
quite as confusing, but as an alternative, you might try indenting a window for the
liftout, then wrapping the text around it (right).
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+ Keep liftout quotes as typographically tidy as you can. Avoid partial quotes,
parentheses, hyphenation, ellipses and widows.

The liftout below actually ran in a student newspaper. The editors probably
thought they were keeping the quote accurate, but the distracting typography
sabotaged the quote’s readability:

“ « . possible enhancements (such as) . ..
an essay as a direct measurement of writ-
ing skill. . .”
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DECKS & SUMMARIES

One of the most persistent problems in all of newspapering is The Headline
That Doesn’t Quite Make Sense:

Schools bill falls

Copy editors are only human, usually, so headlines like that are inevitable. But
one way to make headlines more intelligible — especially on important stories
— is to add a deck below the headline to explain things further:

v SCNOOIS bill falls

36-point baldface
headline and an 18- '
e a1 Senators kil a plan
Decks are miost effective s»sesererans to finance classes j

in lightweight or italic
faces that contrast with
the main headline.

I news stories, they’re
ustally set flush left in
the first leg of text.

Quite often, decks make more sense than headlines. Which shows you how
valuable they can be.

Years ago, papers stacked decks in deep rows (see example, page 28). Today,
most use only one deck per story. Decks for news stories are often 3-4 lines (10-
15 words); decks for features are generally longer {15-30 words).

Some editors think decks are a waste of space and use them only as padding
when stories come up short. That’s a mistake. Since most readers browse the
paper by scanning headlines, it’s easy to see that a good head/deck combination =
adds meaning — and increases readership.

o Use decks for all long or important stories. Remember, readers are more like-
ly to plunge into a sea of text if they know in advance what it’s about. v
¢ Use decks with all hammer or display headlines. It’s fine to dream up a clever
feature headline like “Heavy Mental.” But if you don’t add a deck to explain what

that means, readers may never decipher your cleverness.

+ Give decks contrast — in size and weight. By sizing decks noticeably smaller
than headlines, they’ll be easier to write. They’ll convey more information. And
they’ll look more graceful (as magazines discovered long ago). Though most
papers devise their own systems of deck sizing, decks generally range from 12 to
24 points, depending on the size of the headline they accompany.

For added contrast, most papers use either italic decks (with roman heads) or
lightface decks (with regular or boldface heads). Whatever your paper’s style, it’s
important to set the deck apart — with both spacing and typography — from the
headline and the text.

+ Stack decks at the start of the story. Don’t bury them in the text. Stick them
in some corner or banner them across the full width of the page. Decks are func-
tional, not decorative. Put them to work where they'll lead readers into the text —
usually in the first leg (though in wider layouts, 2-column decks work fine).

In fancy feature layouts, you can be more creative. But that comes later. &K
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DECKS & SUMMARIES

Compare this headline/
deck combination with
the one on the facing
Page. Which offers more
information at a glance?
This example uses 13-
point type. It begins with
a dingbat to catch your
eye (and to distinguish
the summary from the
text that follows).

This summary uses a
boldface lead-in to
highlight key words —
followed by more
detailed simmary
waterial in contrasting
lightface italic type.

--------- finance classes by adding

Some papers call them summaries. Others call them nut grafs. Either way,
they’re more than just downsized decks. They’re a response to busy readers who
say, I'm in a hurry — why should I care about this story?

In 1987, The Oregonian became the first American daily to add summaries to
all key stories on section fronts. Today, hundreds of papers use them on all their
stories to distill the content of the text into 20-30 words:

Schools bilwlw’\falls |

M By a 78-12 vote, the Ohio .
Senate rejects a plan to :

a 10-cent tax on each pack
of cigarettes sold this year

The simplest way to create a summary is to write a longer-than-usual deck
using smaller-than-usual type. But some papers (ry more creative approaches,
both in the typography they use and in the way they highlight information:

TAX PLAN DEFEATED: By B o BRIEFWY. ... . ...]
78-12 vote, the Ohio Senate
rejects a plan to finance
classes by adding a 10-cent
tax on each package of
cigarettes sold this year

Background: To compensate for a projected
$3 million budget shortfalf, the Ohio Senate
debated a plan to finance classes by adding a
10-cent tax on each pack of cigarettes you buy.

What it means: The bill's 78-12 defeat may
force Ohie to make drastic school budget cuts,

< Headiines: Differen:
styles of headlines and
how to size them..... 28

4 Display headlines:
How to add variety to
Jeature headlines .. 213

% Fast-fact boxes:
How they susmmarize
stories for readers

i@ BUPEY ovveneenn.. 166

This surmary reverses
BRIEFLY in a bar, then
uses boldface key words
to set up a detailed
summary of the story.
The type is 9-point —
which may be a bit
small for a deck like this,

¢ Don’t rehash the headline and the lead. Fach element — the main headline,
the summary and the lead of the story — should add something different to the
reader’s overall understanding. That means you should avoid repeating words or
phrases. More importantly, it means writing those three elements as a single unit,
with a flow of logic that leads the reader smoothly into the text.

In many newsrooms, the writer of the story contributes the wording for the
headline and summary. That’s an excellent way to maintain accuracy and avoid
redundancy.

+ Use conversational language. Summaries should be complete declarative sen-
tences in the present tense. Unlike traditional decks, surnmaries are couched in a
reader-friendly, conversational style. As the examples above show, there’s no need
to eliminate articles (a, an, the), relative pronouns or contractions.

Don’t be stodgy or pretentious. Avoid obscure words or jargon. Simple words
always work best — and short words will make hyphenation unnecessary.

¢ Don’t worry about bad breaks. The traditional rules of headline writing don’t
apply here. A subject can be on one line, a verb on the next. Nobody will care if an
infinitive is split between lines. But do avoid hyphenation and widows.

+ Feel free to improvise. Many papers add quotes or mug shots to summaries,
transforming them into graphic elements. How far is your paper willing to go?
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BYLINES

To reporters, bylines are the most important graphic element in the entire
newspaper. What a shame, then, that readers rarely give bylines a glance as their
eyes dart from the end of the headline to the start of the story.

It’s necessary, though, to give credit where credit is due (especially when read-
ers have complaints or questions about a story). Papers differ on byline policies,
but most publications put reporters’ names on stories of substance — that is, all
stories more than about 6 inches long.

Bylines generally run at the start of the story in a style that sets them apart from
the text: boldface, italics, one or two rules. The first line gives the reporter’s name;
a second line tells whether he or she writes for an outside organization (The
Associated Press, for example), works as a freelancer (often labeled a “special
writer” or “correspondent”) or belongs on the staff (most papers run either the
name of the paper or the writer’s title).

Every newspaper should adopt one standard byline style. Some examples:

By MOE HOWARD By Larry Fine By CURLY HOWARD

The Daily Planet THE DAILY PLANET FILM CRITIC curlyhoward@dailyplanet.com

Ry

Student newspapers sometimes use loud, eye-catching byline styles, perhaps as

a bribe to lure reporters onto the staff, Screened, reversed or indented bylines can
seem fun, but they call too much attention to themselves. Proceed with caution.

of the Times

For short sidebars or columns of briefs, credit is often given in the form of a
flush-right tag line at the end of the text. As with bylines, these credit fines need
spacing and typography that sets them apart from the text:

—_ The Associated Press — Compiled from stqff reporis

Some papers run all bylines at the end of the story (and some even include the
reporter’s phone number or e-mail address). At the start of the story, the logic
goes, bylines just add clutter amid the headlines and decks; Storv b
since writers’ names are less urgent, they can come later. STAN E_%\U!I/QEL

On photo spreads and special features, newspapers often use Photos b
a more prominent byline style to credit the writer, the photog- g, (vER H A%DY
rapher, or both (page designers, sad to say, rarely receive print-
ed credit for their work). These special credits are either parked at the edge of the
design or indented into a wide column of text, like the Laurel and Hardy credit
here.
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REDIT LINES

Not many papers run
credit lines in the lower
left corner. Instead, it’s
comirnon fo run the

soeurce line here —.
that’s the ine ing .

chart, map or diagram
that tells the source of
the data being used.
Puitting that informa-
tiont here (or inside the
box) keeps it separate
from other credit lines.

Artwork, like stories, should be credited — whether the art comes from
staffers, freelancers, wire services or library files. Different styles of credit lines
serve different functions: : -

¢ For photos and illustrations, they provide the name and affiliation of the
photographer or artist who produced the image.

# For old, historic photos or maps, they tell readers where the documents come
from (i.e., The Bozoville Historical Society). Often, credit lines include the date a
photo was taken, which is necessary for any photo that could mistakenly be con-
sidered current. )

¢ For charts or diagrams, an additional “source” line tells readers where the
artist obtained the data that was graphicized. Citing such sources is just as impor-
tant for artists as it is for reporters.

# For copyrighted material, they provide the necessary legal wording (Reprint-
ed with permission of ... or ©2007 by. . .).
~ Not all publications credit all photos, however. For instance, most don’t bother
crediting run-of-the-mill mug shots. And publicity handouts — movie stills,
fashion shots, glossies of entertainers — usually run uncredited, too (probably
because editors resent giving away all that free publicity).

Most papers run credits in small type (below 7-point), in a font that contrasts

with any cutlines nearby. Some papers still run photo credits at the end of their
cutlines, like this —

Tokyo citizens scream in terror Friday as Godzilla
destroys the city.(Staff photo by Dan Gustafson.)

— but that credit style isn't as effective as it could be. Ideally, there should be a
clear distinction between cutlines and credit lines, just as there’s a distinction
between text and bylines.

Most papers run credit lines flush right, just a few points below the bottom
edge of the art and a few points above the cutline. Some papers run them flush
left. Some run them on top. Some have even tried running them sideways along
the right edge, though that's difficult to read and tends to jam up against any
adjacent leg of text. (When graphics use both a source line and a credit line, they
should be dummied in two separate positions to avoid confusing readers.)

Below, you can gauge the effectiveness of each location:

The CregonianlOEL DAY|Gr e s er=ass

SIAYQA T30MueuoBRIG ey

This is the cutline (or caption). Cutlines usually run a few points below
the credit line and use a font that's bigger and bolder than the credit.

4 Photo spreads:

- Tips on designing
photo pages — and
positioning photo
Credits ..oeenreenrann, 130

4 Credit lines;
Guidelines for non-
standard credit

Some papers run credit
lines above the photo,
Jlush right — though
many readers habitual-
ly look for them down
around the cutline,

Many magazines run
credit lines sideways —

" but even if the type is

tiny, it risks crowding
into adjacent columns
of text,

Most papers run credit
lines flush vight, a few

.+ points below the photo,

Whatever you choose to
do, keep it consistent —
pick one position and
run all credits there.
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I Every paper should standardize

how one typical newspaper might space story elements on a typical page:

its spacing guidelines. Here, for example, s

Friday, April 14, 2007 5B

-------

esmavrrann

g0 B
S
ains

/STEVE NEHL'
2 run as the Dodgers rallied in the ninth inning to win.

.

EeTT— |0 bum if he hammers every ball in :

the park into the North River.”

And so, at Snyder's request, Bentley
did pitch to Ruth, and the Babe drove
the ball deep into right center; so deep

| us terrified
ball game'” that Casey Stengel could feel the hot

—_— HarI‘IS Sle el ”.uu,m.u ul Li.l\:'{lluﬂblll.dli\./s.\:lll 114D Uav
g as the ball came down and he caught
it. Tf that drive had been just a shade to

witcher threw,

aders.” That was a signal  the right it would have been a third
ygnized, although it had home run for Ruth. As it was, the
passed between him and ~ Babe had a great day, with two home .-

. runs, a terrific long fly and twa bases .-
was saying, “Piich to the  on balls.

“ American League instituted its -
" conttoversial new. guidelines on::.

ha,
e,

SELTIGN LOGOS & HEADEHRG

“veever- AbOVE: Allow 3 points between logos and the folio line.
. Inside: Maintain 8-point margins between logo type and
" the edge of the box.

Below: Allow 18 points between logos and headlines or
T photos.

oo BEADLINES

Above: Allow 18 points between logos or unrelated stories
and the top of the headline.

Below: Allow 6 points between descenders and text/photos
. below.

: Roundups and briefs: When compiling packages of briefs
that use small headlines (12- or 14-point), use tighter
spacing: 1 pica of space above the headline and

6 points below.

CPHOTS

" gutline: Allow 3 points between credit lines and cutlines.
feerens . Allow 3 points between photos and cutlines if there’s no
credit line.

. Above: Allow 1 pica between cutlines and text.

. Gutters: All vertical gutters are I pica wide.

EA Graphic elements: Allow 1 pica between all graphic
elements (liftout quotes, refers, elc.) and text.

. Below: Allow 18 points between text and unrelated stories.

BOKED STORIES/GRAPHIGS

Margins: Allow I pica between ouiside rules and all
headlines/text/photos.

BYLINER
+ Above: Allow 9 points between headline descenders

: and bylines,
++vve+ Belows Allow 9 poinis between bylines and text.

¢

.-~ Credit line: Allow 3 poinis between photos and credit lines.
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RULES
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& BOXES

Newspapers use rules both functionally (to organize and separate elements)
and decoratively (to add contrast and flair}. Notice, for instance, how the rules in
this sig and byline are both functional and decorative:

By ROBIN FOX

Bugle-Beacon staff writer

Rule thickness, like type size, is measured in points. That “NFI Roundup” sig
uses a 4-point rule above the type and a 1-point rule below, while that byline uses
a hairline rule (that’s the thinnest rule available). With so many widths to choose
from, most papers restrict rule usage to just one or two sizes — say, l-point and
4-point: one thin, one thick.

Rules are most commonly used in the following ways:

# To build logos, bylines and
other standing elements.

# To create boxes (for stories,
graphics, ads, etc.).

# To build charts and graphs,

Fast-spreading fire
kills 2 young sisters

Mather. 3-year-old daughter eseape 2-story home in Stallings

STAMR OF APPRIGETIDN

Kindred stranger seeks to honor soldier

Hoond ke i )‘2;‘.'2‘
fain Creanlamgn
s s dethe

N3 VRS gl s e

Ruling boosts
steroids probe
in baseball

ES)

2nd bid for presidency
raises heat on Edwards

This page from The Charlotte Qbserver shows how

cutoff and colurin rules help organize story elements —

even keeping those top two headlines from butting,

¢ 'lo embellish feature designs
and display headlines.

# To separate stories and
elements from each other;

¢ To border photos.

Decades ago, newspapers used rules to separate all
stories from each other. Some ran vertically in the gut-
ters (column rules); others ran horizontally beneath
stories (cutoff rules). That trend faded in the *60s, but
it's been making a comeback recently. As Harold Fvans,
editor of The Sunday Times in London, once said: “The
most backward step, under the flag of freedom, has
been the abandonment of column rules and cutoffs
which so usefully define columns and separate stories.”

Running rules between stories is an attractive, effec-
tive way to control the flow of traffic. Still, many papers
choose to run stories unruled and unboxed, saving box
treatments for big news packages, sidebars, stand-alone
photos, etc. As we've said before, it’s best to box stories
only if they’re special or if they need to be set apart
{rom other stories on the page — not to compensate for
butting headlines or poorly placed photos.

You may occasionally be tempted to use decorative
rules or borders for special effects. But like other
graphic gimmicks, it’s easy to use them clumsily or
excessively — so go easy.

Underscoring

Some designers try to
jazz up headlines by
adding a rule (called an
underscore) beneath
them. It works for kickers
and some display head-
lines (see page 212), but
usually. . . not. On'Web

0 years ago,bu
look corny.an

Decorative horders
* 5 000 0e DA
B o B e

I.ﬂlll..!olzl

L -
w ok ok ok ok

sites, underlined words
offer links to other pages.

This box is bordered
with a plain .5-pt. rule.
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REFERS TEASERS & PROMOS

REFLRS

Throughout this book, we've cross-referenced material by adding “more on”
indexes at the top of many pages. Theyre a handy way to show you where to turn
for related information.

Newspapers need to cross-reference their stories, too. And they do that by
using lines, paragraphs or boxes called refers (see examples below). Some refers
are simple; others, with art, are more
elaborate. Whatever style your paper
uses, refers should:

+ Stand out typographically from Refer paragraph:
the surrounding text. That's why e
refers often include rules, bullets,  NAVY ALERT: Turkish destroyers were
boldface or italic type. placed on red alert Wednesday as tran

# Be specific. Refers should index launched its first nuclear submarine/
all related items — on the TV page, Fage4R
the opinion page, wherever — not just
say, “Other stories inside.”

+ Be tightly written. Refers are sign-
posts, so they should simply point,
not pontificate.

+ Be consistently positioned cvery
time they’re used — i.e., above the
byline, at the top of a column, at the
end of the story — whatever is most
appropriate and unobtrusive.

Refer line:
(1 How Gbama views the tax plan, Page 5.

i ai ek

Refer box ( with art):

B Why Murphy was
g forced 10 1€51g7 1n.vvvi RS -
e Reactwn ﬁ’om Gther :
board members '

In Great Britain,
competition is fierce
on newsstands —
witich is why, to
survive, papers need
loud, provocative
front-page promos
like those in Scot-
land’s Sunday
Herald, below.

A refer is a signpost that guides readers to stories inside the paper. A feaser is
another kind of signpost — actually, it’s more like a biliboard. Where refers
advise, teasers advertise. They say BUY ME! HOT STORY [NSIDE.

The covers of most supermarket tabloids are loaded with titillating teasers.
Most newspapers, by comparison, use a more subdued style for their teasers (also
called promos, skylines or boxcars). Teasers are usually boxed in an eye-catching
way at the top of Page One. Some are bold and simple —

— but the question is: Do readers even notice those text-only teasers? A better
idea is to combine a catchy headline phrase, a short copy blurb and art, since an
arresting image is the surest way to grab readers’ attention.

Here are two examples of aggressive, successful teasers:

Colorful teasers
arert’t just for Page
One anymore.
Maxny dailies are
now producing
catchy promos for
every section front,
like those on this
Asbury Park Press
feature page, below.

VFennany 1499

weleome o ji ywuday

ASEURY bakE FE

THEATLE

. Down to
the sea
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BREAKING UP TEXT

Reading long columns of text is a tiring chore. But if you break up the gray with
occasional subheads, initial caps or dingbats, you can better organize your
material — and, at the same time, provide rest stops for the reader’s eye.

Subheads are the most common way to subdivide long stories (i.e., features or
news analyses that run over 30 inches). They're often inserted every 8-10 inches,
wherever there’s a shift of topic or a logical pause in the commentary. Avoid
inserting them at random (which won’t help the reader’s understanding of the
material} or at the very bottom of a leg of type. '

Subheads come in a variety of styles, but they’re usually bolder than text type:

This is a typical style for news  This format is used to change  'THis reversed subhead helps
subheads: bold type, centered,  topics in siories that consist of  organize caralog-style stories
a bit larger than the text. short, assorted bits and pieces.  into clearly labeled sections.

Initial caps are a classy way to begin features, columns or specially packaged
news stories. They’re also a decorative (though non-informational) alternative to
subheads for breaking up long columns of text.

Be sure the large cap letter is neatly spaced and aligned, whether it’s indented
into the text or raised above it:

his is an example of a ven small graphics and side-
I dropped initial cap. H bars can begin with initial caps
These are usually ere is a raised to give the text extra typographic
tucked into the first three or initial, which sits above emphasis. Use too many of them,
four lines of the text. the first line of the text. though, and it gets distracting.

Dingbat is the ridiculous-sounding term used to describe an endless assort-
ment of typographic characters like these:

VIPBEOAXOT B8P RE ¢ 15 kO

Most dingbats are too silly to use in a serious news
publication. Some, however, are handy for relieving
long legs of text (see example at right).

Others, like bullets (o) and squares (®), can help
itemize lists within text. Remember, however:

4 Use bullets or squares for three or more related

items. Fewer than that, it looks odd.

# Keep bullet items short and punchy. Like this.

¢ Don't overdo it. Use bullets only for emphasis.
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JUMPS

Continued from Page 57 i ?{%{%E% {EE§ b
and 4. ' , & Jumps: What they

are — with guide-
lines on how to
dummy them.......... 97

¢ Avoid jumping orphans. An orphan (sometimes called a widow)is a short word
or phrase that’s carried over to the top of a new column or page, like the first line
in this column: “and 4.”

Orphans often look clumsy — like typographical errors, even if they aren’t.
And, as you may have just experienced, it’s frustrating enough to reach the end of
a column, then be told to turn to Page 158, then fumble around trying to find
Page 158, then, when you get to Page 158, read something cryptic [ike “and 4” —
at which point you realize you've forgotten the rest of the sentence back on Page
97.

And that’s why readers dislike jumps.

o Label jumps clearly. Since jumping is so unpopular, use typography to make
it easier. There are two ways to do this:

1) Run continuation lines (the lines that tell you where a story is continued)
flush right, since that’s where your eye stops reading at end of a column. Run
jump lines (the lines that tell you where a story has been jumped from) flush left,
since that’s where your eye begins reading at the top of a column.

2) Give each jump a key word or phrase, then highlight it typographically.

Suppose, for instance, you're jumping a story on oat bran. You could run a con-
tinuation line that simply says Turn to Page 6. But that’s not too friendly — and it’s
not very informative. When readers get to page 6, how will they spot the jump?

You'd be wiser to say something like See AT BRAN, Page 6. And when readers
arrived at Page 6, they'd find a jump headline like one of these:

Oat bran: Study proves
it prevents heart attacks

Continued front Page One

This is a popular treatment for jump headlines.

It treats the key word (or phrase) as a boldface
lead-in, then follows with a lightface headline
written in standard style. Since the key word is
played so boldly, fump stories are easy to spot
when readers arrive at the new page. To be
effective, jump lines should be set apart from
text by both extra spacing and type selection,

Oat bran Contistued front Page Oue

‘This is another common style for jump head-
lines. It uses only the key word (or phrase) to
catch readers’ eyes, then adds a rule both for
emphasis and to separate the text from arny
columns running above. One problem: Readers
encountering this jump story for the first time
wor't have any idea what it’s about if all ihe
headline says is something like “SMITH.”

Study proves oat bran
can prevent heart attacks

M QAT BRAN, from Page One

B
=1

This treatment is rather straightforward: a
standard banner headline followed by a
boldface key word in the jump line. But is it
obvious enough to readers that this is the oat
bran story they’re searching for? Some would
argue that unless the jump headline boldly
proclaims a key word or phrase, too many
readers may get lost.

# Give attention to the design of jumps. Remember to package jumps as attrac-

tively as you'd package any other story. Many newspapers treat jumps like
mandatory blocks of gray slop — ugly leftovers from nice-looking pages. And if
your deadlines are tight, you may be forced to blow off jump-page designs. But if
there’s time, add photos. Create mug/quote blocks. Pull out charts or maps.

To summarize: Jumps will never be popular with readers. But if you can devise
a clear, consistent format for packaging jump stories, readers will regard them as
minor detours — not major roadblocks, And their benefits to designers (higher
story counts and increased layout options on key pages) far outweigh the annoy-
ance they cause readers. {
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TROUBLESHOOTING

Quick answers to ;- We're redesigning the front-page masthead of our newspaper.
questions commonly

\ S
asked by perplexed How hig and colorful should it bef

designers about You mean the flag? The masthead is the staff list that runs on the editorial page;
ﬁzzsng;e;jfj’g“ the flag (or nameplate) is the front-page treatment of your newspaper’s name.

' But on to business. You have a wide range of typographic options, from too
dull (left) to too manic (right).

. Most small-town papers err on the
The Bozoville Bladder side of dullness, thinking their

readers are squarer than they are.
Many student papers, on the other

Senate
debates
proparly
tax hike

hand, create crazed, noisy flags
that draw way too much attention

Ehte e urci, |
oA S B
bitine dztageradis

to themselves and drown out the
news below,

Your best bet: Create prototypes
in a variety of styles and sizes, then
allow everyone to vote: editors,
reporters and especially readers.

Our paper is usually pretty small — 12 pages or less.
Do we need to run an index?

Ask anyone who conducts newspaper market research: Readers love indexes,
roundups, highlights -— anything that tells them what you've got and where
you've hidden it. Like diners in a restaurant, they want to see what’s on the menu.
So even if you're a small paper, give your readers a guide to what’s inside. And
if an index is difficult to compile — if your paper is just a random collection of
15-inch stories — that may indicate you need to do a better job of organizing
topics and providing a mix of briefs, lists, calendars and other regular features.

rising, and
eoungil is

- We run a row of small pramos across the top of our front
- page every issue. Do readers actually notice those things?

Probably not. Why should they? It’s a common problem: Day

after day, issue after issue, newspapers run little postage-stamp-
sized promos like the one at right. Too often, these promos advertise stories
nobody’s excited about. Too often, they use tiny, indecipherable images and
short, indecipherable headlines. As a result, readers learn to ignore them. And
those skyboxes turn into wallpaper.

The solution: Break out of the rut. Mix it up. Design new options that allow
you to run three, two or just one dynamic image. Use cutouts. Reverse type.
Remember: If you don’t care about your promos, your readers won't, cither.

‘f ;E?GEWS SPORTS SILICOR YALLEY L!FE\ ¥
}i Unz Dreps But Women's Soccer Get Your Claws
/| Of Senate Race And Recruiting Around Crab

[ { Campbeflentry scares /

With scholarship limits,
i | off Republican1s

players rmust negotiate/td

La Nifia has made for
{arger, tastier crahsht

Heveury News

Seroing Northern Californio Since 1851

! RINALEDITION ro
85 GENTS

WEBNESDAY
144 5

1
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When it comes to crediting stories and
photos, one solution just won't work
for every situation. {For instance,
what’s your byline wording for a wire-
service story that’s been expanded and
reworked by two of your staff writers?)

In Chapter 8, we’ll talk about how
essential a good design stylebook is.
And every staff’s stylebook should
contain an entry like the one at right,
adapted from The Richmond Times-
Dispatch’s outstanding 1996 style-
book, anticipating every variation of
photo and graphic credits.

If your newspaper runs art and text
from a variety of sources, you'll find a
guideline like this handy for credit
lines and bylines alike. Answering
these questions in advance can save
valuable time on deadline.

Do readers actually read stories
when they jump to another page?

First, the bad news: Very few readers

How do you credit photos taken by someone’s family, instead of a newspaper
photographer? Or old file photos? Or digitally manipulated images?

