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TITLE

[ SAMPLE COVER ]

NEW

Release: August

STYLE

By: Monocle

Features: Full color, hardcover, 

304 pages, 20 × 26 .5 cm

Price: € 45 (D) £ 40 $ 60

ISBN: 978-3-89955-537-0 

ABOUT MONOCLE

MONOCLE-founder Tyler Brûlé is a former  
war correspondent, founding editor-in-
chief of Wallpaper* and columnist for 
the Financial Times. Based in London and 
acclaimed the world over, Monocle delivers 
a unique global briefing on global affairs, 
business, culture and design . Alongside the 
magazine, Monocle has created a 24-hour 
radio station, a film-rich website, retail ven-
tures around the globe, and cafés in Tokyo 
and London .

Ever since the launch of Monocle in 2007 
this highly successful global magazine and 
media brand has championed a clear and 
new take on the world of work . It has encour-
aged its readers to start their own businesses, 
do the thing that makes them feel fulfilled 
(even if it means ditching a comfortable cor-
porate salary), and find places to build their 
HQ that deliver a good quality of life too .

The magazine’s belief in making things 
(and making them well), using your hands, 
doing an apprenticeship, and keeping 
things small and tight has linked perfectly 
with a community of entrepreneurs who 
are determined to find their own way in the 
world —and know that this will allow them 
to run their lives in new and fresh ways . 
These developments are also expressed in 
the maker movement, new shared spaces, 
and unusual business schools .

So it was a natural step for the maga-
zine’s team to create The Monocle Guide to 
Good Business . This guide is not your tra-
ditional business book, but it does give 
advice on how to go from clever fledgling 
idea to success story and introduces people 
with inspiring stories . The Monocle Guide to 
Good Business is also a picture-rich journey 
for anyone who runs a company, wants to 

run a  company, or wishes their boss had 
some new ideas . It will even tell you why 
you need an office dog .

From the best business neighborhoods 
to the sturdiest desks, this book will have 
you planning a new career —or at least 
fixing your office . It’s a book that should 
be thumbed and used . It’s a manual and a 
manifesto, a guide and a good read .

The Monocle Guide to Good Business follows up on the success of The Monocle Guide to Better 
Living. The book offers multifaceted perspectives on the world of work today and in the 
future —from compelling business ideas to inspiring company cultures .

THE MONOCLE 
GUIDE TO GOOD 
BUSINESS
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

ARCHITECTURE

Editors: Sofia Borges, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39 .90 (D) £ 35 $ 60

ISBN: 978-3-89955-545-5 

More and more people are yearning to live 
in harmony with nature . Yet they don’t 
want to give up their homes in the city or 
make radical changes to their lives . Instead, 
they are creating their very own retreats 
in nature . The furniture, décor, and feel 
of these highly individual structures offer 
their owners an exceptional, yet convenient 
way of escaping from their urban routines . 
The right concept is more important than 
a lot of space . The architecture and interior 
design are rustic, bucolic, and simple —ded-
icated to turning a small plot of land into a 
sanctuary for relaxation .

Hide and Seek adds inspiring examples to 
the range of stunning getaways in nature 
presented in Rock the Shack, the bestselling 
predecessor to this book . Whether located 
in the forest, on the water, or in the moun-
tains; whether light and minimalistic or 
dark and cozy, the featured retreats exem-
plify how to create locations that offer calm 

and balance in our hectic lives . The cabins, 
hideaways, and homes showcased here 
meld traditional architecture with modern 
living in fascinating and surprising ways . 
Although the individual solutions are 
very different from each other, all of them 
respect nature and focus on the essentials .

Hide and Seek is a contemporary survey of 
contextual architecture and interior design 
that radiates inner strength . It not only has 
the power to bring people in tune with their 
surroundings, but also with themselves .

Our longing for simplicity, clarity, and relaxation often leads us into nature . Hide and Seek 
showcases the most beautiful places for satisfying this longing . 

Cabins and Hideouts

HIDE AND SEEK
HIDE AND SEEK 

C A B I N S  A N D  H I D E O U T S 
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TITLE

NEW

[ SAMPLE COVER ]

FOOD & BEVERAGE

Release: September

Editors: Sylvia Kopp, Robert Klanten, 

Sven Ehmann; Texts: Sylvia Kopp

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 35 (D) £ 30 $ 49 .95

ISBN: 978-3-89955-533-2

ABOUT SYLVIA KOPP

SYLVIA KOPP is a certified beer somme-
lier with a degree from the Doemens World 
Brewing Academy . Since completing her 
studies there in 2006, Kopp has given lec-
tures and held beer tastings around the 
world, for example at the Berlin Beer 
Academy, which she co-founded . She has 
been a jury member at the World Beer Cup 
in the United States and at the European 
Beer Star in Germany . Kopp also works as 
a freelance journalist and has contributed 
articles on beer to renowned publications 

including German newspaper Die Welt and 
national gourmet magazines such as Der 
Feinschmecker and Essen & Trinken. In addi-
tion, she is co-author of the international 
guides 1001 Beers You Must Try Before You Die 
and World Beer.

For some, beer has always been a treat for 
body and soul . Now, beer is establishing 
itself as the drink of choice among a hip-
per, cultured audience . “Brew it yourself” is 
more than a trend; it’s the credo of a new 
creative scene that has developed around 
beer and is questing for its lost taste . What 
began over 30 years ago with hobby brewers 
in the United States has today become an 
international movement with beer-loving 
adherents from Europe to South Africa .

Small enterprises worldwide are com-
bining fresh ideas with traditional meth-
ods to create outstanding craft beers . Their 
inspired experimentation has resulted in a 
growing range of products that are rekin-
dling passion for the golden goodness . No 
matter how they are brewed or whether 
they feature special flavors or new produc-
tion methods, these beers are all made for 
maximum drinking enjoyment for those 
with discerning tastes . Their packaging 
design is as characteristic as the beers 
themselves and includes striking labels or 
bottles with unusual shapes or colors .

Barley & Hops gives beer connoisseurs 
a behind-the-kettles look at their favorite 
beverage —from its historical origins and 
regional distinctions to current develop-
ments . The book includes portraits of those 
who are united in their passion for craft beer, 
the brewing process, and creating  something 

unique . Here, they share their personal sto-
ries of how they came to brew beer and, in 
the process, give insight into how beer is 
advancing our drinking culture today .

The beers featured in Barley & Hops are 
not just meant to be drunk in a bar . Rather, 
the book introduces a range of brews with 
individual facets that lend themselves to 
different occasions —for example, a beer 
that makes a good aperitif, another that is 
recommended to be served with fish, and 
yet another for dessert . It also includes a 
glossary with key beer-related terminology 
and recipes . Cheers!

Going back to basics, small breweries are using meticulous craftsmanship to create beers 
with rich taste . These beers represent a new authenticity and way of life .

The Craft Beer Book

BARLEY & HOPS

1

  Chapter  

Barley & HOPS
T H E  C R A F T  B E E R  B O O K
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

GRAPHIC DESIGN

Editors: Antonis Antoniou, 

Robert Klanten, Hendrik Hellige, Sven Ehmann

Features: Full color, hardcover, 

224 pages, 24 .5 × 33 cm

Price: € 39 .90 (D) £ 35 $ 60

ISBN: 978-3-89955-540-0 

ABOUT THE GUEST EDITOR

ANTONIS ANTONIOU co-edited A Map of 
the World: The World According to Illustrators 
and Storytellers. The book’s success inspired 
him to continue his visual exploration of 
how we understand and categorize the 
world in Family Face. Antoniou is fascinated 
by the ways in which material things can 
be brought to life through immaterial visu-
alizations . He grew up on Cyprus, where he 
became interested in colors and forms from 
an early age . When Antoniou is not obses-
sively designing maps and lists, he makes 
his living as an architect .

Most people who want to understand the 
world and manage their daily lives can’t 
get very far without lists . In addition to our 
personal to-do and shopping lists, there 
are published lists about everything from 
best sellers and endangered animals to the 
most popular children’s names in any given 
year . We categorize and arrange things in 
order to provide an overview or examine 
them in a certain light . Family Face visual-
izes our penchant for sorting in playful and 
entertaining ways . The book presents light-
hearted yet compelling work by illustrators, 
designers, and the creators of infograph-
ics that visually structures the stuff of our 
daily lives . Whether looking at pasta, poets, 
sneakers, birds, or whole cities, the small is 
classified into the big .

For the past few years, young creatives 
from around the world have been develop-
ing new visual storytelling techniques that 
have become more prominent in newspa-
pers and magazines as well as textbooks 
and company reports . Now, Family Face 
showcases an outstanding selection of their 
innovative display formats . From delicate 
illustrations of fish to collages of flags, from 
pictograms of New York City skyscrapers to 
symbols representing Hollywood hairstyles, 
the featured work represents an impres-
sive spectrum of visual possibilities . In 

very different ways, all of the examples tell 
interesting stories with subjects that might 
otherwise be boring and dry and show how 
enjoyable arranging things can be .

Family Face continues the inspiring 
journey into what is state-of-the-art in 
illustration, data visualization, and visual 
storytelling that began with Gestalten 
titles such as Around the World. Thanks to 
this book, it has never been so much fun to 
look at lists!

A new visual language shows how we can collect, sort, and better understand the subjects 
and objects of our daily lives .

Visual Relationships in 
Design and Illustration

FAMILY FACE

Family Face 
VISUAL RELATIONSHIPS IN DESIGN AND ILLUSTRATION 
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TITLE

NEW

[ SAMPLE COVER ]

STYLE

Release: September

Editors: Duncan Campbell, Charlotte Rey, 

 Marie Le Fort, Robert Klanten, Sven Ehmann

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 39 .90 (D) £ 35 $ 60

ISBN: 978-3-89955-548-6 

Craftsmanship is in more demand than ever 
and small manufacturers are experienc-
ing an overwhelming renaissance . We are 
increasingly looking for products that last 
and have their own histories; things that 
meld form, function, and emotion into a 
compelling entity . This desire will continue 
to shape our attitudes toward consumer and 
luxury goods as well as innovation for the 
foreseeable future . Today, there are already 
many people who are not concerned with 
a logo, chasing the next trend, or contrib-
uting to a disposable society . They would 
rather seek objects of real value and own 
things with which they can truly identify .

The Craft and the Makers showcases savvy 
businesses that are choosing to focus on 
craftsmanship and aiming to create things 
with a soul . A decisive role is played by 
melding tradition and innovation —from 

the raw materials used to the finished prod-
uct . The book introduces small enterprises 
as well as the personalities that drive them . 
These artisans are using their skills to pro-
duce handicraft that meets the highest 
standards . Whether furniture, porcelain, or 
leather goods, all of the products featured 
here offer today’s true luxury: the perfect 
fusion of creativity and craftsmanship that 
results in quality and durability . Reflecting 
this spirit, every page is a testament to the 
products created with heart that are much 
more than a sum of their parts .

Craftsmanship is an expression of quality, passion, and mindset . This book is a showcase 
of crafted products created by small manufacturers .

Between Tradition 
and Attitude  

THE CRAFT AND 
THE MAKERS

ABOUT THE GUEST EDITORS

DUNCAN CAMPBELL and CHARLOTTE REY 

met in Paris while working together on 
Acne Paper. As a natural evolution of their 
widely respected work for this award-win-
ning fashion publication, they were asked 
to consult on various projects and founded 
their own agency, Campbell–Rey, in 2013 . 
Their work spans the worlds of brand devel-
opment, design, curation, and image making, 
and is united by their sensitive approach and 
classical, elegant aesthetic . Campbell and 
Rey share a particular  interest in  heritage 

brands, craftsmanship, and how traditional 
techniques are more relevant than ever in 
today’s crowded marketplace .

MARIE LE FORT is a freelance journal-
ist who regularly contributes to maga-
zines including Numéro, Wallpaper*, and 
Departures and has co-edited the Gestalten 
books Once in a Lifetime and A Delicious Life. 
She travels around the world discover-
ing new creative developments . Whether 
she’s working for the Louis Vuitton City 

Guides or brands such as Hermès or Le 
Meurice, Le Fort loves finding surprising 
places where genuine lifestyle, fashion, 
and design prevails .

11

T H E

C R A F T
 A N D  T H E  M A K E R S 
 BETWEEN TRADITION AND ATTITUDE
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

FOOD & BEVERAGE, STYLE

Editors: Robert Klanten, Anna Sinofzik

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 39 .90 (D) £ 35 $ 60

ISBN: 978-3-89955-535-6

The hot topics of eating and drinking are 
spawning a range of small, creative com-
panies with innovative concepts . These 
enterprises are making their own mustards, 
distilling their own liquor, selling hand-
made marmalades, or serving grandma’s 
cake recipes in new ways . Although based 
on very different ideas, the businesses are 
all defined by their originality and personal 
character, which are then reflected and 
communicated in eye-catching visual iden-
tities . These start with names, logos, fonts, 
and colors and culminate in product, pack-
aging, and shop design . Knife and Fork is a 
showcase of these unconventional visual 
identities and design concepts .

As the featured coffee roasters, fusion 
food bistros, or chocolate manufacturers 
prove, the effectiveness of an integrated 
visual identity for this type of venture is 
more dependent on creative implemen-
tation than a big budget . The book pres-
ents labels on jam jars that are inspired by 
shop furnishings and company stationery 

designed to match its owners’ aprons . It 
includes menus that are written by hand 
on chalkboards and business cards in colors 
that are used to garnish the dishes served . 
All of the examples represent a new gen-
eration of entrepreneurs, who understand 
how to creatively visualize business ideas 
and communicate them successfully across 
all channels . Whether their looks are mini-
malistic, nostalgic, or playful, all of the 
designs are characterized by the individual 
approach and initiative behind the various 
business concepts .

Knife and Fork expands on our Introducing 
series that explores how small enterprises 
can create big design concepts . This book 
is an inspiration for anyone thinking about 
founding their own company and giving it 
an unforgettable look .

Original and unconventional visual identities from the world of eating, drinking, and hospitality .

Visual Identities for 
Restaurants, Food and 
Beverage

KNIFE AND FORK

KNIFE AND FORK 
V I S U A L  I D E N T I T I E S   
FOR RESTAURANTS,  
FOOD AND BEVERAGE
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TITLE

[ SAMPLE COVER ]

NEW

GRAPHIC DESIGN

Release: September

Editors: Robert Klanten, Nina C . Müller

Features: Full color, linen hardcover, 

landscape format, 400 pages, 24 × 19 cm

Price: € 39 .90 (D) £ 35 $ 49 .95

ISBN: 978-3-89955-546-2

With Los Logos 7, Gestalten continues its 
bestselling series on contemporary logo 
design that began with the publication of 
Los Logos in 2002 . Like its six predecessors, 
this latest edition is a comprehensive sur-
vey of the visual languages and styles used 
by cutting-edge logo designers from around 
the world . Printed in the familiar landscape 
format, this new compendium resets the 
standard for reference books on design .

Whether primarily designed to identify, 
inform, or inspire, today’s logos have to 
cover a lot of bases . Although they are often 
created for fast-paced digital platforms, 
they still need to provide companies and 
brands with an enduring visual . Los Logos 7 
shows that less has become more . Due to 
the significant influence of interface design, 
current logos are evolving to focus on the 
essentials . Consequently, many contempo-
rary designs forgo realistic images, play-
ful forms, textures, or color gradients and 
instead return to classic geometric forms 
and clear colors . These new logos master the 
balancing act between respectful restraint 
and the deliberate shaping of an identity .

Fully indexed and intuitively structured, 
Los Logos 7 draws connections between the 
applications and the fields for which the 
featured logos were intended . Presented 
on 400 pages, the work is bundled into the 
categories Corporate & Business, Culture, 

Design, Fashion, Motion/Media /Games, 
Music, Art, Politics, Sports, Health /
Wellness, and Education & Sciences .

This book not only celebrates the latest 
innovations in contemporary logo design, 
but is also a precursor to coming styles 
and trends . Its practical examples inspire 
designers to create logos in line with the 
current zeitgeist and push their designs 
even further into the future .

Los Logos 7, the latest edition in our Los Logos series, showcases current developments in 
logo design .

LOS LOGOS 7
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TITLE

[ SAMPLE COVER ]

NEW

STYLE

Release: Spring 2015

By: Lukas Feireiss

Features: Full color, hardcover, 

192 pages, 15 .5 × 19 cm

Price: € 25 (D) £ 19 .99 $ 35

ISBN: 978-3-89955-550-9 

ABOUT LUKAS FEIREISS

LUKAS FEIREISS works as a curator,  artist, 
and author . His Berlin-based studio focuses 
on the interdisciplinary exploration of 
architecture, art, and visual culture in 
urban spaces . Feireiss teaches at renowned 
universities around the world and is the co-
editor of various Gestalten publications on 
the subject of architecture .

For centuries, humankind has been fas-
cinated by space travel and visiting other 
planets . Long before engineers and scien-
tists took the possibility of traveling to the 
moon seriously, it had been widely explored 
in art and literature . Even today, our near-
est astronomical neighbor —just three days 
away by rocket —still serves as an object 
of creative projection and speculation to 
visionaries across the globe .

Now, more than four decades since the 
first moonwalk, Berlin-based curator Lukas 
Feireiss brings us the book Memories of the 
Moon Age . In it, he traces a visual history of 
lunar exploration in the past, present, and 
future through fields including science, 
literature, and pop culture . This inspiring 
journey begins with Ptolemy’s early cal-
culations of the distance to the moon and 
Galileo’s invention of the telescope and his 
pen drawings of the lunar surface . The book 
goes on to present fictional travels to the 
moon from the likes of Johannes Kepler, 
Cyrano de Bergerac, Edgar Allan Poe, Jules 
Verne, and J . G . Ballard . It also pays tribute 
to pioneers of rocket science including Max 
Valier, Hermann Oberth, and Wernher von 
Braun; the congenial bond of art, commerce, 
and science during the golden age of space 
travel in the mid-twentieth century; and 

NASA’s preparation for the Apollo moon 
landing . The publication is rounded out by 
investigations into contemporary enter-
prises in lunar travel by Virgin Galactic 
and lunar construction by the architecture 
practice Foster + Partners .

