
Memory lane… 
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key concepts from last week 
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How do we make good information design GREAT? 

1) Content Focused 
A designer needs to understand the goal of the piece and to 
be able to distill the information down to the essential 
message 

2) User-Centric 
You are fully committed to understanding and catering to the 
needs of the end user or audience.  This means you need to 
learn what users actually want and need. 

3) Employing the Tools of the Trade 
Have a clear understanding of design principles, such as 
hierarchy, composition, grouping, rhythm, typography, color, 
and others. 



THE  
INVITATION 
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Information design, pure and simple. 
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The first goal of the invitation is to  
provide information: 

Who 
What 
When 
Where 
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The second goal of the invitation is be memorable, distinctive, and 
reflect the personality of the person or the company’s brand. 

Who are they? 
Why should you care? 

Is the event worth your time? 
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Today, we will focus on the presentation of the information. 
How do we distill it into bite size, meaningful chunks? 



1) 
ORGANIZATIONAL 
TOOLS 
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L.A.T.C.H. 
theory of organization 
AKA “The Five Hat Racks” 
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Model for organizing information developed by Richard Saul Wurman
—writer, designer, and founder of the TED conferences  
(Technology, Entertainment, Design). 



RICHARD  
SAUL 
WURMAN 
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www.ted.com/ 



L.A.T.C.H. 
Wurman says there are only 5 possible ways to 
organize information: 

1)  Location 
2)  Alphabet 
3)  Time 
4)  Category 
5)  Hierarchy 
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“I’ve always said to every audience who has bought the 
book or where I have spoken, I said, “I thought there 
was a huge number of ways of organizing things.” I was 
surprised that I could only come up with five. Let’s say 
there is no more than 10. I don’t care if there’s 5, or 6, or 
7, but if aGer 20 some years nobody has come up with a 
sixth, I feel safe to say there is no more than 10, and 
there’s probably not more than 5, and it works, because 
you can decide when you start a project of how you get 
into it.” 

‐Richard Saul Wurman in his IA Summit Keynote 
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How should we organize these cars? 
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LOCATION 

Location structures information based on physical geography.  

Location is chosen when the information you are comparing comes from 
several different sources or locales.  

Examples: 
Maps 
Travel guides 
Medical texts 
Doctors use different locations of the body to group and study medicine.  
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ALPHABET 

Alphabetical organization bases content structure on letter sequence. 

Alphabet is best used when you have enormous amount of data. As usually 
everybody is familiar with the Alphabet, categorizing by Alphabet is 
recommendable when not all the audience is familiar with different kind of 
groupings or categories you could use instead.  

Examples: 
Dictionaries 
Encyclopedias 
Telephone books 
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TIME 

Frameworks based on time prove functional when users need to understand 
the sequence of events. 

Time is the best form of categorization for events that happen over fixed 
durations. Time is an easy to use framework in which changes can be 
observed and comparisons made.  

Examples: 
Calendars 
Arrival and Departure boards 
Cooking instructions 
Timelines 
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CATEGORY 

Categorical structures group information with similar features or attributes. 
Groupings may be broad or specific. 

Category is an organization type often used for goods and industries. This 
mode works well to organizing items of similar importance.  

Examples: 
Sections of an ecommerce website (Beauty vs Household vs Food) 
Scientific classifications (Flora and fauna) 
Types of beverages (Teas, Coffees, Frozen, etc) 
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HIERARCHY 

Hierarchy organizes information by measure (small to large, dark to light, 
least expensive to most expensive) or by perceived importance (rank, level, 
stature). 

Hierarchy is to be used if you want to assign weight or value to the order 
of information.  

Examples: 
Food pyramid 
Emergency Instructions 
Best Sellers Lists 
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INVERTED PYRAMID  

Used by journalists and 
adopted by web designers as 
the most effective structure for 
delivering written content 
online. 

Can also be used by visual 
designers—using aesthetics to 
create a hierarchy of 
information. 
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Theory of organization 



Example of inverted pyramid at play: 
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2) 
STRUCTURAL 
TOOLS 
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HIERARCHY 
when it come to organized design, hierarchy is tops! 