GUIDELINES for CREDIT LINES

staff photos:

Special event staff photos:
Former staff photos:
Reporter photos:

Freelance photos:
Syndicated material:
Agencies/miscellaneous:

Family photo with date:
Family photo without date:
File photos:

Wire photos:

Wire graphics:

Graphics staff:

More than one arkist:
File graphic:

Shared credit:

Digitaliy altered images:

Special staff project:

BENJAMIN BRINK/THE OREGONIAN
Phota illustration by TOM TREICK/THE OREGONIAN

JOEL DAYIS/THE OREGONIAN, January 1998
THE OREGONIAN

KRISTI TURNQUIST/THE OREGONIAN

JOE SMITH/SPECIAL TO THE CREGONLAN
©WARNER BROS. RECORDS

NATIONAL ARCHIVES
BBC PHOTOGRAPH LIBRARY
©1995 CAROL PRATT PHOTOGRAPHY

1993 FAMILY PHOTC
FAMILY PHOTO

File phato, 1995

THE ASSOCIATED PRESS

THE ASSOCIATED PRESS
NY. TIMES NEWS SERVICE

STEVE COWDEN/THE OREGONIAN

DAN AGUAYO, MOLLY SWISHER/THE OREGONTAN
THE OREGONIAN

Graphic by MIKE MODE, Research by WALLY BENSON/
THE QREGONIAN

lfiustration by RENE EISENBART/THE GREGONIAN,
source material by SUSAN UNDERHILL

BY THE QREGONIAN STAFF: STEVE COWDER, artist;
RICHARD HILL, writer; MIKE MODE and WERNER
BITTNER, contributing artists

read stories after they jump. In fact, very few readers read more than the first few
inches of most stories, whether they jump or not. (If you don't believe this, see
page 241 for a survey that can show you how much your readers actually read.)
So why dom’t readers read? They’re impatient. They’re distracted. They’re wary
of being bored. They’ve learned that if a story doesn’t get interesting in the first
three inches, it probably never gets interesting.
But now the good news: If readers care about a story, they'll follow it anywhere.
And every story is interesting to somebody. Which is why you must write stories
as tightly as you can, but run them as long as they need to be.

»: |n magazines, | see logos and liftout quotes using smaller type
than they do in newspapers. How small can those things he?

Many magazines try to push the limits of miniaturization. And
because their presswork is so pristine, they can successfully run
type and photos much smaller than newspapers normally dare.
But if you're crafty and careful, you can downsize your design
components, too. Newspapers that use exotic grids (an 18-column
broadsheet, for example) may need to create mug/quote combina-
tions like the one at right — a mere 4 picas wide. But by cropping
tightly and selecting condensed fonts, you can keep them both

attractive and readable.

Remember: the older your readership, the poorer their eyesight.
Student newspapers will be able to miniaturize logos and liftout

quotes more successfully than mainstream newspapers.

“How is it
that George
Washingten
slept in s0
many places
bui never

told a lie?”
— BUD CLARK

177171711711111111111111¢




e live in a visual age. We're bombarded with movies, videos,
photographs and interactive multimedia. We're spoiled. We're
impatient. And we’re lazy. When we want information, we say
show me — don'’t tell me.

Images are strong and seductive. Words take work. So most of
us prefer images over words. We'd rather scan the art on that

page at right than read this column of text. So what does that mean for
journalists? It means we've entered the " '
age of informational graphics (or info-
graphics for short). With infographics,
publications can combine illustration
and information into colorful, easily
digestible packages.

Infographics can be maps. Charts,
Lists. Diagrams. They can be created as
tiny insets. Or as entire full-color pages.

Do infographics junk up journalism?

LiF£ AN TIMES OF
THE MINNESOTA -

Some critics of TV and USA Today
think so. Cartoony charts and goofy graphs just trivialize the news, they say.
But remember, true journalism is teaching. You have information; your

readers need it; you must teach it to them as quickly and clearly as you can.
Sometimes words work best. Other times, information is best conveyed
visually, not verbally.

Your job, as a designer, is to choose the most effective approach. This
chapter will demonstrate your best options.

% Writing for non-readers: & 2 MNaps ... veererneerennn 104
Why today’s readers want = Oui % Q@raphics packages:
alternatives to dull, gray Combining graphics into

PR | a successful page.......... 188

+ Sidebars & infographies: % Package planning:

A menu of options to help & Gharts and graphs: A process for organizing
you credie an information Bar charts, fever charis the newsroom ... 188
POSAIC RS and pie charts............ 176 + Graphics gallery:

% Fast facts % Tables......ccoooveeeo.. 178 Comparing graphics from

+ Bio boxes < Ratings ... 179 nine different papers.... 190

»Lists: Compiling Top Tent—, Yimelines................ 180  * Graphios guidelines:

lists, Harper’s Indexes ) Editing and designing
and glossaries % Step-by-step guides..181 graphics and sidebars.. 194

= Checklists # Diagrams....... + Troubileshooting 197




GRAPHICS & SHDEBARS

'WRITING FOR NON-READERS

It’s the first day of a new school year. You're about to begin a tough new class —
say, Advanced Biology. You're holding a copy of the textbook you'll be using this
term. On the cover, there’s a cute photo of a red-eyed tree frog. But when you
turn inside, :

page after = 2%

pageafter ~==—=————— " Your heartsinks. Your intestines churn.
pageafter -1 “Hoo boy” you groan. If only they'd
pageafter —~—————————'  used maybe a little art to break up all
page after — that E;ay_

page after you know,

page looks something

like this: like this:

The fact is, you've
come face to face
with a cruel and
ancient
law of
publication
design:

Yes, deep in the childish recesses of our brains, we all share the same dread of
text. It’s like math anxiety: fext anxiety. In small doses, text is tolerable. But when
we're wading through deep heaps of it, we hate it. Even worse, we hate writing it.

And vet we all need to communicate, to share information, to express ideas. It’s
a primal urge, one that has evolved over the ages. In ancient, prehistoric times,
our ape-like ancestors struggled to piece together this primitive kind of narrative:

. Me hungry 3 Kilfmoose! Eat meat!

As the centuries dragged by, early humans polished their delivery. After eons of
practice, they became skillful storytellers:

i :':“So ere: E was trapped in the Cave
of Death starmg mto the drooling jaws - |
of Mongo The Moose From HeII .

This narrative style reached a climax with the invention of the romance novel:




- BRAPHIGS & SIDERARS:

WRITING FOR NON READERS

Impressive stuff! And perhaps that kind of narrative is what the written word
does best — storytelling that transports us emotionally from one place to another.
As opposed to this type of narration:

. Consumptson of moosemeat declmed sngmf;cantly durmg the f|rst three 2]
- decades of the ninth century. Marauding hordes of Vikings averaged- ' :

143 pounds per capita of moosemeat. month[y during that: penod WhIJE
" consumption anong Druids climbed ta 22 8 pounds (for males) and 16
i 'pounds (females) dunng wmter months up fram ! ins

“Yaarrrggeh,” as Ragnar might say. For most of us, data turns deadly dull in
narrative form. Our eyes glaze. Our bosoms heave. Tt feels like we're staring into
the drooling jaws of The Statistician From Hell.
~ Such data might work better as a chart or graph:

VG HOOSENEN COISUMPTION
SN

T80 ’

. POUNDS PER'PERSON . * -
| {annually} i
2

i T 70077800, 900 1060 | 1100 12001300 . 1400~
7 T VERADY

-0 That's a fine match of medium and meaning. It’s quick. It’s visual. It's precise.
\\\\ And best of all, it’s interesting . . . almost interactive.

It’s non-text, a form of writing that’s — well, a kind of non-writing. Which is
perfect for today’s generation of non-readers.

Now, these non-text formats work fine for business reports, government statis-
tics, news features and so on. But they won’t work for everything,. Take Helga the
Moose Queen; something’s missing when you write her love scene like this:

44

Obviously, some types of information are best expressed in narrative form.
And that’s fine....... usually.

But pause for a moment and ponder these past two pages. Notice how visually
we presented our material. Would it have held your interest if we'd explained it all
with normal narrative text?

dd4ddd
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BRAPHICS & SHDEBARS . .- o

WRITING FOR NON-READERS

So what’s it all mean to newspapexs? It means that editors, writers and design-
ers must realize that today’s readers are visual. Impatient. Easily bored. Readers
absorb data in a variety of ways: through words, photos, charts, maps, diagrams.
They want news packaged in a sort of “information mosaic,” a combination of
text, data and images that approaches complex issues from fresh new angles.

Years ago, when big stories broke, editors assigned reporters to write miles and
miles of pure text. (And yes, readers would read it.) Today, when big stories break,
editors assign reporters, photographers and graphic artists to make concepts
understandable in both words and pictures.

For instance, when the Hindenburg crashed in 1937, most newspapers ran a
photo or two but relied upon yards of text to describe the tragedy. If that disaster
struck today, you'd see pages like the one at right below. Which do you prefer?

AP272727YIT99IITYIYRPPPPTIIIYIRTITIITITITNTITT

THURSDAY 9-20.2007. b CENTS

| Ehye New York Tinmes.
HINDENBURG BURNS IN LAKEHURST CRASH:
21 KNOWN DEAD, 12 MISSING; 64 ESCAPE

' = 21die as Hindenbury explodes

DARCELENE FTRER,
e bt S
— e iR

Germet airship erpts N o = FPPNCEL

wneepeciedly into flanes X ; . i?‘“\]‘ qoﬂ;l{lls'“* H

while prepariug to lond R L Fribtal 0K,
nle: Ui,

it Lakehurst, New ferse

THE HINGEMEURE T FLAMES ON THE KREO AT LANKERSE
e ok i o 5 o b v mr s 15, s
KR ASEY L irship Like o Giant Torch 'EEREANY SHEIED
" LSBIEEY] On Darkening Jersey Field. g7 VI YdgEDH
i e Eanding Canpurtad Fafe M yabvriced|
ik w“:‘ sngmnm,xm-w_..:nm

THE HKINDEWBURG DISASTER: HOW THE EXPUSION MIGHT HAVE STARTED

R e

Above: The New York Times from
May 7, 1937, Of the eight stories on
Page One, five focus on the dirigible

disaster — but it’s all text, There’s one
dramatic photo {played big). Inside
the section, readers were given an

extra page of disaster photos. Indiana Jones recovers
sacred Ark from Nazis

iy i L 2k ol

Spanish Anarchists launching
massive invasion of Barcelona

At vight: A modern newspaper might
package the story using a locater map,
a diagram, a list of previous accidents
and a sidebar transcribing the live
radio broadcast of the tragedy.

- These days, too, that lead photo
e would probably run in color,
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SIDEBARS

GRAPHIGS & SIDEBARS . . oo

& INFOGRA

PHICS

A sidebar is any short feature that accompanies a longer story. And an info-
graphic (short for “informational graphic”) blends text and images to convey
information visually - ilfustrating the facts with charts, maps or diagrams,

Years ago, sidebars and infographics were considered optional. Nowadays,

they’re essential for effective publication design. Here’s why:
¢ They carve up complicated material into bite-size chunks.

¢ They offer attractive alternatives to gray-looking text,

+ They let writers move key background information, explanations or quotes
out of the narrative flow of the text and into a separate, highly visible spot.

¢ Because they're tight, bright and entertaining, they add reader appeal to any
story, whether news or features. In fact, they often attract higher readership
than the main story they accompany.

Sidebars are usually specially packaged — boxed or screened — to help them

stand apart from the main story. Notice how that’s true for our sidebar below: a
visual index to all the sidebars and infographics we’ll explore in the pages ahead.

< ~gpiriion OTL A CHTTERE LOPIE
~ collating responses inid key:

I” “categories akud statistic

A of relevant =~
comiments ofta fopic by
- -siewsmakérs, readersor”

- Away to iieasure chariging
- guantities over time by -
 plotting key statistics

Alistof giestions or -

- guidelivies that izmize key |

pointsor helpreaders assess-

* A way to coinpure-tivo oF

|| miorecites visilly by

| b~ representing them-as colimms
| - parked side by side: -
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Nobedy likes to admit to having rats, but Multncmah County has them. Here’s
& snapshot of the rat population.

rfE7Z771132771729977717 1Y 1T1T1T1T1T1TI1I1T71T1T1T11 ¢

B femu‘rs; Chicago Bears (NEC): ~- | HEWhat do they eat? W Wherg ape
s Indlanapuhs Colts (AFC} e Garbage, nuts, .- they?
cherry pits, bird / Al over:
seed and dog |/ GVET; Mmady

live in the sewer

food. sysiem. About

2 100 times & year,
IR How many? S0 residents i
It’s hard to say. One complain about a
astimate says Portland rat ¢coming up
has aboui 200,000 rats. threugh the f
That would be ahout toiteL.
enough to cover:
Pionaer Courthouse
L . - e : rSa{%l?JSﬁone %mﬁ'ca: Pe;,]teg Dechant,
. . . UItRoma un|
This fast-fact box accompanied a Boxes like these could accompany it Sanaran
news story on an Oregon earthquake,  any sports, entertainment or political
delivering essential facts at a glance. event — and you can add art, as well.

: One of the best ways to present news in
a hurry is to distill the who-what-when-
where-why of a story into a concise pack- | Anadult sewer rat is

age. With a fast-fact box, you can add ggg%f&%%é"&hfé §§’;,%§2
B ot sow | Mg
-1 ing down the text, and
'\ provide entertaining data
for those who may not
want to read the text at all.

Fast-fact boxes can
deliver statistics. History.
Definitions. Schedules.
Trivia. They can update Fr T
readers on what just happened — or try & M;;;Z%%m : { {\ j
to explain what'll happen next. A

I How do they spread diseases?

Specialists think there is little danger to Oregonians

from the Hantaan virus, which has been linked to the
deaths of mora than 4 dozen peopls in the
Southwest. Pty

P g 98
EEESaREanE DR

) ¥ -
Y L. Tneviuslives 2. Thedroppingsdry 3. A victim breathes the [i]

k3 ] * L]
« They can even present stand-alone i inratdroppings.  and becomeairborné.  dried particles and the |2
factoids,” like the one at left, that lure }# . ) wruz infects th? 1ungs. 4
. ; = There is n0 knows vaccine for the Hantaan virus, which has been foundin i<
readers into the story in the same way that k2| gia and Europe but is extremely rare in the United States. L
liftout quotes do. ;Q R e T e RErIRARE wm.i
. FRR " - The fast-fact box above
AN earthworm can eat f. |ts welght ln.food eag . tells you everything you

need to know about
urbar rats: their diet,
their size, their location,
etc. Notice how tightly
written the text is.

The worm-farining

ople” e-e:ther boys or glrEs but earthworms are’ both *:.. FOR MORE INFO:
i : Jeet 4 Worm Digest is the
warld's top source for
earthworm information, ;- -
To view articles online,
visit their Web site at

. wormdigest.org. sidebar at left offers a
-1 @ For tips on building a variety of “worm trivia
AL 0 — but the box that

wormbox, call Metro
Recycling Information
at 503-234-4000.

tells readers where to go
for more information is
a helpful addition.
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BIO BOXES

GRAPHIGS & SIBEBARS . oo

L Z0%m

The 19th-century philosopher Karl Marx painted a revealing self-portrait while
playing a Victorian parlor game called “Confessions.” Here’s what he confessed:

Faverite virtue in a man: Strengrh
Favorite virtue in a woman: Weakness
Your idea of happiness: To fight

Your idea of misery: Submission
Favorite occupation: Bookworming

Favarite poet: Shakespeare, Aeschylus, Goethe
Favorite hero: Spartacys

Faverite color: Red

Favorite motte: De omnibus dubitandum
(“You must have doubts about everything”)

You can gain surprising insights through biographical bits like these. By listing
facts in a bio box, you can quickly profile almost any person, place or thing. Bio
boxes can stick to the basic who-what-when-where-why — or they can spin off on
specialized (or humorous) tangents, as these examples show.

- Occupation: Cartoonist, v
" Heroes: Michael Moore and Jon Steviart © 0+
insurance premiums - oo T T
- Motto: “Je n'al pas'm'empecher derire = - .1 -
< -hacha-hial” (I-cannot stop myself from laughing.)
_Forms-of exercise: Running and fimping: .

" Ambition: To have sorfieané else pay my health =

o Favorité spouse: Patti -~ 7

- Worst subjects in school:
-~ "geography

spelling and
s _‘FayQ‘:ite movies: Prfq'elan.d;. Prejbdicgi

S Favorite book: it mustbe-the first 10'0r 15 ©
yee's Ulysses. Fve read them RN

" pages of James Jo

"-l?éf&niiwinose__h_fest‘y!e _I'r_!'}mos't'like to
: .:emirlatg:‘_E‘m_esI-Hemin’"gvigay, except for.that . -

[

writer, dishwasher- .- .

yearsof: 7o
yself - : o

¢ Habitat: Rugged;
terrain and deep-bus

 Black Rhindceros ~ fefrain and deep
--#'Diet: eaves, figs,

" Diceros bicornis -

* Weight: 2,000-3,00
bs. A newbdrm calf:
. weighs 55-90Ths.
* Length: 16-12 ft.
" # Color: Dari¢ gray~
4 Longevity: 50 year:
% Population: About
8,000, down from 65,00
" in-1970,:About:150 blac

- froits; herbs
- ‘#.Behavior: §
hy animals: Theugh their:

- hearing; These tiree-toa

- ahimals are genéfally -~
- slowsmovirig but when:
ngéred can charde at
peeds.up t6-31. mph,

-eyesight is poor, they-have™
-kegn-senses df.smell and -

%iﬂ_ns:TEhdé\r.lééréd’fﬁeéies_".

£
:

When it comes to bio boxes, animals can enjoy the same treatment as people. Above, this
tightly written “Critter of the Week” profiles a celebrity from the animal kingdom.

SRR TR, &
B B DRt B R o s e

BB T

-

i

b 7, e % id 2 = i i 2 i : Ko he

i f : :
o e ¢l t e |} e [ 2\ BPF ey BW L =, g‘& L B kR e ae ‘3=§*®W§7 "
S i O i LRy rtdad Tl 2 e R R T i By
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B AREA: At 45,000 square kilometers
{about the size of New Hampshire and
Vermont combined), Estonia is one of the
smallest states in Europe,

B HISTORY: Estonia was dominated by
Germans since the 13th century and by
Swedes In the 16th-18th centuries. Later
ruled by Russia, Estoniz became independent
after 1917 and was forcibiy annexed by the
Soviet Unior in 7940. It won independence
from the Soviet Union in 1991,

B POPULATION: About 30 percent of
Estonia’s 1.5 million people are ethnic
Russians, many of whom moved to Estonia
after its annexation by the Soviets.

B RUSSIAN TRQOPS: 2,400 Russian
soldiers remainied in Estoniz as of December.
B ECONOMY: Estonian currency, the kroon,
has held relatively steady since its introduc-
tion in 1992, The GNP rose 3 percent in 71992,
making the Estonian eccromy one of the
fastest-growing in Eurape,

Source: The Associated Press

Bio boxes must contain tightly written and meaningful
information. But as this sidebar shows, they can also use
hummor to capture the true personality of their subject,

This type of fast-facts treatment has appeared in almanacs and encyclopedias for vears,
summarizing the who-what-when-where of countries around the globe, When used to
accompany news stories, these sidebar boxes give readers background data at a glance.
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LISTS

-~ Oinie-case-of Pepsi- -

- Potaitoés and onioris

What are the most popular movies of all time? The largest fast-food chains?
The best-selling Christmas toys? The most prestigious universities?

Ours is a culture obsessed with keeping score. We're dying to know who's the
richest, the biggest, the fastest, the best. And often the fastest and best way to con-

vey that information is by compiling lists like these.

Lists can be used to itemize tips, trends, winners, warnings — even religious
commandments, as the Old Testament proclaimeth. And as David Letterman has
shown, they can even get laughs as a comedy bit on Jate-night talk shows (.. and
the Number One Least Popular Fairy Tale: Goldilocks and the Tainted ClamsI 7).

‘GOT ANY. BANANA }How TO STAY vouua.

R by Ler*oy' "SatcheE Parge
. Salchel Parge the first black prrcher in major

-2 r'eague ‘baseball-was 59 when'fie p.'ayed His Ti nal -
o game “Here are - his tips for stayrng youthful

L +* Avoid frred meats whrch angry up '{he
. blood ] SRS

# [Fyour stomach dssputes you Tie down : :
and pacify it with cool thoughits: .- ="

B '9 Keep thejuices flowing by- 1angirng around,' .
-~ gently as you move. " - . :

Ingredrents for: meat roaf
~-Qne casé orange drink - -~ Brownies e T
- -Six'cans of biscuits -~ ¢ “Chicdlate ice créarfi -

: Hamburger buns, roll_ “Fudge: cookres :

- Pickles, .ot e Gum (Spearmmt Juiey "
- Friit, Doubiemrntf--

garnmg on you

T ~z=eenammt gum .

- Source: The A;idtia__ted_ Press <7 Source The PeoplesAlmanac .

o i' AND THE oscAR'- S
. GOES TO...

B ST P[CTURE
The Departed :

BESTACTOR: o7 -
" Forest Whitaker," "
The'Last ng of Scotland

BESTACTRESS S
: Helen erren ‘The Oueen e

. BEST SUPPORTING ACTOR

Martm Scorsese The Departed

Assorted-fresti friit ‘thrée packs each) L . Ga v o

. : - fery hghtly on the vices, suchas - y :

- Cansof sauerkra{al.st‘ e Vgrgareﬁes . " cartying an in society The Soual ramble s Aiaﬂ Arkln Little Miss Sunshme
:: ‘l(q""ﬁ(“et:slf SoAves "ls;'s;?-lnabrs o it resthul : - 'BEST SUPPORTING ACTRESS . = - |
o Lelan h:m?ln ¥ “'?‘ : Colr?rtae'i'-;' o Avord nrining at all t|mes ISR Jennlfer Hudson Dreamgrrls
- Mustard. - ' - Sucrets 730 Don't look hack. Somethmg may be R BEST DIRECTOR 3

Random lists: These iterns run in no particular
order, but stacking them in rows makes them
more interesting (and easier to read) than if
they'd run in the middle of a paragraph of text.

Lists itemized with bullets: Here, we use a
combination of dingbats, a hanging indent and
extra leading to separate items. Nofe, too, how
the introduction is written in smaller italic type.

Lists arranged by categories: Note the typo-
graphic elements at work here: boldface caps,
italics, extra leading between items. Lists are
often centered (like this) rather than flush left.

S THE ESSENTIAL R "MOST | THE WORLD’S g
GYBERPUNK LIBRARY 2 GOMMON ' DEADI.lEST DISEASES
:Cyberpunk. Think “Blade Runnet.” To getfamn'ra __ Nll_\ll\\?l-'-_'rs B : P (W'th annual deaths) e
'.j_Wfth this futurrstrcr'rtera!yge-'?re, we- recommend : ‘N THE u S | o ﬂ Car cliovascular dlseases 1 2 mrIIron . %
- “AMY-THOMSON, *Vitual Gil":A fowely - SN v "3 Diarrheal dlseases o Smillion”

“woman from a Virtual Reality landscape i 5 : 1. Smlth S i :

- forced t6 surviverin aialien environment. = - - 2. Johnson " - A Cancer A8 miltion -
L "KW, JETER, "FareweﬂHorrzonrar”’ K rebel il 3 erlrams g . -'_E!.Pne‘umo'nia? G 4‘ 8_.m!i|!0n. ;
- a horizontal world seeks to attain statdishy ~ e TR o vobereglacie - REEYRCTTRRRE
achievmgavertrcal existence. .- S - 4'10“35 AR TR '_E Tuberculosls S 3_. m'“'"" -
" ORSOM SCOTT. CORD, “Ender’s Game”: A~ ©o S.Bown. - HIV/AIDS - - 28 million .
" divilization' under siege breeds a race of mrlﬁary s ; - 6. Miller .- - X 7 0 Chromc Eung drsease © 2. 7million
ﬁrgﬁisn;o:f:;i;:d\;ﬂ;gciI:?r;m_mé “The w7l Davis .. Elmeasles-.. ... 15million: .
e T B Anderson : 1 emilbon
" Difference Engine " The T9th-century Victorian _ 9. Wilson. ; B Hepatitis 3_ : -1 2mitkion
: (_world is moved bya steam powered cormputer. . e h S B {10} Malarla 42 million !

- ' .—Pau!Prnranch ‘o' T_hompso_n ° e ) S S Tt

i S LU . ! -‘ Source World Health Orgamzatron R :

Lists with commentary: Any subjective Top 10 list Top 10 lists: Notice how the Top 10 lists with data: Ofien it’s not enough srmply to
— whether it ranks pop tunes or presidents — will mumbers are boldface — and how show rankings — vou need statistical support. Here, the
benefit by adding bite-size evaluations that analyze the periods following the numbers death totals run flush right alongside the disease nawmes.

each entry or offer advice to readers. are all vertically aligned. Rules and reversed numbers add graphic organization.

ARAP2TININNANIIANINTIIPIPPI99799¢997TTTTTTTCT |
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Back in 1984, Harper’s Magazine began publishing an addictingly clever page
at the front of cach issue. As editor Lewis Lapham described it, the Harper’s :
Index offers “numbers that measure, one way or another, the drifting tide of .}

events.” A typical Harper’s Index might include such items as:

.~ Number of Americans who drink Coc-Cola-for breakfast: 965,000
Percentage of America's lakes.that are unfit to swim'in because of p
i Avérage vieight of a'male bear in Alaska: 250 pounids
BRI __Réijhsyi&__éhié:ﬂﬁ?'hii:uh' ds
Abortions.per 1,000 live births in New York City: 852"
Number-of times the average child laughs each day: 201

- Number of tifries the average adult laughs: 5.
Nuriber of films since 1960 that feature an evil albino: 55.

Hition: 40

As you can see, the basic format is consistent: text provides the setup, and a
number provides the punch line. (Some publications, like the example at right,
lead with the number.) But what makes these lists fascinating are the strange,
often surprising combinations of random factoids — some of which, when
sequenced like those statistics on laughing, raise provocative cultural questions.

As with most sidebars, the juicier your facts, the more effective your list.

Think of dictionaries as immensel
compile alphabetical lists of words in

y long lists. While ordinary dictionaries
general use (along with their pronuncia-

tions and meanings), specialized dictionaries, or glossaries, zero in on subjects

that may be unfamiliar to readers. Every subculture — from skateboarders to

firefighters to newspaper designers — has its own lingo. By compiling lists of
new or unusual words, you can help readers expand their vocabularies while

deciphering complex topics.

4 MOUNTAIN BIKE SLANG
-~ ‘Auger: to {ake soil'samples, . - -
" ustaflywith your face, during -
2 1 trash. See eat mijo. -
. Bacomiscabs, -0
- Bomb: to ide with wild-
o - disregard for pefsonal safety, Sl
‘Cohi clearer: the lead rider
“whodears ol al| the spider.
- webs for following riders

Myd-‘é‘tiiimy:'é shower affera’
rideé on a:muddy frall: oo
POD: Potenitial-Grgan Donor :

< taco'd:

“ - somethingln oo
Pruiine; 1o.use your bike or
i 0.Use

Eat mud: to hit the ground face -
FSt. Synonyims: auger; hunt . . L t
dles taste the trail; go-turf. " Snovemine: a rock 6 log-that's

flord. Usually unintentional.

* sutfing, lse youir face biake
- your existence. . ..
" ‘Winky: a reflecios

This glossary offers outsiders — that is, most of us “normal” folks — a

glimpse of ithe jargon used by mountain bikers, Though most slang terms
are short-lived and regional, sorme occasionally slip into the mainstream,

And they certainly paint a colorful cultural portrait.