Memories of the Moon Age explores space 
travel to the moon as an inspiration for 
human imagination and a testing ground 
for making ideas a reality . For Feireiss, the 
future was never closer than it is today . 
Sooner or later, he argues, we are going 
back to the moon .

An exploration of travel to the moon in art, culture, and literature —from antiquity to the 
aesthetics of Stanley Kubrick .

MEMORIES OF THE 
MOON AGE
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

ARCHITECTURE

Editors: Sofia Borges, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

240 pages, 24 × 30 cm

Price: € 39 .90 (D) £ 35 $ 60

ISBN: 978-3-89955-512-7

For anyone who is in the process of build-
ing or renovating a home, sustainability is 
a critical issue —especially since energy is 
likely to remain costly for the foreseeable 
future . Choosing to use resources responsi-
bly makes as much of a statement about a 
home as the selection of floor plans, build-
ing materials, or furniture .

Ideally, our homes should be sustainable 
and look good at the same time . Building 
Better showcases single-family homes 
from around the world whose architecture 
proves that sustainable and attractive are 
not contradictions . The book’s selection 
of outstanding, top-quality work provides 
feasible examples for a new generation of 
homeowners with a discerning sense of 
style and environmental responsibility .

The spectrum of featured projects ranges 
from energy efficient restoration and the 
construction of intelligent extensions to the 
planning and building of new low-energy or 
passive homes . The book introduces the latest 
building forms and materials as well as case 
studies examining the best division of space, 
architectural planning, and the use of inno-
vative technologies to control and improve 
heating and air conditioning . Consequently, 
Building Better not only provides a striking 
overview of the topic of sustainable building, 
but also insightful information on details 
from technical data to blueprints .

In the book, both architects and home-
owners have their say . Families talk about 
their ideas, desires, motivations, and real 
experiences . Against this background, 
Building Better is both a practical and inspi-
rational guide for anyone who sees sus-
tainability not as limiting, but rather as 
a creative opportunity . As such, it is an 
essential reference for everyone who wants 
to build a better home .

Sustainably built single-family homes don’t have to be ugly . In this book, architects and 
homeowners share their perspectives on the interplay between ecology and contemporary 
architecture .

Sustainable Architecture 
for Family Homes

BUILDING BETTERB U I L D I N G 
B E T T E RB E T T E R
S U S T A I N A B L E  A R C H I T E C T U R E 

F O R  F A M I LY  H O M E S
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

ARCHITECTURE, ART

Editors: Lukas Feireiss, Robert Klanten

Features: Full color, hardcover, 

240 pages, 24 × 30 cm

Price: € 44 (D) £ 37 .50 $ 65

ISBN: 978-3-89955-544-8 

ABOUT THE GUEST EDITOR

LUKAS FEIREISS works as a curator,  artist, 
and author . His Berlin-based studio focuses 
on the interdisciplinary exploration of 
architecture, art, and visual culture in 
urban spaces . Feireiss teaches at renowned 
universities around the world and is the co-
editor of various Gestalten publications on 
the subject of architecture .

Imagine Architecture showcases spirited 
artwork that experiments with architec-
ture and pushes its boundaries . As a con-
temporary survey of visual culture, the 
book is not only a must-read for architects, 
but also for anyone who sees architecture 
as a source of inspiration and an opportu-
nity to project their creativity .

Contemporary developments in the visual 
arts are often reflected in urban landscapes . 
Imagine Architecture explores the ways 
in which visual culture develops in pub-
lic spaces and how it shapes those spaces . 
This book focuses on the fruitful exchange 
between visual culture and architecture and 
follows up on the themes introduced in our 
previous release Beyond Architecture. It com-
piles experimental projects and creative 
perspectives from the fields of illustration, 
painting, collage, sculpture, photography, 
installation, and design .

A young generation of creatives sees 
the urban landscape as the starting point 
for their work . When these illustrators, 
sculptors, or photographers engage with 
architecture, their art overrules conven-
tional doctrines on the use of space . They 
use buildings as a medium for their ideas, 
breaking norms and triggering new ten-
sions . Whether they make sculptures that 
are created within the context of a given 
structure or street art whose forms and col-
ors impact its surrounding architecture, all 
of the featured projects interpret and reflect 
their spatial settings in compelling ways . 
In the process, these visionary concepts are 
playfully expanding the definition of archi-
tecture . Their creativity has the potential to 
breathe new life into public spaces and pro-
mote the evolution of our cities .

Visual culture influences architecture —and vice versa . Imagine Architecture compiles 
contemporary perspectives on this exchange from those working in creative fields 
including installation, sculpture, illustration, photography, and design .

Artistic Visions of the 
Urban Realm

IMAGINE 
ARCHITECTURE

ARCHITECTURE
ARTISTIC VISIONS OF THE 

URBAN REALM
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TITLE

[ SAMPLE COVER ]

NEW

GRAPHIC DESIGN

Release: September

By: Alexander Tibelius

Features: Full color, flexicover, incl . DVD, 

240 pages, 21 × 26 cm

Price: € 35 (D) £ 30 $ 49 .95

ISBN: 978-3-89955-541-7 

ABOUT ALEXANDER TIBELIUS

Art director ALEXANDER TIBELIUS has 
worked for Red Bull in Salzburg, TBWA in 
Moscow, and Jung von Matt in Hamburg . 
He got the idea for this book while he was 
thinking of taking a trip around the world . 
The characteristics and shapes of various 
countries inspired him to explore maps 
and their graphic visualizations . The jour-
ney around the globe hasn’t happened yet, 
but this book is the happy result of his plan-
ning . It aims to help designers create maps 
and make their daily design work easier .

Clients like to think that a map can be cre-
ated quickly . Designers know, however, that 
the devil is in the details . To make a map, 
one not only needs to find the right graphic 
in the right size to use as a base, but also 
complementary lines, arrows, and icons . A 
small map can quickly become a herculean 
task . The Map Design Toolbox helps make this 
process a lot less time-consuming .

The Map Design Toolbox offers visual 
inspiration and all of the essential tools for 
getting high-quality results quickly that 
are right on target . It compiles more than 
200 maps, basic elements for creating maps 
and legends, and thematic sets of icons and 
other illustrative components . Everything 
that is shown in the print version is avail-
able on the included DVD as a vector file 
that can be digitally reworked as needed .

From Argentina to Zimbabwe, from 
geographically-themed graphics to icons 
representing industry and trade, from 
atmospherically retro to painstakingly 
detailed, The Map Design Toolbox contains 
a full spectrum of helpful design tools for 
creating any and every type of map .

As in his previous title The Logo Design 
Toolbox, Alexander Tibelius again provides 
designers with a clearly structured book 
that gives them practical tools for creating 
graphics both efficiently and successfully .

Together, this book and included DVD are a digital toolbox for designing your own 
illustrative maps .

Time-Saving Templates 
for Graphic Design

THE MAP DESIGN 
TOOLBOXMAP
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TITLE

[ SAMPLE COVER ]

NEW

PRODUCT DESIGN

Available

By: Dieter Rams

Editor: Jo Klatt

Features: B/w, softcover, 155 pages, 21 × 29 .7 cm,

bilingual: English / German

Price: € 29 .90 (D) £ 27 .50 $ 40

ISBN: 978-3-89955-525-7

ABOUT THE GUEST EDITORABOUT DIETER RAMS

DIETER RAMS, born in Wiesbaden in 1932, 
initially studied architecture . He is widely 
considered one of the most significant 
industrial designers of the twentieth cen-
tury . In the more than 40 years that he spent 
working at the electrical appliance manu-
facturer Braun, Rams turned out a wealth of 
pioneering creations that continue to influ-
ence designers around the world today .

JO KLATT is an acknowledged connois-
seur and collector of Braun products . For 
many years he worked at the magazine 
Design+Design and was the publisher of 
numerous works, including the first edition 
of Less but better.

Few product designs have the staying power 
of creations by Dieter Rams . Almost every-
thing produced by one of the most influ-
ential designers of the twentieth century 
is today considered a classic . This new and 
revised edition of Less but better shows once 
again why Dieter Rams’s approach to design 
will be relevant for the foreseeable future .

Ideas of what can and must be achieved 
by good design are in a constant state of 
flux as a result of cultural and technologi-
cal developments . Dieter Rams, however, 
came up with ten principles that advocate 
for a purist, almost imperceptible design . 
These principles are still considered time-
less fundaments of design theory and 
practice today: Good design is innovative . 
Good design makes a product useful . Good 
design is aesthetic . Good design helps a 
product to be understood . Good design is 
unobtrusive . Good design is honest . Good 
design is durable . Good design is consistent 
to the last detail . Good design is environ-
mentally friendly . Good design is as little 
design as possible .

Less but better does not set out to be a 
complete documentation of Dieter Rams’s 
body of work, nor does it claim to tell the 
full story of the company Braun . Rather, 
the book explores the ideas, criteria, and 

 methods behind Rams’s creations and 
reveals how a shifting culture of prod-
uct manufacturing gave rise to universal 
design benchmarks . From his reflections 
on design ethics and values we can distill a 
clear paradigm for future design —because 
one principle has remained firm over the 
years: less is simply better .

The new edition of the benchmark work originally published by the Dieter and Ingeborg Rams 
Foundation and Jo Klatt .

DIETER RAMS . 
LESS BUT BETTER
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TITLE

Release: August

[ SAMPLE COVER ]

NEW

ART 

By: Faile

Features: Full color, hardcover, 

272 pages, 24 × 30 cm

Price: € 44 (D) £ 40 $ 65

ISBN: 978-3-89955-547-9

ABOUT FAILE

Patrick McNeil and Patrick Miller began 
their prolific collaboration as FAILE in 1999 . 
One of the pioneers of the global street art 
movement, Faile has since become a leading 
figure in the genre of urban art . The duo is 
best known for their prints, paintings, and 
large-scale installations, which have been 
exhibited in museums and galleries around 
the world . Inspired by American folk art 
and the detritus tapestry of urban walls, 
their work is characterized by a vibrant 
weaving of colors, patterns, images, media, 
and typography .

Together, Patrick McNeil and Patrick Miller 
are Faile . Although their art has its roots on 
the street, their work clearly demonstrates 
that street art no longer solely belongs there . 
What began on city walls and asphalt is now 
shown, with much success, in galleries and 
museums and can be found in living rooms 
and on everyday objects . In their numerous 
projects, activities, exhibitions, and images, 
Faile show how much fun art can be and 
how much fun they have making it .

Patrick McNeil and Patrick Miller 
have been working with wood since they 
founded Faile in 1999 . Now, Faile: Works 
on Wood showcases their exploration of 
wood as an integral material in their prac-
tice from past to present . The book follows 
Gestalten’s two bestsellers Faile: Prints + 
Originals 1999–2009 and Faile Temple.

Faile: Works on Wood presents a  compelling 
spectrum of projects and  craftsmanship 

that plays with the diversity of wood in 
terms of its uses and look and feel —from 
early street art using salvaged material to 
more recent projects using apple boxes 
as well as their towering installation at 
the New York City Ballet . The book intro-
duces their Faile Puzzle Boxes, each of which 
contains 88 wooden blocks painted on six 
sides that can be moved and turned to cre-
ate countless visual possibilities . It also 
includes their sculptural, carved Prayer 
Wheels, which are engineered to spin in 
place while people meditate to their favor-
ite Faile images . 

Featuring beautiful color reproductions 
and several new essays on their practice, 
Faile: Works on Wood takes readers on a jour-
ney of discovery through the artists’ work 
with this medium . In the process, the book 
shows that street art is not a momentary 
trend, but rather an independent art form .

This new publication about the artistic collaboration Faile documents its work with the 
medium of wood .

Process, Paintings and 
Sculpture

FAILE: WORKS 
ON WOOD
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TITLE

Release: August

NEW

GRAPHIC DESIGN, TYPOGRAPHY

[ SAMPLE COVER ]

Editors: Silja Bilz, Michael Mischler, 

Robert Klanten

Features: Full color, PVC cover, 

432 pages, 12 × 16 .5 cm

Price: € 35 (D) £ 30 $ 49 .95

ISBN: 978-3-89955-543-1 

ABOUT THE GUEST EDITORS

SILJA BILZ studied communication design, 
typography, and public relations in Berlin, 
Potsdam, and Basel . She was a designer and 
marketing manager for Linotype and has 
worked closely with a variety of renowned 
font designers . Today, Bilz works as a free-
lance author and communication manager 
for an international clientele . 

Now based in Switzerland, MICHAEL 

MISCHLER has been working as a freelance 
font and graphic designer since 1997 . From 
1998 to 2006, he worked as a designer and edi-
tor for Gestalten . In 2006, Mischler founded 
Binnenland together with Niklaus Thönen . 
He also teaches typography at the Schule für 
Gestaltung Bern und Biel and the Hochschule 
der Künste Bern. 

We email on our smartphones, skype with 
colleagues around the world, and tweet 
about our favorite brands . Our work and 
our play are becoming increasingly digi-
tal, but how do these developments affect 
what creatives do on a daily basis? Because 
interdisciplinary work has become a mat-
ter of course, we need digital know-how . To 
achieve optimal results, it’s essential that 
a designer can understand a programmer 
and a community manager knows the steps 
involved in print production .

This updated edition of The Little Know-
It-All provides the fundamental informa-
tion designers need to know to thrive in 
their growing field of practice . Expanded 
to include social media, search engine 
marketing, and mobile devices, it is an 
indispensable manual of the knowledge 
currently required of designers as the evo-
lution of media re-defines their role and 
expands the disciplines in which they must 
be competent .

Divided into the eight chapters 
Design, Typography, Digital Media, Social 
Media, Production, Marketing, Law, and 
Organization, the book offers concise 
analysis as well as definitions of unique 
vocabulary . Written for a global audience, it 
expounds on various international formats 
and legalities .

With its thematic structure and resource-
ful index, The Little Know-It-All has estab-
lished itself as a clever and comprehensive 
collection of essential practical informa-
tion . Complete with graphics and illustra-
tions supplementing the texts, this updated 
edition is both a stimulating reference book 
for students and newcomers and a trusty 
companion for design and media profes-
sionals to use in their everyday work .

What’s a favicon? What’s a galley proof? What’s a single-page application? This updated 
edition of Gestalten’s popular reference book gives designers practical answers to 
questions related to their daily work .

Common Sense for 
Designers

THE LITTLE 
KNOW-IT-ALL
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Current SD recording formats are: Digi-Beta, Beta SP (ana-
logue) and DVCPro50. Mini-DV, DV Cam and DVCPro25 
also feature in the so-called amateur and semi-professional 
sphere.

High Definition format 

High Definition (HD) is becoming increasingly accepted in 
Europe. HD has been established for a long time in the USA 
and in particular in Japan, where legislation has also con-
siderably speeded up the introduction of HDTV. At the time 
of writing, two HDTV formats are available: 720p and 1080i. 
For 720p the resolution is 1280 × 720 pixels, so the full 
frame is always transmitted. All picture lines are thus shown 
at the same time; the “p” after the figure (720p) stands for 
progressive. The HD format increases the resolution by four 
to five times over standard definition (*  p. 119, SD). Unlike 
SD, HD works exclusively with square pixels – just like the 
computer. Here too there are two different standards with 
two different frame rates in each case.
 The 1080i format increases the resolution to 1920 × 1080 
pixels. However, 1080i works in an interlaced mode like 
SDTV hitherto. The word interlaced is used because a picture 
is not shown in full, but two fields are used, one following the 
other, and the format is called 1080i. The following table 
compares the TV formats.

TV formats SDTV SDTV HDTV HDTV

Name PAL NTSC 720p 1080i

Picture structure Interlaced/

progressive

Interlaced/

progressive

Progressive Interlaced

Pixels per line 720 720 1280 1920

Lines 576 480 720 1080

Total pixels 414,720 345,600 921,000 2,073,600

Tests have shown that 720p is seen in just as much detail as 
1080i, in which ultimately only 540 lines are shown per field. 
This does however depend on content. For still pictures the 
higher resolution of the 1080i format is preferred by viewers; 
for moving pictures, 720p usually makes a better effect.

Format Resolution Frame rate Distribution

720p 1280 × 720 25 fps Europe, Australia

720p 1280 × 720 30 fps USA, Japan, Asia

1080i 1920 × 1080 25 fps Europe, Australia

1080i 1920 × 1080 30 fps USA, Japan, Asia

How High Definition is perceived

There is no question that a picture recorded using High 
Definition technology shows more depth of detail and 
brightness – even if it is converted to SD for a standard DVD 
or for conventional broadcasting using PAL or NTSC, for 
example.
 As well as this, the 16:9 picture format (*  fig. 6) used 
for HD, in contrast to the 4:3 side ratio typical of PAL and 
NTSC, gives an impression of the image that corresponds 
better with the human field of vision. 
 But 1080i is not necessarily perceived by viewers as the 
better HD image, even though the resolution is higher than 
for 720p. In fact, the full frame process used for 720p can 
make a more cinematic impression, as film cameras also 
work with full frames. This might suggest that 1080p, the 
highest possible full frame resolution, would be an ideal 
compromise. Far from true: this format would place an enor-
mous strain on broadcasting technology and bandwidth so it 
is not likely to become widely accepted.
 When assessing picture quality, factors such as the 
source material (sport, fiction etc.), the broadcasting mode 
(mp2, mp4/H.264 compression etc.) or also the viewing 
device play a considerable part. This applies particularly 
when this device (television, projector etc.) has to scale the 
signal, which is entirely usual for LCD and plasma screens. If 
the precise resolution of the broadcast signal is not on offer, 
there can be enormous loss of quality. 

