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BUILD A TEAM OF

THOUGHT LEADERS, NOT CRAFTSMEN—

AND OTHER CREATIVE TIPS
By Alex Center, Lead Designer at The Coca-Cola Company

•

•

•

•

•

CEOs and executive leaders—who
normally think in charts and numbers—are looking to designers for our
unique set of skills, to rethink the way
design can be infused into every aspect of the consumer experience. This
shift in thinking is dramatically changing the perception of the in-house
designer working from within
these organizations.
Choose attitude over skills. Hire
designers who have the right passion,
character and approach to their work.
Designers by trade utilize a mixture of
intuition, empathy, artistry, craftsmanship and creativity. This gives us the
perfect skillset to solve the complex
problems of modern day
organizations.
We live in a world where there’s never
been more messages fighting for our
attention or mediums to communicate
them to us. In 2015, making sense
of it all for people is of the highest
importance.
In 2015, more than half of all professional designers in the United States
are employed full time at businesses.
In-house departments are growing
and the stigma of working for a company is being shattered.

•

Always have a point of view.

Alex Center is a Brooklyn-based

•

Designers are no longer simply craftsmen who are brought in at the end
of a project to make it sparkle. We’re
leaders who have a hand in building
big picture brand experiences and
innovative product systems from the
inside out. We’re no longer viewed as
servicemen, but embraced as
thought leaders.

designer who currently works for

There are thousands of talented
graphic designers in the world. These
days that’s just the cost of entry to the
field. Build a team of thought leaders,
not craftsmen.

designed packaging that has been

In today’s connected world, people
don’t just want to purchase and use
our products, they really want to enhance their personal brands. We need
to treat them as collaborators instead
of consumers.

and once met rapper 50 Cent, who

Think like a politician. The only way
to get a big design idea to election is
by campaigning and connecting with
the various cross functional teams
within a business. Having a strong
understanding of everyone’s role is
the only way possible to attain the
necessary votes (approvals) to make it
to office (the public).

200 Best Packaging Designers by

•

•

•

the global beverage leader, The
Coca-Cola Company, where he
leads the design vision and strategy
for brands at Coca-Cola that include vitaminwater, smartwater and
Powerade. Over the years, he has
in hands across the globe, created
breakthrough marketing campaigns,
launched innovative new products
told him, “You must think you’re
pretty special.” He got nervous
and instantly started sweating. In
2011, Center was named one of the
Luerzers Archive. In 2012, he started sharing his story with speaking
engagements at The Dieline Forum,
HOW Design Live and as a guest
on Debbie Millman’s famous Design
Matters podcast. In 2014, he was
named a Person To Watch by GDUSA Magazine. See thealexcenter.com
and follow @THEALEXCENTER.
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REALIZE
BOUNDLESS INSPIRATION
WITH THESE GREAT IDEAS

By Sonja Rasula, Founder and CEO of Unique USA,
CAMP and The Unique Space
•

Be the Last Person on the Dance Floor at Least Once in Life

•

Disrupt the System: Create Your Own Rules

•

Remind Yourself to Talk Less and Listen More

•

Go to 10 Places You’ve Never Been Every Year

•

Instead of Leading, Let Go of Control and Let Others Step Up

•

Be an Agent for Awesome Change

•

Tweet/Gram/Pin Less and Go to the Museum More

•

Get Outside, Get Outside, Get Outside

•

Turn Your Phone Off for One Weekend, Yes BOTH Saturday and Sunday

Andy Epstein has designed and led
small and large in-house creative
teams at a variety of companies
in a range of industries. Currently
working at The BOSS Group and
Cella, he regularly speaks and writes
about design business and in-house
design issues and leads an in-house
managed services engagement at
Merck. Follow him on
Twitter: @invangelist.

Sonja Rasula has dedicated herself to creating businesses that
foster entrepreneurship, spread
creative thinking, and grow community. Her Unique USA shopping
events for the public are the largest
Made-in-America markets in the
country (featuring more than 350
vendors and 20,000 shoppers) and
take place in Los Angeles, San Francisco and N.Y.C. In addition, CAMP,
her business conference that takes
place in a summer camp environment in the mountains of Big Bear,
Calif., attracts the coolest companies, thought leaders and creatives
every year. And Sonja’s 18,000 sq.
ft. creative workspace, The Unique
Space, provides private offices
and communal co-work space for
entrepreneurs in LA’s Arts District.
As a workshop leader, motivational
speaker and social media/branding
consultant, she has worked with a
variety of top brands. Instagram:
@sonjarasula. Visit uniqueusa.com,
theuniquecamp.com and
theuniquespace.com.

HAVE FUN!

IT’S THE ONLY IMPORTANT MEASURE
OF YOUR PROFESSIONAL SUCCESS

By Andy Epstein, Invangelist, The BOSS Group and Cella
•

When you hit the wall—think with
your hands.

•

An idea is only as good as
its execution.

•

If you’re afraid to break the rules,
it helps to know that there are two
types: 1) Rules that are a matter of life
and death and 2) all the others that
you can ignore. Never collapse
the two.

•

Professional development is for
people—training is for dogs.

•

When speaking and writing, choose
your words with the same care you’d
use when picking fonts, colors and
images for your designs.
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•

The business of design is a full-body
contact sport for your ego—so stay in
good emotional and spiritual shape.

•

The effectiveness of a meeting is
inversely proportional to the number
of people in the meeting.

•

The only important measure of your
professional success is if you’re
having fun.

•

Always remember: Your clients are
just like you—except without your
talent, intelligence and empathy.

•

Illegitimi non carborundum.
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TO EMBRACE AND BENEFIT FROM RAPID CHANGE:

MASTER THESE KEY ATTRIBUTES
By Petrula Vrontikis, Creative Director and Owner of Vrontikis Design Office,
Professor at Art Center College of Design

D

esigners are an increasingly nomadic bunch. Statistics show that
most designers stay at any one job for an average of four years.
Those under 30 are leaving jobs every two years. These trends
highlight the increasing need for cultivating learning agility—a cognitive,
cultural and creative ambidexterity that embraces a willingness to
adapt to changing environments. Mastery of the following attributes
will result in the creative and personal stamina needed in the nomadic
“new normal” of employment: ambiguity tolerance; adaptability and
360° thinking; empathy; novelty-seeking; tenacity; good manners; and
self-awareness.

To thrive, individuals and organizations
must embrace—and benefit from—the instability that arises from rapid change. New
working environments must value collaboration and curiosity in order to attract the
best young designers and make the most
of the short time they are employed there.

New working
environments
must value
collaboration and
curiosity in order
to attract the best
young designers
and make the
most of the short
time they are
employed there.