“Potato tchip: a wheel that has -
e hedhy beritbadly, but not. . L
 Prang: to hit the ground hard,

‘- usually bending-or breaking - pE

helmet to remove leaves and "+
“brariches from the suirreunding: -

- - hidden by snow-on the trail. - © |
Steed: your bike; the réason for

A quidk guide to commion werds arid phrases -
- hoh appetit (B0 nap-uhieet) good

 appetite;'a toast before eating, =+

‘carte-blanche {kart BLAHNSH): &l

On Sept. 16, 2001, five
days after the World
Trade Center attacks,
The San Jose Mercury
News ran a page that
updated the week's grim
statistics. At that ifme,
those figures included

549 dead
4,972 missing
4,380 wounded

256 confirmed dead on
the four planes

245! approximate speed
{in mph) of Flight 11 as
it hit the first Twin Tower
&: Years it took to build
the World Trade Center
36.008; People who
worked in the World
Trade Center

1%,008: Approximate
number of residents
ordered to evacuate
lower Manhattan
35,860: Body bags
available in New York
7t number of office
buildings destroyed
258,000 Fstimated
tons of rubble

43,5087 Number of
windows in the Twin
Towers

L distbetinRaT B $20 Billion: Anticipated
S '?C'T?‘_!Q{]?FY'PUWEE T RNy Insured fosses from World

.--cestlavie (say la VEE) that's life, .- irade Center attack

;" déja V“.':(DA:‘_('J'QH-VOOJT':Fbe)S’e{‘SatiQ”" 15: Average daily hours
L 'hth_a’&[.:spmet‘h‘mg;h@s‘ happened before, on-air for major news

- faux pas (fowe\EAW):___a social blu_'nvder, anchors since Tuesday
-2 Jene sais-quoi (zhu nu say KWAH) $160 miflion: Dally loss

Fdon‘tknow what; the fitele something ; in ad revenes for local TV
that eltides description. .- stations and netwarks

- joie 'dﬂ'vivre..(zhwa -duh VEEV-riih) | because of crisis coverage
Lo :IQ‘-"?:pﬂlft‘-j_‘.._.-‘, RS ar B i 42 Mumber of days

- raison d'etre (RAY:zone DET-ruh ; Wall Street was closed

o reasnnforbelng RN L : E £0,000: Average

. Vis-arvis (vee-zuh-VEE): compared t N daily number of U.5,

" Souic The Warld Aimanac : ] commercial flights
R Sl . $10 billio: Ailine
News stories often introduce readers to foreign losses frem grounding
words, names, and phrases, And whether a story all flights
discusses.Ryssian politicians or Chinese athletes, 2.40°% Death toll at
pronunciation guides increase our word power. Pear| Harbor
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 CHECKLISTS

QSave gas by a\roldmg sudden stops‘ :
-and starts: If idling for more'thari a
- mlnute tum oﬁ your engme :

"EI Brmg your oWt reusabie shoppmg .
- bagi o
(X Buy organlcally grown food and =
. faver. tocally grown products.”:
“T'Buy in bilk. Répackage in 'smallé
I r ;_portrens with retisable storage
ST . N urce ; i S : - ~¢ontainers fof pantry orfreezer

HOW YOU 55i0fs 103 UNiry.is car. [ Look for unbleached ‘paperersion:
CAN HELP conditianing. - 00t coftee filters; milk:cartons, toilet
THE EARTH iy a fuel-efficent car Increasis paper and. paper towels.
ft's pever too late to ! il A_D Ayolci prociocts usang.exces

change your habits flonis o & : u fée
and begin making ry to. get thére witho 0 Avoid i bt dicts.m merida
Earth-saving chaices ;- - ‘gered species of takeh egaliy

; the Wild;Before-buying.a et
- every day. Ordinary plarit, agk the store bwnerwhe

- people CAN make a ST S\ Pne fom.
. difference. And here B, e : o
“are a few ways you 7% Vo - yow teins you dortt
“gan he.’p . - rmaintain and repair the thi

.. own to make the last 1Dnge

e Use detergents wnhout phos- b ": :
tphates Better yet use soap flakes AR

R wltch to.a non: chlorme bieac .
Only ron’ “full loads: Set upaTack to
ry-small Joads: (socks or urider-

*wed). “Considerdrying with sola
g power o am outdoor dotheslme;

When buyrng 3
machine;, cen5|dezr a frorst |oadmg
washer, They use 40° percent less=-
wiater, When buying a new dryer R
" considet an energy-efﬂoent gas
. model aran electric modei with "o -
energy avmg features

Most lists are passive — that is, they itemize information in a
concise way, but they don’t really ask readers to do anything.

But suppose you want to engage readers more actively? To force
them to grab a pencil and interact? That’s dynamic journalism.
And that’s what we'll explore in the pages ahead.

Checklists, for instance, are instantly interactive. They can be
simple, like this checklist of macaroni i’ cheese ingredients:

(] Macaroni [ Cheese

Or they can be complex and decorative, compiling tips, asking
questions, encouraging responses. The important thing is to gef
the reader involved — to make information as accessible and rele-
vant as you can.

e _:oor hmges pmned to prevent’rhelr removal?
garage doors and wandows secured wrth fock
) oes your basement door have extra protectmm
5 there 4 W|de angle VIEWEI’ en the entrance door?
Are shdmg glass doors Secure agamst forcmg’
9 Are double-hung wmdows securecl wrth extra iocks7
100 'Do basement WH‘IdOWS have meta] screens or. Ioek r '{

3 Are treés & shrubs trlmmed from deors & v\nndo\n.'s7 LRl )

_ 12 Are ail entrances well !lghted a*{ mgh’r?

GHII.D GARE
GHEGKL!ST

: T,I.Not sure what o fook for afday—car_e
: centers? Here are questfons to ask

ow. Iong has this. center
“heen: operatmg" .
What kind of tr: mng have :
: taﬁ memhers had? -
i What |s ihe thlld-to-teacher

precautlon‘ observed heat covers
n Tadiators, safety seals'on”

Are play materials avaifable ant
approprrate for- drfferent age

‘ ost lmportant* Do the
children’look happy ahd - .
occupled" Fust your mstmcts :

All three checklists on thls page strive to be
interactive, either by offering user-friendly
tips, by asking a series of questions or by
letting readers quiz themselves with
check-off boxes for their answers.
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GRAPHICE & BIREBARS -

Q&A’s

§ What's the deal here? Why is this sentence in boldface? And what’s with that
little “Q” in the dark bhox?

¢ Good questions. Journalistically, we've changed our approach. Rather than
conveying information in the usual way — as narrative text in monologue
form — we're prmtmg a verbatim transcript of a conversation. Typographically,
we're giving each voice in this dialogue a distinct identity. The interviewer speaks
in boldface sans-serif, while the interviewee speaks in serif roman. And legally,
I'm interviewing myself because my original plan for this page went down the
toilet. I was going to reprint a juicy Q&A with a famous rock star, but the legal
clearances got mucked up. So you're stuck with me instead.

% A famous rock star?
i Really? Which one?

i Forget it. It’s just not gonna happen. [ tried, but some editors can be real
¢ pinheads when it comes to sharing old material they’re never going to use
again anyway.

11 Was there anything, uh, juicy in that interview

- you'd like to share with us?

- No. Something about sleeping with Madonna, as I recall. But let’s get back to
Wid. our discussion of infographics, shall we? When you run a Q&A, you want to
make sure each voice gets proper spacing, leading and —

: Madonna? Really?
. Who slept with Madonna?

- Look, T don’t want to discuss it now. Let’s talk about Q&As. Like, how effec-
+ tively they can capture the spirit of an interview, making you feel as if you're
actually eavesdropping on someone else’s conversa-—

- Was it Sting? Jim Carrey — wait, no... he’s not a rock star...

. Hey! | know: Hootie & the Blowfish!

- Huh???

AHOY, VEY!

An allegedly true
radio conversation,  ®
from the Chief of Maval Gperations:

VOICE 1: Please divert your

course 15 degrees to the north
to aveid a collision.

divert vour course 15 degrees
south to avoid a collision.
VOICE 1: This is the captain
of a U.S, Navy ship. | say again,
divert your course.

you divert Your course.

VOICE t: THIS IS THE AiR-
CRAFT CARRIER ENTERPRISE.

o ndnﬂ&uéi retirement arrangementv allo
VOICE 2: Recommend you 'save Up 10 $5,000 annuaﬂy i a special -account s

) ; . Your, mccme on your tax return if you aren't'covered by
VOICE 2: No. | say again, A retwement plan at. ork: [fyo ar

WE ARE A LARGE WARSHIP

OF THE U.S. NAVY. DIVERT

YOUR COURSE NOW! _ Your money -
VOICE 2: This is 2 lighthouse. accumuiate on.a tax deferred baS|s That means faste
Your call, : 1

Thzs popular type of QerA —a stand-alone speczal feature —  IWsnota QA — but dinlogue  This “explainer szdebar poses typzcal questions readers
gives bold display to a single reader query. can make an effective sidebar.  might ask - an effective way io decode confusing subjecis.
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BRAPHIBS £ BHEBARS el

QUIZZES

stars of o never-ending movie: “The Story of ME! “You only g around ance in 1ife," the beer quls used 1o
But be honest, Do you really think your autoblogrephy sy, g your're pof o grab alf the gusie you con.” Think
would make gripping reading? When they film the movie  your'se grabbed encugh gusio? Prove il. Take this quiz ang

¢ oll shink of onrselves as heroes of @ great Aovel, as teaue the audience snorfng? h a s h = h B l‘i s e

. . ~Adam's als™ 15

' L Behc arteroes for:
et

* b gagae

! sy

M . A feilor for " covibay

! with spurs” Wl
k you:

is your life story? | Test your

version of your e, witl it be & smask ar the box office—or  discover your Gtiste Quotient. - THM HAHROWET - ;
"' Devgh wePdome
Bag oi gl AR undit BUNUS POINTS Y . -
(g oo 2 Gurdl Of Uater: l ]’WWWMW-’E: T dob .‘g:hll?';:o':f?“ »
ety GouneFfarn | coctod, push, foacot, © ettetbeg i
been nvohedia + b eheoble 202w e
g‘mngmm- S potror s 7 € st s
Havo you oot Goae: A aaui? o) da?prose) - e, When < weter asks
O g Tt 00100425, : . ﬂ for Tt oEg b
i et Sneandset (In plain English, thats 3 s
achiing? : i Gon? : : A n s 415
i __ deomes i ‘Tunch-counter lingo) A tntleg o0 e
e v et been i a g & S suans
e TG peyckic puwers? - By SHABON KAPMIEK. + & smbary s ccatn
joigtioig fem s Rl T e D
e ERET s e O B, >
bergoejumging? | O O a2 Lo, A i T4 hashlowsn Geoek — the Enguoge wod, | g A request
- . Betf e i urforraialy, B ol lss these dady, 3t many : for it
- - Haw you evas Communisz sunch tonswrs erd gt by Srvers clling tholr ceders 0, RRy sl
o VAT 1 [P — PR ] v p— 5 y B * maclforn
gt | T st i e T B o L
MouAEn G- proviet BORUS POINTS: It et 18 Jarsala 1, Meorken, 1t wsa culivated by &y o
gt =4 v wlack wenitess I O 100 and B 2 aulssetbns
ing? fitrmy =) yasvo ever fukited spme Do o, hlarket wTote. o {1t prolty sl canfined to ihe | &S bunon
Hizet yRu swer; been extemaly “ﬁm’%ﬁ'ﬁﬂm waifrebsts 4y conutemacn wha glorily thbdrate catine
d e
r2 spoas aen? et e goahead:'ﬁ - Toiily, v rms sarved severa) prryos, Sycitmes By |
oo d? oy _ baop hamaless? 0 yoursst roce ineiidlcd to krep pustioers T uogkzsianding what vas |
e o) o T - Peippdint
ey . mena T ‘(ma;( i oo o beig el B i Seappy, sy B for:
—_ compeeding Jisapriacadigd T e b e o e el
spons ehent Pl o AT ARG "was 1 sonter gl tour. S N b bz Emice
3een by MG AT VIAR AL VO Trlertain youckell by testing your smarts oa 1h: flowing | .4 wall-doam E3rbutgar
031 1,080 lams? und: 0. i iicraou G e sen i ™ i <0 ot : g bim chew 4”
087 O WAL LIS ! - 3 : maats the CusTam
PRIV T g— L) saved When o altress wints A waltrons asking B - | Fiporigvigherinid
v Whgaged a4 10T ey, e S ﬂﬁ'ﬂmuﬂwha\mru + TRk b v3in A tosa an T
i e rogasd s s ol B oscere, sne aeke for | inchudey
et ditog orlg 3,&7,2‘;'%%5; e s et ) pi
1acig, o tamn
aﬁdnt%m' portaemed on 2 ioired 4 monassc < peramd o
b " gl O e ; VINICh phiraso wHi not
iigd rissiEnaY Wk ol yul 2m order of .+
i e 1000 risseaay gty rol ..
peopke? fems e o e
Farae yau o e CHBRROECO? . :’I;\oe?m‘i;m ]
- S?"‘}'i"f:i,,;. PSR gt Yo bveda
ot o Wan2 MES e, orter He 1
mgi-aluur ::m— award? [Sprsr mmgc, buednm
uoerel 110w 061 a0, W ot be ;
o Slositd iy o9 ouat; FOA | iy ones : if'f.l,“;;.hm
aboal, plane o1 i a i
w2 [ra s o you teguiary GO V3 104.200; An impressive abaledapps 7.
Tileihiled 0r05g- st grohanyy | S How 15 Hme 16 lurts
T e ok T ot TV, got k24 that
M0 oI e gk e,
Eadof bied P SomHe SETOUS POFTE.
mre fhan 100 .
201000 Faty Zoe- § ;
B wtsmersy s
cd : Fnanm 1 2% A cal for iy
s e B
af vopaget on at partes, &A10) rgus: o d
L0 gsen BENT G ingsbazrbs“?mamenda:es. e s ae
fnd . — ot . g
. ?"uz(vo‘l,‘ﬁr:‘sf& _ weenpmowdby | Haeegoagen e A o e P o - i 1 B :
e adeadyineedl. besnarestea?is [ . boed mamed? ]
visteda foregn b Haypyon survacs it repiie o gnmal? | T m) {1bma_ o cace Qrar 303 Wonl . o
el ool S IO DT B I - - 4
ey . wingseed & filpmg e S0 T o aing
DORUS FEINTS: Aw e e Bt i et oA TR eplyin o A . . . . .
iy ohyme. | an B i ] psvone : hove: This quiz from The Oregonian lets readers test their knowledge
" o . boentwewetmel L escaped flom . . .
fitrgi R it Al | T parioms § o SOOI | g o g of lunch-counter lingo. When a waitress tells the cook to “keep off the
. e BONUSPOINTSIH | . ctrited s | ? o »
wosi | swwmene | oo M | | grass,” does that mean hold the vegetables? The lettuce? The cole slaw?
0’ o) gt N 7 beon Kk 45 s ot s ORET
o) by fEanehe, 106, beenina fight of miehed & | Somus gl et
M o Sty 3 Bac :ﬁ‘;”-““ 5 brond? 1oy atackoct? im) gyt
v Yo oo Bonc? (e —_— pra pathardion? eriyeses ad. - - . o T + . . »
P, et Al ] S Left: This full-page quiz asks, “How thrilling is your life story?” You
ey ‘ o wtenpanina | | ERECTEITE L ) . .
L meayrops | RIS i . pmpuate | | Sl earn points if you've seen a ghost, survived a plane crash, spent time
—_ e Ay GUSTD. .. i . -
Sease o a1t omrnar] P «
o van iyt | Slremey g | oo sttore || A in jail, etc. — and by totaling your points, you can gauge your ‘gusto
a¥rnd 10-yoUT Kk in aviar? o e f T e 2 BazC G Pattand, OASTIO . ” . R
e ke i b il B corytlrs) | bueee guatient.” This feature was enormously popular with readers, largely

because it’s so offbeat and interactive.

Most newspaper stories are written in third-person past-tense: THAT GUY over
+11ERE did THAT THING back THEN. As a result, readers often feel disconnected. Left
out.

That's why quizzes are so successful. They're a way to let readers participate in
a story, whether the topic is health (Are You a Candidate for a Heart Aitack?),
sports (The Super Bowl Trivia Test) or hard news (Are You Prepared for an Earth-
quake? Test Yourself). Quizzes, after all, are a kind of game, and readers love
games, Feature pages, in fact, sometimes use game board parodies (How to Wi
the Diet Game) to explore and satirize cultural trends.

Most of the time, yow'll provide quiz answers on the same page or somewhere
pearby. But if you're running a contest or reader poll, you'll need to include a
mail-in address or Web site and formulate a system for processing masses of
entries — as well as a plan for a follow-up story that tabulates the results.

As any student knows, tests and quizzes come in a wide variety of formats:
true/false, multiple choice, matching and so on. On the next page, we've displayed
the most popular quiz formats for publications.
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GRAPHILS & HIfBans

QUIZZES

2

SHORT-A)

izt
[ o]
e

o

o o e

H

1'. How .many Efvis albums. '5.'Wha't was Ehvis“ironclad - ' o

.
18 “reached No. 1 on the music.© - rufe during concerts? - RN -~ ANSWERS ;
L charts® 6. Who was Elvis’ favorite” L Thisi ical
: s 1 1y None. 2) Shap. - is is a typical format
2. What was Elwe major |n <. movie: actor.as a-teenager? . 3) Kurt Russelt, 4) Aron, U for a short trivid test.
- high'school? "7t 7 Wkiich of EIvis! records was: - .1 5) He never took "1 Note the boldface
3 What famous actor made $00 L his:own-favorite? oo .o requests, 6)Tony Curtis. | . numbers, the hanging
- his film debut at age 10, - 8 Whiat was the niame of Elws‘-_ : g gﬂ"""’ y ’l‘(’e"e" U indent, the extra lead.
'~ kicking Elvis in the'shinifi - " flamboyant manager? - 9 sor p%Tnda; & | ing between questions.
‘- the movie /¥ Happeneq’ a_t S ._9 How much did Eiy:s we!gh | M Hewasonthetoilet | T conserve space, we've
o the'World's Faird -0 -when he died?: o reading a baok on the U yunm the answers in
4 What;/vas Ei\ns mfdd!e ©10, What was Est domg when ‘: o shroud of Turin. " paragraph form in the
: name R N - S

answer key. Are they

he_dled7 : :
3 S I easily readable?

) FOTR 1. Which uses the. | - 3, What percentage . 5. What state has' o :
. N&'iﬁ“@ ‘most: energy?: of tropical rain: ’ the highest level - - )9
= L v . T L t o 13 5
W CUta) Stove s . forests still exlst’ - - -of carbon. dlox|dei ) E Anorhtar;? milzar’qmz
) - b) Refrigerator " <6y 80 - T T emissions? 00 — By & format. Here, we ve
fﬁ-;% c) Washmg machme, bYSO. o )Callforma R foun Aoz A boldfaced the questions
- I S c) 2000 0T rh) Newddersey Oal‘jla;;dmz e | and aligned everything
, 2. Whlch,form of - o g )Texas S e J,&"wﬁuo ,(laﬁi(q).g .U flush left. The answer
i@ “energy ismost .. 4. I-!ow Iong doesit- - o {0 ¢ ‘v box has been printed
-environmentally - take an aluminum 6. Which consumes “S[EpOW JU139j3 E upside-down to keep
ﬁ . friendly? -~ """ can to decompose?  the most water? . . | UBYL JUBDIYS Bi0W Ble ' readers from cheating
- -d) Nuclear power " - ‘a) 50 years. - .. @) Washing machine - s3h0ys 566 Ing (2} °) { — and also because
_ 2 b} Natural gas 7 b)-150years .. b) Dishwasher . - SHIMSNY - ders don’t
-é@ o Coal: s o Cg)500years o g Toilet o v [, many readers don
meel ree LD A R c e T e — Lot WANT fo be able to
w = . 1 peek at the answers.

L your ,'ob bummg you out? For each "yes” answer give

??S‘?g yourseh‘ the. number ofpomrs shown, then add your total - SYMPTOM - S

~voits | SCORING YOURSELF

0-10 points: Your job

Unlike the quizzes
above, self-appraisal
stress is relatively normal. ;
10-20: Moderate stress, ; fests have 1o ngzt O;; .
Cultivate hezkhy habits to o wrong answers. Ratner,
these tests are checklists
) Is affec that allow readers to
your life negatively. Time evaluate their behavior,
to consider a change. : . L
30-40: Get some relief L+ 3 Like other exercises in
hefore your job seriously  1* = pop psychology, these
undermines your heafth. | - tests often try to point
: ” BN e o out problems readers
R T L LR R T, B P : may be unaware of.

S Migjob corsists: of boring, repetltwe tasks.......
So201S Rot Ilke[y that 1l e promoted any’ume SOON .coinliiie
A When I'm overldaded with work, ‘thiera’s it one to-hslp me ..
4.1 have more work ta'do than I could possibly finish....... T

©" B My hass and colleagues are extremely critical of my work.. .4 7
6. I've beeri getfing sick mofe frequently lately: .c... e

* 7. Fim' using more alcohol.’tranqunizers than 1 probabiy should ...

- 8. 've-lost all'sehiserof commitmenit and dedication fo my jobi.
T8 Tact depressed afid irritagle around friends: arid famlly
- 10.| fantasxze acts' of v;olence agamst Y boss

ddddd

keep yourself eptimistic.
20-30: Stress is affecting

'."8.-FavonteT\f-commerc;al RS S e ‘

. _ ) : be sure to give them
A P S - P S P S 4+ enough room to write,

s il D T o o o o o e e o i = o et 3 3
FlE I %ﬁgmggéﬁg g e : T Lo o 5 You dor't need to add
Sé Qgﬁ.g & b 1 Fa\mrlte T\I comedy SNEERINS Sy SR EREREEN : ﬁll?m bianks for most ;
BYEY i S : MAIL TO: ! quiz answers, because
aayrepTe 5 2 Favorlte Wdrama - : ‘
@E§§§?§§ ' ] _ ) Television Survey i they take up too much i
T Favorlte TV actress - - L ... The Bugle-Beacon ¢ space. But if you want
Sl N EEESEE SRR S P.Q. Box 1162 ' !
i : R PR N R X i sto 1) -
. H. 4 Favorlte TV actor . Ll - el Portland, OR 97207 } rza.tder o O'some
% P T P T I v thing with their answers
R v 5 Favorlte v theme song el L e FAX T0: i — add up scores, partic-
£ Tl T T T (503) 221-8069 ! ipatein a survey, enier a
. ‘6- Favorlte 'I'V news anchor K 603 : P P th % - ; ¢ Jihi.
I Sl Io s NI el T Entries must be recelved 4 ':_‘mtes__. en a forma SEI
[ 2 Favorite TV talk-show host : Tt by noon Monday, April 14, o like this is helpful. If you Hih
i B ; . . One entry per family, please. ! want readers to respona’, i llli
‘ |
&




BRAPHICS & SIDERARS -

SURVEYS & POLLS

.-~ Test your own siaivs with this oross E:ecﬁdn‘l o
- "6f guidstions from our family Values pofl, s

" statewide residents we suirveyed-fast week.-

| WHERE DO YOU STAND ON FAMILY VALUES?

© 7 Two-parcit families are the st environ: - o

o 3.Families where-Dad-works-and Mom stays
L ho'hje_with kids just aren’t realistic anymore; .- - |
‘_-i_:\A‘gr_ee~__‘D‘Di'sagr_‘ee'_ el

ther seé KOW your. answers compare to the 400-- :
" 4. One of the biggest taUé_es.of‘t‘éen_probieﬁ]"s.

" 8, When parents can't get aloig, they sho

hent in which td raise childres
T Agree.  (IDisag

STATEWIDE

e DoyOll agreeordlsagreewuth -2+ i that parents don’t spénd time with their kids.

. the following statements: -~ ' SR
©> .l general, fathers do riot make children as. -
- nuch-of a pricrity as mothers doy it

. yles to accominiodate the needs of families. - -

: " 'stay. fogether for the sake ‘of the childre
AR UAg_ree_*- .Ci Disagree. ...~ " et ‘Ji%_:J‘A‘gx'lfeé_‘;D-:-pisagreé‘

* 5, One family arrangetnent is a5 good as anoth-

er-as long as children are l(_j\;'g'dta_nhd cared for.

L T _I:!‘A'gr.éé:_ ] Disagreé. 0
6. Twiorincome faniilies terid td place materia
needs ahead of family values, > 70wt s 0
. [1Agree " U'Disagres -

childreneven if it means finaricial sacrifice,

. Agree - O Disagree-

10 sé‘en_"}ﬂﬁt-as, many problerns in 1
. parent families as i single-parent familie

Businesses shioyld offer lexible work sched- f

01 Agree - O} Disagree

9.A parest shiduld stay home with pr ciool -

RESULTS

1. 58% agree.
. 77% agree.
. 63% agree.
. 84% agree.
. 76% agree,
. 48% agree.
. 79% agree.
. 25% agree.
9, 67% agree,

[

(- -]

7+ sourea: The Oregorian *”

10. 67% agree. |
L.WWMQWJ“

CFIRST .

. DEMOCRATS -

. ﬁﬁde'c_iaeu:;

Checklists and quizzes ask readers questions. But when you want to analyze

their answers, you conduct a poll.
Taking the public’s pulse can be fascinating. Frightening. Time-consuming.

But it’s vital, whether the survey poses a question as simple as this —

If you had $100 million to spare, would you
feed the poor or buy a pro baseball team?
Feed the poor....... 69%
Buy a team.......... 31%

—_ or asks a series of questions like the chart below. As you can see, a variety of
design options are available, from plain text to decorative logos, photos and
graphics. The crucial thing is to keep data accurate by surveying as wide a sample
as possible, and by avoiding biased or misleading questions.

- GHEATING: HOW ‘COMMON IS IT?
‘ﬂ"A':méjdriij/':o'i'hfgfj—:'s_cfr‘;)”o:!.'Ijig}i:a‘éhiei(érs__(Stuﬂén”ts"wh_,,v _
. -average) admit they cheat. Most say the Ve copied soimeong. éfs
- hut a-surprising 40% confess 10 cheating on'a test OF quiz

i

-Uéed’ C|iﬁ§NQté5 -ar Moriarch
Notes to avoid-reading a hook

' CONGRESS: |

i the primaty, election |
“were held today; who. .
- woilld you vole for?- - |

" Gary f.‘_i;‘:k’iin‘g'._,i ﬁl%%- "
Elizabeth Furse, 39%

s 4
R =

S = A ol
R g e T

" REPUBLICANS " .

.+ "Souce: The Assoriated Press - . o

Survey results can run as plain text — or yoi can dress them up with graphic extras like
these. At left, an election logo identifies this poll as part of a series; above, pie charts and

WOULD YOU
RA

HO

HER BE®

BILL GLINTON-
D/’ L

;

:

;

£

E

;

|

£

!
33%,
i H
!

:

H

i
£
!
;
i
H

bar charts help quantify poll results; af right, swall mug shots add instant reader appeal.
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QUOTE GOLLEGTIONS

STREET TALK' DO YOU SUPPORT THE PRESIDENT S NEW TAX PLAN'D

_ The preszdents T
: plon sounds fair .-
‘to me: It’s time
- for, people to stop -

:hmmg and start -

?share
\Mﬂge MDRGER

No Enough is
: enough Tdoi't
g thmk] should be

"i.honesr proﬁtable

. "."1 dan_’f mind
being a bread-
winner, but why

- politiciats chew
-such big slices?”
SHooKY SPACK!.E
'Eogene S

Roone Arledge, former president of ABC News, allegedly once quipped that
when gathering public-opinion quotes, you need only three: one for, one against

and one funny.