5.4 Digital Media / Moving Pictures 5.4 Digital Media / Moving Pictures
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Overprinting is the opposite of cut-out. The only colour that 
should be set to “overprint” is black. If overprinting is used, 
the colours underneath are not eliminated, but printed over. 

Tip: Perfect, stitched or stapled binding have different bleed 
requirements. For perfect binding, it is extremely important 
that each page is treated individually – the pages are trimmed 
at all four edges. The inner edge is milled (*  p. 201, block glu-
ing) and glued. Consequently, pictures that go into the gutter 
are also bled there so that flashes can be avoided.

Adding control devices

Feeding marks are printed marks on the edge of the sheet. 
They show on which page the printed sheet it to be placed 
so that it can be folded and trimmed correctly for its position.
 Register marks – also called register crosses 
(fig. 34) – make it possible to check the register accuracy 
of the individual colours when they are printed together. 
Register marks are positioned in exactly the same place in 
every single colour separation (CMYK or spot colours). If the 
printing is accurate, the marks in the printed work will be 
precisely on top of each other.
 Trimming marks (fig. 35) indicate how the sheet should 
be cut to the right format. 
 The printing position should always be marked. This is 
essential for all products that have to be further processed  
untrimmed or with separation cuts, and for which the type 
area (*  p. 187, keeping to register) of the printed product has 
to fit on top of another one. The printing position is estab-
lished with a set of marks that provide precise orientation for 
placing the sheets with complete register accuracy in sheet 
printing (*  p. 178, fig. 37). 
 Sheet signatures (fig. 36) are also essential when work-
ing on book blocks for establishing the right sequence of 
sheet parts and staple positions.

Artwork and control

Artwork is the preparation of the layout (*  ch. Design, p. 41) 
to produce a definitive ready-to-print copy. The artwork  
involves examining the material produced so far and opti-
mising it where necessary. This step is closely linked with 
the subsequent processes and also takes account of features 
like the type of printing, the binding, and other finishing 
processes for the final product. Good artwork can be pro-
duced only in dialogue with the printer and/or the book-
binder. As a rule, the final artwork product is a file, e.g. an 
InDesign file or a PDF file (*  p. 179). It is compiled at the 
end of the graphic design process. 
 The artwork files format the final version of all the  
elements to be printed (e.g. type, colour areas, images). It 
also sets various technical printing parameters such as col-
our mode and trapping. 

Trapping

Flashes are unprinted white areas between adjacent areas of 
colour in printed products where the paper is visible (fig. 30). 
This phenomenon occurs because the press is incorrectly 
adjusted or the shape of the paper has changed during print-
ing. The risk of flash formation can be reduced by overprint-
ing areas or slightly overlapping them. This process is 
known as trapping.
 Trapping should always be used when two different col-
ours (other than white) are directly adjacent to each other. 
Overlapping is achieved by slightly enlarging lines or areas 
in relation to the colour areas next to them (fig. 31). The 
lighter colour is usually overlapped. 
 Parts of an object that are hidden under other objects 
can be eliminated. This prevents one colour mixing with 
another when this is not required. For example, if an area of 
yellow is printed over an area of cyan, the two colours will 
mix to produce the colour green (fig. 32). If the top area is 
to remain yellow and the background cyan, then the yellow 
area in cyan must be eliminated (fig. 33).
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Additive colour mixing: red + green = yellow; green + blue = 
cyan; blue + red = magenta; red + green + blue = white (fig. 2).
 Subtractive colour mixing: cyan + magenta = blue;  
magenta + yellow = red; cyan + yellow = green; cyan +  
magenta + yellow = black (fig. 3).
 The colour impression a viewer gains of an object is  
created by the light component that meets the surface of 
the object and is reflected thereby, while the remainder is 
absorbed on impact. Here, the reflected light determines 
the colour of the object. An object that does not reflect any 
of the component colours of sunlight therefore always looks 
black. Conversely, an object that reflects all the colours is 
seen as white. Non-luminous colours are also called sub-
traction colours because of absorption.
 Light temperature. If the temperature of a glowing 
metal body is gradually raised it radiates different colours  
of light. The light colour temperatures are derived from this: 
warm light: 3500 K (Kelvin)2, daylight: 5500 K, cold light: 
6500 K.

Colour theories

Important figures from the fields of culture, art and science 
such as Isaac Newton and Johann Wolfgang von Goethe, as 
well as Paul Renner, Johannes Itten and Harald Küppers, 
have addressed the phenomenon of colour in detail. Several 
theories and doctrines still retain their validity. Two of the 
most important colour theories are explained below.
 The Swiss painter and art historian Johannes Itten 
(1888 – 1967) worked on the basis of three basic colours, 
the primary colours blue, yellow and red, which produce 
the twelve part chromatic circle (1961) when mixed (fig. 4). 
The three basic colours of the first order are found in the 
middle of the colour circle. Itten largely based his theory on 
the insights gained by the poet and natural historian Johann 
Wolfgang von Goethe (1749 – 1832).

2 Boltzmann constant of average kinetic energy, value: 1.380658 × 10 –²³ joules per kelvin  
(Ludwig Boltzmann, physicist, 1844 – 1906)

According to Itten, complementary colours are two colours 
that lie opposite each other in a chromatic circle – in other 
words, which have complementary positions to each other, 
like for example red and green (fig. 5). Mixing two comple-
mentary colours produces grey. According to Goethe and 
Itten, the colour combination of two complementary colours 
is seen as “especially harmonious”.
 The colour expert Harald Küppers, internationally  
acknowledged in the printing industry and the graphic arts 
trade, bases his colour theory on six basic colours: yellow, 
green, cyan-blue, violet-blue, magenta-red and orange-red. 
He arranges the basic colours in a hexagon, rather than a 
circle (fig. 6).
 The elementary colours (violet-blue, green, orange-red) 
and the basic colours according to Harald Küppers are ex-
plained below.
 In Küppers’ theory, primary colours are the starting point 
for any colour process. In subtractive mixing (“SubMi”) 
these are the basic chromatic colours yellow, magenta-red 
and cyan-blue, and their interaction with the background 
colour white. In additive mixing the primary colours are the 
basic chromatic colours orange-red, green and violet-blue, 
and their interaction with the background colour black. 
According to Küppers, secondary colours are created by 
mixing two primary colours, and tertiary colours are created 
by mixing three primary colours.

Colour effects

Colours produce their effects in a variety of ways. Colour 
psychology and colour symbolism offer various interpreta-
tions of individual colours. In fact, colours and their mean-
ing, or the sensations they produce, are not solely dependent 
on individual experience, but also on agreed impressions 
that go back over the centuries. So colours can mean dif-
ferent things in different cultures, and the following list of 
colour interpretations should not be regarded as definitive. 
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Lines can also be bent and curved (fig. 50). They can be used 
in a variety of ways. They can connect (fig. 51), determine 
the outlines of forms by the way they run (free lines), struc-
ture areas, condense into structures or hatching (fig. 52), 
support and emphasize, or point something out such as a 
direction. An arrow can also make various statements: point 
straight ahead, towards top right or bottom right. A “turning 
arrow” is curved and points back in the starting direction 
(u-turn). 
 A stroke is usually a short, irregular line, essentially the 
artistic, individual treatment brought about by the way a 
paintbrush is handled.
 A spiral is an open line – connected from outside to 
inside or inside to outside, with a tendency towards strong 
movement.
 Note: The eye perceives a line of type, or other line, 
placed in the mathematical centre of an area as being too 
low (fig. 53). Hence a distinction is made between the optical 
and the mathematical centre. The optical centre is the visu-
ally satisfying proportion in design. Bars placed horizontally 
always look somewhat heavier than vertical ones, as the bars 
in figures 54 and 55 show. The two bars are equal in length 
and width (*  ch. Typography, p. 86, diagonal and bold up-
strokes). 
 An area is a closed, two-dimensional figure. It is en-
closed by a homogeneous surface that is usually presented 
in two dimensions, and formally limited by one or several 
linear segments. Geometrically, an area is usually defined by 
a sequence of pairs of co-ordinates. Simple design devices 
can create various effects on an area.
 A circle has no starting and no endpoint, and is there-
fore a symbol of infinity. It is a two-dimensional figure. 
Geometrically speaking, a circle is a line whose points are 
equidistant from the centre. Closing this curved line creates 
a circle. With the exception of the straight line, the circle  
is the only flat curve with a constant curvature. It conveys 
less tension than a rectangle or triangle, as it is not pulling 
in any particular direction. A circle seems harmonious,  
complete in itself and infinite (fig. 56).

Albert Kapr and Walter Schiller write: “The circle is the sign 
of balance and repose, the eye is drawn by the centre, which 
is not identified and yet known.”11 
 In the late 4th century BC, Babylonian astronomers and 
mathematicians used a little circle as zero to identify units 
missing in certain ordering systems. Later it was written 
simply as a large dot.
 Geometrically speaking, the ellipse is a particular, closed 
curve of oval shape. It seems more dynamic than the circle, 
for example. Upright it seems to be striving upwards, but 
also unstable (fig. 57); placed horizontally it seems more in 
repose (fig. 58).
 In geometry the square is a regular, two-dimensional 
rectangle: all four sides are the same length and all four (inte-
rior) angles are equal (90 degrees). If the square is standing 
on one of its sides it seems stable, functional, static and calm 
(fig. 59). But if the square stands on one of its points, its effect 
changes (fig. 60).
 Geometrically speaking, the rectangle is a four-sided fig-
ure whose interior angles are all right angles. The opposite 
sides are parallel and the same length. It can be placed verti-
cally or horizontally. Almost all paper formats are rectangu-
lar. The lengths of a rectangle’s sides must differ clearly if it 
is not to be confused with a square. It looks more active than 
the square. Set horizontally, it seems stable, secure, support-
ing, heavy, inert and wide (fig. 61). Set vertically, it seems to 
strive upwards; it is active, light and narrow (fig. 62).
 The triangle (fig. 63) has a strong directional component. 
“A triangle with its acute angles seems dynamic, and the eye 
will be caught by the most acute angle and then seek further 
in this direction,” say Kapr and Schiller.12 Mathematically 
speaking, the triangle is a two-dimensional geometrical 
figure limited by the straight lines connecting three points 
(A, B, C).

11 Kapr, Albert, Schiller, Walter: Gestalt und Funktion der Typographie (1977). No English version available.
12 Kapr, Albert, Schiller, Walter: Gestalt und Funktion der Typographie (1977). No English version available.

3.4 Design / Fundamentals of Design

50

A 

C 

D 

B 

51

52

53

54

55

3.4 Design / Fundamentals of Design

56

58

57

60

59

61

62

63

68 69

Letter anatomy

The sum of all of a letter’s elements conveys the essential 
qualities of a typeface. The individual letter elements are 
defined using specific technical terms:

In addition to the visible elements, the areas of white between 
the letters also play a crucial part. The interior of a letter is 
known as the counter. 
 The alphabet is the visual version of all the sound units 
of a language in a fixed sequence.

The character set

The character set, or character stock, of a typeface con-
sists “of various types of characters such as letters (sound 
characters), figures (quantity characters) and an imprecisely 
defined number of characters for controlling the writing (for 
example full stops, brackets and inverted commas).”� 

Punctuation and special characters

Punctuation and special characters are used to impose 
structure, order, and value. Punctuation marks reflect the 
voice‘s ability to modulate. They can reinforce meaning, and 
draw structure and thoughts, figures and values together.

Arabic numerals

The individual character for expressing quantity is known as 
a numeral (or numeric character). A number is produced by 
combining different numerals (*  pp. 63 – 6�, origins of type). 
In typography a distinction is also made between lower and 
uppercase figures, which include numerals (*  p. 81, table 
numerals). 

Ligatures

A combination of several letters fused together is called a 
ligature. One example of this is the ampersand character or 
commercial and. Jan Tschichold8 says of it: “… written ‘et’, 
comes from Latin, means ‘and’ and is a ligature of a very 
particular kind because it appears in so many forms. It is 
always an intimate fusion of letters, in which one part of a 
letter either merges into part of another or forms that part  
at the same time.”

� Flusser, Vilém: Die Schrift. Hat Schreiben Zukunft? (2002). Not available in English.
8 Tschichold, Jan: The Ampersand. Its Origin and Development (195�)
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1 Cap height

2 x-height

3 Ascender

4 Descender

5 Baseline, typeline

6 Stem

7 Serifs

8 Counter

9 Bowl 

10 Ear

11 Arch, stress

12 Ball

13 Link

14 Terminal

15 Bar

16 Shoulder

17 Kern, overhang, overshoot

18 Arm, hairline

19 Leg, main stroke
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Screen angle

In conventional screens, the screen angle indicates the 
screening direction, which is measured from the vertical. 
The human brain finds it easy to perceive angles around 0 
and 90 degrees; diagonal placings of 45 or 135 degrees are 
customary for single-colour reproduction. In multi-colour 
printing, different screen angles are chosen for the vari-
ous colours. This avoids superimposition effects (moiré) 
(*  p. 174, fig. 26). In offset printing, the angles 0, 15, 75 and 
45 degrees are used for the four colours yellow, magenta, 
cyan and black (figs. 28, 29) (*  p. 189, screen frequency and 
screen angle meter).

When using this screening process, the colour forms have 
to be shifted in relation to each other at fixed screen angles 
(*  p. 175) when they are being printed together to avoid 
creating moiré effects (fig. 26).

Tip: Advantages of the conventional screen: it is the most 
widely used, and proves best for reproducing the qualities of 
previously printed material. It is possible to make a wider 
range of colour corrections on the press, as the halftone dot 
admits larger colour fluctuations (greater printed area); grey 
areas look more even – provided that printing takes place on  
a screen with at least 70 lines. Disadvantages: larger colour 
fluctuations can occur. It is harder to control colour evenly in  
a production run; higher dot gain, more ink used; halftone dots 
are visible in the printed form (exception: in the case of very 
high halftone frequencies like for example the 90-line screen); 
moiré effects (especially in skin tones), saw-tooth effects in 
halftones.

Effect screens are special screen forms and structures such 
as grain screens, line screens, circle screens or cross-line 
screens.
 The frequency modulated screen (FM screen) is a 
high resolution effect screen (fig. 27). Frequency modulated 
screening is a process for halftone simulation using halftone 
dots of the same size. The number of dots in a particular 
field determines the colour tone. The FM screen is of very 
high quality, but requires greater care in printing and a differ-
ent working approach for printing plate copying and in the 
printing process. 

Tip: Advantages of the FM screen: extremely detailed printed 
product through the “simulation” of photographic grain; minor 
colour fluctuations; no visible half-tone dots so no undesirable 
moiré effects (interference effects); separated colours look like 
special colours. Disadvantages: the details “expose” poor or 
imprecise image processing; coloured areas can look patchy.

Tip: The FM screen is well suited for producing high quality on 
coated and cast-coated papers. 
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Production in Commercial Practice

Sequence of work at the printers

 1. The PDF data are checked in terms of basic parameters 
(e.g. format) and technical suitability.

 2. If a proof is provided, the printers will check whether 
this meets contractual proof requirements, e.g. the pres-
ence of a control wedge (*  pp. 181, 182) and control 
strip.

 3. The PDF data are converted for the printing process in 
the RIP (*  p. 183).

 4. The processed data are imposed electronically (film 
presentation is now rare), and the digital sheet data 
produced are later used to create plates. 

 5. Plots are made from the outputted print sheets, usually 
in the original format, imitating the subsequent printed 
sheet.

 6. The plots are assembled and folded in the same manner 
as the printed sheets will be later. The printers can 
check again whether the output scheme is correct.

 7. The plots are presented to the client for final inspec-
tion and approval for press. As the printouts are made 
from the files that have already been processed in the 
RIP, trapped objects and type are already in the form in 
which they should appear later in the printed product. 
Only the reproduction of colour and images should be 
viewed with reservations: it is not colour-binding for 
printing, and the picture data are often printed at a low 
resolution to save time.

 8. The client approves the material for press on the basis 
of the plots, or corrections are made by the client or 
authors.

 9. The plates are made after the plot has been approved.
 Note: Every correction that is made after this will con-

siderably increase costs, as new plates have to be made 
after every correction.

Paperback binding

The term paperback is used for a binding process in which 
the cover is glued, stapled or stitched directly to the back of 
the block with one or more sets of pages. Usually, the cover 
takes the same format as the book block and is made of card 
or of the same material as the pages.
 A distinction is made between various kinds of paper-
back binding, e.g. Swiss (fig. 74), English (fig. 75), French 
(fig. 76) or stiff (fig. 77). 
 Bound books with their book block fastened to the cover 
with gauze and endpapers are called hardback or hard-
cover books. A book cover (fig. 81) is made up of a front 
cover, a back insert and a back cover made of cardboard 
(*  pp. 162, 163) onto which a covering material such as fab-
ric, paper, leather, artificial leather or plastic is applied and 
glued. The cover and the book block are fastened together 
by the endpapers. 
 The book block can also be finished with a decorative 
band (fig. 78) and also have a ribbon bookmark (fig. 79).  
A coloured edge (fig. 80) is another possible fine finish.