One bit of advice for your ever-evolving
career is that once you land a new job,
immediately plan your escape. Write down
what you want your future next step to
be. There’s never a better time to map out
your goals than when you’re feeling this
good about yourself. You will need that
kind of clarity when your time at this job
comes to an end.

Petrula Vrontikis is a leading voice
in graphic design. She’s the creative
director and owner of Vrontikis
Design Office and a professor at Art
Center College of Design, teaching
graphic design and professional
practice. Vrontikis received the
AIGA Fellows Award, honoring her
as an essential voice in raising the
understanding of design within the
industry and among the business
and cultural communities.
Visit 35k.com and
lynda.com/PetrulaVrontikis, and
follow her on Twitter: @vrontikis.

Additional tip: Creative energy is a
current that runs through our lives at all
times, like the electricity running through
our walls. It’s always present, but only
becomes visible when we decide to apply
its energy in some way by flipping an ON
switch. Unfortunately, the constant urgency
of daily life often keeps us from plugging in
our creative appliance. Designers need to
create a space that allows them to tap into
the creative energy that is always flowing,
whether they use it or not.
And always remember: practice safe
design—use a concept.
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TAP INTO THE LEFT SIDE OF YOUR BRAIN

TO EXCEL AT THOSE

STRATEGIC AND MANAGEMENT CHALLENGES
By Andy Brenits, Creative Services Leader at APS,
President of the Board of Directors at InSource,
Adjunct Professor, Design Management and Brand Strategy
at the Art Institute of Phoenix

With 20 years’ worth of
experience in the business—where I

have spent as much time in-house as I have
on the agency side (with nearly eight of the
agency years managing my own studio)—I’d
like to offer a few tidbits of advice for the
creative professional who is thinking about
the next phase of his or her career.

Know Where You Want to Go, and
Have a Plan to Get There – Set

career goals and aspirations, then create
a three, five and 10-year plan for getting
there. Whether you want to do great client
work and build a killer book, lead a global
in-house creative team, or run your own
agency, think about what you can be doing
now to get where you want to be in
the future.

Manage Your Brand – Your personal

brand is your reputation that people within
your network know of you, and those outside of your network hear about you. Like
a big corporation, you can actively manage
your personal brand through a consistent
approach to the work you do, interactions
you have with others, and the messages
you put out there for all to see, whether
intentional or unintentional (yes, I’m referring to blogs, email and social media). In an
era where a prospective employer or client

can find information about you through a
Google search, it’s important—now more
than ever—to take an active role in developing and managing your personal brand.

Have a Mentor – Whether you need
someone who can show you the ropes at
a new job, or you need advice that will
help you get to the next level, mentors
are a great resource to help you navigate
through the tough challenges of your
career. If you’re unsure about a formal
mentoring relationship, then consider having a “personal adviser” circle (a few close
people you respect, who you can talk to
about your tough career challenges).
Be a Mentor, Coach or Teacher –

Help someone who is junior to you in his
or her career the way someone helped
you. Volunteer to go to a Behance portfolio
review, be a guest speaker in a class at
your alma mater, or just befriend someone
at an industry event. I have found teaching
to be incredibly rewarding both personally
and professionally, and as a department
manager, I make sure I’m available to my
team as the “coach” (not the “boss”)
every day.

Managing and Leading Are
Different Things – You don’t need to

manage people to be a leader. However,
managing people
does take skill
and emotional
intelligence to be
successful. Trust
your teams to do
the jobs they were
hired to do, and be
transparent with information they need
to be successful at
solving the creative
challenges.
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Andy Brenits builds the playground
that creatives get to play in. An
inspired design and creative business leader, Brenits is accomplished
at building and leading teams that
deliver exceptional business results
and creative ideas. He is passionate
about the creative process and how
it can be used to drive strategic
business goals, and has been delivering thought leadership, creative
solutions and design thinking for
nearly 20 years. Brenits is the Creative Services Leader at APS and
president of the board of directors
of InSource. Visit in-source.org.
Twitter: @insource.

Embrace the Left Side of Your
Brain – As designers, we are naturally

right-brained (the creativity side of our
brain), using our creativity for out-of-thebox thinking, problem-solving and idea
development. However, it’s the left side of
your brain (the logic and order side) that
helps us with managing projects, processes
and people. Learn to tap into the left-side
to excel at those strategic and management
challenges.

Do What You Love and the Money
Will Follow – Never, ever, take on a

project or accept a job offer just because
it’s more money. Make sure the opportunity (and company/agency) is the right fit for
you in terms of your career goals, professional growth and personal values.
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PREPARE YOUR IMAGINATION—

THINK CRITICALLY

AND CREATIVELY
By Robin Landa, Author of Nimble: Thinking Creatively in the
Digital Age, Distinguished Professor at Robert Busch School of Design

E

mployers and clients want to hire nimble thinkers: People who
are not only content experts, but who also are agile in adapting
to new technology and new directions in their fields. With rapid
technological changes and globalization, the ability to think creatively
and strategically is crucial. How does a creative professional flourish in
the digital age?
Prepare Your Imagination:

Think Critically:

Think Creatively:

•

Consider everything you see, hear
and learn as content. Listen.
Observe. Connect.

•

What are the parameters? Would
it be advantageous to reinvent
the boundaries?

•

Work backwards: Make stuff and then
deconstruct the content for meaning.

•

Problem find: Do things (make, draw,
paint, write) for their own sake, as
opposed to doing things that are
merely a means to achieve a
design solution.

•

What are you trying to make happen?
What results do you want?

•

Would changing the context or
reframing it change the outcome?

•

What are possible alternatives
and their respective advantages or
disadvantages?

•

Pose any or all of the following: What
if…? If only… Suppose you could… If
you combine x and y, then you
might get…

•

Look at the problem from the
audience’s point of view. Seek
an insight.

•

Can you create content that is
entertaining, informative, useful
or beneficial?

•

Go old school. Pick up a pencil and
draw. Go pre-school. Play.