We've tested that maxim in our man-in-the-street quote sequence above. And
whether you agree with Arledge or not, you must admit that those talking heads
are both visually appealing and engaging. After all, readers love hearing their own

voices in their newspaper.

Whether with or without mug shots, quote collections are entertaining and
informative. They generally follow one of two formats: a sampling of opinions on
one topic from a variety of sources (below left), or a sampling of one persomn’s
opinions on a variety of topics {below rtght)

Either way, a few well-chosen remarks give any subject extra accessibility.

o FAMOUS LAST WORDS 5 '
* - Sotne'fond farewells and deathbed W|sdom from
i hlstoncal flgures as they‘made the;rfmal exrts cre

L .' Wonder Why he shotm : :
Huey l.ong, I.omsnana gevemor (1 935)

”My fun days aré over.” : .
- James Dean, actor (1955)

The earth i suﬁocarmg ‘
“ Swear to make them cut ine open, 50 I wen't be buned alive:”

Frederu: Chopin, composer (1249) -

. Who the hell tfpped you off7 .'m F!oyd all rfght
: You gotme rhrs trme L

' Ihave a temf.'c headache.”
: . Franklm Delano Roosevelt U S.presulent (1945) -

lam dymg Irke a porsoned rat m a hole lam Whar Lami*
Do : .Ionathan S\nnft satmst (1745) _

o I Iove you Sarah Forall etermty I Iove you
James Po!k US pre5|dent (1849)'

L I ve had 18 strarght Whrskeys I thmk thats the record”

Dyian Thomas, poet (1953}'.

This quote collectzon fomses ot a single subject — famous last words —
though the quotes originated from a wide variety of historical sources. .

Charles "Pretty Boy" FEoyd gangster (1 9341)‘ ;

‘,'THE wn & WISDOM
OF MARK TWAIN.

Wry observatlons from- the: wntlngs of Amencan
: humonst Samuel Clemens (1 835 1910): :

When I'was a boy of 14, my father was 50 -
fgnorantl could hardly stand to have the old.
man-around. But when [ got to be 21,:I'was
astonished at how much he had Iearned in
sevelryéars.” -

“To cease smokrng is the easiest thmg fever o'.vd I ought ro know
because Fre done ita rhousand times.” .

“Life would be mfmrtely hap,orer i e could om’y be bom at the
age of: 80 and gradually approach 78 '

Golf isa good walk sporled L

When your friends begm to ﬂaﬁer you onh how young you Iook
itsa SUré sign you're getting olo' "

"It is easter to stay out than to get out .
“There JS no. sada'er sight: rhan a young pessrmfst T

Lt ain't those parrs of the Bibie that | éann tunderstano‘ that bother me;
s the parts that | do-uirderstand. *

Let us endeavor 50 ro !rve that When wi dre even the undertaker
- will be sonj/ : :

- while here, quotes cover a wide range of topics, bur all originate from
a smgle source. Either option is an effective sidebar for a longer feature,

‘do those pinhead. ‘. .




GRAPHICE & GIREBARS

News is full of numbers: dollars, debts, crime statistics, budget percentages,
election results. And the more complicated those numbers become, the more
confused readers become. Take this brutal chunk of text, for instance:

In 1986 34 500 unlts were lmported compnsmg

- jfhad risen to 77,400, and by 2006 more than 17,000 -
. units were arriving monthly, representlng an increasa . " : ‘
- of 591" percent over 1981, the: first full year of operation.” "

Huhh??You see the problem. When math gets heavy, charts and graphs come
in handy. They present numerical data in a simple, visual way — the simpler, the
better. On these pages, we’ll look at the three basic types of numerical graphics:
line charts, bar charts and pie charts.

THE WORI_D 3 HIGHEST MPH
SETTeE MAXIMUM - ,
T ANIMALS
e 50 .......... From Natural History

magazine 7

EEEEEREREEREEREEE R

JULI T detierming’
Ll thesefigures,.
. - the World Bank
L divides eaich. T
OUfitTY's populas |
tion.into the value © -
... of its fotal gross. 7.
UL national product== "
‘whichyjeids a figure, .
. the bank considers =
otighly eqial to income

rcitizen, in LS dollars: - -

 HUMAN RABBIT HORSE CHEETAH

The bars in most bar chorts stack vertically — but they're equaily effective This bar chart adds a few extra graphic elements. Those dotred rules were

running horizontally, as they do here. Bar shapes and sizes are often deter- added to help you gauge animal speed. The arrows atop the bars imply
mined by the overall shape of the box, and here, that's how they fit best. motion — as does the graduated tint in the arrows” screens.

RAN CHARTS The bar chart compares two or more itewns by sizing them as columns parked side
by side. It uses two basic components:

1) a scale running either horizontally or vertically showing data totals;

2) bars extending in the same direction representing the items being measured.

Bars are usually stacked in a logical order: either alphabetically, chronological-
ly or by bar size, from longest to shortest.

In simple bar charts, each item may be labeled either inside the bar or at either
end (as in the examples above). The bars can be screened, colorized or given 3-D
shadow effects, as long as any added effects don’t distort the data.

In more complex bar charts — where the same items are compared to each
other in different times or situations — each item is assigned its own color or
screen pattern, which is then explained in a key or legend.

Background grids can be added to help readers track measurements. But
though they’re usually essential for fever charts, they’re optional for bar charts.
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Line charts work best

compare different 400

Buenos Aires |

By - U.S.:POPULATION: 1900-20007{'§ w}hen tracing one sim-  TEMPERATURE GOMP_ARISONS___ o i

' PRI e e e e Dble statistic over titne, 01 Average daily high tei eratures {Fafirenheit). = .o s
P s l [ l r l B 3 such as a growing el Ch;’cggb,_ll}flnag,j éndguengs A;’res‘,_Afgeméia R P
Y i 300; - . . ’ . r ) f .................... : population measured N - e N L. - s LN : .
SR/ SRR S N N WU S S every decade (at left). ]
R ol ‘ The shading is an i b
s 200 ""f - ""l i ' optional element. Ee i |
i E;'Fois ....... But you can also plor - - 60 o . _ 1
' additional lines to Z71h0% E i

H

H

EH

H

£

i

trends — as long as Cgpelml L Chicaga N i
you clearly label SN ; 1 i
i : ALag 13701980, 192C which line represents <~ - JAN FEB "MAR:APR MAY. JUN “JUL AUG. SEP: OCT' NOV. DEC
L L T S T T ) b e ] (@tright). o0 locelrioiT e e S Ii
o ae The line chart (also called a fever chart) measures chan ing quantities over time. i
EEO AR S A £4q !
{IE BMARTS [t uses three basic components:

1} a scale running vertically along one edge, measuring amounts;

2) a scale running horizontally along the bottom, measuring time; and

3) a jagged line connecting a series of points, showing rising or falling trends.

Line charts are created by plotting different points, then connecting the dots to
draw a curve. (Charts often include a background grid to help readers track the
numbers.} Obviously, a line that rises or falls dramatically will impress readers
more than one that barely shows a blip.

_ / -+ Thepie chart at left o T e i
- BOLTS B ey gl reverses type outofa WHEREYOURDOLLARGOE |
) FROM - B Water - 4 ! blackl %13_—14;21428 e "E_)gpghdr't_urés‘_ji@'the’;gfopoﬁ;éd cify budget far 2008: S
Ty o A o usual design, but one L et e T e s
THE BLUE y activities, . J Co o that suits fhe topic o zmmy |
z';:’gg:fgﬁlggﬁ ;;Ef-‘ - - ’ | E ?nf best agsg;layg that
BT AN Camping & ‘& tzhg; fitz;faf?oi (aeee of
- though only halfof - \ I 1 s book for a ﬁifre
- all lightning-related N . .
deaths occur out- normal-looking pie.)

H
" doors. The break- : " At right, slices of a R
2 downfor gitdoor: < - I dollar bill illustrate S poliesR T Ptk
lightning-related - * . Athletic .~ ["THETRT oo 0 the percentages into U departments,” " recreation, -
[ deathsi L events, 9% THorse riding, 2% | which g cypical budger - 82¢, a3
L S e dollar will be divided. s NI

ddddddd

o

FiE fitagts The pie chart compares the parts that make up a whole. Tt usually consists of:
1) a circle that represents 100% of something, and
2) several wedges (like slices of a pie) that divide the circle into smaller percent-
ages. Each “slice” of the pie is an accurate proportion, which means that a
segment representing 25% of the total would be one-quarter of the pie.
Figures for each slice are labeled either inside the slice (if there’s room) or by
X arranging type, with pointers, around the outside of the pie. Slices are often shad-
ed or color-coded for clearer distinction (or to emphasize a significant segment).
As a rule of thumb, pies should be divided into no more than eight segments;
beyond that, the slices become annoyingly thin.

To add impact, you can sometimes create pie charts from drawings or photos
of the items being measured. For example, you can slice a dollar bill into sections
to show where your tax dollar goes, or draw rings around an oil drum to break
down the profits from a barrel of oil.

i
i
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TABLES

‘GCELEBRITIES AND =~
HEIR REAL NAMES
~Woony ALLEN - ALiFy KONIGSBERG :

“Toi CRUISE. - THOMAS MAPOTHER”,
TSTiNG - GORDON SUMNER "
“"CARYN JOHNSON -
ARCHIBALD LEACH "
ADOLF SCHICKLGRUEE
i EHRICH WSS
RLOFF -~ WILLAM PRATT
JoRATHAN LEBOWITZ
“CALVIN-BROADUS -~

 THEU.S.
“ HOW THEY .

" POPULATION - -0

& CANADA: |

3,787,319 sq. miles 3,851,800 sq. miles :
_ 298,484,215 (2006 est) - +33,098,932 (2006 est)
POPULATION DENSITY 76 per sq. mile 8 per sq. mile o
LARGEST CITY. " NewYorki. million) " Toronto (2:48 miion)
" GROSS DOMESTIC PRODUCT  $12.49 trillion $1.035 trillion
iﬁERtEP"A“\lS'CQME%-" g $416{)0 -1_.'_3;3;3?950 L y
" LIFE EXPECTANCY (at birth) 75 male, 81 female 77 male, 83 female -
CLITERACY RATE 1990 B S
SAUELLICPE R _:‘;‘,w.'é‘c_ﬁ}r(e;‘]'hé-é'[;*s e ek

AREA

Tables using only text: We've stacked two columns
of names side by side to allow quick before-and-after
comparisons. No headings or explanations are needed.

Tables mixing text and numbers: This simple table stacks two bio boxes side by side — one for
the UL.S., one for Canada — to allow readers to compare statistics. Note how the columns align
with the left edges of the flags. Note, too, how the flags substitute for the names of the countries.

A table is an age-old graphic device that’s really half text, half chart. But unlike
other charts, tables don’t use bars or pie slices to make their point. Instead, they
stack words and numbers in rows to let readers make side-by-side comparisons.

Tables usually consist of: 1) headings running horizontally across the top of the
chart; 2) categories running vertically down the left side; and 3) lists grouped in
columns reading both across and down.

In short, tables are smartly stacked lists. They can compare two aspects of a
topic (What's In & What’s Out) or analyze a variety of categories:

29 ft, 4 i S.A 91 !
20, 1%ain. ergei Bubka Ukrai uly31,1994 "

. Hicham El Guérrou]
.. Javier Sotomayor-.

To keep tables as neat as possible, carefully align all rows and columns. Though
text usually works best flush left, numbers often align better flush right:

AMAAZING.

" " b Thomas Harewell Horr

- (1780:1862); a student of th § .

=7 'ing Jamies Version of the. -

= " Bible, uiblished fhese stETStCS o
~ in hiis book, Tnfroduction tothe. -

<7 Stuidy of the STntires:. - L

. TESTAMENT - TESTAMENT .. .. YOTAL |

Books . 30 2066
Chapters . 929 . 260 1,189
©yerses .. 2321477 0 7959 3BT
Words - 593:493. 181,253 1774746
Letters . 2,728100 - 838,380 -~ 3,566,480

In small tables, hairline rules between rows may help alignment. In bigger
tables, too many lines can look dizzying, so screen effects or occasional rules —
every 5 lines, for example — may work better (see the tables at the top of this
page). But remember: Keep all wording crisp and tight.
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GRAPHICE & GIDEBARS -

RATINGS

: 'CAST AWAY (PG 13) ?om Hanks si'nnes j:- B CAST AWAY (PG 13) Tor Hanks shmes i

*as a-workaholic wha sarvives a plane crash . " “as'a workaholic who survives a plane’crash * -
- and tries.to survive-on a barely'hiabitable * - '_ f * " and friés to survive on a barely habitable’
<+ -South Pagific island. For'more than an hour L -+ South Pacific island. For rriore than an-houg: -

" the film abondonsvirtually every common~ = . thefilm abondans every commion - - :
- movie convention: music, dialogue; plot. But 4 ILImdvié convention:misic, dialogue, GRAE o
--:the festok the film 15 a‘real downer, g;ven : b plot. Bt the'rest is a real downer,. g%‘* Lol

fmthe mlddle *** - glven the hrllilance of the mlddle sl

; workahol:cw 0 '
‘crash-and triés o -

The most cormmon way to rate movies, records, Many newspapers (and magazines such as Enter-
TV shows and restaurants is to assign from one taininent Weekly) assign letter grades — instantly
{(poor) to four or five stars {excellent). decodable by anyone who’s ever been a student.

.- the sénse to choos
" Tascoundrel over

Other papers, such as The San Francisco Chron-
icle, use a series of icons. For good films, the litile
man applauds; for bad ones, he falls asleep.

Journalists are trained to be objective. Impartial. Evenhanded. Fair.

Sure, that’s one way to look at it. We could also argue that bland, impartial
reportage puts readers to sleep, and that what readers really want is a guidebook
to help them navigate through their world, a user’s manual full of inside tips on

what’s good, what’s bad and what’s ugly.

Some parts of the paper have traditionally run consumer-friendly ratings and
reviews: on editorial and entertainment pages, for instance. But ratings can also
apply to politicians, hiking trails, stocks and bonds — nearly anything. Just
choose the right device (stars, grades, thumbs) and label your package clearly.

What you
should be

d‘ 5
435
e$ ) & e§.

"““ «4\%

watching

Persoriality

\,,;, Q.é'c,\} E éo O

Even my parents

ﬁﬁé@@

rhou_th it sucked

é_f_‘ % I'd rather waich
& “Star Trek” reruns

é’?f 2 Mapbe ifthiswas  Character
& the only thing on Hotness

A B

* S S8 s better than
: say that a Termmator ‘ é@éﬁfg 5 “Grey's Anatomy”
“:costume’ promotes

grapﬁic By note cook and gdom kur:o

: \nolence They - - This table from a Colorado high-school paper, The Rock, rates four TV shows according to

gy | predicts this - L
e,f%% weekend 5o

‘_:itf‘ae'3rd flbor hall=

five criteria — and the rating system uses remote-control units to keep score.

way. So_rt Qf hke:w

Sports editor, The Tiie

"Hiﬂysté’ctioﬁf{ig}.i’ SR 5 “Nick Kennedy
G ' Y V- Commentator KXX Rad

: ﬁ} ‘Wally Benson'
Former Mudhog coadh -

This table runs on the editorial page of The Little Hawk,
allowing editors to hurl quick brickbats and bouguets.

Another table: Here, a panel of sports experts predicts winners (and scores) for upcoming
football games. Once created, this graphic format is easy to recycle week after week.
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. GRAPHIE 4

TIMELINES

i MAJOR' 3 . 0 \
T I an end to poverly and corruption and a desire to oust President Askar Akayev.
GALIFORNIA- demostacy povery P e
o 1991 2002 Feb. 27 March 22

Akayev elected Government First round of Larger

president shorily  began cracking  parliamentary demon- Azimbek

after partiament  down on opposi-  elections; protests  strations Beknazarov,

Francrsco (LT declared tion groups and  followed because  erupted an opposition
- independence independent election was seen i leader

THE ROAD TO KYRGYSTAN’S POPULAR UPRISING

Ant-government protests gained momentumn throughout the country, following disputed partia-
mentary elections on Feb. 27 and March 13, Fractious opposition unified areund calls for more

media - as flawed

from Soviet Union

I AR

1995 and Feb. 22-24, 2005 March 13

2000 Oppesition groups Second round  Protesters
Akavev re- blocked highways and of glections stormed main
elected in briefly took control of local gave Akayeva government
internationally  government buildings after compliant building in
criticized candidates denied slets  parfiament Bishkek;
votes on ballot for the dominated by  Akayev

parliamentary election supporters reportedly fled

AP

Above: This timeline recaps key moments in an ongoing 00 TN L e

L nuclear Weapons laboratory

news story. Note how the scale turns dark gray in 2005, " A GHRONOLOGY : ::
signaling a shift from yearly to monthly events, ] THE BEAT.NG -

Left: This California earthquake timeline is keyed fo a Here's il evénts unfolded in Friday’s

: 31987 A5.9 quake in Whrt’rrer krIIs 8

map. Readers can either read the timeline first, then check beiting vf Tony Hewitt at Lioyd | Cente

- .51989 A

the map, or study the map and then consulf the timeline. 7' g; gg p.mr\fce prmcgpar Ted Brc}oks- o

Right: When reporting a crime, it helps to reconstruct the
sequence of events. This minute-by-minute chronology
(sometimes called a “tick-rock”) provides the details.

"unwanteds “frying to get. rnto a
dance at Adams Hrgh School o

The most graphically
ambitious timelines
combine images and
text to create a pictorial
recap of past events.
Here, mug shots of
musicians help to
reconstruct the year’s
musical highlights.
{(Keep in wmind that
faces in photos should
always be at least the
size of a dime. This
timneline, like many of
the graphics on these
pages, has been
slightly reduced.)

When we write fiction, we plot the story chronologically: Boy . ,backup from Portland pohc Units.
meets girl in spring. Boy marries girl in summer. Boy gets hitby abusin 3¢ sent from North precinct;

f...and so on. But wh tite newspaper stories ften £ 95 puan e dinge s shutdowry
fa on. bu cn We“_’ ne . P p, 0 ) ’W_e 0 940 p.m. Anumberofyouthsdrrft
bounce back and forth through time: Yesterday’s meeting discussed

“ “‘toward Lloyd Center as police:. .
tomorrow’s vote to repeal a 1999 tax to fund a domed stadivm by 2009 disperse the'crowd from the dance.
.and so on.

16 p. The: crowd of youtfis arrve ]
Time gets tangled up in text. That's why timelines (or chronolo- - fiancée Tara White, weit for their.

atLloyd: ‘Center-as Hewlitt and-his :
. . . . . . *ride; Hewlitt is Beaten™oy tw outh
gies} are so effective. They put topics in perspective by illustrating, - Police aml,e iutes |at}ér °y
step by step, how events unfolded. : TR LA

| oct. 27 K'Reégée"‘ -
. Iegend Banana -
v 5§Jhﬁ WOWS the o

: Apl’ll 14: Des :
: constant rais and”
’ > play:a surprise.g
“at Mummy's - -
. Cabaret Luunge
_Opening the show:
(% is-controversiat.

“Ballroom: durrng !
‘the Hallowieen -« !

CLerock egend Elws o
2 King stuns fans by -

- angouficing } fe's
- retirfng frem the:
stage to puréue a:
o ¢dteerin mter -

- decorating,*

‘causes A’ near rro%
‘when he rnc;tes
... fars 6 storm the

X '-Memorral Colrseum
- stage; four are.
~injured, 22 arrested
: |n the stampede

Auditorium. > L
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GRAPRIGS & SIBEBARS . s

STEP-BY-STEP GUIDES

5 Scodp;"théllzard T B shake ot Y Massage the lizard's - P Applymouth-

bl torsg, applying
>: on-and-off pressire: -y
" directly behind its front legs. -

=t to-mouth

- restiscitation -

- tothe lizard,

< hreathing. -
“slowlyand
“forcefully.

%urce: The CoEvolution Quarterly o : s

Life is full of complex procedures, from changing a tire to baking a cake to —-
well, resuscitating a lizard. And the clearest way to walk readers through a series
of instructions is to arrange them in logical, numerical form:

A step-by-step guide.

If you've ever assembled Christmas toys or wrestled with tax returns, vou know
how confusing bad instructions can be. That's why step-by-step guides must be
as clear, precise and user-friendly as possible. Whenever possible, add drawings

or photos to illustrate key steps. As the examples on this page make evident, it's
better to show than just fell.

dddd

- A HOLIDAY. -

- What you'll nge
- # Fresh greens: (you can-cut’
- hiomegrown evergreens-or
.- purchase them from a nursery. - -
It fakes about 7-poufids
Gmakeéiz- S o

 HOW TO MAKE

@ Griffy
o Scurtle Maelirs
wefekice K

"

Left: This step-by-step
guide displays a photo
of a finished wreath but
uses only text ro explain
the assembly process.
That' Il work when time
and space are tight —
but imagine how much
mare effective this guide

."d|sgard-wquid§f'bfa'ﬁc’h¢ ' | would be if every step
T Layer 3:4 piecés of greens | o were illustrated,

oL Right: This fis-color
" poster page analyzes the

 Until the frame is compleel
‘naite buindles of cedar {¢

it tther greenis):with bundles of fir

2

overed with evergicens. Alter--. * - |

[ Add pine cones: Loop iwire-around the bittom of the cong; <

d3sddddddéddd

wmechanics of hitting a
baseball — the stance,
the stride, the swing —
with expert advice from
batting coach Ken Grif-
fey Sr. Note the freeze-
frame batting sequence
running along the
bottom of the page.
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DIAGRAMS

BPHIS G SBEBARS oo

Maps focus on the where of a story; diagrams focus on the what
and how. They freeze an image so we can examine it in closer detail,
using cutaway views, step-by-step analyses or itemized descrip-
tions of key components.

Whatever your topic, diagrams will work best if you:

& Focus tightly. Pinpoint precisely what you need to explain
before you begin. What's most essential? Most interesting? Should
the diagram be active (showing how the object moves) or passive?
{Notice how the passive diagrams on this page simply point to each
component.) Whatever the approach — whatever the topic —
keep your diagram as clean and simple as you can.

& Design logically. Let your central image determine the dia-
gran’s shape (for instance, that oil rig is a deep vertical). If you're
running a sequence of images, find a perspective that lets you show
the steps in the most logical order. '

# Label clearly. Avoid clutter by using a consistent treatment for
all callouts (sometimes called factoids), whether with pointer
boxes, shadows, lines or arrows:

Callout Callout Callout

N N \

# Research carefully. You're becoming an instant expert; readers
will rely on your accuracy. So do your homework. Cross-check
references. Read the story. Study photos. Talk to experts.

In short: Become a graphics reporter.

Callout

"~ The hiack ink used ari-the < -~ 727 One of the wiighest things fof -~ - .-
front of a dollar bill is-slightly. """ - counierfeitérsiio forge isthis -+
" . magrietic — justenotghfor ;-7 engraved portrait of Gedrge -1
* * bil-changing machines to Washirigton: G:RC:Smilliedid - 27~
- detect phonfes, .70 - - --the'engraving,and it's been-on
o RS - therddllar bilf sirice 1918, -~ -+

I this emblé; the:scalés represent.

. the scales of-justice: THekey-isani .
-~ emblem of authority. The chevro

“of 43 stars honors the:13 original
Lo states :1 i

Thebill's oo
Jindividual -0
»fumber - 1T

. . appears twice. -

- The first letter- .
there; the "L -

S cindicates the
" eodeof.the
- issuing bank:

indicates
+ the-plater
positior

LB8EIS2O60U

“This is ttj_e"b;:af;k(s"_nqm'éf}ca
de; ft-appears four times;

- -Itis illégal in the United States 16 -
- make paper similar to thatin:

- cureincy: The Bureau-of Engravin
. and: Printing weori‘¢ discloge:thie.
.. formula for this'paper;a cotton-lin

" blénd-withred and htue nylon fiber

" person may-
-appear.on a

“indicates the
pecific printing
laie ysed.” <~

na i .“ﬁéu?céé::‘fl'he"?ebﬁl'é'\s A!}nanac; Harpe s;mag'a

Want fo explore the different components of a dollar bill? The diagram above combines history and trivia fo
give readers a quick visual tour — something difficult to achieve in text alone. At vight, a more traditional
diagram uses a cutaway view of the Eartl’s crust to make the offshore drilling process more understandable.

OFFSHORE
DRILLING RIG
Simplified
schematic;
depth not
to scale Helicopter
iy | deck
Drilling
derrick ‘
=T o
W T

J Drill
Legs pipe
embedded in
sea floor

Recent
sedimentary
deposits

Section
omitted

tmpermeable
cap rock

d
) porous rock |
o T ew,

." ¢ 2w ~ 55N

Impermeable
4 rock
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GRAPHICS & SIBEBARS - -

T omihg face o fave with the eudbes

" variety of wildfilewhite maing yure

, vay tiongh le Everglades' vast
s e A, reeds and mangrovelined
walerways an an airleat s 2 guintessential
Sewthnwest Plorida expertence. The machine
that makes this moyent passible is nio less
imrressive for ks versatiity than for fts
sitnpHeity and ngativity.

Irstands to mason, cotsidering the airboar's
history. Adexander Grakam Bell and his
anglneers concocted “3 motor boat wquipped
with aerial propellers.” The Ugly Duckling, as
it was called. was powered hy a Hghiweight

R,

produced a boar featurivg a rear-mounted
englne that pushed the craft ocross e water's
surface: As Curths tinkered with fis airboat,
Evergfadis hunters johinmy Lamb and Russel
Howard Built shnflar craft powered by car
eaglues and prapellers made of cypress.

Lo hetter vinlerstant! wlsat nnskes alrhones
uniqie, I visited Edward "5k~ Ofesly at Lake
Tratford Marine, He and mechanic Don
“Bulsha” Blalack eathusiastically explainei
the mechanies and aperation of their boats.
Shiand Bubha said alrhxting Is fusy, bt they
quickiy pointed out that the real excitement
comes from sharing another experitnee whi:

engine ariginatly designod For 3
Bell's cohort. travsplanted Floridin Glean
Curtiss, sefined the design and eventualiy

cruising the — lear the
dozens of birds and reptiles comnon o
Santhwest Plorida,

bt utts a T K
Terh focthe et smdalhcenteue Sy, Maceh 39,

RFREARCH, GRS A LLUSTR MRS Ry
MlicHAgs DONLAN, THE Mews-Press

How they
operate

Al e ety siele 0 opeic —
el iy chalends e sted it nd.
poapetehecralt

~ Passenger seating
1 Towboass Sovsly seaf
T ka1 gassenys.
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Prop designs

. { Yot rpdon setusdos e
f“‘“gmu o § Mpgxmdmﬂ‘z:m«-ﬁm
shemcoarndin whe miesh b e P Wontlen Kallow

anilpegelen Propelied i Bdacded Slaead carhad e,
- Toopiopetrisubat eafesnshen [ aahesidepogsae WAk Liudes josh ke
Ebaeerine. Aoding the biaer i i It ofsiba cane
ooy soface e eni rocling ) Pl Raloblece:
. T e, oS

ot wassce sl inghed i
e

b
prighesthas, : &h
Siing e o i ? :
Tothe kiterige. ; Mp!ﬁeglagi wm«mmag
| g oming, oS,
i Mdledalor | Qe Mo jossd
{ Bodmacngmedad nffod o,
A sy SLA0 0115
o ' Ad
Engi k
et |

S| How they're
— manufactured

[ 5boat Bewiralech 2 o i

Dual battecies

v o 3 Yorusies i Vikear " .
G mmmn hEE 4 Sl
Heawing profection ﬁmmﬁ 4%‘1%”
“?ﬁiﬂ‘”l’w P 5 Jusgle B disons Warid
% b rgepa S s i
» . _ _ | A The diagram above ran in the Fort Myers (Fla.) News-Press, part of a
C el T S, . .. .
g GNOEED DEREEEAD monthly series called Envision that takes a detailed look at local trends
o o e e . : s : :
s S o and topics: fishing, mountain biking, shuffleboard, canoeing, eic. Artists
T O R N - i Mo 53 T ; ine i i iti
Now o Thaisgoing dimar veriotmstarte? oty SRS ety are responsible for generating ideas, doing research, writing a short text
more thar yd exer weant to kuots ehout our foul frisnds Ehma HERSTELS et block and Producfng theﬁnal artwork.
TSR SEREART STl

At left, a Thanksgiving feature page from the Rochester Times-Union
uses a diagram to provide little-known history, statistics and facts about
a turkey’s anatomy, including its voice, brain, beak and “snood.”

