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introduction

Once beyond the initial flattery of being
asked to write this foreword, | must admit | had
to take a very long pause to actually begin to
articulate what goes on in my conscious mind
when | consider the “poster” medium. In actual-
ity, and | think | can speak for a lot of designers,
posters are not something that we’re asked to do
for our clients with any regularity. So | can’t
speak from the point of view of someone who
turns themn out like a press. But certainly the
same aesthetic, the same design principles and
communication criteria are called upon as for

any other design format.

When we do design them, quite often
they are an extension of something else.
Whether it’s an image campaign for a retail
center, an exhibition opening or a running
event—the posters we generally create are made
to work in conjunction with many other media
to get the message across. The point is, they
don’t have to work as hard as they might if they
were the sole pipeline of information. They are
often image-driven or even commemorative.
And | don’t think our studio is unique in this
situation. The resulting phenomenon is that
posters as a medium have gotten away from
their original classic intent which, best | can
tell, is to get your attention—from a distance.
And in the most expedient way possible. After
all, posters are meant to be posted in public

places such as subways, storefronts and kiosks—

where they are seen in passing while on the way
to somewhere else. The window of opportunity

to communicate is very small.

Reality, however, is that the contempo-
rary poster landscape has evolved a great deal.
Posters have become something more than a
way to communicate quickly and to inexpen-
sively avoid media placement costs. Their func-
tion has becorme much more diverse than simply
being a vehicle for getting across views of
underfunded special interests or promoting the
next concert coming to town. The poster that
once carried some message of dissent on the
latest social issue may just as likely show up at
your door rolled in a tube announcing a birth or
inviting you to a party—a much different use
from what inspired the medium originally. And
although many “period” posters in retrospect
can be considered things of beauty, while still
communicating their message in the classic
sense, the last decade has seen a proliferation
of posters that have been produced that aspire
to be just that, a thing of beauty—with no real
message at all other than what they convey as
image. They are simply decorative objects—

something for the living room wall.

There is nothing wrong with making
“decorative” posters necessarily. | do under-
stand it. And probably more than once in my
career | have succumbed to the temptation.
There is simply something very intoxicating and
irresistible to the designer, myself included,
about seeing your work big. It somehow seems

better, or more important. It is, in a way, a



vehicle to produce your own fine art, to graphi-
cally experiment or explore the latest printing
technique. It just dictates a different criteria

on which to be judged.

Because the poster is unique in our busi-
ness in that it has and does cross over in the
public’s mind as art, the medium has a sort of
built in forgiveness factor—it’s beautiful so it
must be good. | have several old advertising
posters framed and hanging in our offices as art
that don’t say or mean a thing. They just look
cool. Again, maybe it’s this obsession designers
have with scale. The interesting thing to take
note of is that in a world filled with advertising
messages screaming at you from every direction
and every medium, the poster is the one adver-
tising media that almost universally people
accept. And to the extreme, steal. Or even hop
fences for. Because posters have achieved this
level of perceived value, they hang around.

Long after that great print ad campaign is in
the landfill, the poster will still be on the wall

or, at the very least, in the flat file for posterity.

Does this mean that at some point in our
future a “Lite Beer” point-of-purchase poster
might be considered art? The new retro craze?
| doubt it. But who knows what the next hundred
years of the poster may bring. Historically, the
poster offers a wonderful freeze-frame, short-
hand glimpse at our society and the human
condition. What is important. What is popular.
Where to be. How to dress. How to vote. Who
was born. What to see. | assume the trend will

continue.

And speaking of what to see. Books like

Jje

this, to a degree, are a lot of what we see when
considering the poster medium. Unless you hap-
pen to live in an urban environment with a large
pedestrian population, or are walking on a col-
lege campus everyday, your exposure to posters
is likely limited. Personally, beyond trips to the
local video store and the proliferation of photog-
rapher, paper and professional design organiza-
tion mailings, my take on the state of the art of
poster design is formulated from graphic design
publications. But just because they have been
selected for reproduction or that they are beauti-
ful to look at does not necessarily mean they are
good “posters”. The good ones to me will always
be the posters that defy definition—that some-
how through juxtaposition of imagery and words
(or no words) communicate a quick, clear mes-
sage in a totally unique fashion—from ten feet
away. But what | like, you may not. My Glaser
may be your Max. The psychedelic posters of the
sixties were illegible to the Haight-Ashbury
businessman and my dad. But | never had a
problem with them. My, how times have

changed, or have they?

—Rex Peteet

Principal
Sibley/Peteet Design

Austin, Texas
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Margo Chase Design

Margo Chase
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PHOTOG GRAPHERS

Margo Chase, Merlin Rosenberg

C LI ENT
Graphic Communication Society, Oklahoma

and Art Directors Club, Tulsa
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Lecture announcement

S 1 ZE

16.25" x 21.5" (41.3cm x 54.6cm)

[right] This lecture announcement employs a
literal interpretation of germs imagery: a box
of tissue. A Margo Chase Design font,

Envision, was used for the type.