What if…? If only…
Suppose you could…
If you combine x and y,
then you might get…
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Robin Landa has written more than
20 published books about graphic design, creativity, advertising,
branding and drawing, including
Nimble: Thinking Creatively in the
Digital Age; Build Your Own Brand;
Graphic Design Solutions, 5th ed.;
and Advertising by Design, 2nd
edition. Landa holds the title of Distinguished Professor at the Robert
Busch School of Design at Kean
University. She has won numerous
awards, including the Human Rights
Institute at Kean University’s 2015
Outstanding Human Rights Educator Award. Visit robinlandabooks.
com, or you can find her on Twitter:
@rlanda.
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FOCUS ON

STORIES THAT

ENGAGE AND BUILD BONDS

By Lisa Colantuono, Co-President of AAR Partners,
Co-Founder of Access Confidential

U

ninterrupted engagement is the priceless value of an earned impression,
yet we’re constantly bombarded with emails, texts and calls—and the
2,000+ ads we see daily. As a result, sensory overload sets in, leading
to the automatic and unconscious process of filtering the “spam.” So how, as
communications professionals, do we break the barrier and engage consumers
unobtrusively? Through the power of story, which begins with four engaging
words: Once Upon A Time…

Lisa Colantuono has counseled a
long list of stellar brands through
the unique AAR Partners’ agency
search process, resulting in longterm client-agency relationships
that grow brands and increase ROI.
In addition to her role as a search
consultant, she co-founded a new
business service center, called Access Confidential, assisting hundreds of agencies with new business prospecting by putting science
behind the art of new business and
helping them to “avoid the pitch.”
See aarpartners.com and
accessconfidential.com, and follow
Colantuono on Twitter: @AARLisa.

Stories have stopping power. Stories keep
us engaged and build bonds. Why? Because stories happen in the mind of the listener and they are co-creating the imagery.
Listeners then become attentive on multiple
levels. And attention is the new currency.
Nab it at the start or you’ve lost them.
Stories allow people to embrace ideas
and take them on as their own. But stories
must connect on an emotional level. It’s
not about what you say but rather how you
make someone feel. As humans, 95 percent

of our decisions are made in an emotional
not rational state. Stories get us to pause,
lean in and connect to find out what happens next. Think about your own purchasing decisions and the emotional journeys
you take to make them. In marketing communications, the key is to conclude with an
engaging message that moves the listener to
action by leaving them wanting more.

COMMANDMENTS
FOR CREATIVES
By John T. Meyer, CEO and Co-Founder of Lemonly

1. Don’t try to be everything to
everyone—choose your niche and rock it.
2. Plan your day—20 minutes every
morning to organize your day will save
you hours.
3. Ask your customers—if you’re not
talking to them, you’re out of touch.

6. Handshakes over hangouts—
never underestimate the power of a
handshake at an in-person meeting.

7. Use “we” instead of “me.” If you
have a team, remember that it is a
team effort.

8. Do things that don’t scale.

4. Make mistakes—but don’t make

Thank you notes and personalized videos
will win in the long term.

5. Walk around the block—when

9. Say no! Saying no today means you
can say yes tomorrow to something
that matters.

them again.

you get stuck, step away from the desk
and go outside.

10. The journey always beats the
destination—don’t forget it.
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John T. Meyer believes that less is
more. He’s on a mission to make
the world easier to understand with
infographics. Meyer is the CEO/
co-founder of Lemonly, author of
a weekly newsletter called Point
Letter, and a member of the Young
Entrepreneur Council. In 2013,
Meyer was named to Entrepreneur
Magazine’s Top 10 Emerging Entrepreneurs and in 2010 was one of
Bloomberg Businessweek’s Top 25
Entrepreneurs Under 25. He loves
to cheer on the Minnesota Twins,
spend time with his wife, and is
proud to be a South Dakotan. See
lemonly.com and follow Meyer on
Twitter: @johntmeyer.
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BE BOLD, FIND TIME TO BE INSPIRED,

DON’T NEGLECT PERSONAL PROJECTS
By Justin Ahrens, Principal and Creative Director of Rule29,
Author of Life Kerning: Creative Ways to Fine Tune Your
Perspective on Career and Life

Be Bold
Some of the best projects, clients and
experiences can come along when you’re
bold and ask for something you want. Not
asking the question and regretting it is
a common experience. So, be ready, be
brave and speak up.

Invest in Yourself
Allow yourself time and opportunities to
be inspired by people, to read books, to
watch movies and to listen to music. It’s

dangerous to be overly comfortable in the
sense that you don’t pay attention to fresh
opportunities, or contentment turns into
staleness and lack of desire to try new
things.

Surround Yourself with People
Smarter Than You
Don’t make decisions in isolation; have a
group of wise counselors. Find three to five
people who will be honest with you and be
available when you need them.

Commit to the effort
of working with
others. Teamwork
is crucial in any
pursuit, so learn to
trust the people
you’re working with.

Have Fun
Create time for personal projects. They
provide a creative outlet that work doesn’t
allow or that we want to do more of, as
well as a challenge in the sense that you
choose to do the project only because you
want to. Whatever the activity, it should
allow you to explore, learn, and become
better at your craft.

Play Nicely With Others
Commit to the effort of working with
others. Teamwork is crucial in any pursuit,
so learn to trust the people you’re
working with.

Embrace Leadership
No matter where you are in your career
and life, you influence the behavior of
other people. Be serious about developing your leadership skills and always be
mindful of your potential to change the
perspectives of others.

For more than 15 years, Justin Ahrens has led Rule29, an
award-winning strategic creative
firm, in the studio’s commitment to
“making creative matter®.” Through
a collaborative approach to both
strategy and design, Rule29 has fostered a culture that encourages the
pursuit of wonder through story and
involvement in social causes. Ahrens
has also been a consistent voice for
the design community, speaking nationally about design’s capability to
create positive change in the world.
He is also an advocate for balancing
life and career: he’s the author of
Life Kerning: Creative Ways to Fine
Tune Your Perspective on Career
and Life. See rule29.com and follow
Ahrens on Twitter: @justinahrens.
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5 THINGS YOU CAN DO TO

GET PAID FASTER

By Katie Lane, Attorney and Negotiation Coach at WorkMadeForHire,
Instructor at AceFreelancer

C

onsistently getting paid on time is necessary for
your creative business to grow. Take control with
these actions to improve how quickly you get paid.

1. Share Your Payment Policies
from the Very Start - Set your client

up for a successful project by telling them
what to expect. Sharing this info early
underscores the terms of your contract and
avoids “I didn’t know” excuses later on.
Katie Lane is an attorney and negotiation coach who works with
artists and freelancers to help them
protect their rights and get paid
fairly for the work they do. She
posts weekly about law and negotiation for creative professionals at
her blog WorkMadeForHire.net and
offers classes at AceFreelancer.com.
Follow her on Twitter: @_katie_lane.

2. Have Your Rates Tied to
Payment Terms - When giving a client

an estimate, let them know the cost quoted
assumes a 50 percent deposit and payment terms of 21 days (or whatever your
payment terms might be). If they demand
more generous terms, add a surcharge to
compensate for the reduction in your
cash flow.