                     (doh!) 
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HIERARCHY 
Hierarchy in 
graphic design 

refers to the 
ordering of 
pictorial and 
typographic 
information sets 

so the viewer can 
quickly gain an 
understanding of 
their relative 
importance. 
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A user’s comprehension of an informational hierarchy requires two processes: 

1) A quick grab or overview  

2) A more detailed consumption of the content 
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As users proceed through the layers and 
levels of information (body copy, captions, 
supporting charts and graphs, etc), they 
process how that content supports that 
original core message. 

hQp://www.allgraphicdesign.com/graphicsblog/2008/11/30/annual‐report‐designs‐best‐of‐annual‐
reports/ 
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During the detailed 
consumption phase,   
The following can help 
the reader connect and 
rank information sets: 

• typographic 
differentiation 
• grid structures 
• consistent alignments 
• principles of contrast  
• color coding  

hQp://www.allgraphicdesign.com/graphicsblog/2008/11/30/annual‐report‐designs‐best‐of‐annual‐
reports/ 
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Hierarchical development starts with ranking the visual elements by importance.  

Creating hierarchy with color 
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Creating hierarchy with size 
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Establishing a visual hierarchy—to help 
the viewer absorb the information 
provided—is a crucial part of the 
design process. 

Hierarchy employs clear marks of 
separation to signal a change from one 
level to another. 

This visual hierarchy can be conveyed 
through variations in the following: 

• Scale 
• Value 
• Color 
• Spacing 
• Placement 
• And other signals 

CREATING HIERARCHY 

http://gdbasics.com/index.php?s=hierarchy 
http://swooshh.com/graphicdesign.html 
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A visual hierarchy helps readers scan a 
text, knowing where to enter and exit 
and how to pick and choose among its 
offerings.  

Each level of the hierarchy should be 
signaled by one or more cues, applied 
consistently across a body of text.  

A cue can be: 

spatial 
• indent 
• line spacing 
• placement 

graphic 
• size 
• style 
• color 

Infinite variations are possible. 

http://juddsworld.com/?content/Typography/ 
http://www.thinkingwithtype.com/contents/text/#Hierarchy 
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In typography, redundancy is actually 
recommended. 

For example, paragraphs are 
traditionally marked with a line break 
and an indent, a redundancy that has 
proven quite practical, as each signal 
provides backup for the other.  

Try using no more than three cues for 
each level or break in a document, 
otherwise, things get visually cluttered, 
and the benefits of hierarchy get 
muddled. 

REDUNDANCY IS KEY 

http://www.thinkingwithtype.com/contents/text/#Hierarchy 
http://hajimehimeno.com/blog/ 



GRID SYSTEMS 
organization is everything 
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GRIDS 
Designers use 
grids to organize 
content and 
manage the 
clarity of a 
message. 

You can create 
hierarchy with a 
grid. 
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O’Grady, The InformaZon Design Handbook 
hQp://www.aisleone.net/ 
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Grid is a series of 
horizontal and 
vertical lines that 
evenly and 
symmetrically 
divide a page, 
whether it is a 
printed page or a 
"page" in a 
website or 
computer-based 
application.  

A grid can consist 
of a single column 
framed by 
margins, or it may 
have multiple 
columns. 

GRID 



GRIDS 
A grid may be based on 
your own personal aesthetic, 
follow the ratio of the page 
itself, or can be based on the 
golden section. 
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O’Grady, The InformaZon Design Handbook 
hQp://www.aisleone.net/ 
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Using a grid system for page and screen layout makes it easy to organize and balance all of 
your elements. Graphics, text, photos, navigation elements--anything that is going to be visible 
on a printed or web page can be organized using a grid.  
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Books and magazines should be designed as spreads (facing pages).  
The two-page spread, rather than the individual page, is the main unit of publication design. 
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Grids are used to emphasize the 
most important parts of your 
content, organize it into 
categories, and make it visually 
interesting and not static. 
Generally speaking, the larger 
and more dominant or unique the 
element, the higher its ranking in 
the visual hierarchy. 



3) 
AESTHETIC 
TOOLS 
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ALIGNMENT 
the straight and narrow…or not. 
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ALIGNMENT 

Alignment is the organization of text into columns with hard 
or soft edges. The four basic styles of alignment define the 
fundamental architecture of typographic layout. 

1.  Justified 
2.  Flush Left  
3.  Flush Right 
4.  Centered 
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ALIGNMENT - JUSTIFIED 
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ALIGNMENT – FLUSH LEFT 
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ALIGNMENT – FLUSH RIGHT 
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ALIGNMENT – CENTERED 
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Invitations Rule! 
Er, Invitation Rules. 
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8 guidelines for successful invitations 
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1)  Keep it simple - Invitations should be clear and easy to read. Complicated typographic 
layouts will almost always detract from the message.  