[below] The designer used intentionally
unsettling imagery from a variety of sources,
ﬁ juxtaposing it with big cut-up type to give
7 the feeling of cage bars blocking the way.
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HMM Communications

ALL DESIGN

Howard M. Montgomery

c LI ENT

Cranbrook Academy of Art

P URZPOSE

Film series promotion
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(27.9cm x 43.2cm)

Desiger used 2 sombination what WHAT inspires the disease of

of QuarkXPress, montage, and

a small Xerox batch run to design in her? LISTEN: listen: MARGO
complete this poster project. .
CHASE talks alﬂgerms at the gfaphic
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Janimate)\

meditate

From a given point of vision,
objects approaching each other
on opposing trajectories will,
for an instant, appear to collide.
But whether collision, union, or
n.‘siﬁnnle cross—over, all original
manifestations and relationships

will be transformed.
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JenvisionT
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Studio Dunbar
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- T DI RECTOR

Gert Dunbar

D ES I GNER

Jeremy F. Mende

PHOTOG GRAPHETR

Jeremy F. Mende

Theatre Zeebelt

PURPOSE

Promotion
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the same

[above and rightl]
18" x 24"
(43.7cm x 61cm)
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Watt, Roop & Co.

TUESIAYS 8Y DESICN TUESDETS £Y DESICN TUESDAYS BY DESIGN TUESDAYS BY DESICN TUESDAYS 8Y DESIGN TULSUAYS BY DLSICN TUESDAYS BY DESIGN TUESNAY BY DLSIGN TULSDAYS EY DUSIGN TUESDAYS EY DESICK

A R T DI RECTOR

Gregory Oznowich

DESI GNERS

Gregory Oznowich, Kurt Roscoe

Disney Imagineers Joe Lanzisero and Don Carsox “Toont Don Kinzer, Head Corator: The design aod construction of the Cleveland Metroparks Rainforest

P HOT®O GRAPHER

Martin Reuben Photography, Inc.

|
|
|
|

C LI ENT
i
The American Institute of Graphic Arts @

(AIGA), Cleveland Charter

PURGPO S E Catbe Ishizs, Desigaes, the MacHeil/bekrer NewsHoor T4 Gold, Graphic Desigaer, Teacher and Ruthor of the book “The Business of Graphic Design

Event Promotion

s 7 E
20.75" x 21.75"
(52.7cm x 55.2cm)

[right] This poster was produced in Cathie Bleck, llustrator: Marketing your work and represent ! win Rker, Vice President of Design, Little Tikes Toys: Bringing new products to market
PageMaker 5.0. No special techniques 2 i P o i, et T T - i e
were used, however, special care g 48 e By e
‘b am ¢ Phoe S, st by 3
N TA0 preventaties and as 139 tenr of the Playhe e e laking +
had to be taken on press since all of ek Bowis TP by

the colors used were solid PMS colors

whasbe ar RSTP for fndividnal
nt

trapping against one another.

D ES I GN F I R M
Watt, Roop & Co.

Teesday, September 13, 1384 Tuesday. Devaber 18, 1984 Teesday. November 15, 1384
Teusday, Septessber (1. 1336 = MILTON ART DIRECTOR

Gregory Oznowich

Streat, Eollewed by 2 700 pm p DESI GNERS
® Tuesduy. Octaber I8, 1534 = ROGERT PROSST »

Gregory Oznowich, Kurt Roscoe

PHOTOUGRAPMHETR

Martin Reuben Photography, Inc.

Rubart Probst
Rl French

€ L) ENT

presentation = Toesday, February 20, 1935 = PAULA The American Institute of Graphic Arts
SCHER @ B insight inta the work of ¥ pertner from
Design is New Yerk. = RSYP by Febrs (AIGA), Cleveland Charter

Llecture

P URPO S E

Event Promotion
6. @ A reception will begin st 508 e 9t » lecation to

be asnounced f d by & 700 pm prese:

May I5. 1995 = JEANVEE WONE = M. Wor } S| ZE

experiences as @ caligrapher. designer and Wastra-

tar. ® RSTP by Moy aa- AS00 g recestios at the 22" x 21" (55.9cm x 53.3cm)
Kulas Apditariom. Cleveland institete of Art. will be

ollawed by 1 7:00 p preveatation. = PRE-PAID RVP'S

by AIEA members are 31060 per event. AlBA student

members are $500 10 i [left] This poster was produced in PageMaker 5.0.