3. Change Your Payment Terms to
21 Days - A study by FreshBooks showed

that a payment term of 21 days was the
sweet spot for getting clients to pay quickly
(see freshbooks.com). Using the term “days”
instead of “net” on the invoice had a positive impact as well.

4. List the Date Payment Is Due on
the Invoice as Well - Everyone’s brain

works a little bit differently, and seeing the
same information in more than one format
improves the likelihood that your client
will act.

5. Follow-Up Once the Invoice Is
Sent - A quick email or phone call to con-

firm that your client received the invoice
and to see if they have any questions will
help avoid misunderstandings and
late payments.

REDUCE SELF-DOUBT THAT

BLOCKS YOUR CREATIVITY

By Sam Harrison, speaker and best-selling author
on creativity-related topics and presentation skills

Listen to What Your Internal Voice
Is Saying - “I don’t have the education
to do this.” “People will laugh at my idea.”
“This won’t turn out good.”—whatever your
nagging negativity is telling you. Write it
down and examine in the light of day. Is it
absolutely, totally true? Not likely.

Ask Yourself What’s the Best and
Worst That Can Happen - The

best typically makes the risks worthwhile,
and the worst is usually far less than you
feared.

Realize Worry Doesn’t Work - Worry only drains energy that could be used to
generate ideas. Focus on what’s in front of
you rather than what’s ahead of you.
Play Your Highlight Reel - Do this

to remind yourself that you have the skills
and imagination to be creative. Look back

at some of your successful projects from
the past.

Explore, Experiment, Play - In-

stead of fretting, get moving. Exercise
your curiosity about life and about the
project. Snoop around. Immerse yourself.
Experiment and play with possibilities. It’s
difficult to be doubtful when you’re doing.

Strive for Lots of Ideas, Not One
Great Idea - Otherwise, you’ll start

editing and doubting as you brainstorm,
and that puts a chokehold on creativity.
Go for quantity, not quality. Save edits for
another day.

Create! You’re much happier and more

fulfilled when making something, so dive
in. Get your hands dirty. You’ll soon have
another demonstration of your inherent
creativity. No doubt about it.
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Sam Harrison is an in-demand
speaker and best-selling author on
creativity-related topics and presentation skills. He is a longtime
contributor to HOW Magazine and
a popular speaker at HOW events.
His books include IdeaSpotting,
IdeaSelling and Zing. Find him at
zingzone.com.
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ARE YOU PITCHING

TO AN INFLUENCER
OR THE DECISION MAKER?

By Douglas Davis, Principal of The Davis Group LLC
& Associate Professor of Design at New York City College of Technology

To those pitching ideas >
CONSIDER the audience and
structure accordingly:

To those building a portfolio >
Create tactics to talk about during
interviews or pitches:

Are you pitching to an influencer or the
decision maker? What’s the difference? An
influencer can have sway over the project,
suggests a particular vendor and usually
will need to make a presentation to the
person writing the check. That person is
the decision-maker. As a mid-level person,
(s)he will need to manage the expectations
of their boss as well as manage the
productivity of the people who report to
them. That said, your presentation should
be transferable so that after you give your
best in-person pitch, (s)he can take the
hard copy, slide deck or leave-behind and
pitch the person who can green-light the
project. The visual on each slide needs
supporting copy or captions associated
so that the rationale for the work speaks
for itself when you aren’t there. All
presentations are important but remember,
when pitching to an influencer, you’re
actually trying to convince their boss.

Find a breaking news event and create
awareness for a relevant cause or charity
using the event as an example for why
the cause is important (example: climate
change, Amyotrophic lateral sclerosis (ALS)
or March Madness). Create a hashtag
and develop engaging tweets, curate
or develop content that drives traffic
to a charity committed to the cause or
relevant website (example: dosomething.
org, alifestoryfoundation.org or nwba.
org). As the story develops, develop your
voice. Measure. See how many retweets,
mentions and people use the hashtag over
time. Repeat. Presto, you have just created
a real time case study that displays your
approach to what’s trending.

Signup for a
continuing education
advertising, design or
digital class at a local
design school.

To students and young
professionals > Engage in guerrilla
networking:

Brooklyn-based Douglas Davis enjoys being one of the variety of voices needed in front of and behind the
concept, marketing plan or digital
strategy. His approach to creativity
combines right-brained creative
problem solving with left-brained
strategic thinking. The unique mix of
creative strategy, integrated marketing and art direction is what Davis
brings into the boardroom, classroom and the insights in the upcoming book, Creative Strategy and the
Business of Design. He is Principal
of The Davis Group LLC, Adjunct
Associate Professor in the graduate
Branding and Integrated Communications program at The City College
and undergraduate Communication
Design program at New York City
College of Technology. See
douglasdavis.com and follow him on
Twitter: @douglasQdavis.

Signup for a continuing education
advertising, design or digital class at a
local design school (example: Pratt, SVA
or NYUSCPS, if you are in the New York
area). While fulfilling the assignment
requirements and interacting with your
classmates (who are usually working
professionals as well), gain the respect
of the facilitator through the quality of
your thinking/contributions in the class.
Voilà, you now have an adviser/potential
employer who is invested in your progress
because they taught you.
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TARGET PROSPECTS IN “HUNGRIER”

MARKETS

By Ed Gandia, Co-Author of The Wealthy Freelancer,
Founder of International Freelancers Academy,
host of the High-Income Business Writing podcast

What It Is:

Bottom Line

•

•

Going after target markets that would
be willing to pay more for your services. In many cases, offering the same
or similar services to other audiences
can double or triple your freelance
income—without working any more
hours than you are today.

Why It Works:
•

Stop beating your head against
the wall!

•

You’re better off going after prospects
who are already predisposed to pay
higher fees.

How to Deploy:

Look for target
markets where
clients sell
products or
services that
are considered
urgent or very

important to their
own customers.

•

If you’re a journalist struggling to land
work with magazines and trade publications, how about going after case
studies and white papers in industries
or topics you find interesting?

•

If you’re a videographer, how about
going after companies that want to
save money on in-person training by
producing high-quality video
content instead?

No matter what your profession, there
are probably other markets where you
could apply your services with maybe
just a few adjustments and get
paid well.

Not sure where to start your search?
Look for target markets where clients sell
products or services that are considered
urgent or very important to their own
customers. For example: medical devices,
technology that solves big business problems, professional services that are tied
to big business objectives, products that
impact the bottom line, etc.
Similarly, focus on delivering services
that are also considered urgent or very
important by your own clients. “Nice to
have” deliverables simply can’t compete
with higher-priority items in today’s
environment.
(By the way, keep in mind that how a
client views the services you offer is subjective. A writing or design deliverable that
would be “urgent” for one company may
be perceived as “nice to have” by another.)

