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Up Front, Start to Finish
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Go Direct!

9 WAYS TO INCREASE RESPONSE

Changing colors

Use this technique to
recolor a section of an
image in Photoshop.

1. Select the image
you want to recolor.
(Create a path, and
use the Lasso or Wand
tools, or any other
selection process.)

2. Select the Create
New Fill/Adjustment
Layer button (the
black-and-white circle
at the bottom of the
Layers palette) and
choose Solid Color
and a Mode. (For
more detail to show
through, choose Hue.)

Mail that MOVES

INVITATIONS, POSTCARDS, STATIONERY,
IDENTITY KITS, BROCHURES, LOGOS, & MORE
3. In the resulting
Color Picker, select
a new color.

Stock photo tricks

PERSONALIZE YOUR PROJECTS

Colors thét rock

POWER TO THE PALETTE

Options

The direct mail theme
suggested many other
images, including mail
carriers, letters, post-

age stamps, packages,
and speedy vehicles.

OCT/NOV 2003
$7:95/US $8.40 CDN

05>

o0 174470"90182'!" 2

A leap of the imagination is hardly required to associate
mailboxes with direct mail, the focus of this issue. In
fact, we had pretty much rejected the idea of putting
a mailbox on the cover ... until we saw this image.
The almost undulating line of mailboxes in this stock
photo from Alamy Images caught our attention. Where many such
images fall flat, this one has force and direction. But in its original
state it lacked color and highlights. We called DG’s cover consultant

[ ]
Coming Up
Nothing gets noticed like color. You don’t
have to spend a fortune to capture the
energy and appeal of color when you
apply the tips, tricks, and advice from the
experts in the next issue.
* Newsletters that get noticed with low-

and resident Photoshop wizard Celli Hott into action, and we think
she brought the photo to life. At above right, we offer a few practical
tips that you can put to use.

Transforming the original stock image into a cover shot was a case
study very much in tune with one of this issue’s feature stories, “Stock
Options,” on page 58. It’s an exploration of how you can make stock
images personal and unique. Check it out. @

Cover photo courtesy Alamy Images, www.alamy.com: A0446D

64 DynamicGraphics

cost color combos and flexible grids
Four-color impact with intriguing two-
and three-color treatments
Real-world insights on avoiding com-
mon color miscues

Black-and-white designs that achieve
high-value elegance

Putting your portfolio online: worldwide

reach on the web
Resumé magic: practical principles for
etiquette, fonts, color, and more
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1. Stunning natural
landscapes accom-
pany the tagline
“Exceptional invest-
ments, extraordinary
world” in identity
materials by U.K.
financial firm Stan-

dard Life Investments.

Licensed image from
www.alamy.com:
AG3EBF.

Stock photography is
expanding designers’
options. But making
stock images fresh and
personal is still the chal-
lenge. Four professionals
reveal how to make stock
your own.

More available. More accessible. Better quality. It
seems there’s never been a better time for stock pho-
tography. Technology and economy are working in
the industry’s favor. Surveys show more designers
are using stock images than ever before.

Web availability is driving growth in stock
usage. So is the recession. But fortunately, creative
forces are changing stock photography, too, and for
the better.

Major contributions are coming from nimble,
internet-based stock agencies that pick up trends fast
and make products accessible in a flash. Sheer vol-
ume is also a factor: An expanding number of stock
outlets have simply put a great deal more material
out there.

“A vast selection is now available online,” says
Chuck Robertson, art director with Doyle Partners
in New York. “It’s always growing. We just plain
look for more stock images than we used to.”

That’s good, right? Sort of. “Designers are
spending their time searching websites instead of the
stock agencies sending you their picks,” Robertson
says. “It can be like walking through a library pull-
ing out books, looking for just the right one.”

That’s bad, right? Not really. “The good side of
it is that the process gives designers an opportunity
to be creative, by making connections they might
not make otherwise.”






graphic designer for Gardner Denver in Quincy,

III. “If T already have the images, it's doable.” She’s
turned to liquidlibrary to build her inventory of dis-
tinctive RF images.

There remains the usual risk involved in using
royalty-free photography. No designer wants to
cancel an ad because the image in it shows up in
someone else’s. That doesn’t happen with licensed
imagery. What's a designer to do?

Make it original

According to these professionals, the answer often
lies in changing the RF image so radically it
becomes something unique.

“Originality is the key,” says Alamy’s Cox, “and
these images are being electronically altered so they
don’t resemble the traditional stock photo.”

Altering, filtering, dramatic cropping and col-
lage are increasingly part of the search to make
stock images personal and unique. It can be as sim-
ple as combining a stock background with another
stock image, or using several images in a collage,
advises Hanlin. Or it may involve special effects that
once belonged on a movie set.