With the right topic, a diagram
becomes more than just a supple-
mentary graphic; it becomes lead art
that’s informational and entertaining.
For example, these two big, complex
diagrams combine callouts and color
images to form feature-page center-
pieces. (Notice how the turkey page
contains no traditional “story” at all).

And though these two diagram
packages use illustrations, you can
use photos just as effectively, too. All
you need is 2 strong image, clean
typography, logical organization and
some solid reporting to achieve pro-
fessional results.
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GRAPHIDS & SIBEBATS -

MAPS

|

..
Promise

Three examples of locater
maps: left, a no-frills siate
map shows where to find
Promise in Oregon.
Below, a downtown street
map. At right, a 3-way
locater map shows street,
city and state locations.
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i e SCHOOL
sttt SHOOTING
Five elementary
school students were
killed and more than
30 wounded by a
man who then shot
and killed himself.
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Knight-Ridder Trikure Mews

Most Americans are poor geographers. They have a tough time remembering
even the easy stuff, like where New York City is. (Hint: it’s on the East Coast —
that’s the right edge of 2 U.S. map.) So how can we help them visualize volcanoes
in Fiji? Riots in Lesotho? Train wrecks in Altoona?

With maps. Maps can enhance almost any news story, if you're ambitious
enough, but they’re especially important for:

{d any story where a knowledge of geography is essential to the story’s meaning

(an oil spill, a border dispute, a plane crash}; or

1 any local story where readers may participate (a parade, a new park).

Maps come in all sizes and styles — world maps, street maps, relief maps,
weather maps, etc. Even animated maps are becoming more comimon on news
Web sites. But the types of maps most often produced in newsrooms are:

# Locater maps: These show, as simply as possible, the location of a significant
site (“X” marks the spot) or identify where a news event occurred.

4 Explanatory maps: These use storytelling techniques to illustrate a sequence
of events. Taking a step-by-step approach, these maps can become visually active
(as opposed to passive locater maps).

& Data maps: These show the geographical distribution of data, working like a
chart to convey population distributions, political trends, weather, etc.

How are maps created? They’re copied. Though you can’t cut a map out of a
road atlas and stick it in the paper (that’s a copyright violation}, you can redraw
another map’s highlights, then fill in your own details as necessary.

Every paper should compile a library of maps in a variety of scales, from glob-
al to local. Buy a world atlas; collect state highway maps, city and county maps,
even brochures from your local chamber of commerce (showing shopping areas,
Jocal parks, hiking trails, the layout of the airport).

Be prepared. You never know where news is going to break.

% Making maps: A
step-by-step guide fo
creating a map from
an outside source.. 197
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MAPS

: With his right hand wrapped
e n in a T-shirt, Steven C. Powers

points it at store clerk Max
Baerncopf and threatens to Kilf him,
Baerncopf refuses to give him any
money, ard Powers eventually
walks out the {ront door.

E Baarncopf grabs a

| gun and chases
Pawers more than 125
feet to where Powers’ car
is waiting in a parking

lot, yelling at him to siop.

B Basrncopf catches up, holds the driver's

doar open and tells Powers to get out,
Powers steps on the gas pedal and pulls the door
closed, helding his wrapped right hand pointed at
Baerncapt, who sheois three times

FINES ¢ Greate design guidelines for all maps. You'll save time and give your maps a
consistent look if you set clear standards for abbreviations, screens, line weights, .
symbols — and most important:

+ Use type consistently. Use designated fonts in designated sizes (sans serif will ‘
usually work best behind screens). Avoid type that’s too big (over 12 point} or too itk
small (under 7 point). Decide where your'll use all caps {countries? states?), italics
{bodies of water?), boldface (key points of interest only?).

¢ Keep maps simple. The whole planet can fit into a one-column box, if neces-
sary. Make your point obvious; trim away all unnecessary details. Anything that
doesn’t enhance the map’s meaning distracts attention.

¢ Make maps dynamic. Don’t just re-create a dull road map. Add shadow boxes,
screens, 3-D effects, tilted perspectives — just be careful not to distort the map’s
accuracy or destroy its integrity,

# Keep nerth pointing “up.” And if north isi’t at the top of your map, include a
“north” arrow to show where it is. Otherwise, the arrow isn’t necessary.

4 Add miteage scales whenever passible. They give readers perspective.

# Match the map to the story. Be sure that every significant place mentioned
in the text is accounted for on the map.

¢ Design your map effectively. Keep the map as tightly focused as possible. If
pockets of “dead” space occur, you can fill them with useful extras: mileage scales,
callout boxes, locater-map insets, photos or illustrations.

# Assume your readers are lost. To help them understand where they are, you
may need to give your map a headline or an introductory paragraph. You may
need to add alocater map to your main map if that makes it clearer. (For instance,
if you draw a detailed street map, you should show what part of the city you're
in.) Above all, include any familiar landmarks — cities, rivers, highways, shop-
ping malls — that help readers get their bearings.

E

CROPS WITHERING IN SUMMER HEAT

Farmers in the West and Midwest have struggled to maintain their
crops during the recent wave of scorching heat and dry weather,

B Exiremely dry i
Severely dry
Excessively dry

Crop moisture levels

NOTE: Measures
short-term ¢rop neads
against availabte water

SOURCE: DEPARTMENT OF AGRICULTURE

AP i

Above: U.S. maps can convey data about everything from election results to weather.
This data map shows at a glance which states are affected by summer heat and drought.

Left: An explanatory map showing a step-by-step sequence of events. Note the 3-D
buildings, the cutaway diagrams, the helpful arrows — all describing a complex series
of events in a compact two-column box,

185




“ooien. GRAPHCE & SIDEBIAS s

' GRAPHICS PACKAGES

Aty 0
(b3R5 n Peninsula in
622 according:
(o tradfition, Guod conveyed
a series of revelations to ./
Mohammed, the refigion’s
founder. There ase 1
15 of Islam, but all
[ims - the followers
- hold the same
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S
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The Islarnic faith has
played a central role in
world news, but most
Atnericans still have a
vague understanding of
this influential religion.
This timeless Knight
Ridder Tribune package
explains the history,
beliefs, geography and
architecture of Islam.
Note the elegant inter-
play of art and text —
the mixture of maps,
diagrams, charts and
lists.
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KAT InfogmehicsAON CODDINGTON

The bigger the story, the mozre explanation it needs. That's why you'll often see
dazzling graphic packages, like the ones on these two pages, combining charts,
maps, sidebars and more into an encyclopedic extravaganza.

Done well, these packages present as much (or more) information as any news
story. But to execute these graphics packages well, you'll need:

4 Time. Most megagraphics need at least several days — often several weeks —
to prepare. They can’t be rushed without dismal results.

% Teamwork. These aren’t solo efforts. They demand cooperation and planning
for the research, reporting, art and layout to come together smoothly.

# Expertise. Sorry to say, these packages are terribly difficult to produce. Don’t
tackle anything this tricky until you've honed your graphics techniques.

% A firm commitment of space. Don't let them reduce your full-page package
down to 2 columns at the last minute. Get the space you need guaranteed.

Above all, don’t overdo it. Pages like these take readers right to the edge of
information overload. Ask yourself: How much data can our readers handle?

Here, on one page, is
the complete beginner’s
guide to skiing and
snowboarding. Think
the design is too wild
and crazy? Remember,
this page from the
Asbury Park Press is
aimed at younger
readers. The noisy,
freeform type treatment
is appropriate for the
subject AND the
audience, providing
helpful tips, lingo,
diagrams and lists.
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CHARACTERISTICS:
F The walleye even looks ke 2 ich catoh.
mn ova-grean sides. inged in gokd hies, ma walaye
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& This gorgeous tabloid
double-truck spread from
the Minneapolis Star
Tribune tells you every-
thing you ever wanted to
know about the Minnesota
walleye, This attractive
and comprehensive mix
combines maps, charts,
lists, a diagram, a quiz, a
tirmeline — but because it’s
so well-organized, it’s not
overwhelming.

You don't need color and
elaborate illustrations to
create an effective graphics
package. This brilliant half-
page graphic ran in USA
Today two months before
the 2006 congressional
elections. By comcisely
combining lists, charts and
bullet items, it condenses
the key issues and key races
into one easy-ro-digest
summary.

LIFE AND TIMES OF

it o e . A—
Also known as yellow pickered, yellow pike. dory, Jack salmon
Scfentiic name: Stizostedion vitreum

Text by Ron Schara # Graphlos by Andors Ramborg _

State Fish
Int 1865, the Leglsfature daciared the walleye the ofiicial “stale
fish" fargaly because of its poputadity and the fact Minngsola has
more natural waltgye waler than any cther state.
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Democrats hope to reclaim GOP-controlled House

The Nov. 7 elections for the House of
Representatives are shaping up to be
the most pivotal since 1994, when Re-
publicans swept into
power for the first

time in 40 years.

Presidens Bush's

sagging popularity,

the Irag war and
ECUNOMIC CORCETNnS
could help Demaocrats
pick up the 15 seats they need for con-
trol, Independent analysts such as Stu-
art Rothenberg and Charlie Cook say
neatly 40 seats are up for grabs, most
Hield by Republicans. The GOP held its
majsrity i1 2002 and 2004 because
veters said it was the party they could
trust of terrorism, an edge which sur-
veys show it still holds.

Nuwmber of open seats

7% Inclutdes vacancies and armbars who an
retmn%'ur seeking ether olfice, Twenty-one
are hetd by Republicans, 11 I;?Denmals

i hey inclde:
el

and one by an ndepeadent.
» Arizgna — Bt Diskeicr { it Koloe, B,

Ealpiy
- Chibnaca - 7 Distie (B Beauprez, R, ruaning
for gavernor) .

¥ fowa - 15t District {Jim Nussle, . running fur gover-
RUIUR

* Hipnis — 1 th Disteict{ Lane Evass, D, retiel

+ Ohin — 13th Ristyics (SNersod Broven, T, rututing for
LS. Senate)

» Yeemyonit -- at Larpe { Bernie Sanders, I, running for
LLS. Senaie)

Race for controi of House tightens
T alugtions for Gorsgress were held loday, which party's
candidate would you vote for in you congressional district?

Fundraising
The National Republican Congressiana] Committee is aut-
rcing its Bemacrarie colpterpart 0 palitical donations,
#2ising nearly §35 milfion more as of Morday [ alsp hasa
slight edee an cashs in the bauk, which could help get out
thevole on Now 7.
Amount raised (in miltions}
Demuacats
PEEDOLTA e o s s

. e i o S80.8

43
Repabticans
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Cash enhand
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Party control

Demdcrats need a ner gain of 15 Husise

Seals o pust Republicans [tom power Igfegendent
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Demutrats
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Election Night clues

AL7 pa BT, keep an eye an Kent 's el Districs race be-
bvieen Repuiiican Aep, Anne Northop and Demaesaz [ahm Yar-
muth Merthup has defied peedictions of defzat in the past.
she joses this time, “this is going te be an awful nighc for Re-
peblicans * says Ay Walter of the independear Cok Poiitical
Repore. |Fthere's a Democratic tdal wave, itwilfwash aver
tlere2 vulnerable Republicans — Christnpher Shays, Nancy
Johnsor and Rob Sinumons — in Connectiewt first, whare polls
CIose at & ook EL

Shuder; From foor- - HallCandidace-  pewley: 2002 Per-

biall ro politics sangwriter, son of he Yoar,
Rookie paliticians

* Former Washinpton Redskins quarterbark Heaek Shaler, a
Demoerat, is chatlengiug Repnblican Rep. Chardes taylor in
Norti Carolina’s 11th Districe,

* SDr;E\Vntc‘rjohn Halt, 3 Demacrat whosc dits inclade St

ir the band Crleans, hopes to unseat GGP Rep. Sue

Kelly in Newe York's 19th District,

v Democrat Coleen Rowley, an ex-FBI whistleblowsr and
Tinte thagaeine Persan of the Year in 2002, & runnicg against
GOF Rep. Joba Kline o Minsesota’s 2nd Distrct

Like father, ke son

» Repuliticaa Gus Bitiralis in Flariels and Democrat Cheis
s 1 New Yotk want g sioce Hiedr retieng fathers,
ke and Major, Tespeesiuchy

» Twa conpressianat aftspring are wying Sept. 124or the
flemacratic nominatton in Maryland's 3ed Disticn foheSar-
bunes, ser: of retiring San. Paul Sarbanes, and Petse Belienson.
son of knroer Caifornia represeneative Anthony Bejfenson

2 ple are concerned dbout high

gaspline prices and the costof
boealih care. Demareatic candi-
dates int these aces shiess pacietbaok issues:

» Georgia — 12th District: Democeatic Rep.
John Baretiw s Repubdican dMax Borns

* Indiana — 2o District: Republican Rep.
Chris Chacola vs, Democrat Joe Donacky

odiana — Sth Districs: Republican Reg,

Jehm Hestettler vs, Delnocret Bred Eikn’nrct!;z

¥ Dewocras hope io use Ke
% publica ties o tonvicted fob-
fyist Tack Abramof se pick up
sears. The cortuption and in-
. [lurnce-peddling scandsl log
ko Rep. Bob Hey, R-Olio, giving.

ug his re-election bid fast manth. Ney denies
wrongdoing Races 1o watch:

# Californiz — 4th Disteicr: Repablican Rep.
John Boolittle vs. Demacrat Charkie Brown

* Lovisiana — Ind District: Democralic
Reg. Witliam Jeferson deow five prinary oppe-
rents

# g & Soime comservacives want o
52 50a] the LLS-Mexitan border.
- W @ Others in the COP and nose
# 9t DEmOCTts wang 5 Cresie ot -
o i i pepship and job opportunities
For itcgal immigrants. Races where 165 2n issie
» Arizona - 5th District: Rzpubiican Rep.
1D Haysworth vs. Benioecat Harry Mitchell
# Califoritia — 1Ith Districe: fepublican
Rep. Richard Ponibo vs, Demoerat orey Mokier-

s
¥ Colorade — ath Distritt: Republican Kep.
Marityn Musgrave vs, Demacrat Argic Paccicne

X
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» Conectione — 4rh Distics: Republican
Hop. Christapher Shays vs. Demotrat Dans Far-
ecik

ol

¥ “Fexas -~ 17th Diseviet, Demociatic Rep,
Chet Edwards v Repoblican Yan Taylor

Ties to President Bush
% | With their party leader’s 2p-
proval satings havesing in the
fovw 4003, scine GOP candidates.
B etitive districts ane Iy
img b fond aif accusations by
their Democratic opponeris
that they ave ruliber stamps™
for the administration. Key races:

w Ohfo— 15th District: Republican Rep.
Debarah Prvca v, Demociet Mary Jo Kilnoy

¥ New Mextco — It District: Repullican
ge%. Heather Wilson vs, Demacrat Pairicia ita-
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'PACKAGE PLAN

NING

Most newsrooms are like factory assembly lines: the

WMORE DN »
e reporter reports. The photographer photographs. The

How

% (Online design: . . . .
10 create pafkages editor edits. And then — at the last minute — the design-
for the Web .oc..c.. 254  er designs.

. That assembly-line process works fine if you're mak-
ing sausages, but it won't consistently produce award-
winning pages. Lavish layouts rarely succeed when
they're slapped together on deadline.

! So how do you retool your newsroom to produce this-
type of page? By planning: by instituting a brainstorm- ‘
ing process that shapes stories before they're written.

A few years ago, Buck Ryan — journalism professor at
the University of Kentucky — developed the Maestro
Concept, a method of integrating writing, editing, art
and design. Ryan proposed that each newsroom
appoint a maestro, a visual journalist who could orches-
trate the interplay of all key staffers. And to guide the
process along, participants would use a story planning form like the one reprint-
ed on the next page.

How does it work? Suppose a reporter has just gathered information for a big
story. Before she starts writing, there’s a brief meeting. That's where the reporter,
editor, photographer and designer, with the maestro’s help, explore the story’s
potential using a form like the one below to produce a package like the one above.

Drh Commay | wregmahbT  pera R e

4] Reducing risk of imMestative
P ;3 2

The story idea: Can I I Headline/deck: Why

Expmarnnn Carpenter ants are a comeion pest -

4!
o

Photos or illustratio'ns: Too ofter,

story-planning conferences,
clue what the story’s about.

photographers are excluded from
then sent out on assignment with hardly a
But when photographers are included in this

preliminary discussion, they can shape the direction of the imagery AND

the reporting. By this point

photographer should be able to

in the planning meeting, an attentive
suggest photo ideas — or, if the story is

better served by illustrations, staffers can weigh those opfions instead.

You SUrIarize the «vwuinl., ; i - = wait until the story is
story in 25 words or 50 fere’s a consutier guide £o WHAT THEY ARE. i TTACK OF THE CARPENTER KM written — and the clock o,
Tess? That's a good test WHAT THEY 00 — and HOW 70 GET R OF THEM. ANTS (scl-fi movie Tyge?) ***+ 1+~ gpppresreiees is ticking — to write a
to see if your focus s o _The ants craili $he oo TV, Py headline? Charices are o=
tight enough — or if I A TN R . But if's neb your snout shey've after- SPALY T ou have enough info '
) . : 8 iy stouir 1 carey__1NICY CE CHIGE expensive damage = HOUSE. FROTSRPIER .
you're still struggling v the siood In your HOUSE it'5 your HOUSE. sHAWN ¢ to kick around a clever .
with a fuzzy concept. s gw,ﬁyawwﬁ ﬂm e e TR R hetidline right nogv, or o=
[ at least generate ke

. | B How can you identify them? LIRS 0EnDiINES | words gu cart refi TJ; e f'"“

Questions readers - | v g oty photo withbiobox | | by MonSB L later Writing the deck '
- . » 1 IWFQ FOR SIDERAMS] .
will a_sk. The first [ Where do they invade your house? L] Wed BIS now also hezgs the team s
question every reader ot AR DAL LEmIORIE L CULAWEY diagram § SR members Cjegrly define )
ﬂSkS for every story If) ¥1 How do you get tid of them? & § m% the story angle. )
TWh}’ should I ;&?7’8? o D, 1B QYRR L chegkat oy GIETNIATTS E _Mgg Sie) ‘dﬁa
Ty to answer tis i : P L

- . - S ohAn T Rl W T AT I K
question in a highly L SEERAN SETIENG o ' 3 ] !
visual way — in the : Bhoax o _ %Ezm“_ Sl . ‘Eﬁé_?ﬁ' ., Staff, deadlines, '

. THELUNE " Do H .
headline, a photo, g;ﬁwﬁw@m i 3; | e lengths: One last -
a sidebar. Now: What | Cppreedor ;o sé_ﬁgﬁe& chance to ensute that £
other questions will S P everyone agrees on
readers have? Can you . TS AR Y e el when the different story '
answer them in graphic s ;. Cltaway dingram of 2 house showing WHERE il ‘ elements are due, what

. gn g P 31 agricuture ", s
wavs? That list of side- and HOW the ants usually snter and build teste. i | department sizes they'll be — and f
y ittt _ H i . 5 4

bar options provides < Closeip photo of ante: queen, worker, e16. C forant 1 most importatt, wha's -
alternative ideas for {1t we can't shoot photos, we'li use flustrations) | brochures | responsible for what. ﬁ-
reporting and design. & “ B R

Rough layout: While
being kicked around,
key ingredients wi
to change, of course,
should agree on this pre

a starting point — the actual pag

ing, this form should be photocop:

those ideas for photos,

sidebuars and headlines are

the designer can sketch a layout that integrafes all the
th their proposed shapes and sizes. Everything is subject
but by the end of the tieeting, all the participants
lisninary vision of the poge. Remesmber, this is just
¢ should only get better. After the meet-

ed and distributed for future reference.
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GRAPHICS GALLERY

On October 18, 2006, the U.S. population hit 300,000. It was a slow news day
in most of the country, which gave newsrooms a chance to put that statistical
milestone in perspective by creating front-page graphics packages.’

Here, on the next four pages, are examples from nine newspapers. Notice the
different ways the data is presented. Which package seems most effective to you?

THE . IntheUnited States:
CeNSUS - Thereis mebkhm?mnd&ﬁmisomdeaﬂ:eWISSemnds.
RAIL : Oneimnﬁgmutmmﬂ'lenaﬁonevmyzl seconds.
YOUR NEWS EXPRESS .
LS. FOREIGN-BORN
POPULATION
1515: 15 porcent
Viepeftimyan igh
(" < 6E S percent
-
4.,2006 Thpeneat
L [,
ERICE OF A
NEWHOME
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The Telegraph (Macon, €a.): Designer Karen Ludwig had originally created

a concept for this graphic using a clock that would “marry the concepts of time
and milestones” — but the idea didn’t fly, so it was scrapped. “My basic aim was
to keep it simple,” Ludwig said. “As far as the main graphic, I wanted to show
growth in the U.S. I found the facts at the top a good way to introduce or sup-

port the map and the 300 million and counting’ element. I ended up using that

graphic at the bottom because I felt it was a nice bookend to the top graphic”

The Morning Gall (Allentown, Pa.): “The story deals with
population,” said page designer Gary Visgaitis, “a “and one of our first
thoughts was to put a face on it in some way. Naturally, the gender
and ethnic origin of people was discussed. The editors settled on the
idea of an aerial photo in the heart of downtown Allentown, rich in
ethnic diversity. Since the graphic is mainly about math, I strived i
humanize the numbers by adding illustrative icons to dry statistics”
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And baby makes ....-

500,000,000

Mtt Hards and Anna SriZE 26 the proud parents of JohnZ Grigg, a six-pound, 1B-inch baby boy, who was bom at 7:48 a.m. on
Tuestay, According te the Census Bureau, JohnZ s the 300,000,531st 85, citizen.

Oxford baby misses milestone by an hour

! B MICHAS L CION MORAS HOWTIMES HAVE CHANGED

The American family officially bas expanded. N

On 'I\zesday. according to U.S. Census Bu- 1915 136? 20056
reau gstimates, the U.5. population hic 300 Poputation
million pecpie at abowst 7:45 am, EDT. H

In. Nertheast Mississippi, JohnZ Kylin Grigg - i - i @0 2600 s,oo
was bom not tong after that mark, arréving at ‘ mifien  : i mition
Bapdst Memorial Hespital-North Mississippi '

i Gxford a1 7:48 2.m. CDT. His parents, Anna
Grigg and Matt EHarris of Oxford, were caught
off guard by bis arrival,

*¥We dide't expect to have him todey” said
Grigg, 17, who was due Nov 2. “Towas kind of
ashock”

That Baby Griggwas g0 ¢lose to the theorst-
ical 300 miition mark was intigulng o his
mom, but other numbess were more impor-

52 ! $3.07
#4qual 6 Asaf
$2.00 today s 7

| 524,600 @ $225,000

1ant ot Tupsday BT 2 A
“3%e has all fis tors and all his fingors,” said bey
Grigg, whose son was borm 6 pounds and 1B | e g s B
inehes.
Herd to know 70.5 | 798
¢ b - ' 5 yeais
It’s impossible to kaow exacdy when the b
i the 300 wA¥on popwlation mark was hit —
some experts think thart If iilegal immigration H
were taken into it Hkely happéned Vehigie i H '
miohiths age, H H
The United States adds about 2.8 million 2.5 | 98_-9 H 237'2 ;
people a year, for a growth rate of less than 1 # %"" wilfon miltion wifdon 4
pereent, About 40 percent of the growth - e H b
Tam o CENSUS o0 Page 74 SOURCE L4 FUAZALE SENRL DUREAY |

H

Daily Journal (Tupelo, Miss.): It took about three hours to create this
layout, which combines stock images with local photographs. “We liked i1,
said page designer Josh Hanna. “It gives a lot of information without gray-
ing out the page. It was not foo gratuifous; it served the readers well”

Daily Breeze

e 3K milonth Amer-an scrived iy,
burln 2 break wth waditiss, that etk

it's immediately

vl wass toectssasily anewbom,
S ok mey hava beer: en adult Ieeigram
Al che TS Censtss Bureaforoms for surcis

kiog a0 CUBTGACE &) RW.CHIICS £
Pt e LS. papularivn i 299,985,716 al £30 .
Mondiy

Alothus ehanged sinca 1987 dhe seqs thay

ThebyEbomeesy 1 penon cies ey Virmgataries ey fesdent ey .

7SECONDS ~ 13SECONDS ¥ 31 SECONDS = #1SECONDS i  population. The
o ws w@ 06 o0 w020 d@sigﬂfEdS iﬂVi.fiﬂg,
UNITED STATES 1000 méfion. mnl!m Smn‘ﬁm ELSEGIRCO 1563 15620 16033 | 7
______ e o > 52 and the information
o awe emnip GBiEn  DOWOAG! @ W mm presented is easy to

digest.”

(Torrance, Calif.):
- “T decided to center

the package around

a road sign because

recognizable and it

s mermag by b s siccinctly conveys
R e the point of the
St e g e Comtanan article,” said page
it T B poastoiod designer Jennifer

Peltz. “Everyone has
seent that familiar
Sign announcing a
city, along with its

Growth of 2 nation

Today, our country’s pepulation is expected to reach 300 million.
Here is a glimpse at how the United States has changed since we
reached cur other noteworthy population milestones in 1967 (when the

population reached 200 milfion) and in 1913 (when i reached 100 million).

1915 11967 | 2006

President of the United States

Woodrow Wilson ; LyndonB.Jotmson |  George W, Bush

Price of a new home

$3,200 i sue0 | 290600
t H

Cost of a gatlon of regular gas
!