members sre $18.00 and non-member studests are

Pasla Sehar
Jesnyue Wang

The photos were supplied by the photographer as

$8.80 (L. required ot the door]. The event price ot
the door is 320.00. T8 RSVP for individusl evemts,
you must send a chec

both high- and low-resolution Adobe Photoshop

statuz. address and dey

Cleveland. 1540 Bydal 2y i documents. Designers placed the low-resolution

Tuesduy, February 21, 1895 Taasday. March 15, 1855 ST iy . s
Ay habenreRing Careersh ot Gl Lo L R ’ EPS files into Aldus PageMaker for position only,

and had the printer drop in the high-resolution

versions later.
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SullivanPerkins

A R T DI RECTOR

Art Garcia

'L LUSTRATOR

Art Garcia

C OPY WRI TER

Mark Perkins

P URPOSE

Promotion
s 1z E
23.5% x 25.5"

(59.7cm % 59.7cm)

All art was picked up from original art
from Art Chantry and composed as
a portrait. Base art was printed black

with PMS colors as background solids.
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DES I GN F R M
SullivanPerkins
A R T DI RECTOR

Ron Sullivern, Lorraine Charman

DESI GNER

Lorraine Charman

PHOTOU GRAPHEHR

Robb Debenport

COPYWRITER

Christine Lowrance

March of Dimes North Texas Chapter

P URP O S E

WalkAmerica poster

S

19" x 19" (48.3cm x 48.3cm)

Z E

The poster combines photography
with typesetting and design

created in Adobe Illustrator 5.0.




DES I GN F 1 R M

SullivanPerkins C /L\ L ?_ | E
BRI T
A R T DJIRECTOR
Art Garcia

DESI|I GNER

Art Garcia

I'LLUSTRATOR

Art Garcia

COPYWRITER

Mark Perkins

CL I ENT

Friends of the Dallas Public Library

PUR PO SE

Library poster

S | Z E
14.5 x 25
(36.8cm x 63.5cm)

[below]

The original line art was scanned and

bitmapped and used as a holiday line to trap

other colors. This poster ran on a 2-color press.

BECOME A FRIEND OF THE DALLAS PUBLIC LIBRARY

SATURDAY, MAY 6, 8AM TO 3P

DESI GN FI1 R M

SullivanPerkins

A R T DI RECTOR

Art Garcia

D ESI GNER

Art Garcia

C OPYWRITER

Michael Langley

Callier Center

P URP O S E

Garage sale promotion

n" x 17"
(27.9cm x 43.2cm)

[above]
Line art illustration was scanned and

bitmapped. Two PMS colors were used over 90

percent of the image area to make the white

appear to be a second color.

1"




WO HER KU UETER

Zuni Icosahedron « 66

foc T - W D DR
wigh | =4 a4 | o (wEw ) i

&d/ﬁ idzw\\VﬁW
o e o« W B A ¢ Kt LA |

( el o] sef 8 4l < H-Smadnk )

Dok | KL/ = day

o ob 401 okl 40 F

PR g R RS T S T

e - O BRe | |

W@ - PR | N~ JL P B

[PRYSEY

) 2D

,
Y4
J

oG Ciy
,i’“c“ g “,
ERETAFY

R M

An Urban Council Presentation

&

" ) i A e

i

%,

L i

P

| e
s

P A
= @))ﬁg“—"' /Aiﬁ"'

,

Two or Three Events ... of No Sigmficance. Hong Hong 1995
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Kan Tai-keung Design

& Associates Ltd.

A R T DI RECTOR

Freeman Lau Siu Hong

DESI GNERS
Freeman Lau Siu Hong,

Veronica Cheung Lai Sheung

P HOTOGRAPHEHR

Cheung Chi Wai

CLIENT

Zuni Icosahedron

P URPOSE

Drama promotion
DESI GN FI RM

Fuse
[facing pagel
A R T DI RECTOR

Rich Godfrey

This poster promotes a drama about the political
crisis that the Hong Kong will face in 1997. The
person standing in front represents a Hong Kong BEE I @ N EE
citizen. He fearfully and helplessly faces the Rich Godrey

ghost, visualized as an ancient Chinese emperor,
I L LUSTRATOR

Jim DiVitale

which symbolizes the totalitarianism.

PHOTOGRAPHER

DiVitale Photography

DI G I TAL M A NI PULATOR

Jim DiVitale

C LI ENT

DiVitale Photography

P URP O S E

Self-promotion

& | \Z B
[left] 10" x 14" (25.4cm x 35.6cm)
[above] 16" x 20" (40.64cm x 50.8cm)

[above] Designers constructed an interesting layout with
type around an exciting photograph. Original typography
fonts created in Altsys Fontographer and Adobe
IMustrator were output to lino. The special effects
shown in the image were achieved by the photographer,

using traditional darkroom techniques.

1 |
“ il i | (! [left] The designer used Altsys Fontographer to create

original type which had to work through a repetitive

motif and multiple colors without overshadowing the

image. The advertising message was delivered through
the type and layout without taking away from the visual
impact of the image. The image itself was created on
the computer with Adobe Photoshop, Aldus Gallery

Effects, Kai’s Power Tools, and Fractal Design Painter.