Ed Gandia is a successful freelance
copywriter, author, speaker and
coach. He teaches freelancers and
creative business owners how to
earn more in less time, doing work
they love, for better clients. He’s the
co-author of the bestselling book
The Wealthy Freelancer, founder of
International Freelancers Academy
and host of the popular podcast,
High-Income Business Writing. Gandia’s advice and insights have been
featured on CNN Radio, CBS Radio
News, Inc. magazine, The Huffington
Post, The Christian Science Monitor,
AirTran’s Go magazine and The Writer, among others. Visit
smarterfreelancing.com and
b2blauncher.com. Follow Gandia on
Twitter: @EdGandia.
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FIND YOUR

INNER BUDDHA—

AND OTHER PHILOSOPHIES

By Cheryl Heller, Founding Chair of the first MFA
program in Design for Social Innovation at SVA,
Founder of the design lab CommonWise

Use Tools, Don’t Be Used by
Them - In our professional lives, it

seems apparent that everyone has a
need to invent their own methodology.
Frameworks, processes, protocols,
approaches and branded points of
view abound, each holds just enough in
common with each other to be familiar
and just enough of a difference to lend
confusion. Otto has his Theory U, IDEO
has their thinking, science has its scientific
process, but they all share the same core
principles in the same sequence. The
truth is that there are only a few universal
processes in the world—for creating, for
making, for measuring—and all variations
of them are adaptations. Your goal should
be to learn to see the universal in the
applied, to evaluate their use to you in
accomplishing your own objectives, and
to be able to understand them deeply
enough to make your own adaptations
when needed. Otherwise, you fall victim to
the framework of the month without ever
really becoming its master.

Don’t Stop on This Side of
Complexity - In the same way that you
can learn to see the universal principles
in methodologies, you can learn to see
the patterns and organizing principles

in complexity. And there is always,
always, always something of value on the
other side. Complex problems, complex
instructions, complex relationships
all succumb to the act of seeing. That
wonderful piece of wisdom (that I can’t
remember where I heard) is that you
should never delegate learning. Likewise,
you should never delegate the task of
untangling, because that is where the
vision lies. Big hairballs call for big data,
but most of the time, it takes only the
ability to pay deep attention to detail, then
step back until some of it becomes blurry
enough to let the big system emerge.

Recognize That All Time Is Not
Equal - Some is meant for contemplation,

and some for action. Some for listening
and some for talking. Some for taking
in, and some for putting out. To find and
become comfortable with those rhythms
is exhilarating and highly productive. To
recognize the difference is key.

Find Your Inner Buddha and
Listen to Her Carefully - Be

indulgent with curiosity, clear with
purpose, economical with talk, drunk with
creativity, and prudent with action.

Go for Sufficiency, Not Efficiency
- I will never forget what my riding

teacher used to tell me about handling
a horse—to do “as little as possible, and
as much as necessary.” I think that’s the
definition of elegance, too. Nature has
the same rule, to take or do only as much
as needed to accomplish the objective,
and no more. There is nothing “extra” in
nature. In American culture, on the other
hand, it seems we always try to overshoot
the mark—with food, money and assault
weapons. If we could live using “sufficient”
resources, we’d live very different and
perhaps happier lives.
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Cheryl Heller is the founding
chair of the first MFA program in
Design for Social Innovation at
SVA, the founder of the design
lab CommonWise and an AIGA
Medalist. She is a business strategist
and communication designer who
has founded two companies and
taught creativity to leaders and
organizations around the world,
helped grow businesses from small
regional enterprises to multi-billion
global market leaders, launched
category-redefining divisions and
products, reinvigorated moribund
cultures, and designed strategies
for hundreds of successful
entrepreneurs. She is the former
Board Chair and Advisor to
PopTech, a Senior Fellow at the
Babson Social Innovation Lab,
and the Lewis Institute, on the
Innovation Advisory Board for the
Lumina Foundation, and serves as
an advisor to DataKind. She created
the Ideas that Matter program for
Sappi in 1999, which has since given
more than $12 million to designers
working for the public good. Visit
dsi.sva.edu.
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SEE

TYPOGRAPHY IN

NEW WAYS
By Dr. Shelley Gruendler,
Founder of Type Camp International, Inc.

You can only improve your
typographic applications by
seeing typography in new ways.

•

Read books and magazines about
typography. Explore sites and
blogs and collections about letterforms. There has never been
so many resources for the industry, you will be spoiled for choice.

COLLABORATE

Shelley Gruendler, founder of Type
Camp, is a typographer, designer,
and educator who teaches, lectures
and publishes internationally on
typography and design. She holds
a Ph.D. and a master’s degree in the
history and theory of typography
and graphic communication from the
University of Reading, England, and
a bachelor’s degree of environmental
design in graphic design from North
Carolina State University. Gruendler
has presented at TypoBerlin, ATypI, TypeCon, HOW and TEDX; has
published articles in Communication
Arts, HOW Magazine, Slanted and
Step; and has judged international
typography for Communication Arts,
visual communication for Core77, and
Canadian book design for the Alcuin
Society. She loves traveling the world
for Type Camp. Visit typecamp.org or
follow her: @TypeCamp, @dr_shelley.

•

•

Make time to look at letters, to
really, really look at them—how
they are shaped, how they are
spaced, how they communicate.
Are they grouped correctly? Do
they have the right tone? Are
they even readable?

•

Everything matters and there are
no easy shortcuts. The time you
put in to learning more will pay
you back many times over,
I promise.

LET
THINGS
FLOW

By Ted Vadakan and Angie Myung, Founders of Poketo

•

Start small, think big.

•

Grow organically, sustainably.

•

Collaboration is experimentation, not control. Let things flow.

•

Don’t assume your audience
knows your history, tell your
brand story.

•

Building community is building
something bigger than all of us.

Ted Vadakan and Angie Myung are
the founders of Poketo, a lifestyle
brand and purveyor of design-driven wares. Vadakan is CEO of Poketo
and has forged partnerships and
collaborations with notable companies including Nike, Target, Disney,
Nordstrom, Cartoon Network and
Sanrio. Myung is Poketo’s creative
director and is responsible for
Poketo’s exclusive collections with
artists and designers both local and
international and can take credit for
Poketo’s thoughtful, difficult-to-find
goods. Poketo continually strives
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to move beyond the traditional
retail experience, regularly hosting
cultural events ranging from art
exhibitions and music performances
to exclusive lifestyle collaborations,
acting as a hub for the creative
community. The Poketo store and
Poketo.com have garnered accolades from notable press including
The New York Times, Refinery29,
Style.com, Entrepreneur, Dwell,
Sunset and Wallpaper City Guides,
among others. Visit poketo.com and
follow them @poketo.
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THE

RICHES ARE IN THE NICHES
By Laura Foley, the Cheater of Death by PowerPoint

Here are six ways to market your solo business:
1. Specialize!