Tip: An early decision should be taken about whether the book 
block is to have a straight or a curved back. Note that the first 
and last pages will always be 5 – 7 mm narrower – according to 
how far the bookbinder over-glues. This should also be borne 
in mind for the layout of these pages, so that elements that are 
placed centrally will always remain centred.

Selective binding is an individual manufacturing process 
for bound printed products. For example, catalogues can be 
produced in several versions from a selection of different 
components and their content matched to the wishes of dif-
ferent customer groups. Selective binding makes it possible 
to provide individual advertising motifs for various sectional 
editions of magazines (*  ch. Marketing, p. 221).

Prestigious finishing is the general term for all value-adding 
post-press processes. As well as varnishing and laminat-
ing (*  p. 198), finishing also includes dye-cutting (fig. 82), 
punching (fig. 83) and perforating (fig. 84).
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Contrasts

Contrasts (Latin: contrastare = against, stand) are produced 
by extreme opposites. Artistic design devices can include 
formal contrasts, fore- or background contrasts and contrasts 
in brightness or colour. A state of tension can even be 
achieved by contrasting “unprinted” and “printed” areas. 
The following are some of the contrasts that can be created: 
small-big, heavy-light, light-dark, few-many, closed-open, 
fine-coarse, matt-glossy, simple-complicated, near-far,  
dynamic-static, calm-lively, positive-negative, harmony-
disharmony, long-short, thick-thin, empty-full, soft-hard, 
straight-curved, ordered-chaotic, cold-warm, passive-active, 
or round-angular.
 The contrast control on a monitor produces the desired 
brightness in an image. The contrast should be set so that 
the image is sufficiently bright but not manipulated unduly. 
Excessive manipulation causes the right-hand edges of the 
image to blur in respect of colour.

Colour contrasts

Johannes Itten put it like this: “We speak of contrast when 
clear distinctions or intervals can be discerned between 
two colour effects that are to be compared.”13 He identifies 
the following seven colour contrasts to this end: colour-
as-such contrast, light-dark contrast, cold-warm contrast, 
complementary contrast, simultaneous contrast, quality 
contrast and quantity contrast. All of these colour contrasts 
are based on human perception and sensation.

Colour-as-such contrast – also known as chromatic con-
trast – is created automatically as soon as colours are used 
(fig. 64). It also identifies the contrast between two different 
colours.
 Light-dark contrast. White and black (fig. 65) create the 
strongest light-dark contrast, violet and black the smallest 
contrast.
 Warm-cold contrast (fig. 66). The colours in the left-hand 
half of the spectrum – from blue-violet to yellow-green – are 
the so-called cold colours (*  p. 20). The colours in the right-

13 Itten, Johannes: The Art of Color (1997)

hand half – yellow to red-violet – are so-called warm colours. 
In colour perspective (*  p. 19) the cold-warm contrast sup-
ports the three-dimensional effect.
 Quality contrast (fig. 67) relates to chromatic quality, 
for example, the degree of achromaticity in the colours – in 
other words to differences in the colour quality. Küppers also 
calls this characteristic of aesthetic distinction the chromatic 
degree or achromatic degree. An example of this is the 
contrast between saturated, glowing colours and dull, 
gloomy and refracted colours.
 In simultaneous contrast the colours change their char-
acter according to their surroundings. Thus, for example, 
one and the same colour can seem darker on a light back-
ground and conversely lighter on a dark background (fig. 68). 
Or a so-called warm background makes a hue seem cooler, 
while a cooler background makes the colours seem warmer 
(fig. 69). 
 Complementary contrast occurs when two complemen-
tary colours – for example orange and blue – meet (fig. 70). 
Complementary colours are opposite each other in the spec-
trum. When mixed, two complementary colours produce  
an achromatic colour (*  pp. 12, 13). If two colours are com-
plementary they enhance each other’s  
luminous quality.
 Quantity contrast is based on juxtaposing colour areas 
of different sizes, e.g. when using large areas of colour and 
small elements of colour. According to Johann Wolfgang von 
Goethe, the following quantity ratios make an essentially 
harmonious impression: yellow-violet: 1: 3, orange-blue: 1: 2, 
red-green: 1:1 and red-yellow-blue: 6: 3: 8 (figs. 71 – 74).

Examples of contrast in layout

Formal contrasts
– Upright typeface in contrast to italic typeface.
– Sans-serif versus serif typeface.

Thickness contrasts
– Bold type in contrast with normal type.
– White paper surface versus grey effect of print space.
– Light image versus dark image.
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Welcome	to	the	golden	rules	of	design	–	and	a	few	pointers	on	when	and	
how	to	break	them.
	 Whether	the	style	is	clean-cut	and	simple	or	out-there	experimental,	
whether	the	project	is	a	hand-sketched	record	sleeve	or	a	polished	corporate	
identity	–	great	designers	tend	to	draw	on	their	ability	for	lateral	thinking,		
for	unusual	combinations,	and	for	bringing	a	brand	new	take	even	to	visuals	
that	were	among	our	trusty	old	favourites.	And	yet,	in	order	to	turn	these	
fleeting	flashes	of	genius	into	actual,	working	templates,	we	require	more	
than	just	the	right	tools	of	the	trade	and	a	firm	grasp	of	the	necessary	skills:	
what	we	need	is	a	solid	grounding	in	the	fundamental	principles	of	design.
	 In	addition	to	essential	elements	such	as	light	and	colour,	perspective	
and	space,	signs	and	symbols,	this	chapter	also	sheds	light	on	the	psycholog-
ical	twists	of	subjective	perception	that	send	our	synapses	into	a	spin	–	how	
to	use	them	to	our	advantage,	conjure	up	meaning	between	the	lines	and	
reach	our	very	own	vanishing	point.
	 So	don’t	fret	–	in-depth	knowledge	and	understanding	of	these	ground	
rules	will	not	automatically	confine	your	work	and	spirit	to	a	strict	aesthetic	
framework,	but	simply	help	you	fine-tune	your	inner	eye	to	shape	dot,	line	
and	area	into	something	entirely	your	own.
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TITLE

NEW

STYLE

Available

Editors: Joachim Baldauf, Uta Grosenick

Features: Full color, softcover, 240 pages, 

21 × 29 .7 cm, bilingual: English / German

Price: € 15 (D) £ 12 .50 $ 22

ISBN: 978-3-89955-532-5 

Vorn —at the junction of book and magazine .

The Face of Morality

The periodical Vorn has received many 
accolades since it was first published by the 
renowned fashion photographer Joachim 
Baldauf in 2004, including multiple Lead 
Awards . Defying simple categorization as a 
magazine or a book, Vorn captivates its read-
ers with a sophisticated selection of cutting-
edge artistic perspectives . Its relentless and 
idiosyncratic aesthetic is showcased in 
a juxtaposition of photo spreads, experi-
mental texts, and visual fragments —all of 
which are a testament to the quality of the 
crossover publication .

Offering inspiring contemporary read-
ing, Vorn not only works with leading 
photographers, artists, designers, and 
authors, but also pursues creative collab-
orations with key brands, agencies, and 
organizations . The current issue The Face 

of Morality includes layouts by Jens Ullrich, 
Florian Meisenberg, Mario Pfeifer, Anca 
Munteanu Rimnic, Fette Sans, Sebastian 
Pranz, Thomas Schenk, Fabian Marti, 
Georg Biron, Elfie Semotan, and Milch + 
Honig Designkultur as well as Olympus 
and Chanel .

Since 2004, six editions of Vorn have 
been published at irregular intervals and 
all of them have sold out . Now, Vorn cele-
brates its tenth anniversary with this sev-
enth issue .

 One of Germany’s leading fashion pho-
tographers, JOACHIM BALDAUF has 
won international recognition for his 
work with magazines such as Wallpaper*. 
When he launched the first issue of Vorn, 

Baldauf also founded the publishing house 
Printkultur. He teaches at various universi-
ties in Germany and around the world .

 UTA GROSENICK is the author and pub-
lisher of numerous publications in the 
fields of art, design, fashion, photography, 
and architecture . In 2010, she co-founded 
the Berlin-based Distanz Verlag along 
with Christian Boros . The publishing 
house works closely with leading muse-
ums and institutions to create books on 
contemporary art and culture .

VORN #7
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Products, brands, and ideas that capture the evolving ethos of today’s outdoor and lifestyle 
entrepreneurs.

TITLE STYLE

Editors: Jeffrey Bowman, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

272 pages, 24 × 28 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-513-4

More and more of us are turning to the 
great outdoors when seeking peace, balance, 
and a touch of adventure to offset our daily 
grind —whether hiking through the moun-
tains, paddling on a silent lake, or simply 
spending a night in a tent far away from 
civilization. The Outsiders showcases the 
outlook and passions of the new creative 
scene that has emerged and draws inspira-
tion from this development along with its 
original products, brands, and ideas. 

A flurry of new brands and manufactur-
ers are currently establishing a refreshingly 
modern image of globetrotters and adven-
turers. The products and projects presented 
in this book are better, hipper, lighter, stur-
dier, and altogether more radical than ever 
before. Combining handicraft with the lat-
est technology, they incorporate illustra-
tions, photography, and graphic art as well 
as trends in product design and fashion. 
Here, the fundamental challenges posed by 
the wilderness meet the aesthetic needs of 

the design-literate urbanite in ways that 
are atmospheric and likeable, with the 
occasional romantic or ironic wink.

In a similar vein to our Velo books, The 
Outsiders captures moods, showcases prod-
ucts and individuals, and presents illustra-
tion and graphic design. It also provides 
insight into how an otherwise familiar 
subject appears to have lain dormant for 
years, only now to be revived by spirited 
people who see the world differently and 
can expand our horizons.

Complementing its rich selection of 
images, The Outsiders features interviews 
with key players from across the outdoor 
sector. These include gear manufactur-
ers such as Patagonia’s Vincent Stanley 
and Poler’s Benji Wagner, designers Geoff 
McFetridge and Groovisions, polar explorer 
Arved Fuchs, expedition paddler Mark 
Kalch, champion free-skier Ane Enderud, 
surf photographer Chris Burkard, custom 
motorcycle builder James Crowe, and the 
Hoepner brothers, who rode their bikes 
together from Berlin to Shanghai. The 
book’s preface was written by natural-born 
explorer Erling Kagge, the first person to 
reach the North Pole, South Pole, and sum-
mit of Mount Everest. 

JEFFREY BOWMAN is not only an observer 
of the new outdoor movement, but also an 
active participant. The graphic designer 
recently moved from England to Norway 
and embarked on a befitting exploration 
of his new home —a 2,000 kilometer round 
trip through the Norwegian countryside.

ABOUT THE GUEST EDITOR

New Outdoor  Creativity

THE OUTSIDERS

BACKLIST BACKLIST
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An inspirational and understandable exploration of the creative potential of 3D printing 
that introduces outstanding projects, key experts, and the newest technologies.

TITLE PRODUCT DESIGN

Editors: Claire Warnier, Dries Verbruggen / 

Unfold, Sven Ehmann, Robert Klanten

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-516-5

Designers, trendscouts, scientists, and 
companies all agree —the golden age of 3D 
printing has now begun. In all likelihood, 
this development represents the largest 
technical upheaval in manufacturing since 
the invention of the lathe.

3D printing results in complex three-
dimensional objects that are built in lay-
ers out of liquids or powder. Given current 
advancements, 3D printers will soon be 
found in more and more workshops, offices, 
and homes. With them, we will be able to 
print out jewelry, small pieces of furniture, 
prototypes, replacement parts, or even food 
at any time. In the near future, if we for-
get our toothbrush on a trip, we can simply 
print out a new one in our hotel room.

As these production processes become 
reality, completely new visual languages and 
business models must develop along with 
them. Forms and constructions that were 
previously impossible to achieve with tra-
ditional methods can already be printed out.

Printing Things offers both profession-
als and interested laypersons an introduc-
tion into the paradigm-shifting topic of 

3D printing. The book not only provides 
a useful overview of machines, tools, and 
processes, but also showcases trendsetting 
designers and their projects.

Sharing a love of technology and experi-
mentation, a new generation of designers 
and creative outsiders can hardly wait to 
explore the potentials and boundaries of 3D 
printing. The race is on for anyone to come up 
with the services and products that will best 
appeal to a mass market with a growing sen-
sibility for design. Against this background, 
Printing Things is an essential guidebook for 
today and tomorrow’s cutting-edge design 
professionals, tinkerers, and companies. 

Shortly after CLAIRE WARNIER and DRIES 

VERBRUGGEN left the Design Academy 
Eindhoven in 2002, they founded UNFOLD as 
a platform for their multidisciplinary work 
at the intersection of design, technology, 
and art. Together, the designers are expand-
ing the possibilities of 3D printing and 
digital production, as well as defining new 
distribution channels. Unfold is best known 
for developing a groundbreaking ceramic 
printer called L’Artisan Électronique.

ABOUT THE GUEST EDITORS

Visions and Essentials 
for 3D Printing

PRINTING THINGS
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A new generation of homeowners and architects is finding original solutions and unusual 
locations for contemporary single-family homes in urban areas.

TITLE ARCHITECTURE

Editors: Sofia Borges, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-518-9

Cities are bustling metropolises, melting 
pots, where the action is, and where his-
tory is written. Many of us prefer to live in 
cities —at least most of the time. As cities 
expand and become more dense, architects 
must face the growing challenge of finding 
new and unusual ways for their citizens to 
live, both with each other and individually.

Today, a compelling spectrum of innova-
tive options for urban family living can be 
found in our cities: in the most narrow gaps 
between buildings, in courtyards, on der-
elict land, on rooftops, in industrial ruins, 
or in districts that have not yet been gen-
trified. With more creativity than money, 
unconventional concepts are turning 
existing objects, rooms, old buildings, and 
spaces in the urban landscape into future 
homes. All of these locations offer modern 
city dwellers the alluring possibility of liv-
ing in the midst of it all while simultane-
ously enjoying their own space.

Our House in the City not only presents 
striking photos and detailed architectural 
plans of urban living solutions, but it also 
tells the stories behind some of the most 
exciting architecture in recent years. The 
book describes the needs of the home-
builders, the impact of the immediate sur-
roundings on the included projects, and the 
visions of a new generation of architects. It 
then explores how these factors combine to 

influence the design and architecture of a 
home as well as the lives lived inside them.

The selection of work in the book ranges 
from the novel use of space in the most 
densely populated cities in the world to 
more open structures on the urban periph-
ery. Whether the featured homes were cre-
ated through renovation or completely new 
constructions, Our House in the City lays the 
foundation for a contemporary, dynamic 
relationship between the city and potential 
homeowners. The book proves that adven-
turous urban living can also mean home 
sweet home.

 “… focuses on urban living with lots of cool 
ideas and a couple of madcap ones … a 
worthwhile read for anyone renovating or 
building their own home from scratch.” 
THE IRISH TIMES

 “Across 256 beautifully illustrated pages, this 
book traces the revival of the urban dwelling 
across the globe.” HOUSES MAGAZINE

New Urban Homes and 
Architecture

OUR HOUSE IN 
THE CITY

BACKLIST BACKLIST
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Today’s glamorous chambers of curiosity are to apartment design what the dandy is to fashion.

TITLE STYLE, ARCHITECTURE

Editors: Robert Klanten, Sofia Borges, 

Sven Ehmann

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-517-2

The most fascinating apartments have 
always been those that reflect the essence 
of their interesting occupants. These apart-
ments function as showcases for individual 
character, as chambers of curiosities reflect-
ing unconventional life patterns. The apart-
ment as dandy, as it were.

Apartments like these contain a con-
glomeration of objects and features that 
underscore the personalities of their occu-
pants. Modern classics meet personal 
acquisitions and unconventional items 
with their own backstory. In these out-of-
the-ordinary rooms, uniformity is avoided 
and the historical consorts with the futur-
istic. Anything goes: muted colors are 
set against geometric patterns, antiques 
against ultra-modern lights, an indus-
trial lamp hovers over an oriental carpet, 
dark wood paneling offsets a Carl Auböck 
design, and paisley is a backdrop to onyx. 
The list of contrasts goes on.

Like the living spaces of modernist 
designers and architects, these collage-like 
interiors are not dull, utilitarian residential 
units but true chambers of curiosities. The 
acquisition of rare, weird, and often exotic 
articles has less to do with money spent 
and more to do with the fantasy and life 
path of its occupant and creator.

Thus, we are presented with interiors 
reminiscent of movies by Kubrick, Fincher, 
or Lynch —sometimes with an ambi-
ance that is cool and detached, sometimes 
 glamorous, often enigmatic, and always 
engagingly different.

Over 256 pages The Chamber of Curiosity 
takes the reader on a tour of exciting interi-
ors. As with our publication Northern Delights, 
this volume also provides portraits of trail-
blazing interior designers. Complementing 
features on Jean-Christophe Aumas from 

Voici-Voilà, Pietro Russo, Dimore Studio, 
Autoban, and the Harmony Club, additional 
texts about the featured owners and their 
furnishings reveal how lives and fantasies 
can be materialized into an interior universe 
of desire and wonder. The result is a book 
on pioneering interior designs that focuses 
not so much on the acquisition of the latest 
products as on the telling of a story.

Apartment Design 
and the New Elegance

THE CHAMBER OF 
CURIOSITY

BACKLIST BACKLIST



40 41

In this practical handbook, Scandinavian expert Lotta Kühlhorn explains the ins and outs 
of how to design patterns —for everything from wallpaper to tea services. The included 
 CD-ROM  features templates for experimentation by beginners and professionals alike.