$025 | 50.33 ; 20
Number of foreign-born people in population
135 miltion Symiin | 343million
ised 15 percent Comprized 5 Comprise 12 percent

S | i | i
coumryofarigin. | country of origin. country ofnﬁsin
Average household size
45people | 33pecple | 26people
Life expectancy at birth
54.3 years ; 70.5 years Z 77.8 years
Number of people age 65 and older
45miion |  19Imiion | 368 milion
Most popular baby names for boys and gixls
JonandMey | MicheelamdLiss | Jacoband Emily
Tor more on the 300 million milestone, see Pagu 10A  seortt trm mat

Gwinnett (Ga.) Daily Post: Graphics editor Nicole Puckett said
she considered using a photo, “but we just didn’t have anything, So [
thought that if we just used a litdle color and packaged it neatly, that
would capture people’s attention better than a photo would.”
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4.5, REACHES HISTORID POPULATION POINT

300 MILLION

Statistically speaking, the 1.5, papaiation ralled past 300 million this

‘morning, and aleokat the country by the numbersreveﬁswexehamg LE
I fewer babies, we're more affluent, we're living longer and we're osing
{1 mmech less of our take-home pay to buy & galton of ik han when we]ntmo milfion in 1915,

By Mike Swift arrives in Silicon Veiley, or en
Whenth:;:gmfodnmemr m?h!momqngﬁes.ﬂu M. gmm%@mﬁ:g% Growth of 2 Ragial and ettinic breakdown . o
dlicked over to 300,000,000  Demoprapher William Frey ﬁﬁ‘ﬁﬁ g;;a‘isgga g country w20 LA wes 2043 Prajectivn
peapie at 446 this morming, it of the Brockings Institution I ook te country 139 s 8 Libicy p-89%  L4%y 7a%
was 2 milestone more fgia- speculated — Wuem gﬁ}wt g aars 13 reath its first y
v than literal eck — that N illion 100-milkion nifestone, H

avaf siace Moo, growth
bt speeded up. Mow, the
Censis Buvedu cstimaies.
Aperson ts added 10 the
population every 11
secals. 1 1915, the vast

Semeane is bom in tg: mﬁgﬁﬁg&%ﬂnh bmsun
country every seven Secoru wunky, nased on
someons dies every 13 sec- the fact that Tatinos ave
onds; and one new immigrant  growing more than other US.
arrives every 31 seconds. Puot ethmcgroups.ﬂmtlasAnge—

7%

: 526%
Livian Weite

them thcr and presto: the les has the biggest numeric é Rgazly af riidenis 3
Urited tateishasnﬁlidgme [ e Gt ! :
new vesidest every see-  J Fage 154 anvivals or desemtiants of H
ondssics the {15, Census Buc Leim 3o & T ety i *
iRy = = 2 Indla Liviion Z 360 pilion todla, il
" 08, 300 nillien % be oyt teie-thirds

The actusl S0C-miftiontn by wiite, ad the dangest

person could be an tudian soft- A indoresia - 202 million ¢ winarity grois vk be
;s SBail  1aboilion £ ity geoi

ware engineer who Hispaniciating, oo

Arew 1Agigahyke-rcmnwwf’od shufﬂe

AR : :
Fordls Model T and siteut movies are the rage. :  “The Atidy Giffith Show Is amoag He wost i : i
i popudar Sos B introduced. Phoeni: Qnce A desert 2upost Colorade's population Florids: mdmmsnu

an talevision.
The growth af Phoriix from 10134 mhobitants 1920 939,629 From s}
 Salme| Més2052) i 912332 (200 _— 01910 ta 1.5 mifion in 2003 wmbelirat fao 1070 2209586 ?:,egéous state, Firicla ephaiterf 2 poputaticn of
- tion' 1 16 the Soath.an West, Wi i 2005, coniporesd with 923,000 in 1905,
- _@fuﬂﬂi E’:” ,'!"'G"“,, o - 36 il ; ration's mavatsont fo the Soath i West 2005 4665177 il i e v in §
Workd i
Leditlon i . By the numbers 55 1067 2006 Time capsule
ra i P e Pervertage of wirki Beeoooow B -oaw R s E
Cost of living i 2008005 o s 16 nd o
ew burre MEBBBY 565158 {10 A ales for 1015 )
=l ~Percentoge of the pepulation .- - aasts EEE . st BOREERK SSFR pranent Wodrow Wilson
. Al | . with a Blgh schodl diglema Fad The Ford Mode) T and siknt mov-
Gatlon of il $723 . i i R frcte ' © ies ara popular Aspirin i tablet fam
i E Mot Gt PRGETERE WD @ T s gl Asp i ol ey
o e A prooesand chooss are frudieed.
. tain Natloral Fark,
; ’:z'l?:w‘ o 5 R «Workd War 1 & 1 s scoond year.
N - i irst nvioge  EEEERTORDN o A + First trameeontinental phoao call &
: et B 208 ok rede from Neve York to San Frantisea,

» Auegrsgo housetold sige BTN TR
Thenmstpopdarbaly wames  JobuangMary  Michaelamiiha  tacoh and Emily
For boys aar girls ; :

» e expectancy at birth i e LR UONIHATES  Proddents |yndon Jobsan
Faus: Cofor TV 15 the rage. "The Lucy

i
| i o s GRS S oA G S
; iemmncieecs . otable Th Surener of Love drinis
| Gost of Bving e e e o
e v T
i First hlatk US, Syprere Cowrt fusifce.
i = Crstof agaloncd mgsargrs 25 T
2 — o fast Jd(:s'm?ﬂﬂomnl [tz fs:’.oa;
: ? Boreads popuntion ) o e T vt b o e U 10t e sosuaton e B o w il
H A equivalent of: = 2
i -, . P = Lot of & Rrstclass stan +13 i e msb.r{u\twwam_
i Zo iy %. S 3% wmonihs  Eanngs 15597 Gisuanse  CZAWHESE Vool sl ey
! lnciudesomwesdants.wtctmns § Qe et Californi ) (SRS Reale  SENAG Rl perstaal cortrunications.
j Iwmgabroad.m projestions are Immigrant every... 5 ey & 12 g [ te e Akt (oo (Moganwoze and Hotable: Traq war onters Bird yaar.
i dataobhmedfmm\mmm e — A oon poople’d Siemrlt - ahemate e ey o '?Sg‘m'mg‘ﬁ&g’“m’“m |
o The cloek in of 5010} s e :
j %mﬁgésmn;d e momzers. 1l seconds W USRI 2043 o e T
| Sourcen ebditascom. £i8 P ' [re ANOREA BASCHIETTO A BAL e WERGHIRY NEVSS N o Mekay 458 Jmt Wl | it D Pust. ottt The Dsewer Post e ch ity j.' ‘
| 2
San Jose Mercury News: 1% goal of this graphic? Jonathon Berlin, senior The Denver Post: Planning for this Tuesday page began Monday &
editor for design and graphics, said he “wanted to show how the population got morning, graphics editor Joe Wair recalled. “We talked about rough
to 300 million over time, some differences between now and then, and some outlines for the graphic - a fever line with 100-million, 200-mil- &
background of how that 300-million number was calculated.” lion, 300-million and a projection of when we would hit '

In San Jose, reader interest for this story was high. (It was the fourth most- 400,000,000, which would add a looking-forward element — but we &
viewed staff story on the paper’s Web site that day.) “It’s an engaging subject in a also wanted it to be movre than a population fever line. We wanted Ty
whiz-bang sorta way and is fun to spend time with,” Berlin said. But if he could to see how we had changed over time, so we added a racial/ethnic
do the page over again, he'd iry to integrate the information, typography and breakdown and lifestyle elements. It took a little work by readers to |
design a little better. “Everything was quite simple to understand,” Berlin said, pore over it, but their fime was rewarded with interesting informa-

“but it could have used another edit informationally and visually” tion at every step, from the iop of the graphic to the bottom.”
192
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300 million

...and counting

Yes, there really 1 ywh

WodkdPgulation - .o
Forelgn-boan peogle jasmimon.
Ingtounlry oforigin

peap inChan ghout the nation.

The gmwth of the Unﬁed States Newborn or
immigrant,
nation set to hit

. milestone today

Jivinggindmerica; Jead: 15%nfthepopu— ‘% afthe BY BRIAN HICKS

Tation; Germanye -
Prasitent
Costhoragalion 4925 7
ofreguiargas - {5001k B doan)
frieofagalon $0.36

po
afmilk 5?3251'5630&:&!:' :

Popature Yo sbhodel T

‘and silent movies -
aretherage.nzg-' :

gl edy Ann, aspied
- tabtetfcrm and' .

4.5 people .
ity o
Sﬁwam .
{Lonstantidolir figure

Pogular baby names Jnhn and Maty

Med’mmaﬁm 253 andzl.ﬁ
weardageformenand -
women, respectively

597 ond 2,355
(320590 and $18368 in
oy i

M 506 Lnd- - Jacoband &

SOURCE: (35, CENES BURE A

GRACE SERMSUSTNF

The Poseand Toprier

And you thought it was ecowded on
Highway 17

‘Lhe Census Burcan pra&nc:s that just
before 5o today, the U.5. population
witl hit the 300 million threshold, and
you kaow what that means: Now you
are never goitg to get through the Bne
at Starbucks,

Basieally, the United States has a net
gam of one persor every 11 seconds.

ax!.y percent of this pepsation expio.
sioh cottes fromm bicths, and 40 percent

. comes from imm|

Igration.
‘The Census Barean bases its caloula-
tions on a somewiot simple foromuls.
Somenne is born every 7 seconds, some-
ong dicsevery 13 sevonds, and overy 30 ¢
minuma a T station somewhere aina !
s 1sland” rerun,

‘Fhe idea that this cousiry is gelling
rote crowded is not fost on anyone in
Charfeston. Byron and Lisa Moare, nav-
igating downtown Fr:duy. et dike they
Had tun into justabout every one of those
300 millioz.

“1's crowded today, that's for sure,”
Byzon Moore said,

Lisa Moore, a real estate agent in
Colambia, said Seuth Carofina is filling
up from Rorida’s overflow

"AH those people are sick of fiving in
Fiotida, and they are smoving up here,”

shesaid,
o thats Tk +

MILLION
AMERICANS

U.5. gohbles up govds
onits way totoday’s
populaiion milestone
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i fit
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rage ol edlBe  sele el el el eagle

Fromulresonies

ASHINGTON — America's
mwzdmismundciahnmo
million this morning, and if's
uuﬂng 3 stir among environ-

Feopls I the United States
are consurring more than ever
—mre food, mere energs, more

Amarica showld afd an addi-
tional 206 milion peonie by the
rafddle of the cantury.

‘That will be enough fo keen
meLMnmNaaszmonum
world's population <art a5 In-
dnncs.a.wel\n{naﬁm MS

catchup, acconting to the Inter-
oational Institale for Agphed
S:vsmmlynis.amnawm

resenrch

mmm endaftha sealé is
timy Vatican City, which has o
population offust T,

SFEPOPULATION Pacz AS

Circle of fife*
‘Dt I Malne: 1 svery 43
maes

af
Bivisis th Malse! 1¢wry 28
hittes

Maine population
1871; 1.016.004 (roke 1 millian
1283672

2600:1 414,057 {projectsdh

210 skt e ek 08 s

mriayery
TR Fe e o] 1A W RE RS
kst

vaire detades from 2 milion people, AS.

% EQUALS 1 MILLION AMERICANS e

Sun Journal (Lewiston, Maine): “Keep it simple, stupid” is the
motto of Nick Masuda, the managing editor for visuals who created
this concept. “We wanted to make it easily digestible for readers,” he
said. “I did waunt to have more depth and numbers, but then I ook
a step back and said, “Well, this tells the story of what Maine is like.
Our numbers are just not as significant as, say, California’s.

LR

£
Sothats Hew for.

Please seo POPYLATION, Page 94

The Post and Courier (Charleston, $.0.): “We had already run a larger,
more newsy, data-heavy graphic in the days leading up to the 300,000,000 mark,”
said graphics direcior Matt Winter. “So that day we opted to localize. We went for
something less daunting, a little more accessible and maybe a little more relevant
to local readers. We tried to find the life inside the news. Everybody can relate to

the price of rilk and gasoline, Model Ts, iPods and baby names.”
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GRAPHIGCS GUIDELINES

“Graphical excellence is that which gives to the viewer
the greatest number of ideas in the shortest time
with the least ink in the smallest space.”

Edward R. Tufte

LR & Collect data carefully. Use reliable sources, as current as possible. Beware of

TG missing data, e§ﬁmates or projections; if ir}formation is uncertgin or unveriﬁab!e,

SRLBHIG TAT you must flag it for your readers. In the line chart below, for instance, the artist
’ has labeled two gaps in the data to avoid misleading readers. Does it work?

¢ Edit carefuily. Every T P
graphic and sidebar must - NET PROFITS, 1996-PRESENT
be edited. Check all the ';_j': T P Lo
numbers: totals, percent- -7
ages, years. Check all

spelling and grammar. -0 e In this line chart, we
Check that all details in = > E;m‘nate_ used a dotted line fo
the sidebar match all 30 g e e O - indicate an estirate
. . sl unavailable. r 1999) and a
d t 1 : th text F ]l ....... . (f a )
etails m e [ext. rina. Y, L - 5100 p:rgjgcﬁon (ﬁ)r 2007)

Does it succeed? Or

check that all wording
presents the data fairly
and objectively.

# Convert to understandable values. Avoid kilometers, knots per hour, temper-
atures in Celsius. Convert foreign currency to U.S. dollars. Avoid any obscure
terms, jargon or abbreviations that might confuse or mislead readers.

< Simplify, simplify. What's your point?
Make it absolutely, instantly clear. Depict

O does it paint a false
nal picture for readers?

 PAGIFIG OCEAN.

L RECORD DEPTHS — one concrete, relevant idea — a concept
s e ot readers can relate to, not something
) , -~ DEPTH I - DEPTHIIN: - | . .
It this table, we've . NAME:D 0100100 METERS. - FATHOMS. abstract, insignificant or obscure. Avoid
dme‘;f”?dhthe deepest " MarianaTrénch+.-10,924...5973" + clutter by eliminating all nonessential
depths of the ocean — " TongaTrenchi ==~ 10,800: . 5,906 . . : ; : ;
i meters and fathoms. - philippine Trerich - 10,057 5,499 | words and information, focusing tightly

Car't fathom what it
means? We need to
convert those depths to
FEET for the data to
make more sense.

Kermadec Trench 10,047 Cmag4 1 On key points.
{ : 0464 Above all, dor’t ever assume the reader
| plans to read the story’s text. Your graphics

and sidebars should stand on their own.
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GRAFRIOS & SIDEBARS - - o

GRAPHICS GUIDELINES

HRTIE & Keep it simple. Make _ - -
ipgiee  sidebars and graphics look . 2007-08 SCHOOL BUDGET |
h easy to understand or you'll oo oo e

) . U EESudent saivices 3 What makes this pie
frighten readers away. Pie o Bstruction e8| chart so confusing? Is it
charts, for instance, are the : Iﬂs; suffsipp 348« the excessive number

. o BBty services: 1.7% - i cd
bottom feeders in the great N Eschoor o sag | O stices? t(EmFﬂgg’g’
. . S . . ke & o ANy categories
Graphics Food Chain. Many . ggchc?f’?supp"_"-t iR Hore, an},f,a},p) Isit
. % B Transfer - 100380 4 : .

readers hate pie charts. So o B Debt service o.g o the way all thpse stripes
don’t make matters worse; LGty | and 50“ are Impﬂiffble-

’t gli ies i - Gererl. defnif, - - .0 to tell apart? Is it the
don’t slice pies into a dozen . B Rusiness service ' 7.6% use of a separate key

- Wvaint: ‘servc. -

pieces (with an unreadable
key full of stripes and polka L g = :
dots) if a few broad cate- v oo o SR
gories convey the same idea. B : i
Don’t cram years and years onto a line chart if only recent trends matter.

- Bottom line: Don’t overwork a chart. If you want to make several different
points, you'll find that several charts are usually better than one.

How to lie with ¢ Keep it accurate. As we

statistics: Bar charts ?7,";:' SPEND]NG PER STU DENT ' mentioned before, use trustwor-
nu%;fé;;rz;sbto ;isygéz;fe . '}sébob" SR o C ey dutat B *..“ ¢ thy sources (and print their
yaepicting . 2o - ¢ mnames in a source line at the
them as bars. Tall bars
are big numbers, short bottom of the chart). Double-
bars are smail ones; in 7. o check their math — then have
fact, a bar that's twice .. $4800 " someone check your math when
1 you're done,

as tall as its neighbor
; When drawing charts, be sure

1o show percentages,
rather than labeling
or pointing to each

individual pie slice?

[ ustodial. servic: -4
B Central serve. -2

: .$z_§!gdg .

should be worth two ™ 54700
times as much — right? -
Right. Now study the ' ~:34500¢ 1 all proportions are true. Slices in
chart at right. It looks 20070 ;
like school spending in -~ $4.500 - 4 a pie chart should be mathemat-
2007-08 is about HALF i -+ ically precise; time units in a line
. of what it was in chart should be evenly spaced;
05-06. Is that true? Or - 11 5028 e AR AR SEEE NN n b harts should b
is the chart misleading? 1 il oo+ bars in bar charts should be
accurately proportioned (unlike
the bars above, which distort the data because they’re not stacked on a baseline of
zero). Some computer programs can help you plot figures with accuracy.
@ Label it clearly. Make sure each significant element — every line, number,
circle and bar -— is instantly understandable, Add a legend, if necessary, Or write
an introductory blurb at the top of the chart to tell
readers what they're seeing.

ERNDANGE
© Dress it up. Add screens, 3-D effects, photos, ﬁ%ﬁ%ﬁ% NG aeon

illustrations, color — but use them to organize and ZOs
label the data, not just for decoration. Sure, it’s fine
to use illustrations to tweak readers’ attention (as if
to say, This chart is about shipping — see the little
boat? Get it?), but at too many newspapers it’s
common to junk up graphics with cartoon clutter,

Used carelessly, these effects distort your infor-
mation and distract your readers. Used with wit
and flair, they can make dry statistics fresh and
appealing (as in the example at right). So proceed
with caution.

161,296 I
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BRAPHICS & SINERARS

'GRAPHICS GUIDELINES

TYROGRAPHY  Develop graphics style guidelines. You'll save time, avoid confusion and main- {1 §§§
& LivouT tgm a consistent Iooll< lf. you a@opt strict standards for all type sizes, screen densi- . Stylebouks- i
ties, source and credit lines, dingbats, etc. _ codify your paper’s
+ Give every sidebar or graphic a headline. Don’t force readers to guess what a guidzl?nﬁfor text ﬂ;%
map or list means. Even a short title (“What They Earn”) clarifies your intent. But gﬁrc}dv iCIS{ """"""""
' as mentioned above, use consistent sizes, fonts and treatments. “ p;;):;s ex;v:;fn”;z ,
o Make it readable. Avoid type smaller than 8 point {except for source or cred- ~ with alternative
; page formats........ 76

it lines). Use boldface to highlight key words. Keep all type horizontal (except for
rivers or roads on maps). Use rules and careful spacing to keep elements from
crowding each other and creating confusion.

4 Position graphics as you would a photo. Generally, small graphics and sidebars
are dummied like any other art elements:

Here's that same design
using a vertical graphic
package as lead art,
with a sidebar list
boxed and dummied
atop those legs of text.

This 5-column story
design uses two graphic
elements: a dominant
vertical photo and a
smaller horizontal
tucked into the text.

For more ambitious packages, consider running graphics in a row, or rail,
either down the edge of the main story, along the bottom, or both — as these two
outstanding story packages from the Ball State Daily News demonstrate:

o1 b e
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GRAPRIE & SIBEEARE

 TROUBLESHOOTING

Quick answers to
guestions frequently
asked by designers
perplexed about
graphics and
sidebars:

. What's the best way to make a map? Do you need special software?
And is it OK to photocopy a map or a road atfas?

You don’t need to be a cartographer. You don’t need special software. And you
don’t need to violate copyright laws to produce an accurate map.

Suppose you want to show your readers how to find a local park — let’s call it
Tualatin Commons Park, the site of an upcoming yo-yo festival. Here’s the fastest
way 1o customize your own map from an existing source:

@m Tualfatin
1 “rgs, River
G 3&

g
’&.&%_ﬁ_a&*
Tualatin..
Commons
.. Park
Hyherg Rd,
W,

seEie

Sovrce; ity of Tualatin

Find an recent, reliable source map:
g g tourist brochure, a government map,

a commercial road atlas, even a Web database.

Scart or copy the map into your compuder,
Or, if the map won't scan cleanly, make a
tracing of the key elements - cities, roads,
Places of interest — and scan that instead.

Fire up almost any drawing, photo or layout
software that lets you ereate curvy lines and add
type. Using the imported scan as a guide, trace all key
roads, cities and places of interest. Eliminate any

unnecessary details — unimportant streets, parks, etc.

Keep all cartographic elemenis (roads, rivers, land-

marks) that help readers find what they’re looking for.

Finish your map according to your
newspaper’s graphic style. {Here,
we're usintg Frutiger Condensed for street
names, light italic for rivers, etc.) Adda
source attribution, a distance scale and a
north arrow, if appropriate. This map can
probably be done in less than an hour.

If you need maps of countries and states, you'll find an impressive variety of
: ~ - styles in most clip-art collections (like the example at left).

Once you buy the collection, those maps are yours to print or
modify. But remember: You cannot simply scan and publish
someone else’s map. For one thing, map details won’t copy well
— they’ll look messy and fuzzy. But more importantly, most
—w——  professional maps are copyrighted, and unauthorized copying
is steahng Use them only as references to guide you in creating your own.

You said that map above should take about an hour to produce.
How long doas it usually take to ¢create most graphics?

That depends on the complexity of the topic and the skill of the artist. A simple
chart could take 20 minutes. A mid-sized graphic {with some sort of illustration)
might take several hours. A big color centerpiece can easily take all day. And those
complex, exhaustively researched mega-

graphics you saw a few pages back may
take a team of artists, writers and editors
weeks to prepare, polish and print.

But those are the exceptions. Remem-
ber, any publication can supplement
stories with short sidebars, fact boxes
and lists like the one at right. They're

‘wm’ca BOGAR‘E’ s GOALS FOR 2003 :

enormously effective, and they don’t require time or artistry. Since they simply
summarize data that’s buried in the text, they can be crafted by reporters — not
graphic artists — as they write the story.
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GRAPHIGS & GIDEBARS . -

TROUBLESHOOTING

How do you know which fonts, celors
and point sizes to use for graphics? Street map

You can waste valuable time and energy
reinventing the wheel every time you create
a chart, graph or map. That's why smart
newspapers produce design stylebooks to
codify everything from headlines to bylines
to bio boxes. (See page 235 for more.)

To produce a useful stylebook, begin by
creating textbook examples of every kind of
graphic. Then label, as clearly as possible:

# Fonts and point sizes for all type.

# Screen densities and colors.

# Rule styles and thicknesses.

& Margins and spacing.

Desrolt Free Prass

Colors:

‘! BACKGROUND
STREETS
HIGHWAYS

STREET NAMES
9 pt. Helvetica Neue
Condensed Medium

CALL-0UTS
10 pt. Helvetica Neue
Bold Condensed

# Styles for callouts and arrows.

# Guidelines for credits and source attributions.

# Styles for any graphic extras (north arrows, map scales, shadows, etc.).

The best stylebooks are teaching tools. They use good and bad examples to
offer tips and convey philosophy. Sure, they can take weeks to assemble — but in
the long run, they can save time by reducing deadline confusion. And by show-
casing models of successful graphics, your stylebook may actually inspire staffers
to produce them more frequently.

We're a small paper and we den’t have a graphics department. How do we
encourage staffers to get more graphics into the newspaper?

To repeat what we said a page ago: You dor’t need to manufacture monster mega-
graphics. But you do need to get small, user-friendly sidebars and fact boxes into

ne room’

i s

(A i

ino

il

R

AN

more stories more often. So try this:

£ enter a worki of creatiy

covalelr 17,1050 -Euture

@ Maestro your big stories. Smart packaging doesn’t happen
unless you plan it — and unless editors encourage it. Make it
newsroom policy that all major stories must be maestroed in
advance (see page 188 for a reminder of how this works).

e e : ) . .
gy o O _ Once vou train staffers to generate sidebars for centerpieces
gsmn into the art poom and Y & pleces,

they’re more likely to do it for smaller stories, as well.

@ Make reporters more responsible for graphics. Successful
sidebars don’t require drawings, color and artistic talent. In
fact, most of your smartest sidebars use just text: tables, lists,
Q&A’s. Most reporters bury critical numbers in the middle of

nasty,

their stories; train them instead to distill key data into help-
. ful fact boxes.

@ Make graphic formats accessible and goofproof. Create
easy-to-use templates for every simple chart, graph and side-
| | bar, then train all your staffers to use them as a part of their

. regular reporting routine.

@ Upgrade your grid. Some grids — like the 7-column tab
+ format at left — force reporters to add extras to their stories
. (or else you end up with holes in the layout). Experiment
i - “ | with grids that make sidebars essential, not just optional.

it T Tt 8

This entry from the
Detroit Free Press’
graphics stylebook

shows how the paper
treats type, color and
callouts in maps.

1111177171
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here was a time, not too long ago, when all newspaper pages looked
serious. Respectable. Gray. Paper was white, ink was black, and
everything was Jocked into rigid gray rows.

Today, that’s all changed. Newspapers are livelier than ever. Head-
lines are red, backgrounds are neon blue, and photos run in eye-
poppingly true colors. Feature pages look flashy. News pages look

flashy. Even business pages look flashy. Go fig-
ure,

The best designers now pack big bags of
graphic tricks. That’s partly to make stories
more informative, partly to make pages more
lively, but mostly to keep up with a world in
which everything competes for our attention.

Thanks to innovations in computer graph-
ics, design standards keep rising for all infor-
mational media. Just watch the news on TV,
read some “serious” newsmagazines like Time =~ “w+ S
or Newsweek, or surf the slickest Web sites. Their presentation is lively;
their graphics are zoomy. So if your newspaper insists on being serious,
respectable and gray — focking everything into rigid gray rows — you're
falling behind the times. You may even be falling asleep (along with your
readers).

In this chapter, we'll explore graphic techniques that give pages extra
energy. These techniques are optional - but with the right combination of
taste and technique, special effects like these can find 2 home on every page
in the paper.

GHAPTER BONTENTS

Bending the pules: % Phato cutouts: 4 Display headlines:

%

How some pages go beyond
the ordinary to hit new

o 200

The Stewart Variations:

Take one photo. One story.

One empty page. What are
your options for designing

a winner? ..., 2

% Wraparounds and

skews;

Alternaiives to standard
text blocks, with guidelines
on their ise ...

How ta poke body parts
out of photos — or simply
run entire images against
the white page......

4+ Mortises & insets:

The art of overlapping
images and text blocks fo
dramatize layouss........ 209

< Screens and reverses:

What's black and white
and gray all over? How
screem Hnts give pages a
whole new hue..............210

A look at type trickery
that carnt turn your feature
headlines into something
dramatic, flashy

and splashy.

% Golor:

Types of color, how the
color printing process
works, and guidelines
showing when color
will work — and
whert it won't .

.. 216

% Troubleshooting ......223
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THE STEWA

SPERIEL FREELTS

RT VARIATIONS

On the next three pages
vou'll see 12 Stewart
variations. Which do
you prefer? To help vou
analyze each option,
we™ve added a score-
card like this one:

27 YOUR OPINIDN 2322
e

Headline ...

Phota treatreant,
Style & flair

Overall appeal..............u .....

Examine each of the
variations. Then write
the grades that seem
appropriate.