                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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2)  Center til your heart’s content – 
Centering copy is rarely a good 
idea…except in invitations! 
Because the content is limited, 
people generally read them 
slowly and on a line-by-line 
basis. 

3)  Create hierarchy with spacing – 
 Use white space to signal the 
 relationship between parts of an 
 invitation. Set the important 
 copy large and supportive text 
 at a smaller size. Size and 
 spacing differences should 
 always be obvious.  

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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Guidelines for Typeface Selection 

Beyond providing information, type in invitations has two main jobs:  

• Creating differentiation  
• Establishing a mood or theme  

These are accomplished through typeface selection.  
                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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4)  Differentiate with your choices - Typefaces can create brand and event distinction. The 
best choices not only convey information, they also make the invitation memorable. 
Spend a little time looking for just the right font … and avoid using the usual suspects 
bundled with applications and your operating system. 

                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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5)  Set a mood – Typeface selection can evoke a mood or set a theme.  But be careful, 
things can get corny…fast! 

                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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6)  One face Is enough – Invitations are almost always small canvasses and, as a result, 
one typeface is usually enough to get the job done. Two typefaces can sometimes 
clarify the message or create a hierarchy. Employing more than two typefaces in an 
invitation, however, tempts disaster: The hierarchy can become confusing and the 
design jumbled.  

                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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7)  Go decorative when… – Use less decorative typefaces for invitations that have many 
lines of copy or where the lines of copy exceed six words.       

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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8)  Compliment proportions – Consider complementing the proportions of the invitation 
with typeface choice. If the invitation is tall, or in vertical/portrait mode, consider using 
somewhat more condensed typeface designs or scripts with long ascenders and 
descenders. If it is square or horizontal/landscape mode, try a slightly expanded 
typeface design or one with a large lowercase x-height.       

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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Guidelines for Graphics 

The primary rule for the use of graphics is the same as the first rule of 
typography: keep things simple. The most important part of an invitation 
is the typography: the message. If you want to include an ornament or 
graphic in the design, be sure that it complements the message—and 
doesn’t overpower it.  

                      

http://dynamicgraphics.com/dgm/Article/28724/index.html 
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Business vs. 
Social 

There are two 
kinds of 
invitations: 
business and 
social. While both 
can be serious or 
lighthearted, 
theme-based or 
reserved, and 
elegant or 
unassuming, the 
best typeface 
choices for each 
can differ 
dramatically.  



ORGANIZING 
INFORMATION 

Project #1 – PART B & C 
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Fashion Invitations & Lookbooks 
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For Project #1, you will create a fashion show invitation and lookbook.  
This project has three parts. 

Select a specific fashion show from style.com. The brand will be your client, and you 
will be designing an invitation and lookbook that corresponds with that show. 

Before you dive into the graphic design, you need to understand your client’s brand 
and focus, the inspiration for that collection, and the needs and interests of the end 
user. 

Project 1A: Capture the mood of show; brainstorm inspiration, materials, textures: 
Think about fabrics (soft cotton, shimmery silk, neon spandex), found objects (bottle 
caps, newspapers, old polaroids), trimmings (buttons, chains, sequins, etc).   

NOTE: The mood or feeling is valuable INFORMATION that needs to be conveyed 
through the visual aspects of your design. 

Make a 16x20 collaged mood board (on ¼” thick black foamboard) inspired by the 
show.  Use key images from the collection itself, and also external influences (Russian 
dolls, Modern Architecture, 1970s, etc). Collect fabrics, paint chips, anything 
representative. Distill color palette down to 3-4 main colors.  Include 4 words that 
describe the mood of the collection (ex: structured, playful, romantic, military). 

Project 1A is due Week 2. 

DONE 
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Now that you’ve made your mood board and really understand your client’s brand, it’s 
time to start your invitation and catalog design. 

Project 1B: Design a thoughtful and creative invitation for the fashion show you 
selected on Style.com.   

The invitation—at a minimum—-must include the following information: 

Who (Fashion designer) 
What (ex: Fall 2012 Women’s Runway Collection) 
When (Date, time) 
Where (Location) 
RSVP info (Who should they contact and how?) 