TITLE GRAPHIC DESIGN

By: Lotta Kühlhorn 

Features: Full color, hardcover, 

incl. CD-ROM, 160 pages, 21.5 × 28 cm

Price: € 35 (D) £ 30 $ 49.90

ISBN: 978-3-89955-515-8

From whom should we learn how to 
design timelessly elegant patterns if not 
from a Swede? Lotta Kühlhorn is one 
of Scandinavia’s most prominent pat-
tern designers and has created work for a 
wide range of products —from book cov-
ers to coffee sets. In fact, without knowing 
it, most of us have probably already come 
across Kühlhorn’s designs.

Scandinavia is firmly established as a hub 
for outstanding interior design, fashion, and 
décor. Although Nordic furniture is gener-
ally minimalistic and functional, the region’s 
textiles, ceramics, and wallpapers are cov-
eted for their rich and colorful patterns.

In this practical handbook, Lotta 
Kühlhorn offers expert advice to those 
designing patterns with the help of numer-
ous photographs and personal anecdotes. 
She explains how she works, what inspires 

her, and why edges are just as important as 
middles. With an impressive thoroughness, 
Kühlhorn shows readers how to use the 
most common techniques for creating pat-
terns and explores colors, forms, and the 
best ways to combine them. 

From encompassing conceptual ques-
tions to intricate details, this book eluci-
dates all of the facets involved in designing 
patterns that can be used for fields such as 
textile, paper, and product design. It fea-
tures high-quality sample pages that give 
readers a true sense for ornament and 
forms based on mathematics. In addition, 
Designing Patterns includes suggestions for 
ten projects to get you started on your own 
work. The templates for these projects can 
be found on the CD-ROM that accompa-
nies the book.

 “Pattern-lovers, you’ll want to gobble this up. 
A smart, candid, rollicking tour through one 
illustrator’s life-long fascination with every-
thing pattern-related.” PRINT

LOTTA KÜHLHORN was born in 1963 and 
was only ten years old when she decided 
that she wanted to become an illustrator. 
Before she turned her passion into a career, 
she studied at Konstfack, Stockholm’s pres-
tigious University College of Arts, Crafts, 
and Design. Today, Kühlhorn is a successful 
designer who has created book covers, edito-
rial illustrations for magazines such as Elle, 
and patterns for clients including IKEA.

ABOUT LOTTA KÜHLHORN

For Decoration, Fashion 
and Graphics

DESIGNING 
PATTERNS 
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I LIKE TAKING things apart. Taking something and disassembling it into 
its constituent components and arranging them in a new way. Arranging 
them by color or size. I once heard of an artist who tore all the petals o�  of 
a rose. Plucked the stem’s leaves. Broke o�  the thorns and lined them up. 
So that you could see all of the components. I once saw a picture of a clock 
radio’s internal parts all laid out in long rows that formed a larger pattern. 
I’m also drawn to this. I often think about what I would like to take apart. 

Another artist had taken a map of a city and cut out all the blocks and 
sorted them in a di� erent order, whereby blocks that were similar to each 
other ended up in the same groups. A map is also interesting because there 
are multiple levels to the confusion. What a map means for us: what is it 
that we are actually going to � nd our way to?

Here is a simple example of how you can make a pattern by start-
ing from anything, for example an old thermos. I used the colors. I found 
a trademark and the name on the thermos. I studied the grooves in the 
plastic. I found a stamp on the underside. We already have a whole list 
of things that we can include in the pattern: turquoise, beige, and forest 
green / brown colors. A large plastic screw in the bottom of the thermos, 
the text: “Rödluvan” (Little Red Riding Hood), “4405,” “Made in Sweden,” 
“Pat.S.,” and “Skaraplast.” Di� erent structures in the stripe of the lid and 
in the screw threads. � en you can put the parts together in a lot of di� er-
ent ways. Here, I just lined them up in a column that I repeated somewhat 
irregularly. � e pattern became very 1950s-ish, just like the thermos.

I once bought this at a fl ea market because I liked the colors

the thermos screwed apart

slightly different stripes

Taking � ings Apart
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An insightful look at the work, mindset, and methodology of the global branding and design 
agency headed by Monocle founder Tyler Brûlé.

TITLE STYLE

By: Winkreative

Features: Full color, linen hardcover, 

different paper types, 344 pages, 23  × 30 cm

Price: € 49.90 (D) £ 45 $ 78

ISBN: 978-3-89955-510-3

Winkreative is the global design, brand 
identity, and consulting agency of Tyler 
Brûlé, the founder of Wallpaper* magazine 
and Monocle.

Winkreative Design Stories is a journey 
through the history of this agency, which 
in only a short time has established itself 
as one of the most sought-after addresses 
for corporate design and branding in the 
world. Highlighting a selection of projects 
from relaunching national carrier Swiss 
International Air Lines to rebranding 
Thailand as a magnet for international busi-
ness, the book spans several continents and 
an impressive roster of premium clients.

Divided into the core themes of Charm, 
Craft, Intelligence, Clarity, and Storytelling, 
each chapter of the book showcases a set of 
projects sharing that characteristic, along-
side short, conversational pieces, which 
offer insight into the thinking and skill 
behind Winkreative’s huge diversity of work, 
revealing the culture of the agency itself.

Still life photography displays 
Winkreative’s unique perspective and 
distinctive aesthetic sensibility, while 
comic illustrations and reportage shoots 
inject a sense of playfulness and bring 
Winkreative’s history and people to life. 

Winkreative Design Stories is a warm, 
understated reference book produced with 
 outstanding production quality. Because 
there have been few published documen-
tations of the agency’s work in the past, 
this design treatise provides a unique 
perspective at the intersection of craft 
and commerce for design influencers and 
creatives, and business figures and policy-
makers alike.

WINKREATIVE is distinguished by its inter-
national focus, editorial authority, and unique, 
interdisciplinary approach to branding. With 
50 multilingual staff, it serves more than 40 
clients in 15-plus countries, all of which are 
united by premium positions in their respec-
tive markets. Founded by Tyler Brûlé in 1998, 
Winkreative continues to evolve as a unique, 
multidisciplinary global agency, focused on 
translating real-world business plans into 
creative brand expressions.

BlackBerry, The Calvert Foundation, Case da 
Abitare, Lexus, Louis Vuitton, Mackintosh, 
Mini, Porter Airlines, Swiss International 
Air Lines, Taiwan Tourism Bureau, The 
Government of Thailand, Wimbledon, and 
many more.

ABOUT WINKREATIVE CLIENTS

A Global View on 
 Branding, Design and 
Publishing

WINKREATIVE 
DESIGN STORIES
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Erik Spiekermann is the epitome of a typographer. With his typefaces, commercial projects, 
and enterprises, he has shaped the world of graphic design like no other. This comprehensive 
book is the first to showcase his body of work and tell the story of his life.

TITLE GRAPHIC DESIGN, TYPOGRAPHY

Editor: Johannes Erler

Features: Full color, hardcover, 

320 pages, 22 × 28 cm

Price: € 45 (D) £ 40 $ 60

ISBN: 978-3-89955-519-6

Erik Spiekermann is one of the best-known 
typographers and graphic designers in the 
world. As a teacher and critic who is loved 
and feared in equal measure, his influence 
on contemporary graphic design is unparal-
leled. Spiekermann also represents German 
typeface and corporate design like no other. 

Hello, I am Erik is the first-ever visual 
biography of Erik Spiekermann’s work. The 
book documents his projects, traces mile-
stones in his life, and offers his personal 
perspectives on design. Essays by notable 
designers and authors provide a framework 
and further context for this vivid presenta-
tion of his body of work.

With his design of guidance systems 
for the Berliner Vekehrsbetriebe (Berlin’s 
transportation authority) and Düsseldorf 
Airport as well as his typeface design for 
Deutsche Bahn (Germany’s national rail 
system), Spiekermann made sure that not 
only Germans could better find their way 
around. With his corporate identities for 

brands such as Audi, Volkswagen, and 
Bosch, he also helped establish a sensibil-
ity for corporate design in Germany. Yet 
Spiekermann has also always worked inter-
nationally. He is, to name but one example, 
responsible for the redesign of the maga-
zine the Economist. 

Spiekermann is a highly sought after 
public speaker and regularly gives lectures 
at leading design conferences and universi-
ties around the world. He is, for example, an 
honorary professor at the University of the 

Arts Bremen and holds an honorary doctor-
ate from the Art Center College of Design in 
Pasadena. In his classes and his companies, 
such as MetaDesign and EdenSpiekermann, 
he has helped train many of today’s top 
designers.

Although Erik Spiekermann is well 
respected as one of the international lead-
ers in graphic design, he is neither unap-
proachable nor pretentious. Many young 
designers are especially motivated and 
influenced by his uncomplicated and open 
way of working with them. His personality 
is only one of many reasons Spiekermann 
has earned the admiration of so many 
throughout the world.

The book Hello, I am Erik was edited, writ-
ten, and designed by Johannes Erler and 
his office in close cooperation with Erik 
Spiekermann.

The founder of MetaDesign, FontShop, and 
EdenSpiekermann has been a success-
ful entrepreneur and impulse generator 
for decades. When ERIK SPIEKERMANN 
founded FontShop International with his 
wife Joan and Neville Brody, he helped 
establish the internet as a source for buy-
ing fonts. His typefaces FF Meta and ITC 
Officina have been bestsellers for years and 
are already considered modern classics by 
typographers worldwide. Spiekermann now 
likes to comment on current developments 

in the world of design via Twitter, where he 
has more than 250,000 followers. In 2011, he 
received the German Design Award for life-
time achievement.

JOHANNES ERLER is one of Germany’s top 
designers. Until the end of 2010, he created 
and managed the corporate identities of 
some of the country’s leading brands and 
institutions with his agency Factor Design 
including Wempe, Deutsches Theater, and 
Süddeutsche Zeitung. In addition to his work 

in corporate design, Erler is an expert in 
editorial design. Since 2011, he has served as 
the art director of the magazine Stern, one 
of Germany’s most widely read weeklies, 
and was responsible for its recent redesign. 
Erler is a board member of the German 
chapter of the Art Directors Club, with a 
focus on editorial design.

ABOUT ERIK SPIEKERMANN ABOUT JOHANNES ERLER

Erik Spiekermann: 
Typographer, Designer, 
 Entrepreneur

HELLO, I AM ERIK

Erik Spiekermann:
Typographer
Designer
Entrepreneur

by Johannes Erler

[ SAMPLE COVER ]

Release: August
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The chopper is quintessentially American and, since Easy Rider, has embodied the American 
dream. This book tells the true story of the most rebellious of all motorcycles. 

TITLE STYLE

Editors: Paul d’Orléans, Robert Klanten

Features: Full color, hardcover, 

256 pages, 21 × 26 cm

Price: € 38 (D) £ 35 $ 55

ISBN: 978-3-89955-524-0 

The chopper is a quintessentially American 
invention, rivaling jazz and abstract expres-
sionism as one of the country’s most 
emblematic cultural exports of the twen-
tieth century. Choppers have deep roots 
in the origins of American motorcycling, 
flourishing after the Second World War 
out of a heady mix of personal mobility, an 
identification with the legends of the Wild 
West, and an interracial cross-pollination 
simultaneous to the creation of rock ‘n’ roll. 
With its own system of unspoken rules for 
both machine and rider, the chopper has a 
special status in the motorcycle world —a 
position it earned despite being actively 
discouraged by the professional motorcycle 
industry for decades.

By the time the film Easy Rider was 
released, the chopper was firmly estab-
lished as an icon of the American dream. 
Choppers are instantly recognizable —the 
dangerously stretched forks, crazy paint 
jobs, and feet-forward riding position are 

an outrageous statement of freedom, which 
sprouted in California and spread like a 
weed to the rest of the world.

Since the 1920s, an independent scene 
of riders and builders from around the 
world has continuously evolved the canon 
of the chopper. What began as the ulti-
mate American folk art movement, with 
a self-identified “outsider” status, has now 
been marketed and commercially exploited 
for generations by pop culture, television 
shows, and print media, while government 
agencies use choppers as symbols of crime 
and anarchy. Despite the fact that the chop-
per’s real story is much more complex and 
thrilling than the stereotypes that sur-
round it, it has never been told —until now. 
In this book, leading motorcycle journal-
ist and vintage motorcycle expert Paul 

d’Orléans tells the chopper’s true story, from 
its origins to its renaissance today. He pro-
vides insight into legendary builders such 
as Arlen Ness, super-cool riders both male 
and female, “patch club” motorcycle gangs, 
ingenious Japanese workshops, and the 
young enthusiasts who are now reviving 
the chopper’s popularity.

With its well-informed texts and show-
case of historical and contemporary photo-
graphs, this book finally gives the chopper 
the respectful attention it deserves.

PAUL D’ORLÉANS, also known as “the 
Vintagent,” is a leading expert on clas-
sic motorcycles. For the past 30 years, the 
motorcycle-obsessed cultural historian has 
explored global motorcycle movements, 
most recently in two books. In Gestalten’s 
The Ride, he looked at the contemporary 
custom scene, while Ton Up! is devoted to 
cafe racers. In The Chopper, d’Orléans turns 
his keen insight back towards America to 
discover the true history of this misun-
derstood model. In addition to writing for 

the website the Vintagent, he contributes 
to monthly magazines in six languages. 
D’Orléans also documents the vintage 
motorcycle scene on MotoTintype.com and 
serves as a con sultant to leading interna-
tional auction houses on topics related to 
motorcycles. 

ABOUT THE GUEST EDITOR

The Real Story

THE CHOPPER 

Release: August
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TITLE STYLE

By: Monocle

Features: Full color, linen hardcover, 

408 pages, 20 × 26.5 cm

Price: € 45 (D) £ 40 $ 60

ISBN: 978-3-89955-490-8 

Full of writing, reports, and recommendations, The Monocle Guide to Better Living is original, 
informative, entertaining, and comprehensive. This is not a book about glitz but rather an 
upbeat survey of products and ideas built to treasure and last.
Monocle’s unmistakable sense of aesthetics 
and journalistic tenacity has made it one of 
the most successful magazines of the past 
decade. For its first-ever book, the edito-
rial team delves deeper into one of its core 
themes: how to live well.

The Monocle Guide to Better Living is an 
original, informative, and entertaining col-
lection of writing, reports, and recommen-
dations. Structured into chapters on the city, 
culture, travel, food, and work, the book also 
provides answers to some key  questions. 

Which cities offer the best quality of life? 
How do you build a good school? Who 
makes the best coffee? And how do you 
start your own inspirational business? The 
upbeat survey of products and ideas also 
includes essays that explore topics such as 
why craft is desirable, how to run your own 
hotel, and why culture is good for you.

The Monocle Guide to Better Living is not 
a book about fashion or the next big thing. 
It’s a book about finding enduring values —
from a career you want to keep to furniture 

THE MONOCLE 
GUIDE TO BETTER 
LIVING

that will last a lifetime. Designed to stay rel-
evant, loved, and used, The Monocle Guide to 
Better Living is an indispensible guidebook to 
contemporary life that embodies everything 
that makes the magazine such a success: 
easy style and journalistic substance.

 “A guide to urban happiness. Even those who 
are content with where they live can learn 
something from Monocle’s 400-page manual.” 
FRAME

 “… 400-plus pages are a primer for sourcing 
the globe’s most innovative, independent—
and indenting thinking—cultural and com-
mercial creatives, developers, and purveyors.” 
NEW YORK POST

 “Fans of this quirky magazine on all things 
urban will appreciate this opinionated com-
pendium on the finer elements of the world’s 
great cities.” DEPARTURES

Tyler Brûlé is a former  war correspondent, 
founding editor-in-chief of Wallpaper*, and 
columnist for the Financial Times. Based 
in London and acclaimed the world over, 
MONOCLE delivers a unique global brief-
ing on global affairs, business, culture, and 
design. Alongside the magazine, Monocle 
has created a 24-hour radio station, a film-
rich website, retail ventures around the 
globe, and cafés in Tokyo and London.

ABOUT MONOCLE

BACKLIST
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TITLE STYLE

Editors: Andrew Losowsky, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

272 pages, 24.5 × 33 cm

Price: € 39.90 (D) £ 35 $ 49.95

ISBN: 978-3-89955-497-7

This modern atlas presents our world in striking images and clear texts. The book is not 
just for graphic designers, but also for anyone who is curious about how we live today.

Looking through an atlas has always been 
a fascinating way to explore the world. 
Around the World is a contemporary evolu-
tion of an atlas tailored to our information 
age. With eye-catching graphics, current 
topics, and clear texts, the book is for any-
one who is curious about the state of our 
planet and how we live today.

Alongside classic facts about nature, 
history, population, culture, and politics, 
Around the World’s compelling information 
graphics thoroughly explain complex pro-
cesses that impact our lives such as global 
trade and changing demographics. The 
book gives added insight into our mod-
ern world through its visual exploration of 
subjects such as eating habits, overfishing, 
and internet providers, as well as events 
that have left indelible marks on our col-
lective conscience including September 11, 
the Olympic Games, Japan’s Fukushima 
disaster, and the sinking of the Titanic.

Enthralling, attractive, and  revealing, 
Around the World is a rich cornucopia of 
information about local peculiarities of 
global relevance that bring home the little 
differences —as well as the astoundingly 
large similarities —among the citizens of 
our world.

AROUND THE 
WORLD
The Atlas for Today 

ANDREW LOSOWSKY has contributed to a 
variety of Gestalten books including Fully 
Booked: Ink on Paper. The award-winning 
journalist, who has written for media such 
as Time, Monocle, BBC World Service, and El 
País, is also a sought-after public speaker. 
The native Brit has lived in London, 
Barcelona, Madrid, Hong Kong, and New 
York, where he served as an editor at the 
Huffington Post.

ABOUT THE GUEST EDITOR
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A compelling and instructive overview of Finnish design —past and present. This book 
 explores a design culture enlivened by the contrasts between nature and high-tech, tradition 
and unpredictability.