4. Have “Accountability Buddies”

People seek out professionals who can
do specific kinds of work. If you call yourself “a graphic designer,” “an illustrator” or
“a copywriter” then you’re just another face
in the crowd. Remember, the riches are in
the niches!

Like a workout buddy, a marketing
accountability buddy keeps you on track
and helps ensure that you actually get your
work done.

2. Market to the Right Audience
Using the Right Tools
Know your target market and communicate in a way they’ll respond to. Equally
important, make sure that you like the
marketing tools you’re using or you might
not keep it up.

5. Network!
Great referrals can come from friends
and colleagues who know you well and
who evangelize your work. Get out into the
real world; don’t just network online. Treat
your networking as relationship building,
not job seeking, and follow up regularly
with the people you meet.

3. Publish (and Track Results!)
Regularly

6. Don’t Start Frantically
Marketing When the Work
Dries Up

Publishing when you feel like it won’t
build any momentum and will not establish
you as a steady, dependable expert in your
field. Tracking your results reveals the marketing efforts people respond to and which
ones get ignored.

Marketing can take a long time to work,
sometimes even years. So if you wait until
you’re out of work to start, it could be a
while until your next paycheck. Instead,
keep a steady pace with a regular
marketing schedule.
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Laura Foley, the Cheater of Death
by PowerPoint, provides training,
consulting and presentation design
services to help people communicate their ideas and be better
presenters. She focuses primarily on
working with engineers and hightech professionals, and her client list
includes General Dynamics, Juniper
Networks, VMware, DST and TE
Connectivity. She has conducted
training sessions at Worcester Polytechnic Institute, Simmons College,
and Nestlé, and has been a featured speaker at HOW Design Live
for the past two years. Foley lives
in Central Massachusetts with her
husband and two sons and serves
as Cubmaster and Den leader for
Hubbardston Cub Scouts Pack 12.
She has taken up running in recent
years and will be competing in her
second half-marathon in June. See
lauramfoley.com or connect with her
on LinkedIn.
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WHERE CAN DESIGNERS FIND

GOOD WRITERS?

M

By Tom N. Tumbusch, Freelance Copywriter,
WordStreamCopy, Inc.

any designers are eager to work with a writer, but struggle
with where to find the right one. While there’s no “silver
bullet,” here are four ways to set yourself up for success:

1. Ask for Referrals—Referrals are the

Tom N. Tumbusch writes copy that
creates action for creative professionals and green businesses. He is
the author of the free eBook The
Writer/Designer Dream Team and
periodically shares more casual
wisdom on the WordStream of Consciousness blog. His tiny solar-powered corner of the Internet can be
found at: wordstreamcopy.com.

best way to find good writers. Colleagues
can tell you who stays on schedule, submits quality copy, handles change requests
without fuss, and delivers good response
rates. What’s more, great writers who get
really busy sometimes don’t do much
self-promotion. Referrals are often the only
way to find them.

2. Watch Professional Organizations and Industry Events—A writer

who’s willing to invest in membership fees,
conference admissions or travel expenses
is likely to be a cut above average. These
writers are more likely to take a professional approach to their business and actively
seek to improve their skills.

3. Beware Low-Cost Websites and
Random Searches—Don’t think 99 De-

signs should do your logo? Then don’t hire
the cheapest scribe from an online service
either. These writers are often inexperienced and can add costs to your project
that outweigh their “low” fees. Similarly,
using a Google search to find a writer is a
lot like spinning a roulette wheel.

4. Test, Test, Test—However you find

writers, try them out on one or two small
projects to see how well the relationship
works. Look for writers who treat even your
smallest jobs with professionalism, and call
them back when the big project arrives.

THINK IN A SPECTRUM OF EXPERIENCES
By Jason Pamental, Lead UX Strategist, Fresh Tilled Soil

T

here is no more “print identity” vs. web or anything
else for that matter. It’s all your brand, and there’s
just no reason for it not to be consistent!

Web fonts work amazingly well and,
thanks to innovations from the likes of
Monotype, we’ll even be able to have
better branded type experiences on
the smallest of screens like our
wearable devices.

User experience is at the heart of all
we do, and we have to think of those users in every context and provide smooth,
consistent voice, language and cues to
ensure the most memorable and
repeatable engagement.

We have to think in a spectrum of
experiences that move from your wrist to
your pocket to the desktop and across to
print and every other kind of screen.
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Jason Pamental is lead UX strategist at Fresh Tilled Soil, author
of Responsive Typography (bit.ly/
rwtbook) from O’Reilly, overall web
and typography nerd, who specializes in being a generalist. When not
helping clients with their experience
strategy or speaking about design,
process and typography at conferences around the world, Pamental
is usually following @aProperCollie
around Turner Reservoir, posting
photos on Instagram (instagram.
com/jpamental). See freshtilledsoil.
com. Twitter: @jpamental.
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REMEMBER:

YOU’VE GOT SUPERHUMAN,
TELESCOPIC, INFRARED, BIONIC GIFTS
By Ed Roberts, Creative Lead at ElectriCities

I

n my career, I’ve taken the road less traveled and learned a great deal
about myself and how to work with and manage all different kinds of
people. Some of the following advice may seem like a no-brainer, but
it’s definitely worth remembering and, more importantly, doing.
•

Never ask someone to do anything
you wouldn’t do yourself first.

•

Talk is cheap. Work hard, like failure is
not an option.

•

Being honest, kind and courageous
are key ingredients in building
great integrity.

•

Volunteerism: If you agree to be in, be
all the way in.

•

Teamwork: Know your role and fully
embrace it.

•

Speak only when you have something
to say that will add true value.

•

Never be afraid to say no.

•

The quality of the work matters most,
not where it comes from.

•

Leave the tiara at home. In fact, smash
it to smithereens.

•

Roll up your sleeves and jump into
the trenches with your team.
Converse first.

•

Remind yourself at least once a
year that you’ve got superhuman,
telescopic, infrared, bionic gifts!

A native southerner and graduate
of the College of Design at North
Carolina State University, Ed Roberts is an award-winning creative
director who is a leading expert
on constructing high-performing in-house teams comprised of
strategic and creative superheroes.
Roberts enjoys exploring all facets
of design, strategic thinking, the
creative process and writes extensively about these topics for HOW
Magazine and The Creative Group
Blog. Roberts is a HOW Design Live
programming partner and recently
judged the HOW Magazine In-house
Design Awards as well as the United
Kingdom’s In-house FRESH Awards.
He serves on the board of InSource
as director of marketing and is
co-president of the Triangle Advertising Federation. Follow him on
Twitter: @InHouseObs.