Newspaper design is
a creative craft. And
that’s especially true on
feature pages, where
you start with the basic
rules of page layout,
then nudge and stretch
them as far as your
time, imagination and
sense of taste will allow.

For instance, here’s a
design exercise that
demonstrates the range
of options designers
can choose from. Sup-
pose you're a designer
for this daily Living
page. Today’s cover will
be entirely devoted to
one hugely overplayed
celebrity story, which
means you have
this space to fill:

The Bzl fnsea:
fshay dpl W, AE

The story is a profile
of Jon Stewart, who'll
soon celebrate his 10th
anniversary as host of
“The Daily Show.” It’s a
long interview, so you
can jump as much text
as you like. But only
one publicity photo is
available (left).

So how will you crop
this photo? Arrange the
text? Write and display
the headline? Take a few
minutes to create a
solution on your own
— then, over the next
three pages, we’ll take a
look at a dozen Stewart
variations.
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SPLRIAL THEDTS

This no-nonsense
itews approach
stmply parks the
photo in the top two
legs of a 3-column
layout. It works, but
it’s dull. The page is
swimming in text.
And that banner
headline is flat and
lifeless — fine for a
news story, but too
bland for a feature.
The good news: This
design could be dome
in a real hurry. The
bad news: The page
is no fun. There’s
nothing here to
grab readers.

: YOUR OPINICH 2
Headline e

Photo treatment...

Style & flair oo

Overatl appeal

After a decadle s an outsider,
Fon Stewrt has finally arvived
at the p of the cotedy hieap

He S phony, bu he’s funny

After 10 yeurs as host
of “The Datly Show,”
Jon Stewart siis alop
the TV comeddy heap

i
H
.

Here, we've decided
to try a bolder, more
colorful display
headline, using all-
caps red type with a
fuzzy drop shadow.
The headline alone
transforms the page
inte a much feistier
feature. The photo
now fills half the
page, too. That
wonld be too big for
@ news page — but
is it acceptable for
fearures? All in all,
you can see that this
page design is miich
bolder than the
previous two.

YOUR BRIKION

Headline

e e ‘g SRR
# mjs; qﬁw E w@?a ey ;cg B BEY

Afigr 10 years as host af the satirica?
"Daily Shows,” fon Sizuwart firnally
sits at the tog of the TV comedy heap

Photo treatment........,.......

Style & flair

Overall appeal ...

-...And now,
the (&

After 10 years as host of the sativical ==
"Daify Show,” Jon Sletwart finaily
= sifs at the top of the TV comady heap

i
I
|

We've made the
phote more vertical
— o more dynamic
shape — and
anchored it in the
middle two legs of a
very symmetrical
design. We've made
the headline bolder
and more fun, but
it’s still just a wide
horizontal banner.
We've indented
around twe liftout
quotes and a reader-
friendly TV fact box.
Overall, though, the
design remains quite
conservative and
text-heavy.

7% YOUR OPINION 2222

Headling ......oovmvvnvsarnrrens

Photo treatment......ooue
Style & ffair ..ovverrcecmrirrens

Overall appeal ...

Let’s move the photo
back to the middle
of the page and try
a few more symmet-
rical designs like the
one above. In this
example, the head-
line is centered
above the photo and
uses color for effect.
The photo has been
cropped miich more
tightly, focusing on
Stewart’s face. Note,
too, how we force
readers to jump
across that photo
from one leg to the
other: a bad idea,

or does it work?

Z YOUR OPHION

Headling ......ooveceerecrnecens

Phato treatment................
Style & flair v ovuninrnissanns

Overall appeal ..

203




e - SPEGIAL ERFECTS

Here we've moved
the headline dows,
boxing it into the
“dead space” in
Stewart’s chest.

Or IS there such a
thing as dead space
in a photo? (Many
photographers and
editors would argue
that there isw'L.)
Notice, too, how the
text stairsteps down
the page as it wraps.
Is that awkward?
And does the text
becorme too wide at
the bottom — or is
that OK to do for
just a few lines?

- VOUR OPINEON

Heaclline

Photo treatment

LY R { 1 G ——

gy
#Fr not Jast

aboyicy. B
Ihaye

Justitke
a.
else,” N

pumdn, Sare
G Coud

e ity st
mrﬂmmw ety

[smmr———

Overall appeal

In the previous
example, we cut ouf
part of Stewart’s
head. Now we've cut
him out completely.
Is that permissible?
And how about
moving hirm to the
bottom of the page?
That can be risky.
When you park a
big photo below the
text, it often looks
like an ad or
intrudes into other
storfes. But here,
with Stewart’s head
poking into the fext,
it anchors the page
prefty well,

Photo treatment..

Style & flair ......ccccininnnns

Overall appeal..

LIy a5

JON SYEWART

After 16 years as host of "The Duaily Sha,” fon Sttt sits atop the TV comedy eap

vt e g ik s T

i rzin

e .
i s o b Tt i W i

Placing a headline so
far dow the page
may not work on
Page One — but is it
OK here? Will it be
clear to readers that
they should begin
reading at the top of
the left-hand leg?
(That’s one good
reason to start the
story with an initial
cap. } Notice, too,
how we silhouetted
the top of Stewart’s
head. Is that an
acceptable freatment
for a feature photo?
If so, can we cut him
out even more!

YOUR OPHION &2

Headlng oo

Photo freatment...............

Style & flair ..

Overall appeal......coiune

We've tried a few
new tricks here: First
and foremost, we've
carefully cropped
and positioned the
photo so we'll have
room fo reverse the
headline out of that
dark background
beside Stewart.
Down below, we've
placed a box on the
photo and inserted
the text there. Notice
how the stylish
headline treatment
makes this package
seem mote like
something you'd see
in a rmagazine.

YOUR OPIREON

Headling ... e verecnicessninses

Photo treatment.......c.cc

Style & flair.

Overall appeal....ccoceernenns
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SPECIAL EFRECTS.

THE STEWART VARIATIONS

E
¢
i

Let’s get conceptual.
Sinice Stewart is
celebrating his 10th
anniversary, why not
make more of the
number 10?7 Here,
we've built it into
the headline AND
the sidebars. The
first sidebar is a col-
lection of Jon'’s jokes;
the second is a more
interactive guide to
Stewart’s books and
movies, for fans who
want MORE media.
It’s always smart to
provide readers with
useful tools as often
as Vout can.

YOUR OPIHEON

Headline _......coconecee e

Photo treatment...............

Style & flair ..

Good night
and good yuks

for Stewrt celebrates 10 yeurs as popular kost of “The Daily Show”

: i
b LR
RIS s A e

Qverall appeal

Here’s another

. design that relies
upon a conceptual
graphic effect, and it
all starts with the
word SLANT.
Slanting the page is
a comic effect —
Just as Stewart
slants the news for
cowic effect. That’s
the best argument
you could make fo
convinee a reluctant
editor fo use this
treatment: The
design is driven by
the story’s content.
IPs wot just a

nutty layout.

Style & flair ovveeerereeeerrcenne

Overall appeal

- i
(e T e

f
i
<

How far are you
willing to push those
special Photoshop
effects? We'd argue
that Stewart s q
comedian — so it’s
appropriate to bend
the rules a bit. But
is the headline type
too corny? Is the
Stewart-popping-
out-af-the-TV too
wacky? It’s a risky
design, but one with
a more aggressive
attitude. And your
wltimate goal,
remember, is to grab
readers and lure
them into the story.

Photo treatment................

Style & flair .o

Overall appeal

Here’s another
treatment that's
driven by the story’s
content. Loyal Jon
Stewart fans know
he’s passionately
patriotic even
though he’s frercely
anti-establishment.
(And this aggressive
red, white and blue
flag-themed design
mitmics the parodic
style he used in his
book, “America.)”
But compared to the
previous examples,
there’s not much text
on this page. Is that
a problem?

YT LR B O —

Overall appeal ..




o SPEGIALEFFEBTS oo e

WRAPAROUNDS & SKEWS

As we've previously seen — both in the Stewart variations and in the swipeable FH{IRE ON &
feature formats in Chapter 2 — text isn’t always locked into rigid gray rows. It can, =™ =
instead, dodge around liftout quotes, flow around photos, and indent around # Liftout quotes:

o, Using them with

logos and bugs. When a column of text does that, it’s called a wraparound. (Some  wwparounds........ 148
papers call it a runaround. And when it snakes along a jagged piece of art,it’s often o pnoto cutouts: Using
called a skew.) them with wraps and

Wraparounds can be used with a variety of graphic elements: KOS s 208

Mugs

Headlines Art or photos

UFOs:
THREAT OR
1 MENACE?

Until a few years ago, wraparounds were common in books and magazines, but
not in newspapers. That’s because they required a lot of time, patience and tricky
typesetting codes. But with the advent of page-layout software, type wraps have
become a graphic gimmick that’s useful for both feature stories and —when used
with taste and restraint — hard news.

Wraparounds add flair and flexibility to story designs in three ways:

& They let you place graphic elements in the middle of a layout without dis-
rupting the flow of the text.

@ They let a story’s artwork interact more closely with its words.

# Best of all, they allow you to run graphic elements at their optimum sizes,
rather than wedging everything into rigid column widths.

As you can see here, wraparounds help you use space more efficiently by letting
photos and text interact more tightly:

In the layout at lefi,
. we've cropped o the
edge of the photo
frame. But unless
we crop inte the
t fighter's leg, we're
. forced to create a
layout that’s mostly
empiy white space.
The layour at right,
however, fits iwo
legs of type where
only one fit before.
How? By treating
. the photo asa
: cutout, poking both
e e rmne e S & edges into the text.
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WRAPAROUNDS & SKEWS

s 4+ Don’t overdo it. Any graphic gimmick will annoy readers if they see it too

08 WRiBg often, and wraparounds are very gimmicky. That’s why big, dramatic wraps are
&
Y

usually reserved for special centerpiece features.

Think of it this way: The text of a story is a road the reader travels; a wrap-
around is like a pothole in the road. Steering around one pothole is tolerable, but
who wants to drive a road that’s loaded with potholes?

# Anchor the text block as solidly as you can. Then start
poking art into it at carefully spaced intervals. As soon as the
art starts overwhelming the text, back off. (Take a look at
this page. Tt uses several wraps — but they’re shrewdly posi-
tioned along this solid column of text.)

In other words, don’t let wraps create chaos. Align the text
legs solidly on the page grid first, then carefully position
skews as appealingly as you can.

+ Keep text readable. Severe indents and sloppy spacing
undermine your design (see box at right for details).

# Maintain contrast between the main text block and the
object that’s poking into it. As you can see here, the sidebar
box at right is screened and set off with a drop shadow -
and note how the art in the sidebar acts as a buffer between
the sidebar text and this main text block.

# Don't cut out photos if it damages the image’s meaning
or integrity. That makes photographers quite angry. (For

-
~
~%
~9
~
iy
~
~%
—~9
—
%
e
=B more on photo cutouts, turn the page.) 1
~%
~
8
%
v
~9
6
~
e
-8
il
=8

+ Smooth out your skews as much as you can. Abrupt jerks in the width of the
text are awkward-looking — and can be awkward to read, too.

4 Choose sides carefully. As it turns out, skews on the right side are preferable
to skews on the left. Judge for yourself:

3 Here’s a block of text with a skew But when text skews along the right
along its leﬁedge Itlooks appealing, edge, it’s not nearly as difficult to
: but notice the way read. Even though
¥ your eyeballs keep each line ends in a ¢
; bouncing back and different place, your
forth as you finish one line, eye always knows exactly
then search for the begin- where to go to begin the
ning of the next one. That next line. It’s like an exag-
gets annoying pretty quickly, gerated ragged right. So if
and it turns readers off. you have a choice, skew on the right.

¢ And finally — as we've stressed many times before — try not to force readers
to jump back and forth across any graphic element. No matter how
i may seem to you, your readers
Is it worth the risk?
It may seem obvious to me,
posed to start reading each line,
Zippy the Pinhead to finish it
read each column separately,
without ever getting this far.
read the left leg of text there
reader and see how you do.

simple or ingenious your layout RV
will get confused, lost or annoyed.

Take this example, for instance.
the designer, that you're sup-
then jump across this image of s
— but most readers will try to
get frustrated, then give up
Don’t believe it? Go back and
as if you're a typical clueless
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PHOTO GUTOUTS

We said earlier that photos come in three basic shapes: horizontal, vertical and

AR

intact, is cropped into a standard rectangle.

square. And that’s usually true, But occa510nally, photos break out of the confines
of the rectangle:

This photo of Shaquille O'Neal, with its background In this partial cutout, Shaq’s head This is a complete cutout — the
and hands poke out of the frame. entire background is cut away.

Many photographers and editors loathe this kind of treatment. They argue that
it destroys the integrity of the image. (Some even call it “cookie-cutter art.”)
Designers, on the other hand, consider it a handy technique for creating stylish
images for features and promos. They call them cutouts or silhouettes.

Why create cutouts? It’s usually done for dramatic effect. A photo that’s boxed
and framed seems flat and two-dimensional. A cutout, by contrast, seems almost

Rocknibitfy kicks up
somadust n Tevas
i —

ool
e

bass, boy!

Arls
Vibe

YT

e T e

This tabloid arts page
Hses one cutout as a
dramatic lead element
and another for its
dewnpage story, ioo.

B e g RS R W F AW BT

3-D. It pops off the page in a fresh, engaging way.

It’s also a useful way to eliminate a distracting background
from a photograph. And it can tighten up a story design by let-
ting the text hug a photo’s central image instead of parking a few
inches away.

How do you create cutouts? You don’t carve up the original
photo; instead, you scan the image electronically, then trim it
using software like Adobe Photoshop.

When creating cutouts, remember:

4 Respect the photograph (and the photographer). A bad crop
can change a photo’s meaning; a silly silhouette can ruin an
image’s integrity. So when you can, work with the photographer.
Discuss your ideas in advance. When in doubt, don’t cut it out.

4 Use cutouts on features, but decide where you'll draw the
line for hard news. What’s OK for celebrity photos or fashion
shots may be too distracting or disrespectful for news images.

Estabhsh clear guidelines so you can avoid arguments when you're on deadline.

4 Use images with crisp, dark edges. Light skin and white clothes will fade like
ghosts into the background, so be careful. And be especially careful trimming
faces, fingers and frizzy hair. Crude cutouts look amateurish.
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SPECHAL EHREETS .

'MORTISES & INSETS

When one text block, illustration or photo
overlaps another, it’s called a mortise. When one
image is placed inside another, it’s called an
inset. And here you see four examples of insets
and mortises in action: map on photo, photo
on photo, photo on text, and text on photo.

When creating a mortise or inset:

¢ Overlap onlyinto dead space, or to cover up
something questionable or distracting. Avoid
crowding or covering any crucial detail.

® Mortise only photos of different scale.
Always keep readers aware that they’re looking
at two overlapping elements — not one big, oddly-shaped photo.

IT1173

I

¢ Maintain contrast between overlapping elements: dark onto light,
light onto dark. If photos have similar tonal values, add a gutter or
shadow around the inset photo, as we’ve done here.

Note: Pve included this
page despite hysterical
protests from some of
ny colleaguies, who
believe mortises are :
downright evil. One il
even wrote me g letter :
that went like this —
The preifest board

said todfycihbs met to ;
the newpnaest taxes il

— to show that you'd
never stack one leg of
text on top of another, so
why do it with photos?
To which I say: Fine.
If you don’t like it,
don’t do it. NYAAAH!!!
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SCREENS & REVERSES

In this feature layout,
the phoio illustration
sits above the text and
its sidesaddle headline.
But there’s empty space
in the photograph that
could be put 1o use. . .

Ink is black. Newsprint is white. So how do we create shades of gray?

We do it by fooling the reader’s eve. Instead of using gray inks, we create the
iHlusion of gray by printing row upon row of tiny black dots in a dot screen. And
the bigger those dots are, the darker the gray is. We've seen how this works in
halftones (page 121), but here’s how dot screens create gray tints:

e Ee R A
g 5 B E

¥ 4
5 e o B BT EXES
A il g e
e o R
P

0% | 10%

As these examples show, screen densities are measured by percentages. A 50%
screen will be half-filled with black dots, while a 100% screen is solid ink. That
ink doesn’t have to be just black, either. You can create screens with any color ink,
or with any combination of colors — for instance, if you look closely at a color
newspaper photo through a magnifying glass, you'll see it’s actually a mass of red,
yellow, black and blue dots (see page 217).

Screens VT Y Or they can  sisisiunsi Or they can
EERE e i
can be used Nk create gray oo provide back-
inting S0 R :
for Prllltlﬂg i k18 I’UIGS, bars CEEREREEE gl‘OUDd tints
S bl RREEES

gray type: wif. ot and boxes:  Fspreires behind type:

When screens are used to create background tints, they impair the legibility of
type. It’s not too difficult to read black type on a light (10%) screen, but as screens
get darker, reading gets harder. And it’s nearly impossible to read type on dark
screens unless the type is reversed — that is, printed white instead of black:

. Thisis 10-pointtypeon = %+1Thisiis: tavioSeRtil - - This is 10-point type
i awhite background. 40 i “. . reversed on solid -
g It's easy to read, 00%) black. It's easy -
no matter how long to read, but only in: -
the story is. - small doses.

Screens and reverses dramatically expand the range of contrast on black-and-
white pages. Because they're so conspicuous, they call attention to themselves and
are best used to accentuate headers, logos, headlines and sidebars.

They can also be integrated with photos and illustrations to create a tighter,
more striking package, as in this example:

... and here, a reversed
headline and black deck
are placed on the photo.
This connects the head-
line to the image and
allows more text to.fit
in the columns below.
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SHEGIAL EFFESTS

SCREENS & REVERSES

Not legible:

Legible:

This reversed headline
fits awkwardly into that
negative space. It’s
Jamned too tightly
against the image —
and there’s too much
dark dead space

above and below it.

You can see how a
distracting background
affects (1) black type,
(2) reversed type and
{3) reversed type with

a black shadow. Try to
maintain at least a 50%
difference in screen
value between type and
its background.

« Don’t overdo it. Don’t splatier screens and reverses at whim, or your paper will
look like a clumsy circus poster. Use special effects oxly to highlight items that are
special or different: a feature headline, a column logo, an infographic. Readers
often regard these effects as cosmetic decorations, so think twice before screening
hard news stories.

< Don’t diminish the readability of text. Any screen or reverse slows readers
down {and should thus be used only in small doses), but some combinations of
fonts and screens create obstacles that are impossible to overcome:

When type is reversed:
“out of solid black, the: .
- letters keep their shape: -
-~ And bolder typeis -

Thls isa 9 pomt sans senf '

‘“font. Sans serif fonts,
espeCIalIy bold; are mor
: -readable against screehs,

but use 9 pomt of Iarger

- even easier to réad.

1 b 3 -
I

# Dot screen small text type, uitiess you don't mind if it breaks apart like ihis.
Gray headlines are OK, but be sure the font is blg and bold, since the dot screen
may give it a slightly ragged edge.

# Position the type thoughtfully. Avoid violating a good photo composition with
a crowded (or awkwardly floating) reversed headline or cutline. Any added type
should complement the central image — not compete with it.

< Don’t print type against distracting backgrounds. Look at the mottled, incon-
sistent background in the photo below. In such cases, a drop shadow behind the
type may improve legibility — but proceed with caution. As a rule, type is legible
only when it’s dark against light or light against dark.

% Halftones: How
" dot screens are
used to reproduce

+ Display headlines:
Examples of different
screens at work ..... 212

% Golob: When io use
color tints and

Here, the words in the
headline have been
restacked, giving the
image more breathing
room and filling the
space more evenly.
The elements are now
better balanced.

Drop shadows (Tike
these in line 3 at left)
are made by sandwich-
ing two layers of type,
ane behind the other,
like this:
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HEADLINES
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Ordinary news stories use ordinary head-

lines. And then there are features.
Feature stories let you stretch beyond the
confines of those routine Council-tulls-
landfill-zoning headlines. Using type as a
tool, you can make a cultural statement.
Forge a new visual identity. Or craft a

i miniature work of art.

Some newspapers allow designers
total freedom to create loud, lively
headlines like those on this page.
| Others insist that display head-
x lines follow the same rules — and

use the same typefaces — as the
rest of the paper (that’s to keep
feature stories from looking
too different from the rest

of the news).

So before you plunge too
far off the deep end, be sure
you know the limits of your
editors’ tastes — as well as
the limits of your own typo-
graphic skills.

These wild 'n’" crazy display headlines
were concocted at The Asbury Park Press
(top left), The Oregonian (the two middle
pages at left and the middle page below),
The Ball State Daily News (bottom left)
and The Detroit News (bottom right).




SPLRIAL EFFEETS

DISPLAY HEADLINES

DUNNYING
& BUILDING

DISPLAY
HEADLINES

[t can take hours — days — to write the perfect = ————r — !
headline for a special story. But while you're waiting | I ; :
for inspiration to strike, you may need to go ahead BEAST |
and dummy that story, leaving a hole for the head- ) AR :
line to fill later. 7 T

In the dummy at right, the designer left a horizon- |+ O
tal space for a headline — which later turned out to  © [ HEABLINE | &
be “Beauty and the Beast” With enough time and - =
energy (and a big bag of fonts to choose from), you PR B
could fill that hole with a headline like this: . . S
‘This typeface
{Coronet Script)ssssssenees
is aqua with both a .
white and a blurry fonf?ﬁe’;(;:i?)/
black drop shadow. : ;
The “B”is 92 pt.; o ot o b
the lower-case _.-"«THO;, fsf ] 46;;.'
letters are 116 pt. : solid whiter
AB6ploneraerencs “BEAST” is 48 pt.,
Berkeley italic with a gradient
ampersand, white that runs from

with a light shadow. yellow to orange.

Like many designers, you may have access to dozens of typefaces and to com-
puter software that can crunch, curve and contort type. Fine — but go easy. Even
if you're restricted to just one type family, you can use screens, rules and boxes to
add style and variety. The headlines below, for instance, use just the Futura fam-
ily. Let’s take a closer look at how their components were crafted:*

10% black box with a

Solid black typa «veeveens B EAU Y 5-pt. border and
----------- 0,
Widely tracked I a 20% shadow
type, centered coereereenn —AND THE———
on a.5-pt. rule Type reversed
out of a solid black
Solid black type eveveven- . 6-pt. bar
6 Black Frpe sveseeneen AT BT OR B RTRRY OF 20% black type (uses
30% black type z 4 e ' two 5-pt. shadows: one
Type centered «= white, onte 30% black)
imal2-pt bar; | ..., Box uses a graduated
screen fades from : screen (from 50% top
0 to 50% to 0 -1 TPNN to 5% boitom).
. Shadow is 40% black,
Solid black type«+++- RN blurred in Photoshop
20% black type with S Type reversed out of a
@ 50% shadow ~+vsvrssve %o 3 :f/} black box with a .5-pt.
Type centered 3 g_% g * -1 R reversed inline
between 5-pt.., ... ... vee
rules spaced veeeeene 50% black type
2 pts. apart
. 4 F L % € B =— —=T"— = I Tipe reversed out of
Solid black type ««+« - . black, with .4-pt. rules
with a 20% shadow spaced 1.5 pts. apart
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* Because screens vary from one prialer to another,

the densities used here may need adjustment at your paper.
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DLINE GU

IDELINES

Too much: Sure, its a
matter of personal
taste. But if you park
display headlines in
every corner of the
page, it'll look like
rebel bands of
typographers seized
control of vour news-
room. When you put
too muich emphasis on
decoration, you
distract your readers.

¢ Dor’t overdo it. Sure, noodling around with type is oodles of fun. But don’t
turn your pages into circus posters. Use restraint. Reserve display headlines for

special occasions: big feature stories, special news packages or photo spreads.

Peas may prevent caneer, researchers say

Hene Rita Brotin and hev faithfied fillusrers
srtestched victory, the Juws of deferd

Aty Rivs Bfin vnd her falthful folipwers
sitiched v from tiie jaws of defeat

# Match the tone of the story. Be sensitive to your topic. Use bold, expressive
type when it's appropriate (below, left) — but don’t impose it on topics that
require more understated, dignified type {below, right).

About right: Here,
we've saved the flashy
type for where we nieed
it most: in the lead story
and that small feature
in the bottom corner.
Because the other stories
are standard news itens,
they get standard head-
lines. This typography
subliminally helps
readers sort the news.

¢ Keep it short and punchy. To give a display headline maximum impact, build
it around one or two key words or a clever, catchy phrase, Think of popular
mavie titles (Jaws, Star Wars, Ghostbusters, Snakes on a Plane) and keep your story
titles equally tight. Wide, wordy headlines may be fine for hard news stories —

BABY BUNNIES SPREAD EASTER JOY

— but phrases like that may seem heavy or threatening on feature pages.

So play with the story topic to draw out a short, punchy title. Then play with
the phrasing to decide where the graphic emphasis should go.
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DISPLAY HEADLINE GUIDELINES

# Grid it off. That’s design jargon for aligning your type neatly into the story
deﬂgn Wild, ragged words that {loat in a free-form, artsy way )ust add clutter and
noise. And noise annoys readers.

Instead, enlarge, reduce, stretch or stack words so they're solidly organized.

This headline floats too
rrtuich. It’s not anchored.
The leading looks
awkward and uneven —
and worse, none of the
words align. It wastes
space and calls too
much attention to itself.
On a busy page, this
headline would just add
to the confusion.

As you manipulate the words, watch for natural breaks in phrasing. Will key
words play better wide? Narrow? Centered? Stacked vertically, a headline may
work best ALL CAPS. And you may want to run a word or line in a different
weight or font (be careful, though) for emphasis or variety.

This headline is all
lower case. And as you
can see, many lower-
case characters dow’t
stack well vertically;
the contours of the
ascenders and
descenders leave
uneven gaps that

are difficult to

fill smoothly.

+ Go easy on gimmicks. We've all seen terrific typography on movie posters,
beer bottles and CD covers. But those are designed by highly paid professionals.
Your daring headlines may look clumsy — or illegible — if you choose goofy
fonts, run headlines sideways, create artsy hand-lettering. So beware, beware of
gimmicky type. Do you really want readers to think you're a flake?

Each of these headlines
is neatly stacked. The
top one aligns flush
right; the bottom one
Tines up {on a slight
angle} along both sides.
Notice how some words
have been resized to
ensitre a clean fit. Note,
too, how in each head-
line the second line
manages to avoid the
descender of the g,

The words in that middle
headlirte flow around the
uneven ascenders and
descenders. Notice how
the “f" and the “y” flow
together; notice how the
dot of the “i” has been
replaced by the word “of.
At right, the key words
now use all caps

to provide more solid,
even contours.

2

Novelty type: Sorry; but some typo- Speclal effects Tilting, rmtmg,
graphic clichés are hopelessly cority.  stretching, shading — a little goes a
Silly or gimmicky type can instantly  long, long way. It’s fun to do, but it
make you look like an amateur. just adds noise and distraction.

Sharing letters: Enlarged caps can

share jumbe letters can be confusing.
(SUNDAY CHOOL? CHOOLY?)