TITLE PRODUCT DESIGN

By: Nokia Design

Editor: Marko Ahtisaari

Features: Full color, hardcover, 

416 pages, 20 × 29 cm

Price: € 29.90 (D) £ 26.99 $ 39.95

ISBN: 978-3-89955-457-1 

While a universal type of Scandinavian 
design seems to be all around us, its par-
ticular, raw Finnish element has yet to be 
explored.

Finland is a country of stark contrasts 
between nature and high-tech, tradition 
and unpredictability. It is known for its 
impressive school system; its forests and 
lakes with wide open spaces in between; 
and its love of hiking, tango dancing, sauna 
taking, air guitar playing, and lots of coffee 
drinking. The combination of this culture 
and a strong craft tradition has brought up 
some of the world’s most impressive designs, 
designers, and design-related brands.

Out of the Blue shows a cross section of 
Finland’s unique design culture from leg-
endary figures like Alvar Aalto and heritage 
manufacturers such as Marimekko, Iitalla, 
Artek, or Nokia to a new contemporary 
generation of chefs, explorers, designers, 
makers, creators, and entrepreneurs. The 
book takes an insightful and entertaining 
look at the typical Finnish characteristics 
of inventiveness, community spirit, love 
of liberty, ongoing transformation, and the 
free rein to be wacky.

 Born in 1969, MARKO AHTISAARI is the 
son of former Finnish President and 
Nobel laureate Martti Ahtisaari. He is 
an entrepreneur in the technology sec-
tor and a musician. Between 2002 and 
2013 he worked in a number of capaci-
ties for Nokia, most recently as head of 
design and as a member of the board. 
Ahtisaari retains his seat on the super-
visory  council of Artek.

 Marko Ahtisaari has an in-depth knowl-
edge of Finland, and his contacts within 
the international design scene are second 
to none. Few people are better qualified 
to identify how Finnish design differs 
from other cultures and where its spe-
cial potential lies today.

The Essence and Ambition 
of Finnish Design

OUT OF THE BLUE

Istanbul bridges Europe and Asia. Based in that city, Autoban is one of the most sought- 
after design studios in the world, whose work masterfully melds Western design traditions 
with Eastern elegance.

TITLE ARCHITECTURE, PRODUCT DESIGN

Editors: Robert Klanten, Marie Le Fort

Features: Full color, linen hardcover, 

different paper types, 320 pages, 24 × 30 cm

Price: € 49.90 (D) £ 45 $ 78

ISBN: 978-3-89955-508-0

Based in Istanbul, Autoban is one of the 
most sought-after design studios world-
wide. Founders Seyhan Özdemir and Sefer 
Çağlar create furniture and interiors at the 
nexus between Asia and Europe, tradition 
and modernity —a fitting reflection of the 
city in which they live and work and whose 
contemporary landscape their design now 
defines. Their gorgeous pieces and spectac-
ular spaces can meanwhile also be found in 
places including Madrid, St. Petersburg, and 
Hong Kong as well as in Baku, Azerbaijan, 
where they designed all of the interiors for 
the city’s airport. The hotels that they have 
designed and furnished appear regularly in 
the best-of lists of leading publications.

This book presents a rich selection of 
Autoban’s breathtaking projects that are 
documented in striking photographs and 
plans. The distinctive and premium-qual-
ity concepts for restaurants, hotels, apart-
ments, offices, and retail spaces that are 
collected here showcase the studio’s world-
view between global cosmopolitanism and 
its own cultural idiosyncrasies.

The texts in the book were written by 
Vasif Kortun, director of Istanbul’s SALT, 
by the curator and cultural historian Deniz 
Erduman-Calis, and by design journalists 
Marie Le Fort and Shonquis Moreno. They 
give further insight into Autoban’s creative 

process and philosophy as well as its cul-
tural context in a metropolis that bridges 
East and West.

 In only a short time, AUTOBAN ’s Seyhan 
Özdemir and Sefer Çağlar have estab-
lished themselves as stars on the global 
design scene. They founded the studio in 
2003 and, only one year later, were named 
“Best Young Designers of the Year 2004” 
by the magazine Wallpaper*. Autoban’s 
furniture is successfully distributed 
worldwide by De La Espada.

Form. Function. 
 Experience.

AUTOBAN
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Editor: Sven Ehmann; Photographs: 

Rose Callahan; Texts: Nathaniel Adams

Features: Full color, hardcover, 

288 pages, 22.5 × 29 cm

Price: € 39.90 (D) £ 36.99 $ 58

ISBN: 978-3-89955-484-7

The dandy is back! Today, a variety of men are discovering contemporary dandyism and 
giving it their own signature look.

In a world of uniformity and globalized 
styles, only some cultivated gentlemen 
retain their independence over the way 
they dress and live.

In the book I am Dandy, photographer 
Rose Callahan and writer Nathaniel “Natty” 
Adams document the well-kempt lives of 
59 protagonists of contemporary dandyism 
with a keen, yet empathic eye. Their care-
fully composed portraits not only depict the 
clothes, accessories, and homes of their sub-
jects, but also capture the essence of their 
lifestyles in thoroughly entertaining and 
deeply insightful texts.

The diversity of the men portrayed in 
I am Dandy is striking. They come from a 
variety of different countries, cultures, and 
social circles and make their livings in a 
range of occupations. By showcasing their 
styles, attitudes, and philosophies in all of 
their nuances, the book reveals that dan-
dyism today is an attitude and calling that 
can be cultivated on any budget.

 ROSE CALLAHAN is a Brooklyn-based 
photographer and filmmaker. She has 
been exploring the nuanced story of the 
extreme masculine elegance alive today 
since she started The Dandy Portraits as a 
personal project in 2008.

 NATHANIEL “NATTY” ADAMS is a New 
York-based writer and manager of the 
Against Nature menswear atelier. His 
NYU undergraduate thesis was on 20th 
Century Dandyism and, as a student at 
the Columbia University Graduate School 
of Journalism, he wrote a book proposal 
on the history of Dandyism, for which he 
won the prestigious Lynton Fellowship.

 “… this is true dandyland. Men from all walks 
of life and countries are depicted in the book 
with one thing in common: Truly dapper sar-
torial sensibilities.” GQ

 “The dandy is back … return of the quintes-
sential gentleman.” CNN.COM

 “True enough: you can buy clothes, but you 
can’t buy style. Here’s to the men that know 
what’s up.” FRESHNESS

The Return of the 
Elegant Gentleman

I AM DANDY
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TITLE STYLE

Editors: Chris Hunter, Robert Klanten

Features: Full color, hardcover, 

landscape format, 320 pages, 30 × 27 cm

Price: € 49.90 (D) £ 45 $ 65

ISBN: 978-3-89955-491-5 

The motorcycle is back! The Ride is about custom motorcycles as motorcycles are meant 
to be and the people who build and drive them.

The motorcycle is back! Around the world 
the motorcycle is now being discovered as 
a joyful expression of personality and cre-
ativity. The Ride showcases today’s most 
influential builders and their iconic custom 
bikes that epitomize this rebirth.

The Ride focuses on the pioneers and 
small workshops from around the globe 
who are creating customized motorcycles 
that come as close as possible to one’s own 
vision of how pure riding should be. They 
are building and rebuilding choppers, bob-
bers, and cafe racers in ways that are as per-
sonal, radical, and subversive as they are 
knowledgeable and respectful of tradition.

Co-edited by one of the foremost 
authorities in the field, Bike EXIF’s Chris 
Hunter, The Ride presents detailed photog-
raphy of archetypal creations by Shinya 
Kimura, Walt Siegl, Wrenchmonkees, DP 
Customs, Cole Foster, Deus Ex Machina, El 
Solitario, Cafe Racer Dreams, Rough Crafts, 
Southsiders MC, Roland Sands, Ian Barry, 
Uwe Ehinger, and many more. The stun-
ning images, by the likes of Kristina Fender 
and Sam Christmas, are put into con-
text by in-depth texts by Hunter, leading 

 vintage motorcycle expert Paul d’Orléans, 
and respected motorcycling journalists 
David Edwards and Gary Inman. The book 
is rounded out by factsheets and copious 
insider information.

 After a twenty-year career as a creative 
director, CHRIS HUNTER quit the adver-
tising industry to run the motorcycle 
website Bike EXIF. It’s now the world’s 
most popular showcase of custom bikes, 
with millions of pageviews every month 
and a passionate global following.

 “THE RIDE best sums up the motorcycling 
‘revolution,’ and in style.” LONDON EVENING 

STANDARD

 “THE RIDE is a custom motorcycle encyclopedia. 
It’s a tome of inspiration for anyone with even a 
passing interest in two wheels.” ROAD & TRUCK

 “A great guide to the world’s best custom-built 
machines.” THE SUNDAY STAR TIMES

New Custom Motorcycles 
and Their Builders

THE RIDE
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 “The cottages, tree houses, cabins, and shel-
ters featured in the hefty tome will take your 
dreams and turn them up to 11.” DWELL

 “Perfect for city-dwellers who dream of escap-
ing one day.” NEW YORK MAGAZINE

 “This beautiful book compiles the best of a 
new wave of rural dwellings and offers inspi-
ration to anyone wishing to live away from 
it all.” SLEEK

 “Radically experimental (and cozy) cabins, 
cocoons, and shacks… ROCK THE SHACK 
is the ski patrol of coffee table books.” 
FAST CO.DESIGN

 “ROCK THE SHACK eschews the idea that 
luxury equals largesse … offers readers a 
visual feast and more than a few twinges of 
design envy.” HOUSES MAGAZINE

 “Shack up in style ... the world’s most 
 remarkable miniature hideaways.” CNN.COM

For the first time in history, more people 
live in cities than in the country. Yet, at the 
same time, more and more city dwellers are 
yearning for rural farms, mountain cabins, 
or seaside homes. These kinds of refuges 
offer a promise of what urban centers usu-
ally cannot provide: quiet, relaxation, being 
out of reach, getting back to basics, feeling 
human again.

Rock the Shack is a survey of such contem-
porary refuges from around the world —
from basic to luxury. The book features a 
compelling range of sparingly to intricately 
furnished cabins, cottages, second homes, 
tree houses, transformations, shelters, and 
cocoons. The look of the included struc-
tures from the outside is just as important 
as the view from inside. What these diverse 
projects have in common is an exceptional 
spirit that melds the uniqueness of a geo-
graphic location with the individual char-
acter of the building’s owner and architect. 

The Architecture of 
Cabins, Cocoons and 
Hide-Outs

From weekend homes to getaway cabins in the mountains, by the sea, or in the woods, 
this architecture embodies our longing for relaxing in nature.

Editors: Sven Ehmann, Sofia Borges

Features: Full color, hardcover, 

240 pages, 24 × 30 cm

Price: € 39.90 (D) £ 35 $ 60

ISBN: 978-3-89955-466-3

ROCK 
THE SHACK

TITLE ARCHITECTURE, STYLE

Editors: Sven Ehmann, Robert Klanten, 

Sofia Borges

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-499-1

Stunningly creative baths, spas, retreats, and other relaxing getaways for indulging both 
our bodies and our minds.

Wellness, Spas 
and Relaxation

OASIS

Water is life. In every culture it repre-
sents purity, revitalization, and relaxation. 
Rituals of wellness inspire a sense of calm 
and self-awareness within our increasingly 
chaotic world. Oasis showcases a stunning 
selection of baths, spas, retreats, and other 
relaxing getaways that not only cater to 
our personal well-being, but also creatively 
push the frontiers of hospitality, interior 
design, and architecture.

This book brings together a rich assort-
ment of contemporary locations for indulg-
ing both our bodies and our minds —places 
to let go, be pampered, relax, and refocus. 
From public saunas to choice health clubs 
and five-star resorts, the spectrum of 
retreats ranges from minimalist spaces of 
tranquility to glamorously opulent temples 
of body care. While some examples provide 
a haven amidst the bustle of city life, oth-
ers can be found at remote locations in 
sweeping natural landscapes framed by 
dramatic vistas.

Brimming with lavish photographs, 
Oasis serves as the ultimate guide to 
addressing and reimagining our physical 
and mental need for escape and tranquility.

Four Seasons  
Resort
Bora Bora

Set upon a coral atoll, pure para-
dise awaits the savvy traveler. This 
resort blends the tranquility of the 
South Pacific with invigorating lo-
cal traditions and wellness ritu-
als. The destination getaway em-
bodies the gracious hospitality of 
Polynesian culture. The grounds 
of the hotel comprise a vast tropi-
cal grove, replete with swaying 
coconut palms, meandering chan-
nels of turquoise, private beaches, 
and exotic vegetation. Views of the 
open water and vast sky contrast 
with the lush green of the island’s 
mainland, capped by the verdant 
towering peak of Mount Otemanu. 
Connected via branching piers,  
100 sustainable overwater bun-
galows and seven beachfront vil-
las with traditional thatched roofs 
cluster together to form a contem-

porary Polynesian village. Pan-
oramic views, gracious sun decks, 
plunge pools, hot tubs, and direct 
access to the water are just a few of 
the features that help blur the line 
between indoor and outdoor living.  
A full-service spa, situated on 
a high summit where the ocean 
meets the tranquil lagoon, offers 
open-air and climate-controlled 
treatment rooms, a glass-floored 
suite for couples, a vitality pool, a 
steam room, and a relaxation room. 
The spa’s unique beauty and well-
ness treatments integrate a veri-
table trove of natural therapies, 
extracted from native fruits, herbs, 
plants, and minerals. A 40-meter 
pool encircled by thatched caba-
ñas and umbrella-shaded loungers 
further compliments the serene la-
goon experience.

Bora Bora, French Polynesia

Architecture by Pierre-Jean Picart &  
Didier Lefort and Design by BAMO

4

Alila  
Villas  
Uluwatu
This prestigious resort looks out 
over an elevated plateau where 
limestone cliffs sweep down to 
the ocean. Each with its own pool 
and private cabaña overlooking 
the Indian Ocean, the construc-
tion and design of the individual 
villas follows an environmentally 
sustainable framework by engag-
ing recycled and locally sourced 
materials. Outfitted in planes of 
wood, water, stone, and rattan, the 
86 villas in varying sizes showcase 
contemporary interiors enhanced 
with touches of nature and tradi-
tional Balinese accents. Walkways 

and bridges connect the relaxation 
pavilions and pools to the spacious 
living areas. The open-plan design 
with rattan interiors, bamboo ceil-
ings, and unique flat lava rock roofs 
allows the gentle sea breeze to cir-
culate throughout all rooms of the 
villas. Whether calling on your 24-
hour private butler, pampering 
yourself at the spa, enjoying a yoga 
class, or lounging by the cliffside 
infinity pool, the tropical grounds 
demonstrate the breathtaking re-
sults that occur when ecological 
principles intersect with luxury 
lifestyle.

Bali, Indonesia

Architecture by WOHA 

235

 “Peruse some of the world’s finest bathtubs, 
swimming pools, spas, and water resorts in 
OASIS, a stunning coffee-table book that 
takes you around the world, one sumptuous 
dip at a time.” WALL STREET JOURNAL



58 59

TITLE STYLE

Editors: Fiona Leahy, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-489-2

Your ultimate inspiration and resource for creating a one-of-a-kind wedding that truly 
matches your personality, style, and budget.

In this book celebrity wedding planner 
and stylist Fiona Leahy will inspire you to 
not only have an incomparable ceremony 
best-suited to your wants and needs, but to 
throw one hell of a party that everyone will 
enjoy. She reveals her hands-on tips and 
tricks for creating a relaxed and freshly 
original celebration —from a bohemian 
open-air rhapsody to a punk-rock karaoke 
extravaganza.

Just Married brims with a wide range of 
extraordinary locations, handmade letter-
press invitations and decorations, delec-
table wedding cakes and buffets, striking 
wedding dresses, bouquets, and, of course, 
wedding rings and other accoutrements. 
Although the featured suggestions might 
be different from what is traditionally 
expected, they are always tasteful and will 
embolden anyone to make their own unique 
visions for their wedding day a reality.

 FIONA LEAHY began her career as a fash-
ion stylist. She then went on to work 
alongside Jade Jagger at Garrard, the 
British Crown Jewelers. When Leahy 
was chosen to design the wedding of 
Dita von Teese and Marilyn Manson she 
found her true calling: the planning and 
implementation of glamorously creative 
events and parties.

 “Indie and DIY weddings around the world.” 
THE AGE

 “… if you want a wedding that is anything but 
ordinary or cliché, Fiona Leahy is the woman 
to know who can give you just that.” YATZER

How to Celebrate Your 
Wedding in Style

JUST MARRIED
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TITLE STYLE

Tattoos have gone mainstream. Here comes the tattoo underground.

Editors: Robert Klanten, Floyd Schulze

Texts: Matt Lodder, Nicholas Schonberger

Features: Full color, hardcover, 

256 pages, 22.5  × 29 cm

Price: € 39.90 (D) £ 37.50 $ 49.95

ISBN: 978-3-89955-442-7

Tattoos, which were once an exclusively 
underground phenomenon, now have mass 
appeal. This evolution from subculture to 
mainstream has brought fresh ideas, ten-
sions, and shifts with it, and traditionalists 
and innovators have staked out very differ-
ent positions. Over the last few years, new 
influences from the realms of art, fashion, 
traditional tattoo art, and visual culture  have 
given rise to a dynamic tattoo scene —a new 
underground. This cutting-edge tattoo cul-
ture is as innovative, diverse, inspiring, and 
controversial as the motifs it creates.