“Now you get a photo, and you play with it,”
Doyle Partners’ Robertson says. “Sometimes that
means an image is what I call ‘hyper-Photoshopped.’
It’s a mix of 3D, photography, illustration. It’s really
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5. An abstract image \ - 6. Collage is an

of gears suggests effective tool for
teamwork and brain- personalizing stock
storming in this invita- ) images in this market-
tion to a tax seminar Chunis employed a ing brochure from
from Ernst & Young FJIuotone of th? cgver Gardner Denver.
Chicago. Designer image on the inside RF images from
Tamara Chunis also Of the bro_chure to ) www.liquidlibrary.
liked its range of col- give the piece .Cont" com: bubbles,

ors. RF image from n.Luty and provide a 033H0502; keys,
www.liquidlibrary. visual break from text  556110802; stop-
com: 003MO103. blocks. watch, 035H0602.
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blurring the lines between the definitions of what is
a photo, what is an illustration.”

Is it real, or is it stock? Yes.

With all the image-altering going on, it may seem
ironic that one of the biggest trends in stock pho-
tography today is greater realism. Says Cox: “There’s
a strong movement away from traditional, stock-
looking images of models with perfect hair, perfect
teeth, perfect lighting. The trend is toward a more
reportage-based style of photography.” The aim, he
says, is to capture a spontancous, candid feeling—
even if you know the models have signed releases.

Robertson feels this is part of a larger trend in
photography. “It goes along with the ofthandedness,
casualness, even coolness that you see in photogra-
phy as a whole today.” He identifies this trend with
a related interest in exploring styles and icons of ear-
lier eras, resulting in looks with a documentary feel
or a “retro” connotation.

The bottom line is, whether you're power-
Photoshopping or combing the archives, you're part
of a radically different stock environment. “Yes, it’s
stock photography,” says Robertson. “But it’s stock
photography in a new way.”

7. Attention-grabbing
framing gives this
book cover design

by Doyle Partners

for Miramax Books
an unsettling feeling.
Licensed image from
www.photonica.com:
3921-000015.

8. CD covers for
Nonesuch Explorer
Series by Doyle
Partners employ archi-
val photos to achieve
a documentary look.
Licensed images from
www.magnumphotos.
com: top, PAR163484;
middle, NYC16473;
bottom, PAR3930.

9. The color pal-

ette used by Doyle
Partners for Nonesuch
Explorer CDs provides
graceful counterpoint
to black-and-white
photos.
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Serendipity plays a role, but nothing beats hav-
ing a wide selection. Tamara Chunis, senior designer
at Ernst & Young in Chicago, says the vast range
of images is especially valuable to designers operat-
ing in a corporate environment. “Corporate identity
standards tend to limit the look and feel a designer
can evoke. There’s so much available in stock pho-
tography that I can find the images I need to main-
tain our identity.”

RF is the growth cell

Royalty-free, or RF, is where most of the growth

in stock photography is occurring today, according
to Stuart Cox of U.K.-based stock source Alamy
Images. “There’s definitely a shift to RF images
because users don’t have the same budgets they used
to have. It’s affected sales of licensed images. But
customers now expect RF quality to be just as good
as licensed.”

Stock agencies are changing to meet the
demand, he says. “There’s a lot more cutting-edge
RF available now, and agencies are sending us hot
new RF material all the time. Alamy reps entire col-
lections from these agencies.”

Just in time. Designers are increasingly called
on to produce projects fast, with bare-bones bud-
gets. “I do have projects come in with no budget
except for printing costs,” admits Leah Hanlin,

Glohal Inslght
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3. Doyle Partners of
New York often uses

stock photos for book

jackets. Art direc-
tor Chuck Robertson
says images selected
feature close-ups,

arresting framing, and

illustrative effects, as
in this cover for
Penguin Books.
Licensed image from
www.photonica.com:
3398-00000T1.

4. This CD cover

by Doyle Partners
captures a retro feel
and evokes musi-
cian Manuel Galban’s
native Cuba, where

1950s autos are com-

mon on the streets.
Image sourced from
Alamy/Cindy Lewis.

2. Standard Life
Investments chose
expansive landscapes
to represent its global
expertise. In-house
designer Ed Vickers
notes that photos
have to be replaced
on materials destined
for different coun-
tries: “Images that
are extraordinary to
one audience may
seem ‘everyday’

to another.” Using
natural landscapes is
certainly unusual in
the financial services
industry. “They make
us stand out from

the crowd,” Vickers
says. Licensed images
from www.alamy.com:
A2EOF7 (far left),
A3BDCI1 (near left).
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turned to liquidlibrary to build her inventory of dis-
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these images are being electronically altered so they
don’t resemble the traditional stock photo.”
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ple as combining a stock background with another
stock image, or using several images in a collage,
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Is it real, or is it stock? Yes.

With all the image-altering going on, it may seem
ironic that one of the biggest trends in stock pho-
tography today is greater realism. Says Cox: “There’s
a strong movement away from traditional, stock-
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says, is to capture a spontancous, candid feeling—
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