Roll up your sleeves

jump into
the trenches

and

with your team.
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IN-HOUSE TIPS & TRICKS:

PRIORITIZE! LOSE THE
‘TUDE! MAKE IT HAPPEN!
By Robin Colangelo,
Global Director of Creative Services at White & Case,
Vice President of InSource, Writer of the Two-Minute Tips

I

can’t think of a better way to sum up an inspirational list than “The Hit
List” written by Chase Jarvis, a world-renowned photographer. What I
like about it is its brevity, clarity and boldness (see chasejarvis.com).

In her current role, Robin Colangelo
leads an award winning, in-house
creative team for White & Case.
She directs all aspects of the visual
identity and oversees an integrated team across six offices and five
countries specializing in print, digital and video initiatives. She’s also
the vice president for InSource, a
non-profit organization for in-house
creative leaders. You can reach
Colangelo through LinkedIn.

So I take some insight from Jarvis and
mix it up with my own vision, add 10+ years
of in-house experience, and out comes the
following in-house tips and tricks:
•

Prioritize—and re-prioritize and then
prioritize again—all day, every day.

•

Customer Service – Lose the ‘tude!
Remind yourself to use your inside
voice no matter how cockamamie the
person in front of you or inside your
inbox is.

•

Get to the Point – No one wants to
hear you droning on during a presentation; and when you do, you’re
losing your audience. Make your point
quickly: Objective, Solution, Next
Steps and then move on with your life.

CATCH

•

Training and Explaining – Everyone
hits the ground running. Sound familiar? Don’t do this. As the leader, you
look terrible when your staff does not
know what they are doing. So do what
it takes, find the extra time and get
people on-boarded properly so they
look good and so do you.

•

Make It Happen – There is an art to
cutting through the bullshit to get stuff
done. It’s not easy and—like anything
else—takes practice. You and your
team need to be seen and respected
as trusted partners who can produce.
Carefully look for the blockages
within your workflow and find a way
to release them. We all encounter
50 different roadblocks each day but
as a leader, unclogging blockage is a
crucial skill that needs to be honed
and mastered.

MORE FLIES WITH HONEY
By Megan Mead, Art Director, Designer, Speaker

Age Is Relative—Skills Are Not Megan Mead is an art director, designer and speaker in Austin, Texas,
currently under contract as a UX
Designer at Visa, Inc. Her portfolio consists of print collateral, web
and mobile site design, illustration,
logos, and UX design for nationally
recognized companies. Although
her professional focus is on visual
communication, Mead has always
had a passion for performance. Having participated in numerous theatrical presentations over the past
decade and several conferences in

the past year, she has considerable
experience with speaking in front
of large crowds. Trained to better
understand vocal, breath and acting
exercises, she is very interested in
how theatrical training can impact
and supplement a designer’s career.
She majored in communication design with a double minor in theatre
and marketing, giving her a unique
view point, straddling the world of
performance and design.
Visit not2suck.com.
Twitter: @HN2S (#not2suck).
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If you are a young designer, practice mature skills sooner rather than later. More
experienced doesn’t always have to be
synonymous with older.

Bad Presentations Kill Good
Ideas - In the design world, sometimes

the better work loses out to the better
sell. Do your ideas justice and practice at
becoming a better presenter.

You Catch More Flies with
Honey - Be focused, be bold, be talent-

ed, but above all be a pleasure to work
with. Being a pleasant person and a good
team member can only help your career.
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GENERATE PUBLICITY
AS A DESIGNER

By Sarah Lawrence,
Lead Designer and Design Editor at Paste Magazine

The first step is: Do good work.

Of course, make work you’re proud of,
but also strive to create things that are
objectively good. Let your friends pick
your work apart, and find someone who
will be honest when something needs a
redo. Your best pitching efforts will go nowhere if your work isn’t up to par. It’s also
typically easier to get in the door with a
specific project the press can cover—if you
just email someone saying, “I’m a designer,
interview me!” there won’t be a sense of
urgency or any context. Make yourself
someone worth interviewing, and make
your projects worth covering.
Next, do some focused research on design
publications out there. Who is writing
about the type of work you do? Who accepts submissions, and who requires some
more effort? Ask yourself: Is my project
relevant to this publication? How would
it look next to the rest of their content?
Make a spreadsheet of all of these places
and rank them from most relevant to least.

When emailing:

1. Address your message to a real
person. Do not use “To Whom It May

Concern,” ever. If you want an editor
to take the time to write about you, you
should take the time and do some research. Also, have your name + email easily
available. Don’t make someone hunt for it.

2. Keep it pleasant and short. Don’t
ramble. Get in, make your pitch and get
out. Editors get hundreds of emails a day.
Don’t get lost in the shuffle.
3. Include a direct link to your
project/work. I personally like a low-res,
100k or less image attached, because I
can see it as a preview at the bottom of
the email, and it gives me an idea of what
you’re going to show me. Don’t send a
huge, clunky PDF (or even a layered psd/
indd where everything defaults). Don’t
junk up someone’s inbox. When we reach
out, be ready. Have hig-hres files at your
disposal. Make sure they’re already edited,
cropped and perfect. Most online publications won’t need an image larger
than 1000px.

Sarah Lawrence was born and
raised in Atlanta, Georgia. She
received her BFA in Graphic Design
from the University of Georgia in
2013 before becoming Paste Magazine’s lead designer and design
editor. As designer, she handles all
of the inhouse site assets, cover
design, and story art, and produces
larger infographics for the site. As
design editor, she manages a freelance staff of 15+ writers, two assistant editors, and two design interns,
all producing engaging content for
the section that receives over 300K
unique visitors per month. Outside
of Paste, Sarah designs and produces interactive exhibitions for local
markets, has given a TEDx talk on
the power of collaborative mapping,
and draws the word “shit” every
day in a different style on her blog,
drawshiteveryday.com. She’s also
an instructor for the online learning platform Skillshare, teaching
students how to make handmade
pasta. Follow her on
Twitter: @whiskeyfoxxtrot.
Visit sarahclawrence.com.

Make yourself someone worth
interviewing, and make your
projects worth covering.
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SOAR WITH HOW DESIGN LIVE

AND THE GLOBAL CREATIVE COMMUNITY
You’re invited to attend the biggest, most inspiring,

educational and talked-about design event
anywhere in the world. And you’ll be amongst 4,000+
professionals from more than 35 countries—all top minds
in graphic design, branding and marketing.
HOW Design Live, through its education
program, exposition and networking
events, offers both the inspiration to
rekindle one’s passion for creative work,
plus the tactical, take-home information
needed to achieve and advance a career.