One of the most striking facets of this 
new tattoo scene is its interaction with 
high fashion and art. The internationally 
successful artist Scott Campbell, to name 
just one high-profile example, began his 
career as a tattoo artist.

Forever breaks the mold of standard tat-
too books and their typical displays of flesh. 
This publication is an in-depth  investigation 
of current developments in contemporary 
tattoo culture. It showcases key tattoo inno-
vators and a broad range of fresh styles by 
the likes of Peter Aurisch, Mark Cross, Rafel 
Delalande, Lionel Fahy, Happypets, Sue 
Jeiven, Jondix, Xed LeHead, Lea Nahon, Liam 
Sparkes, Tomas Tomas, Fuzi UVTPK, Tom 
Yak, and Yvonne Ziegler, among many others. 

In addition to its cutting-edge selection of 
quality visuals, Forever features  insightful text 

portraits written by Nicholas Schonberger 
of Alex Binnie, Yann Black, Scott Campbell, 
Curly, El Monga, Fergadelic, Mike Giant, 
Thomas Hooper, Jon John, Alix Lambert, Guy 
Le Tatooer, Duke Riley, Robert Ryan, Jonas 
Uggli, Amanda Wachob, and Duncan X. A 
preface by heavily tattooed art historian  Matt 
Lodder puts current developments in tattoo-
ing into h istorical context.

 “… a snapshot of the current state of the field, 
profiling some of the world’s most vibrant and 
skillful tattooers.” FAST COMPANY

 “Documents a tattoo underground that has 
emerged in recent years finally coming out 
of the shadows and ready to leave its mark.” 
COMPLEX MAGAZINE

 “… both a snapshot of evolving trends and a 
conversation with tattoo artists on their rela-
tionship with the genre.” COOL HUNTING

 “256 pages of tattoo history.” INKED

The New Tattoo

FOREVER
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The World According 
to Illustrators and 
Storytellers

Editors: Antonis Antoniou, Robert Klanten, 

Sven Ehmann, Hendrik Hellige

Features: Full color, hardcover, 

224 pages, 24.5 × 33 cm

Price: € 39.90 (D) £ 35 $ 60 

ISBN: 978-3-89955-469-4 

Contemporary maps in line with the zeitgeist by today’s most original and sought-after 
designers, illustrators, and mapmakers.

Drawing a map means understanding our 
world a bit better. For centuries, we have 
used the tools of cartography to represent 
both our immediate surroundings and the 
world at large —and to convey them to 
others. On the one hand, maps are used 
to illustrate areal relationships, including 
distances and topographies. On the other, 
maps can also serve as projection screens 
for a variety of display formats, such as 
illustration, data visualization, and visual 
storytelling. In our age of satellite naviga-
tion and Google Maps, personal interpreta-
tions of the world around us are becoming 
more relevant. Publications, the tourism 
industry, and other commercial parties are 
using these contemporary, personal maps 
to showcase specific regions, to character-
ize local scenes, to generate moods, and to 
tell stories beyond sheer navigation. 

A new generation of designers, illustra-
tors, and mapmakers are currently dis-
covering their passion for various forms 
of illustrative cartography. A Map of the 
World is a compelling collection of their 
work —from accurate and surprisingly 
detailed representations to personal, naïve, 
and modernistic interpretations. The fea-
tured projects range from maps and atlases 
inspired by classic forms to cartographic 
experiments and editorial illustrations.

 ANTONIS ANTONIOU grew up on Cyprus 
as a map-loving child. While studying 
architecture in the U.S., Antoniou’s fascina-
tion with the potential and poetics of maps 
and mapping turned into an obsession.

 Antoniou selected the majority of maps 
shown in this book. He chose work that 
is not only useful for orientation, but 
whose vivid images can trigger our imag-
ination or give a sense of adventure to 
an unknown place. He especially loves 
the maps that turn a familiar place into 
something strange and magical again.

 “… a thoroughly enjoyable way to take in 
the complexity that is the world we occupy 
and shape.” ARCHIDOSE 

 “… gorgeous collection … is proof of how 
many ways there are to understand the 
world and each person’s place in it.” 
THE GLOBE AND MAIL

 “… beautiful, strange, or useful in more 
limited, particular ways … a new atlas that 
prizes invention over navigation. They have 
something Google does not: the element of 
surprise.” THE ATLANTIC

 “… the creative zeitgeist of modern carto-
graphy around the world.” BRAINPICKINGS

A MAP OF THE 
WORLD

TITLE ILLUSTRATION

Editors: Robert Klanten, Hendrik Hellige

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 39.90 (D) £ 37.50 $ 60

ISBN: 978-3-89955-485-4

What does an illustrator actually do and in what fields can one work? Today’s most 
successful illustrators present their work and talk about their experiences in one of life’s 
most beautiful careers.
What is it really like to lead your life as an 
illustrator? In A Life in Illustration today’s 
most successful illustrators answer that 
question by sharing their hands-on experi-
ences in this multifaceted field.

This book features multiple-page por-
traits of more than 20 outstanding talents 
who reveal the ins and outs of working in 
commercial, editorial, informational, life-
style, storytelling, and typographical illus-
tration. Its strikingly personal approach is 
both inspirational to those already working 
as illustrators and practical for those con-
sidering illustration as a professional future.

Featuring Ken Barber, Tina Berning, 
Jonathan Burton, the New York Times’s 
Jonathan Corum, Catalina Estrada, IL’s 
Francesco Franchi, Peter Grundy, Martin 
Haake, Olaf Hajek, Tomer Hanuka, 
Satoshi Hashimoto, Jessica Hische, 
Oliver Jeffers, Patrick Morgan, Christoph 
Niemann, Kustaa Saksi, Golden Section 
Graphics’s Jan Schwochow, Alex Trochut, 
Jan Van Der Veken, Juan Velasco, Andrea 
Ventura, Henning Wagenbreth, and 
Liselotte Watkins.

The Most Famous 
Illustrators and Their 
Work

A LIFE IN 
ILLUSTRATION 

BACKLIST
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Scandinavian Homes, 
Interiors and Design

Its timeless beauty, premium quality, and humane functionality make Scandinavian design 
ideal for homes, offices, and any other rooms in which people should feel comfortable.

Editors: Emma Fexeus, Sven Ehmann

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 35 $ 60

ISBN: 978-3-89955-472-4

NORTHERN 
DELIGHTS

If the goal were to build a house in which 
everyone would like to live, the architect  
would likely be Italian, the engineer maybe 
German, the gardener probably British, and 
the craftspeople either Swiss or Japanese. 
The interior designer of that house, though, 
should —beyond any doubt —be from 
Scandinavia.

Hardly any other interior or product 
design is so timeless, so functional, so aes-
thetic, and of such high quality as that of 
Sweden, Norway, Finland, and Denmark. 
Throughout the years, countless pieces 
of furniture, objects, and buildings from 
Scandinavia have become icons of interna-
tional design and architecture. A current 
generation of designers from these coun-
tries is consciously building upon local 
sustainable design traditions and further 
developing them in a way that is consis-
tent, intelligent, and reflects an unerring 
sense of style.

In Northern Delights, design classics meet 
young talents, and individual products meet 

skillfully staged living spaces. The book’s 
stunning selection of work reveals what 
makes Scandinavian design so exceptional. 
The included examples show how the grains 
of different woods, the clarity of colored 
glass, the cheery colors of fabrics and pat-
terns, and the overall quality of craftsman-
ship contribute to creating simple, inviting, 
and very comfortable living spaces. 

Northern Delights offers inspiration to 
designers, architects, and individuals in 
equal measure. In a Scandinavian dwelling, 
everyone feels at home.

 “From clean white floors and graphic pil-
lows to the unexpected elegance of a teepee, 
NORTHERN DELIGHTS both inspires and, 
well, delights.” THE FOX IS BLACK

 “Set your home envy levels to high: here is 
page after page of Scandinavian interiors 
at their understated and effortlessly elegant 
best.” INSIDE OUT

TITLE

Editors: Dennis Busch, Robert Klanten, 

Hendrik Hellige

Features: Full color, hardcover, 

288 pages, 24 × 30 cm

Price: € 39.90 (D) £ 34.99 $ 58

ISBN: 978-3-89955-483-0 

Spontaneous, irreverent, and personal, collage fits more perfectly into our current world 
than almost any other artistic technique.

The Age of Collage is a striking documentation 
of today’s continued appetite for destruc-
tive construction. Showcasing outstanding 
current artwork and artists, the book also 
takes an insightful behind-the-scenes look 
at those working with this interdisciplinary 
and cross-media approach.

The collages featured in this book are 
influenced by illustration, painting, and pho-
tography and play with elements of abstrac-
tion, constructivism, surrealism, and dada. 
Referencing scientific images, pop culture, 
and erotica, they reflect humanity’s collec-
tive visual memory and context.

Through confident cuts, brushstrokes, 
mouse clicks, or pasting, the work in The 
Age of Collage gives the impossible a tangi-
ble form. It expands the possibilities of the 
genre while turning our worldview on its 
head along the way.

 According to the artist and collagist 
DENNIS BUSCH, “art should be able 
to laugh at itself. And to die laughing.” 
Known as the “James Dean of Illustrators,” 
Busch enjoys playing with the human 
form to create something new. A mas-
ter of masking and the double-take, he 
brings a generous dose of surrealistic 
humor to classic cut-out techniques. 

 SILKE KROHN, who wrote the book’s fore-
word, is a curator and art historian who 
specializes in surrealism. She has already 
contributed her expertise to Gestalten 
publications such as Cutting Edges and 
Everything Goes Right & Left If You Want It: 
The Art of Sergei Sviatchenko.

 “… captures the vitality and diversity 
of recent fine art collage and identifies 
the hard tendencies in today’s practice.” 
KOLAJ MAGAZINE 

ART

THE AGE OF 
COLLAGE
Contemporary Collage 
in Modern Art
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Blank Slate provides graphic designers and 
advertisers with 1,000 photographic tem-
plates of everyday objects for the true-to-
life and convincing presentation of their 
designs —from shopping bags and bottles 
to brochures and a variety of other products. 
Because all of the templates shown in the 
book are not only depicted with black and 
with white backgrounds, but are also avail-
able as digital files on a free included DVD, 
any creative can easily use them to present 
his or her work in the way that gives clients 
the most concrete grasp of how their corpo-
rate designs will function in the real world.

 Currently design director at the DMC 
Group in Düsseldorf, CORDELIA CRAIGIE 
has spent many years creating a wealth of 
projects for clients including Mercedes-
Benz, Johnson & Johnson, Maurice 
Lacroix, Allianz, and REWE. In doing 
such work, she came to the realization 
that she sorely missed a toolbox such as 
Blank Slate. Luckily for us, she took the ini-
tiative to create the book to help herself 
and everyone else simplify the process 
involved in presenting designs to a client.

Blank Slate provides graphic designers and advertisers with photographic templates for the 
true-to-life and convincing presentation of their designs.

Editor: Cordelia Craigie

Features: Full color, hardcover, incl. DVD, 

256 pages, 24 × 28 cm

Price: € 39.90 (D) £ 35 $ 60

ISBN: 978-3-89955-465-6 

A Comprehensive Library 
of Photographic Templates

BLANK SLATE
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TITLE GRAPHIC DESIGN

By: Alexander Tibelius

Features: Full color, flexicover, incl. DVD, 

224 pages, 21 × 26 cm

Price: € 35 (D) £ 32.50 $ 49.95

ISBN: 978-3-89955-482-3 

With this toolbox of practical logo templates à la Neubau Welt, Alexander Tibelius provides 
designers with useful groundwork for implementing their own ideas.

The Logo Design Toolbox includes over 900 
templates for contemporary graphic and 
logo design that provide designers with 
practical groundwork for implementing 
their own ideas. This book not only depicts 
the most used, recurring elements, sym-
bols, and motifs in all of their conceivable 
permutations, but makes them available as 
scalable and customizable vector files on a 
free included DVD.

Thanks to The Logo Design Toolbox, no one 
has to reinvent the wheel —or almost any-
thing else for that matter. The book pro-
vides a variety of designs for items from 
wheels, sashes, laurel wreaths, and crowns 
to anchors, beards, and pirate skulls along 
with multiple renditions of letters, trian-
gles, stars, ornaments, and speech bubbles. 
These can be used by amateurs and pro-
fessionals alike as a time-saving basis for 
creating their own cards, flyers, posters, 
websites, presentations, logos, or T-shirts.

 Art director ALEXANDER TIBELIUS, who 
can usually be found working for leading 
media agencies such as TBWA (Moscow) 
or Jung von Matt, had the idea for this 
book after he became a father. His prem-
ise: if I can produce tools in advance that 
I need again and again, I can make my 
creative daily life easier and, in turn, have 
more time to spend with my family.

Time-Saving Templates 
for Graphic Design

THE LOGO DESIGN 
TOOLBOX
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TITLE PRODUCT DESIGN

By: Nendo

Features: Full color, hardcover, 

320 pages, 24.5 × 33 cm

Price: € 49.90 (D) £ 45 $ 78

ISBN: 978-3-89955-470-0 

Oki Sato founded Nendo in Tokyo in 2002. 
Since then, it has become one of the most 
sought-after design studios worldwide. The 
name Nendo is Japanese for modeling clay. 
It is indicative of the studio’s playful, yet 
rational approach.

Nendo: 10/10 is a comprehensive mono-
graph of the studio’s work. Each of the book’s 
ten chapters showcases one of Nendo’s 
design principles. Chapters explore, for 
example, Nendo’s compelling approach to 
multiplying, linking, concealing, balancing, 
magnifying, and folding.

Featured projects include vibrant store 
concepts and mystically inspired exhibi-
tion spaces, as well as sculptural furni-
ture pieces, home accessories, and design 
objects. Nendo’s impressively clear, yet 
intriguingly sophisticated work not only 
represents the epitome of contemporary 
design from Japan, but also sets the tone 
for design’s future on the global scene.

 “The book, heavy as a new-born baby, is a 
perfect if paradoxical exercise in ‘monumen-
tal minimalism.’” FORM

 “Sure to inspire, this beautiful hardcover col-
lection showcases Nendo’s unique ability to 
add magic to the everyday!” L’ARCOBALENO

10/10

NENDO

Elegant, modern, subtle, and playful: the epitome of contemporary design from Japan 
that is also setting the tone for design’s future on the global scene.

TITLE FOOD & BEVERAGE

Editors: Marie Le Fort, Sven Ehmann, 

Robert Klanten

Features: Full color, hardcover, 

240 pages, 21 × 26 cm

Price: € 38 (D) £ 35 $ 55

ISBN: 978-3-89955-467-0

Whether they are cooking, baking, brewing, making chocolate, or rescuing heirloom  varieties 
of apples, young creatives are increasingly turning their love of quality foodstuffs into ways of 
life and lucrative business ideas.

New Food 
Entrepreneurs

A DELICIOUS LIFE

Creative young people who used to want 
to work at start-ups, advertising agencies, 
or investment banks are now increasingly 
likely to become organic farmers, beekeepers , 
speak-easy bartenders, or owners of mom-
and-pop grocery stores. Inspired by heartfelt 
passion and an uncompromising commit-
ment to quality, a new generation of entre-
preneurs from around the world is putting 
their skills to work at preserving local culi-
nary traditions, brewing the best beer, pre-
paring exceptional marmalades, or rescuing 
heirloom varieties of apples.

A Delicious Life presents the protagonists 
of this new food movement and offers a 
look into their world as well as their kitch-
ens, gardens, stores, and workshops. While 
some are rediscovering long forgotten 
ingredients or cooking methods, others are 
researching and developing inventive new 
recipes. The book features designers who 
are integrating food and culinary rituals 
into their creations as well as publishers of 

so-called foodzines who are documenting 
the latest innovations in charming ways.

In addition to introducing the afore-
mentioned personalities, A Delicious Life 
also showcases the changing visual culture 
of today’s foodists, including a selection of 
packaging design. The book also features 
a broad spectrum of locations for cooking, 
eating, and shopping, as well as kitchen 

utensils and surprising events that encour-
age readers to become a part of this new 
food movement themselves.

 “This 240-page book is jam-packed with the 
latest and greatest culinary trends, restau-
rants, people, products, basically everything 
amazing and food related!” TRENDLAND

 “Surveys the key players in the rapidly grow-
ing food movement that has seen the rise 
of gourmet food trucks, fusion recipes, and 
unique dining atmospheres across the globe.” 
DESIGNBOOM

 “A DELICIOUS LIFE showcases new 
trends: food is going nomad, and digital.” 
TL MAGAZINE

 “... a look at current creative approaches to 
food around the world, from inventive plat-
ing to unconventional flavor combinations 
to entirely innovative delivery systems.” 
ARCHETYPE ME

 “Essential reading not just for foodies, but 
also for anyone with an interest in design.” 
SKYLINES
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TITLE GRAPHIC DESIGN

By: Francesco Franchi

Features: Full color, hardcover, 

240 pages, 18.6 × 30 cm

Price: € 49.90 (D) £ 45 $ 78

ISBN: 978-3-89955-468-7

In Designing News, award-winning edito-
rial and infographics designer Francesco 
Franchi conveys his vision for the future 
of the news and media industries. He eval-
uates the fundamental changes that are 
taking place in our digital age in terms of 
consumer expectations and the way media 
is being used. The book then outlines the 
challenges that result and proposes strat-
egies for traditional publishing houses, 
broadcasting companies, journalists, and 
designers to address them.

Designing News explores how today’s 
media outlets can become credible, cross-
platform news brands. Franchi advocates 
redefining reporting as telling a continu-
ous narrative across a broad range of tra-
ditional and digital media. To this end, he 
proposes a new, integrated role for edito-
rial designers in advancing the evolution of 
media for the future.