Rules and bars: The stucks in this
add a decorative touch. But trying to headline go on and on and on. Too
many rules, bars and words make
headlines dense and stripey.
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COLOR

The flag

This solid cyan tint
makes USA Today’s
logo immediately
recognizable. Each of
the paper’s section
fronts is branded with
its own color, too: the
Sports header is red,
Money is green and
Life is purple.

Typography

Notice how color is
used to make special
type elements pop:
the red and yellow
“Coaches’ Poll” box,
the blue kicker for the
lead population story.
Even those bullets on
the Newsline briefs are
color-coded io each
section of the paper.

Photography

Prior to 1980,
photojournalism was
primarily a black-and-
white craft. But at inost
modern publications,
color photos on section
fronis are mandatory.
Color reproduction is
more difficult and
expensive, but that cost
is offset by the appeal
color photos have and
the added information
they convey.

liustrations
Newspapers have been
colorizing art ever since
they started printing
the Sunday funnies
more than a ceritury
ago. On this page, vou
can see two Common
uses for color illustra-
tions: creating images
for use in graphics (like
the car at right), and
producing special logos
(the Campaign 2006
button ar right and
that Newsline Weekend
Edition label above).

i Natin is lnsching ambétinns
oo

For decades, newspaper editors stubbornly insisted that color was fine for the
Sunday funnies, but news pages should be black and white and read all over. But
in the *80s, after USA Today launched, newspapers finally realized that color isn’t
just decoration; it attracts readers as it performs a variety of design functions:
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Premos & teasers
Front-page prormos
have two jobs to do:

1) attract attention, and
2) guide readers inside.
The best way to attract
attention, obviously, is
to run lively, compelling
color images —
especially faces of well-
known celebrities. Most
newspapers dedicate the
top portion of Page One
fo promos using color
photos and color type.

Golor screens

Adding a color screen fo
the background of a
story is an effective way
to give it extra empha-
sis. Notice how the
orange screen gives the
lead story more visual
punch. (The same is
true for that ad at the
botiomn of the page,
foo.)

Infographics

Charts, graphs and
maps rely on screens
and rules to separate
elements and enhance
readability. And adding
color makes them even
more effective, as you
ca# see in that U.S.
map. Large-scale color
infographics can
become the centerpiece
of a page, particularly
when rio photos are
available. Small, color
infographics (like that
pie chart) provide
essential data, as well.

Advertisements

More and more papers
now riun color ads on
Page One. There’s surely
an ad on the back page
of this section, too,
since sharing color
printing positions with
advertisers defrays the
newsroom cost of

color production.
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SPEGLEFREGTS . o

TYPES OF COLOR

At left is a duotone, a
photo that’s repraduced
using both black and a
spot color. As you can

~ see in the enlargement
below, the duotone
combines different-
sized black and blue
screened dots to create

the blue-gray effect.

et Ordinarily, printers use just one color of ink:
gaiap  black. But for a little extra money, they'll add a
second ink to the press — a spof color — to let you

print pages in a new hue.

(For even more money, you can add several
spot colors to your paper. But unless you can coax
an advertiser into sharing the color and footing
the Dbill, you could blow your whole printing
budget on a few colorful pages.)

Any single color — green, orange, turquoise,
mauve, you name it — can print as a spot color.
But because readers are so accustomed to basic
black and white, any added color has instant, dra-
matic impact. So proceed with caution. Some
“hot” colors (pink, orange} are more cartoony
than “cool” ones (blue, violet) — so choose hues
that suit your news.

Like basic black, spot colors can print as either solid tones or tints. ¢ You add richness and variety o ¢ Pastels work best for background screens,
Here, for instance, are some screen percentages for a spot blue: i spot colors by mixing in black: 1 while solid tones are best for borders and type:

" THIS IS 100% BLUE/20% BLACK
 TYPE OVER A 10% BLUE SCREEN °
. WITH A 100% BLUE BORDER -

FaBha bt an

At left is a full color
photograph that has
been reproduced using
all four of the process
colors. As you can see
in the enlargement
below, the image com-
bines different-sized
cyan (blue), magenta
(red), yellow and black
screened dots fo create
the effect of full color.

the whole rainbow? You could add hundreds of
o0Lop separate spot inks, but that would cost a fortune

{and you'd need a printing press a mile long).
Instead, we can create the effect of full color by
mixing these four process colors:

GVAN MAGENTA /-!.0)/ BLACK

By layering these four colors in different densi-
ties, a printing press can create almost any hue.

Publishing process color costs more— not only
for the extra ink, but for the production work
that’s needed to prepare and print pages. Though
desktop-publishing hardware and software has
streamlined the process, the end result is still the
same: color images must ultimately be separated
into those four process colors, then recombined
as the presses roll. (See page 222.)

] But what if you want to print all the colors —
L

Process colors can print as either solid tones or screens, Here, for -~ © Combining different valuesof  *  Pastels work best for background screens, H
instance, are the four process colors reproduced as 20% screens: process colors creates new hues: @ while solid tones are best for borders and type:
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ADDING COLOR TO A PAGE

SPEGIRLEREERTS .
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This feature page from
The Washington Times
demonstrates that color
doesi’t need to be
excessive to be effective.
The designer, working
with a limited color
palette, has carefully
balanced the color
elements on this page.

Note the screen used
in the background of
this box, It’s called a
gradient or blend
because it gently fades
from one tint to
another, Graduated
screens offer a bit more
texture than standard
color screens but work
best when their colors
remtain subtle.

pil

“We've got spot purple on this page if we want it.
Ohhhh, what a dangerous temptation that is. What a
quick way to turn a nice newspaper into junk mail.

Yes, color can be a blessing . .... or a curse. It can
delight your readers or destroy your design. Using color
successfully requires tight deadlines. Quality control.
Extra money. Extra planning.

So plan for color. Don't treat it like a surprise gift.
And above all:

+ Bo easy. Resist your initial urge to go overboard.
Don’t splash color around the page just to get your
money’s worth. Remember, black and white are colors,
too — and newspapers have managed to look hand-
some for centuries without adding extra inks.

< Don’t use color for color’s sake. Remember, it’s a
news paper. Not the Sunday funnies. If you're deciding
whether to run a color photo of circus balloons or a
black-and-white photo of a bank holdup, choose the
image that’s meaningful — not just pretty.

¢ Beware of colorizing false relationships. Color cre-
ates connections, even where none actually exist. Put a
red headline, a red chart and a red ad on the same page,
and that tint may unite them all in the reader’s mind.
That can be misleading (depending upon the layout).

Colors speak to each other. So if you don’t want to

connect unrelated elements, try not to brand them with the same hue.

4 Be consistent. Don’t run a purple flag one day, a green flag the next; blue sub-

heads here, red ones there. Give your pages a consistent graphic identity by stan-
dardizing colors wherever they’re appropriate. Use this chart to plan ahead:

*Depending uporn:

(1) vour choice of tint,
and (2) whether the
color creates mislead-
ing relationships
between unrelated
elements on the page.
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SPEGIGLEFRRETS -

ADDING COLOR TO A PAGE

Adding color to a black-and-white page is a tricky thing. Where should it go?
How much is too much?

For best results, remember that a little goes a long way. It would be unrealistic
to dictate where color can or cannot be used — but as these examples show, some.
choices generally succeed more than others:

Here’s a typical page in
basic black. It may be
gray, but it's not dull:

By combining a variety

of rules, bars and
graphic elements, it
presents an attractive
mix of contrasts.

It doesi’t need extra
decoration; any color
we add should probably
be functional, not
decorative.

Without color in that
ad, we're free to
colorize our editorial
layout. Still, we've
used restraint. We've
applied spot color for
organization, not just
decoration. Red bars in
the header and news
briefs help anchor the
layout; red bars in the
bar graph make the
information easily
discernable. And the
lead photo is now a
duotone — permissible
because if’s a feature
Photo, not hard news,

LOCAL

NEWS

LOCAL NEWS

y MIKE’S
BIKES

MIKE’S
BIKES

EAELLL 0/ LFALLLL SR L Gt Vade LA kLMt
VULALLLLAUCROARU A ALY L Lsse

SAVE 50%

MIKE’S
BIKES

AEIERELLMRLACLML 1 s Ut o g

MIKE’S
BIKES

ey
Miwpb LU s aeser U ieou

In the race to add color
to this page, the adver-
tiser goi there first. And
since that red ad is so
distinctive and loud, any
red we add to the news
design may seem relat-
ed to that ad. That's a
problem. To maintain
a distinction between
news and advertising,
you can choose fo use a
minimum of editorial
color. Here, we've
applied red only to the
header — and we've
added 20% black to i,
to give it a hue that's
different from that ad,

We've made some poor
choices here — and now
the page looks silly.

Pink screens taint the
credibility of the news,
Red headlines and lifiout
quiotes lose integrity. Red
rules and boxes

distract readers, calling
attention te¢ unimporiant
design elements. And
that red phoio? It shows
how poorly photos print
using only process color.
The page is weak — and
worse, those colorized
news elements all seem
related, somehow, to
Mike’s Bikes.
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- SPREIAL EFTERYTE -

GOLOR GUIDELINES

This Fourth of July
trivia page was done on
the run: The designer
had no art, no budget
and no time to play. But
this clever solution uses
only type and spot color
to turn a functional
layout into a patriotic
pattern. The red, white
and blue colors
instantly communicate

- the theme of the story.
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¢ Use appropriate colors. Colorize pages the way you'd decorate your living
room. And unless you live in a circus tent, that means choosing comfortable hues
(blue and tan, for instance) more often than harsh ones (pinks or bright greens).
The integrity of a news story will be damaged if wacky colors surround it, and the
impact of a page will be negative if readers are turned off by your color choices.
Colors convey moods. “Hot” colors (red, yellow) are aggressive. “Cool” colors
{blue, gray) are more relaxing. So make sure your colors produce the effect you
want. And remember, too, that certain color combinations have unshakable asso-
ciations. For example:
Red = blood, Valentine’s Day.
Green = money, St. Patrick’s Day.
Red + green = Christmas, Mexico.
Brown = Uh, let’s just say a stinky brown can flush away a solid page design.
Like it or not, these color clichés are lodged in your readers’ brains. So make
these colors work for you -— not against you.

¢ Keep background screens as pastel as possible. When we examined back-
ground tints back on page 211, we saw how difficult it is to read text that’s buried
beneath a dark screen. Well, it’s a problem whether the background is black, blue,
brown or any dark color. Whenever you run text in a sidebar, chart or map, keep
all underlying screens as light as you can. (These will usually be below 20%, but
actual numbers vary from press to press. Check with your prlnter to see what the
lightest printable percentages are.)

If you must add type to a dark screen, reverse it in a font that’s big or bold
enough to remain readable even if the printing registration is poor.

. This is 10-point type over
a 10% cyan screen.
Becauise the background

fint is pale, the type: :
Ciseasytoread.

This page suffers from
poor color choices.
Greefi and purple —
not a very popular color
combo — are run as
solid tones, and the lack
of contrast makes the
headline tough to read.
The color green was
probably meant to
suggest money (see the
dollar bill sign in the
headline?), but the
overall effect is dismal.

220

H

2727727772772 7722927T7237333¥32a

77777

27719




. GPEDIAL ERFERTS

GOLOR GUIDELINES

This color photo printed
correctly. The color inks
are-properly balanced,
so the colors are rich

and true. The four color -

plates are properly
aligned, so the image is
crisp and well-focused.

¢ Dor’'t overreach your technolegy. Color production is difficult to do well. It’s
costly. It's time-consuming. And in the hands of a stoppy printer, it’s extremely
disappointing. So it pays to learn your limits.

Illustrations that look gorgeous on a computer monitor often turn to mud on .

newsprint. Color photos lock worse than black-and-whites when the inking is
poor or the registration is off (i.e., the color plates print out of alignment):

So use color conservatively until you're certain of the results you'll get. And
beware of small, detailed graphics or headlines that demand perfect color regis-
tration to succeed — or you'll face legibility problems like this:

THIS HEADLINE REGISTERS 7% ESN'T

# Watch the volume level of your colors. Want your page to look like a Hawaiian
shirt? That’s what'll happen if you use too many solid tones or too many differ-
ent colors. So go easy when you colorize. Use bold, vivid colors for accent only, in
key locations (drawings, feature headlines, reverse bars). Elsewhere, for contrast,
use lighter screens or pastel blends, And if you're designing with full color, try
color schemes that accent one or two hues — not the whole rainbow.

Decorative colors are like decorative typefaces. In small doses, they attract; in
large doses, they distract.

4 Gonsult a color chart before you create new colors. Some papers fail to mix
colors and end up running all their color effects in basic blue, red and vellow. As
a result, they look like a comics section: loud and unsophisticated.

But suppose you want to beef up your blue by adding a little black to it. How
much black should you add? 10%? 50%? Or suppose you want to mix magenta
and yellow to make orange. Should you
simply guess at the right recipe — say,
20% magenta + 50% yellow?

Don’t guess. Don’t trust what you see
on a computer monitor, either — a lot
can change between your computer and
the pressroom. Instead, ask your printer
to give you a color chart (right), which
shows how every color combination
looks when printed. You can even create
your own chart — but be sure it’s print-
ed on the same paper your newspaper
uses, so all your hues are true.

'MAGENTA

This photo reveals the
dangers of poor color
production. The inks
look washed out and
badly balanced. And
because the four plates
are so far out of align-
tent, the image looks
fuzzy — barely legible.
If your color printing
looks like this, you're
better off using black-
and-white.

A color chart shows how
process inks look when
they’re combined. This
portion of a chart, for
instance, shows the tints
vou get when vou add
magetita and cyan to
2096 vellow. The box
highlighted at left shows
the tint that results from
mixing 20% yellow, 20%
magenta and 20% cyan.
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PRINTING FULL COLOR

How do you print full-color art and headlines using just four different-color
inks? The technology is complex, but the process is simple. Here’s how it works

for a typical color image:

Original image

Stop one: The artist draws this color _
ilustration on a computer usingan |\ 1
iltustration program. As she draws,
she creates custormized colors in the
software’s color palette and evaluates
the resuls o her color monitor. (If
she’s smart, she calibrates her monitor
s¢ the colors on her screen match the
colors as they will actually print.)
When she finishes drawing, she'll
transmit this image as a digital file.

Yellow separation

If this were a
drawing on
paper, it would
need fo be sepa-
rated into process
colors by a
digital scanner,
which uses color
filters vo digitize
the immage so it
can be printed.

L
*a
"
L
L3
Tea,,
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u
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Black separation

Cyan separation

Step two: : e
The image is output to
a high-resolution
printer called a type-
setter {or imagesetier).
The typesetter separates
the image into the four
process colors, produc-
ing film negatives,
called “separations,” for
each color using only

black Hnes and dots.

Cyan plate Magenta plate

Yellow plate

.
0
-
L]
°
s

Black plate

Step three:

Those four different
color separations must
now be copied again,
reprodiiced onto flat,
flexible plates for the
printing press — one
for each color of ink.
When the press starts
to roll, each color plate
will print the images

shown here.

Step four: The presses roll. Newsprint passes
across cylinders that, one after another, print
each of the four color plates using the four
process color inks. If the inks are correctly
balanced — and if the newsprint is properly
aligned as it passes through the press—

then the colors will be accurate and the s

image will be sharply focused, or “registered.” :
And only examination under a magnifying
glass will show how dots of those four process-
color inks create the fllusion of full color.

3

Every printer has
different standards
and technigues for
processing color
irmages. That’s
why, to ensure
quality conirol,
yoit must develop
a rapport with
your printer and
production crew.
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SPECIAL EFFEGTS . e

TROUBLESHOOTING

Quick answers fo . Some art directors say you should never use “gimmicky” headline fonts —

questions frequently P s iohio
asked by designers . that you should never deviate from your paper's font palette. Is that rights
perplexed about Never say never. IUs true that you should avoid spraying fonts willy-nilly around
special type and

your newspaper. (You should also avoid fonts with silly names like Willy-Nilly.)
After all, you don’t want your paper looking like a circus poster.

Or do you? Suppose you're running a feature story on clowns, for instance.
Which of these headlines is most appropriate?

Send in the
CLOWNS

Now, suppose this headline
uses our standard news

color effecis:

Yes, this headline uses circus

Most of us might agree that
this font is junky and the
colors are garish. A handful
of headlines like this make a
paper noisy and amateurish.

headline font. Sure, it’s more
respectable and refined. But
how dull would our paper he
if ne headline could ever be
more exciting than this?

type to illusirate a circus
story. But is that necessarily
bad? Wouldn't this be a
successful way to draw
readers inio the story?

Bottom line: Yes, “gimmicky” fonts can took ugly, sloppy and clichéd. But with
the right topic and the right style, they can look fresh and appropriate. It’s often
a matter of taste. So don’t fault the fonts. And don’t outlaw typographic creativity.

Most papers work their standard fonts everywhere they can, but they make
allowances for special cases. Try to establish guidelines to define what's “special.”

We've asked it before, and we’ll ask it again:
Overall, how many typefaces should a typical rewspaper use?

That's up to you (see the “Troubleshooting” question on page 42). But before you

select typefaces for your newspaper, consider how versatile they are. Some type
~ch families offer little variation; others come in a variety of styles and weights that

will accommodate a variety of topics and headline treatments. For example:

This is Times:

a classic, but
available in just
four fonts, You
may find those
Jour fonts don’t
provide enough
versatifity.

As far as fiush right text goes,
your editor has a point. Too
much ragged lefl text, as we've
discussed before, can be
annoying. But in small blocks

If’s available in 12

If-your prinfer
1o problem running reversed type like
this, If yow’re afraid the type will smudge,
. try running it slightly bigger like this,

This is Interstate.

fonts, providing a
wide range of
styles and weights
appropriate for
news and feature
stories alike.

My editor never allows us to run text or cutlines either a) flush right, or
b) reversed. He says it makes the type unreadable. Is that truep

s shouldhave.

This black background,
by the way, isn’t just
solid black. We've also
added 15% cyan — an

like this one, it's no problem. or biggé'r and bolder like this. Try a - _. old trick to make the
FNL RSO rasenicll  few cautious tests to determine the b?ﬂ}f’f l{.)SOi; zﬂglkf’;cﬂ_”i
. . = S O B . AR FIener. ool ACK VIR,
often benefit from running  EENIETS leglble,-readable solution. - by itself, often looks

flush right against a photo.

washed-out or splotchy.
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SPEDIAL ERHEBTS . o

TROUBLESHOOTING

~ At our newspaper, we mix colors in an unorganized and inconsistent way.
_ How do we develop a handsome, reliable color palette?

Good color doesn’t just happen. It takes careful research and patient testing, on
newsprint and on your press. (Remember, there’s a world of difference between
the colors you see on youx computer monitor and the colors your press actually - =
prints on paper.) )

Every newspaper needs an official color
guideline like the one at right. To developit, a
team of artists at The Oregonian spent weeks

testing hue after hue in maps, charts and
headlines until they agreed upon these 10 col- A —

. prEmpEeRgReTERe IR
ors, colors that complement cach other while BBttt JCHARTBASE 3
performing every necessary duty. ' ey

Want a color palette of your own? Here’s a

quick three-step method:
Ef Go to a hardware store, a paint store, a K-
mart — anywhere they sell house paint. Pick
up booklets or paint chips showing a range of
pre-coordinated decorator colors (ie., the
Tortilla Brown that goes so fabulously with
their Bahama Blue).
| Visit your printer and ask to see the Pan-
tone ink book. Pantone is a company whose
inks have set the industry standard, and
they’ve given every possible hue a number. So
match the paint-chip colors you like with the
numbers in the Pantone ink guidebook (550
blue, 716 orange, etc.).
B sit down at your computer and open a
drawing program (Freehand, Ilustrator), a page-layout program (QuarkXpress,
InDesign) or a photo program (Photoshop). Begin creating your color palette by
choosing those Pantone numbers, then converting them to CMYK.

Once youw've selected a palette of complementary colors — which can range
from five to 20 hues — begin testing and fine-tuning them on live pages until they
print consistently, predictably and attractively. (By the way, the toughest color to
produce is beige. Take, for example, the beige we’ve used throughout this book.
After carefully testing and retesting, we finally settled upon this formula:
5% cyan, 6% magenta, 12% yellow. So how well has it printed in your version of
this book? Is it truly a sandy beige — or is 1t too pink? Too green? Too yellow?)

«CHARTBASE 1

- «CHARTBASE 2 (w/white)

| +BAR/LINE 1(green)

«BAR/LINE 1 (blue)
& «BAR/LINE 1(red)
| .BAR/LINE 1 (dk. green)

«BAR/LINE 1 (brown)

Our photo editor won’t allow us to run any headlines on photos, or to use
any phote cutouts, hecause it damages the images’ integrity. Is that true?

We asked this question back on page 140. We're asking it
again now, because it comes up constantly in newsrooins
everywhere. Where do you draw the line with cutouts and
superimposed headlines?

As we said before, newspapers are behind the curve when
it comes to stylizing images. So analyze magazines and news-
paper pages like the one at left. Discuss what works. Decide
where to draw the line, then allow careful experimentation.
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ooner or later, your paper will need new logos. A special themed
page. A new section. A major typographic face-lift. Or a complete

organizational overhaul.

So where will you begin? Where will you find ideas? How will you

know what needs changing?
How will you decide on the
best typefaces and formats? And more
importantly, who will decide? Will it be
up to the designer? The editor? A
redesign committee? The readers?
Long ago, newspapers never worried
about these things. They'd go years —
decades — without upgrading any of
their design components. It didn’t mat-
ter to the subscribers, so it didn't mat-
ter to the editors, either.
But in today’s competitive market-
place, every product must remain as
fresh as possible. That's why cars are

redesigned every year. Department
stores redecorate every five years. And
many magazines get cosmetic make-
overs every three or four years.

It’s essential for newspapers to regularly reinvent themselves, too. And
though any redesign project can seem overwhelming at first, here’s a chapter
of advice and inspiration to help things run smoothly.

GREPTER FBRTENTS

< Redesigning your paper:
What IS a redesign? Here
are nine steps to doing
one successfidly .......... 228

% Evaluating your paper;
The newspaper design
report card — a way fo
identify your strengths
and weaknesses ..

% Gathering exampies:
Borrowing design ideas
fromt America’s best-
desigrnied papers

< Compiling a shopping
list: A checklist to help you
decide which design
components youl'll
repair or replace

4 Building prototypes:
Tips on bualding sample
pages that fest your
redesign ideas............. 232

% Testing and promotion:
Learning how your readers
feel — and showing them
what yeuretp to....... 284

#-COLUMN GRID!

[ JusT LOVE
THIS NEW

AND GET A 104D
OF THE DINGBATS
IN THAT SKYBOX!

% Writing a stylehook:
Codifying the siyles and
formats for your paper’s
design elements .......... 239

# Launching and
following up: Refining
your new look once
it’s in place

% Redesign gallery:

A before-and-after study
of three papers 7

% Troubleshooting ........ 241




. REBESIGNS -

REDESIGNING YOUR PAPER

What do we mean by a redesign? Let’s take a before-and-after look at a feature
page as it overhauls its typography, its grid and its design philosophy:
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This page needs

help. But what's wrong with it, exactly? The first step in

any redestgn is fo itemize the elements that need lmpravement

This redesign creates a page that's hvelier and more modern-looking,
How did we address each of rhose problems we ortgmally identified?

1717113131311

Typography We made the section ﬁag bzgger cmd bolder — but colored it
gray to ione it back down. We added more index information in the ears.
And the headlines have become Interstate Black Compressed, which allows
a higher chamcter count ( that is, a lot more words) in the same space.

Typography The headlmes and section ﬂag are Helvetzca —a bland font
that lacks personality. Time to dump it {and the Bookman on that lead

: story) and find a more modern, expressive font. And those ears are dull,
too (more Helvettm), oﬁermg 1o clues to what'’s inside the section.

GOIOI‘ A prelty mtsophmzcated calot pa lette, w:th rhose cyan screens cmd Gullll‘ We re using more pmtels for a soﬁ‘er tone, avoiding those contic-
harsh cyan LIVING. Ttme fo blend somie more muted earth tornes. pagey cy.cms The headlmes are black 50 they dow’ rcompete wzth the art.

797771

Stury cuunt Now we've got seven elements on thzs page—a coup
shorter stories, a TV promo and an offbeat humor column down the left
edge ofthe page Is that too much tmﬁ‘?c riow - or is the speed about rlght?

Story count: Only three stories, cmd Ioak haw bio’ and slow rhey are.
Aren’t we tired of these topics by now? Most readers demand a better #ix,
with more entertainment and a greater range of subjects.

The page gmd We re How using an unusual 9 column grid whzch creates
some dynamic story shapes (notice the Edge column and the TV promo).
This grid might not work on a page with ads at the bottom, but here, it
prevents the high volume of maierial from becoming too chaotic.

226

The page gl'ld It’s on a standard 5-column grid, which is f ine for routine
lavouts. But is it versatile enough to organize a page with more traffic?
And haven't we seen enough feature fronts with a columnist dribbling
down the left edge of the page and a dull leftover along the bottom?

Yo s




REBERIGNE

REDESIGNING YOUR PAPER
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The late *80s: The Oregonian had been stodgy The mid-"90s: This redesign adds the energy that ~ 2000: This redesign was driven by a change in
for decades — and this redesign pushed as far as was missing before. The flag is engaging and bold,  paper size. Like many papers, The Oregorian

the old editors would allow. The flag was retooled.  with colorful promos (and an emphasis on the reduced ifs width by an inch fo save newsprint.
A colwmn of briefs ran down the page every day. THURSDAY). An 11-column grid helps organize  Its new editor wanted a more classic, dignified,
o Summary decks were introduced. (The headlines the increased graphic traffic. And the headlines elegant feel, which is reflected in the Minion
and decks had to use Helvetica; the publisher was  have become Franklin Gothic Condensed, an headlines, italic decks, wider gutters and
—l afraid readers would object to any newer font.) improvement over the clunkier Helvetica. reduced number of graphics and promos.

Revamping your bylines? Ah, that’s easy. Jazzing up your liftout quotes? No
problem — that’s fun. But launching a bigger project, where you overhaul a page,
a section or an entire newspaper, is sometimes a perilous journey populated with
5 panicky publishers, stubborn staffers and hypercritical readers.

- Nobody likes change. But every newspaper needs to reinvent itself regularly.
And if you can proceed in an organized manner, you can spare everybody (your
staff and your readers) unnecessary grief.

You've just spent the last 200 pages learning how to assemble a newspaper.
Now, in the 10 pages ahead, we’ll show you how to take a newspaper apart — and
how to piece it together again — as we walk you through our nine steps to a
newspaper redesign:

& Evaluate your newspaper to identify your strengths and weaknesses.

B2 Gather examples of other newspapers to provide ideas and inspiration.
B Make a shopping list of elements you need to change. ;
£ Build prototypes that explore a variety of design alternatives, E
H Test it by showing it to staffers or readers and assessing their reactions.
0 Promoete it with ads or stories that explain the changes to your readers.
Write a stylebook that contains detailed guidelines for all the changes.
B Launch it. Ulp! Good luck!

El Follow through with critiques, discussions and design feedback.
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EVALUATING YOUR NEWSPAPER

NEWSPAPER DESIGN

Every newspaper is unique — and so is every newspaper staff. Some excel in
photography. Some Wwrite award-winning stories. Some create graphic wizardry.

So how would you assess your staff? Before tinkering with your fo