See you there!

The event is divided into five programs,
each with a specific focus, including: HOW
Design; The Dieline Package Design; HOW
Leadership; In-House Management and
Creative Business. You can customize your
personal agenda by picking the sessions
and social events that help you achieve
your goals.

Questions?
howdesignlive@fwmedia.com

REGISTER early:
howdesignlive.com

@HOWbrand
#HOWLive

SPEAKERS

2015 HOW DESIGN LIVE
Justin Ahrens, Creative Director, Rule29

Jason Fried, CEO, Basecamp.com

Kray Mitchell, Digital Communications Specialist, The Glencoe Club

Philippe Apeloig, Graphic Designer, Studio Philippe Apeloig

Steve Frykholm, Creative Director, Herman Miller

Stefan Mumaw, Creative Director, Callahan Creek

Glenn John Arnowitz, Director of Global Creative Services, Pfizer

Ed Gandia, Founder, International Freelancers Academy

Angie Myung, Founder, Poketo

Irene Au, Operating Partner, Khosla Ventures

Anna Glansén, Co-Founder, Tomorrow Machine

Sebastian Padilla, Creative Director, Anagrama

Ashleigh Axios, Digital Creative Director, The White House

Von Glitschka, Principal, Glitschka Studios

Amanda Palmer, Performer, 8 Foot Records

Ilise Benun, Founder, Marketing Mentor

Bryony Gomez-Palacio, Founder, UnderConsideration LLC

Jason Pamental, Lead UX Strategist, Freshed Tilled Soil

Michael Bierut, Partner, Pentagram

Jeff Greenspan, Creative Director/Artist, Freelance

Tom Peters, Author

Margot Bloomstein, Principal, Appropriate, Inc.

Dr. Shelley Gruendler, Founder, Type Camp

Ben Pham, Partner and Director of Strategy, Character

Mateo Bologna, Founder and Creative Director, Mucca Design

Dr. Tom Guarriello, Professor, New York School of Visual Arts

Maria Popova, Founder, Brain Pickings

Peter Borowski, Head of Design, Kraft Foods

Rob Harr, Technical Director, Sparkbox

Sean Raines, Director of Marketing, United Pet Group

Denise Bosler, Principal, Bosler

Sam Harrison, Author and Speaker

Karim Rashid, President, Karim Rashid, Inc.

Noah Brier, Co-Founder, Percolate

Jessica Helfand, Partner, Design Observer

Sonja Rasula, Founder, Unique USA, The Unique Space, CAMP

Tony Brook, Creative Director, Spin

Cheryl Heller, CEO, Heller Communications

Carolina Rogoll, Brand Builder, Author, Faculty, School of Visual Arts

Dr. Brene Brown, Research Professor at The University of Houston,
Author of Daring Greatly

Michael Hendrix, Partner, IDEO

Tina Roth Eisenburg, Founder, Swissmiss

Jeni Herberger, Managing Partner, The Fulcrum Agency

Paula Scher, Partner, Pentagram

Randy Hunt, Creative Director, Etsy

Adrian Shaughnessy, Designer, Writer, Educator & Publisher,
Unit Editions

Maya Bruck, Independent UX/UI Consultant
Ron Burrage, Head of Global Design, The Hershey Company
Clinton Inselmann, Group Creative Director, State Farm
Simon Sinek, Author

Christopher Butler, COO, Newfangled
Alexander Isley, Founder, Alexander Isley, Inc.

James Sommerville, VP Global Design, The Coca-Cola Company

Alex Center, Design Manager, The Coca-Cola Company
Jennifer Kinon, Co-Founder, OCD - The Original Champions of Design

Rachel Sussman, Artist, The Oldest Living Things in the World

Phil Cleaver, Ph.D., Principal, et al design consultants
Jim Krause, Owner, Jim Krause Design

Greg Sutter, Creative Services Director, State Farm

Robin Colangelo, Global Director of Creative Services, White & Case
Robin Landa, Distinguished Professor, Keen University

Terri Trespicio, Brand and Content Strategist

Lisa Colantuono, Co-President, AAR Partners
Jonathon Colman, Content Strategist, Facebook

Katie Lane, Attorney and Negotiation Coach, Work Made For Hire
Consulting

Tom Tumbusch, Freelance Copywriter, WordStreamCopy

Chris Converse, Designer and Developer, Codify Design Studio

Anette Lenz, Graphic Designer, Atelier Anette Lenz

Ted Vadakan, Founder, Poketo

Rodrigo Corral, Creative Director, Farrar Straus & Giroux

Ken Lo, Design Director, BLOW

Mimi Valdés, Chief Creative Officer, i am OTHER

Tim Cox, Director of Creative Services, Publix

Sascha Lobe, Graphic Designer, Founder, Creative Director, L2M3

Janine Vangool, Publisher, Editor, Designer, UPPERCASE magazine

Susan Credle, Chief Creative Officer, Leo Burnett

John Maeda, Partner, Kleiner Perkins Caufield & Byers

Armin Vit, Principal, UnderConsideration LLC

Douglas Davis, Principal, The Davis Group

Bobby Martin Jr., Co-Founder, OCD - The Original Champions of Design

Petrula Vrontikis, Professor, Art Center College of Design

Sem Devillart, Founder, Popular Operations

Evelio Mattos, Creative Director, Design Packaging Inc.

Jessica Walsh, Partner, Sagmeister & Walsh

Doug Dolan, Principal, Doug Dolan Communications Inc.

Mark McGuiness, Creative Coach, Lateral Action

Marina Willer, Partner, Pentagram

Aaron James Draplin, Sole Proprietor, Draplin Design Co.

Patrick McNeil, Owner, Design Meltdown

David Womack, Creative Director, R/GA

Andy Epstein, Partner, Cella Consulting

Megan Mead, Designer/Art Director/Speaker, Megg Design

Jim Woods, Creative Director, United Pet Group

Laura Foley, Creative Director, Laura Foley Design

John Meyer, Co-Founder & CEO, Lemonly

Faris Yakob, Founder, Genius Steals, A Strategy & Innovation Consultancy

Dan Formosa, Ph.D., Consultant

Paul Miller, Designer + Creative Director, Character

Mary Zalla, President of Consumer Brands, Landor

Tobias Frere-Jones, Founder, Frere-Jones Type LLC

Debbie Millman, President and CMO, Sterling Brands

howdesignlive.com

21

CHICAGO MAY 4–8 2015