Think “outside of the page.” This is your chance to do something very tactile and 
material-driven.  How will you convey the message of the show in your design, while 
still respecting the rule of hierarchy? What will the invitation be printed on? Will it 
come in a brown bag? A poster tube? Wrapped around a candy bar? 

Project 1B final layouts (digital files) are due Week 3. 
Final printed/constructed invitations are due Week 4. 
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Now that you know what you’re doing with your invitation, you ALSO need to start 
thinking about your lookbook catalog.  A lookbook is a selling tool. It expresses the 
creativity of the brand while also having a specific marketing and PR function: Buyers 
and Editors use lookbooks to place orders (for stores or magazine editorial layouts, 
respectively.) 

Project 1C: Design a functional (yet still interesting!) lookbook that ties back to your 
invitation design. 

The lookbook must include the following information: 
At least 20 images from style.com fashion show. 
Cover must include: 
Who (Fashion designer) 
What (ex: Fall 2012 Women’s Runway Collection) 
Each photo should include: 
Name of Model (If not on style.com, you can make it up!) 
What are they wearing? (Describe the outfit in 15 words or less. “Pink sateen blazer, 
white and pink striped shirt, pony hair skirt”) 

Think “outside of the book.” How can you best present this information in a functional 
way, that is still creative and possibly tactile? Are you making a set of playing cards, a 
fold out poster, or a traditional cloth bound book? 

Project 1C final layouts for the cover and first 10 looks (digital files) are due Week 3. 
Final printed/constructed book comps are due Week 4. 
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MATERIAL RESOURCES 
At the stores below, you will find fabrics, ribbons, trimmings, specialty papers, etc. 

Paper Presentation 

23 West 18th Street  
New York, NY 10011  
Tel: (212) 463-7035  
Mon- Fri 9 AM to 7:30 PM, 
Sat & Sun 11 AM to 6 PM 
www.paperpresentation.com 

Paper, envelopes, ribbons, craft 
supplies 

Print Icon 

7 West 18th Street 
New York, NY 10011 
Between 5th and 6th Avenue 
Tel 212-255-4489 
www.printicon.com/ 

Paper and envelopes, printing 
samples 

A.I. Friedman 

44 West 18th St. (between 5th & 6th) 
New York, New York 10011 
(212) 243-9000  
Monday thru Friday 9:00 am – 7:00 pm  
Saturday 10:00 am – 7:00 pm  
Sunday 11:00 am – 6:00 pm  
 www.aifriedman.com 

Paper, envelopes, general art supplies 

Pacific Trimming 

218 west 38th street 
Mon – Fri 9am – 7pm 
Saturday 10-6pm 
www.pacifictrimming.com/ 

Ribbons, buttons, chains, and other 
trimmings 

Mood Fabrics 

 225 West 37th Street, 3rd floor  
New York, NY 10018  
(212) 730-5003  Monday - 
Friday: 9:00 am - 7:00pm  
Saturday: 10:00 am - 4:00pm  
Sunday: Closed 

Fabric and ribbons 

Shindo Ribbons 

162 West 36th Street  
New York, NY 10018  
USA TEL +1 (212) 868 9311 
Hours 9:30 am - 5:00 pm  
Open Mon.-Fri.  
http://www.shindo.com/en/ 

Ribbon 
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PRINTING RESOURCES 
At the places below you will be able to get things made. 

East Side Copy 

15 East 13th Street 
New York, NY 10003 
Tel: (212) 807-0465 
www.eastsidecopy.com 

Photocopies, color printing (small and 
large posters), catalog binding, 
rounded corners, mounting, and more 

Print Icon 

7 West 18th Street 
New York, NY 10011 
Between 5th and 6th Avenue 
Tel 212-255-4489 
www.printicon.com/ 

High-end digital color printing 
(Indigo), posters, foil stamping, 
and letterpress 

FedEx Kinkos 

Located all over—check their webiste for 
nearest location 

 www.fedex.com/US/office/index.html 

Booklet printing, binding, lamination, copying, 
digital printing (large and small format) 

Comp 24 

127 West 30th Street 
www.comp24.com/ 

Rubdowns (transfer decals), folding 
cartons, project mockups 

Will be expensive. 

Zazzle 

www.zazzle.com/ 

Custom t-shirts, mugs, stickers, 
gift boxes, tote bags, iphone 
covers, etc. 

Parsons Print Output Center 

55 West 13th Street, 4th floor 
212-229-5300 x 4522 

Large posters 

“Free” because you can use the money on 
your card 
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