Franchi’s findings in Designing News are 
based on his own work for Il Sole 24 ORE as 
well as case studies by these top media insid-
ers: Richard Turley of Bloomberg Businessweek, 
Daniele Codega of Reuters, Steve Duenes of 
the New York Times, Mark Porter formerly 
of the Guardian, Matt Curtis of the Times, 
Oliver Reichstein of Information Architects, 
Adrien Bosc of Feuilleton & Desports, and type 
designer Christian Schwartz.

 FRANCESCO FRANCHI is an editorial and 
information designer, and since 2008, the 
art director for IL, the monthly magazine 
of Il Sole 24 ORE, one of Italy’s top financial 
newspapers. Embracing new languages 
in journalism, Franchi is a true master of 
combining representation and interpre-
tation, creating a visual form that is as 
graphic as it is narrative, as entertaining 
as it is informative. His work has been 
awarded on numerous occasions, includ-
ing at the European Design Awards and 
at the renowned Malofiej conference.

 “DESIGNING NEWS is a complete and 
well-illustrated dissection of the state of the 
world of information circa 2013. Why every-
one working in media today should read it!” 
MARIO GARCIA

 “An investigation into the future of design-
ing news by one of its leading exponents … 
an important, timely book with a wealth of 
examples.” CREATIVE REVIEW

 “A wonderful exposition of the theory and 
engineering of editorial design, defin-
ing it almost as science.” JEREMY LESLIE, 

MAGCULTURE

In this perceptive book about the design of  media and infor mation graphics, Francesco 
Franchi also envisions the future of news reporting by publishing  companies and on 
the  internet.

Changing the World of 
Editorial Design and 
Information Graphics

DESIGNING NEWS

TITLE

In the past, there were only a few special-
ists worldwide who worked intensively 
with typography. Since the introduction 
of digital fonts and their dissemination 
via the internet, typography has gained a 
new significance. More and more design-
ers are creating fonts for a variety of appli-
cations. Simultaneously, more and more of 
these designers are founding type found-
ries to sell their fonts themselves. Supply 
and demand in this area have been grow-
ing considerably for years. The expand-
ing market for typography is exciting and 
diverse, but it has been difficult to keep 
track of notable developments —until now.

 

designer or from a certain country, or even 
just wants to compare prices, Type Navigator 
will provide the necessary information. 

In addition to abundant examples of 
fonts as well as concrete applications for 
typefaces and alphabets, this essential com-
pendium features concise profiles of type 
foundries and designers. Select interviews 
with managers of type foundries show how 
their creative visions are influencing the 
characteristics of their font libraries. 

Type Navigator is a valuable reference for 
agencies, designers, consultants, and cus-
tomers who are looking for an overview of 
the modern typefaces currently available, 
and the innovative people and companies 
behind them.

A free digital collection of 100 type-
face variations from 20 choice foundries 
accompanies the 320-page book.

Type Navigator is edited by typography 
expert Jan Middendorp and TwoPoints.Net.

Type Navigator is a comprehensive hand-
book of the best independent sources for 
quality fonts. Structured and indexed 
according to practical criteria, it offers 
not only a valuable overview, but also pos-
sibilities for effective targeted searches. 
Whether a reader is in need of a specific 
type of font, is looking for fonts by a select 

TYPOGRAPHY

The Independent 
Foundries Handbook

Editors: Jan Middendorp, TwoPoints.Net

Features: Full color, hardcover, incl. CD-ROM, 

320 pages, 24 × 30 cm

Price: € 29.95 (D) £ 25 $ 39.95

ISBN: 978-3-89955-551-6

A useful current overview for designers, consultants, agencies, and their customers of 
modern  fonts, independent foundries, and innovative type designers.

TYPE NAVIGATOR

Special 
Edition
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About the typefoundry. Xeratus. Ra 
verro minit alis doluptius nusdae rem es 
sitem dem fuga. Et minum volupta tio-
rero et quam into volo quatem ipsaper-
rorum que magnihit fugitis aut maximi, 
sitam ea volliatur? Rissimo lorereped 
ex es solore lab id molorro in rempore 
icabore rehenetur aliam aut voles au-
dae dem quam, secum eum facesequae 
consequ aepudam quia voluptiur repel in 
et faccustibus, nonsenis aut quisqui rero 
mi, ipiet lam ant ut maio et hil molupta 
tustis atatur, consedi tasimol orerem aut 
volor andipsapis sit, illaut volore offi-
catus alicae dusdaec tatecte cearum qui 
accatibus restiore nulpa secaerferum, nus 
dolenim in et quoditat que explam volu-
pictur? Qui de illuptae. Dae nis illiberum 
volorro ritatis tinullo rerumqu atetur re-
pro eatius asperibus. Rissimo lorereped 
ex es solore lab id molorro in rempore 
icabore rehenetur aliam aut voles au-
dae dem quam, secum eum facesequae 
consequ aepudam quia voluptiur repel in 
et faccustibus, nonsenis aut quisqui rero 
mi, ipiet lam ant ut maio et hil molupta 
tustis atatur, consedi tasimol orerem aut 
volor andipsapis sit, illaut volore offi-
catus alicae dusdaec tatecte cearum qui 
accatibus restiore nulpa secaerferum, 
nus dolenim in et quoditat que explam 
volupictur? Qui de illuptae. About the 
typefoundry. Xeratus. Ra verro minit alis 
doluptius nusdae rem es sitem dem fuga. 
Et minum volupta tiorero et quam into 
volo quatem ipsaperrorum que magnihit 
fugitis aut maximi, sitam ea volliatur? 
Rissimo lorereped ex es solore lab id 
molorro in rempore icabore rehenetur 
aliam aut voles audae dem quam, secum 
eum facesequae consequ aepudam quia 
voluptiur repel in et faccustibus, nonse-
nis aut quisqui rero mi, ipiet lam ant ut 
maio et hil molupta tustis atatur, consedi 
tasimol orerem aut volor andipsapis sit, 
illaut volore officatus alicae dusdaec ta-
tecte cearum qui accatibus restiore nulpa 
secaerferum, nus dolenim in et quoditat 
que explam volupictur? Qui de illuptae. 
Dae nis illiberum volorro ritatis tinullo 
rerumqu atetur repro eatius asperibus. 
Rissimo lorereped ex es solore lab id 
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About the typefoundry. Xeratus. Ra ver-
ro minit alis doluptius nusdae rem es si-
tem dem fuga. Et minum volupta tiorero 
et quam into volo quatem ipsaperrorum 
que magnihit fugitis aut maximi, sitam 
ea volliatur? Rissimo lorereped ex es 
solore lab id molorro in rempore icabo-
re rehenetur aliam aut voles audae dem 
quam, secum eum facesequae consequ 
aepudam quia voluptiur repel in et fac-
custibus, nonsenis aut quisqui rero mi, 
ipiet lam ant ut maio et hil molupta tustis 
atatur, consedi tasimol orerem aut volor 
andipsapis sit, illaut volore officatus ali-
cae dusdaec tatecte cearum qui accatibus 
restiore nulpa secaerferum, nus dolenim 
in et quoditat que explam volupictur? 
Qui de illuptae. Dae nis illiberum vo-
lorro ritatis tinullo rerumqu atetur repro 
eatius asperibus. Rissimo lorereped ex es 
solore lab id molorro in rempore icabo-
re rehenetur aliam aut voles audae dem 
quam, secum eum facesequae consequ 
aepudam quia voluptiur repel in et fac-
custibus, nonsenis aut quisqui rero mi, 
ipiet lam ant ut maio et hil molupta tustis 
atatur, consedi tasimol orerem aut volor 
andipsapis sit, illaut volore officatus ali-
cae dusdaec tatecte cearum qui accatibus 
restiore nulpa secaerferum, nus dolenim 
in et quoditat que explam volupictur? 
Qui de illuptae. 
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TITLE STYLE

such as customized paint jobs. Frame build-
ers in Oregon, Paris, or southern Germany 
create highly coveted bikes tailored to indi-
viduals or in very limited editions with long 
waiting lists.

Velo—2nd Gear makes abundantly clear 
that contemporary bicycle culture is more 
alive and well than ever before. The book 
celebrates its healthy, environmentally-
friendly, discerning, and slightly obsessive 
scenes and their protagonists. It shows 
why, for a young generation, bicycles have 
now replaced cars as the vehicles that best 
express its identity.

 “... profiles the bike makers who are creating 
some of the most drool-inducing and innova-
tive rides around.” FAST COMPANY

 “Whether you’re a fan of old-fashioned bikes, 
high-tech machinery, beach cruisers, or moun-
tain bikes you’ll definitely find a little piece of 
yourself in VELO–2ND GEAR.” DESIGN MILK

 “A celebration of contemporary cycling and 
cycling culture.” SELECTICISM

Choosing a particular bicycle conveys an attitude and a way of life. For a young generation, 
 bicycles have now replaced cars as the vehicles that best express its identity, and this book 
shows why.

Editors: Sven Ehmann, Robert Klanten

Features: Full color, hardcover, 

256 pages, 24 × 28 cm

Price: € 38 (D) £ 32.50 $ 55

ISBN: 978-3-89955-473-1

Bicycle Culture and Style

VELO —2ND GEAR

Riding a bike is easy. Once someone can do 
it, they will never forget how. Riding a bike 
can be addictive —in the best cases for life. 
Understanding the subtleties of contempo-
rary bicycle culture can be challenging. Like 
it or not, choosing to ride a particular bike —
whether an old-fashioned city bicycle, a 
high-tech machine, a mountain bike, a tour-
ing bike, a fixie, or a beach cruiser —means 
being associated with a certain lifestyle.

Velo—2nd Gear explores these diverse 
bicycle scenes and reveals their histo-
ries, relationships, and insightful details. 
Alongside its presentation of especially 
attractive and unusual bicycles, the book 

documents how riders’ accessories and 
styles vary just as widely as the bikes’ tires 
and other equipment. It explains how each 
scene cultivates its own distinct codes 
through the choice of certain jerseys, caps, 
or bags, or by visiting specific events or key 
establishments.

The examples in Velo—2nd Gear span the 
globe. Tours in traditional costumes and 
on historical paths in Belgium or Italy are 
not only appealing as athletic challenges, 
but also as adventures for cosmopolitan 
travelers. In urban centers at night, bicy-
cle messengers hold races on city streets. 
Specialized bike boutiques focus on details 

TITLE

 “The resorts described in  ONCE IN A 

LIFETIME take the experience of travel 
into a new and extra ordinary realm … 
each  destination is fascinatingly unusual.” 
AIR FRANCE, MADAME

 “If the thought of a package tour is enough 
to bring you out in a cold sweat, banish those 
painful memories, select from the many 
extraordinary destinations showcased in this 
book and start out afresh on a  journey into a 
new world offering sophisticated simplicity, 
spiritual fulfilment, and unparalleled experi-
ences.” TRENDSLIVING

Once in a Lifetime presents tantalizing new 
possibilities for exploring and relaxing that 
redefine the idea of luxury travel.

The world has become smaller. Today, 
travel is simple, affordable, and no longer 
a true luxury. But there are still extraordi-
nary places to discover and experiences to 
be had. The promise of special moments 
makes one want to take a journey —
whether the budget is large or small.

Once in a Lifetime is about a new way 
of traveling to destinations and staying 
there. The book explores the true luxury 
of  taking time for exceptional locations 
as well as unparalleled experiences and 

 opportunities. Whether far away or close to 
home, it introduces places that allow us to 
discover the world and ourselves anew.

The examples featured in Once in a 
Lifetime are located throughout the world: 
from enchanting tree house hotels and 
glamping sites to incredible eco-friendly 
and wellness resorts; from farms on which 
guests help with the work and simple 
hotels in spectacular scenery to glamor-
ous houses, trains, and boats. These des-
tinations are not about superficial pomp; 
rather, they represent a conscious choice to 
slow down our hectic lives.

 Renowned travel journalist MARIE LE 

FORT is guest editor of Once in a Lifetime 
and author of the texts featured in the 
book. She is a regular contributor to pub-
lications such as Wallpaper*, Numéro, and 
the Louis Vuitton City Guides on topics 
related to travel and design.

 “Stunning photographs and lucid writing 
showcase concept hotels and living spaces, 
kindling a sense of longing and a desire for 
true luxury travel.” SPECIFIER MAGAZINE 

STYLE, ARCHITECTURE

Editors: Marie Le Fort, Robert Klanten, 

Sven Ehmann

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 37.50 $ 60 

ISBN: 978-3-89955-419-9 

Travel and Leisure 
Redefined

Today, to travel in luxury is to have time for exceptional places and unparalleled experiences.

ONCE IN A LIFETIME
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The Weather Diaries is a visual exploration of the roots of West Nordic 
fashion and design traditions by Cooper & Gorfer. The artist duo 
presents the work of both young and established Nordic designers 
in a striking collection of photography shot on-location throughout 
Iceland, the Faroe Islands, and Greenland. Showcasing the fashion 
in dramatic natural settings, their darkly romantic images are inter-
pretive, narrative, and utterly distinctive. The book also reveals how 
the featured designers work, what inspires them, and what effect 
their origins have on their identities. These texts are supplemented 
by essays that examine Nordic fashion design in terms of its sus-
tainability and cultural heritage, as well as insightful interviews and 
a look at how the book was made.

When the Berlin Wall fell in 1989, the no-man’s-land behind 
it was ripe for discovery. Unbridled creativity was unleashed 
among the crumbling façades of old buildings in the city’s Mitte 
district. A variety of clubs, bars, techno parties, galleries, and 
events became a magnet for young people from around the world, 
who flocked to the burgeoning scene. In its more than 200 pho-
tographs, Berlin Wonderland brings this unique time of upheaval, 
resistance, and rearrangement back to life. Twenty-five years 
after the fall of the Wall, it was time to tell the visual story of an 
extraordinary time in Berlin’s history that only few experienced. 
The book’s striking photography is supplemented by interviews 
and quotes from those who shaped the city’s subculture.

Category: Style

By: Cooper & Gorfer

Features: Full color, linen hardcover, embossing, 

3 bookmark ribbons, 264 pages, 24.5 × 31.6 cm, 

in English with select quotes in their original languages

Price: € 39.90 (D) £ 36.99 $ 60

ISBN: 978-3-89955-522-6

Category: Photography

Editors: Anke Fesel, Chris Keller / bobsairport

Features: Duo-tone printing with neon spot color, 

hardcover, 240 pages, 21 × 27.4 cm, 

bilingual: English / German

Price: € 29.90 (D) £ 26.99 $ 45

ISBN: 978-3-89955-528-8

Wild Years Revisited, 1990 –1996A Book in Celebration of the 
Nordic Fashion Biennale

THE WEATHER DIARIES BERLIN WONDERLAND

This book presents 200 graphic prints, lithographs, drawings, 
and collages from Pablo Picasso’s artistic beginnings in the early 
1900s to his late works from the 1960s. The collected artwork rep-
resents his various styles from classic to cubistic to surrealistic. 
The included texts not only examine the work in a historical con-
text, but also reevaluate it from a contemporary point of view. 
Here, a selection of Picasso’s graphic works is juxtaposed with 
the classical paintings that inspired them. The visual dialog that 
results reveals interesting parallels and the clear influence of Old 
Masters such as Rembrandt, Cranach, and Goya on Picasso’s work. 
The book is rounded out by a biographic chronology, a detailed list 
of artworks, and a bibliography.

Category: Art

Editors: Anita Beloubek-Hammer, 

Kupferstichkabinett – Staatliche Museen zu Berlin

Features: Full color, hardcover, 

304 pages, 24 × 30 cm

Price: € 49.90 £ 45 $ 75

ISBN: 978-3-89955-506-6

Prints and Drawings from the 
 Kupferstichkabinett in Berlin

PABLO PICASSO. WOMEN, 
BULLFIGHTS, OLD MASTERS

To celebrate its fifteenth anniversary, the Red Bull Music Academy 
has curated conversations with masterminds and trailblazers in 
today’s music on their perspectives and strategies for success. In 
this book, the leaders shaping the current musical landscape offer 
their insights on today’s most relevant topics and how they will 
affect the evolution of music production. For the Record includes 
conversations between luminaries such as Nile Rodgers and 
Martyn Ware —the forces behind some of the biggest tunes in disco 
and pop. Also sharing their wisdom are Erykah Badu, one of neo-
soul’s defining voices; Lee “Scratch” Perry, Jamaican visionary; and 
many, many more. The results make for one of the most insightful 
publications on the current state of music and the music industry.

Conversations with People Who Have 
Shaped the Way We Listen to Music

Category: Style

By: Red Bull Music Academy

Editors: Many Ameri, Torsten Schmidt 

Co-Editors: Todd Burns, Heiko Zwirner 

Features: Full color, hardcover, 400 pages, 24 × 28 cm

Price: € 29.90 (D) £ 25.99 $ 39.95

ISBN: 978-3-89955-507-3

FOR THE RECORD
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LITTLE BIG BOOKS

Featuring the work of the best up-and-coming illustrators and 
creators of picture books for children, Little Big Books is a capti-
vating showcase of what is state-of-the-art in today’s children’s 
books. In addition to its presentation of cutting-edge visuals from 
around the world, it offers insightful texts for those who hope 
to create or market visual content for children. These include 
interviews with experts about the educational aspects, make-up, 
and psychology of children’s picture books as well as the signifi-
cance of children’s book awards and practical advice on publish-
ing rights and licensing. The publication is rounded out with an 
introduction that puts current work into the historical context of 
classic books by the genre’s seminal pioneers.

Illustrations for Children’s Picture Books

Category: Illustration

Editors: Robert Klanten, Hendrik Hellige

Features: Full color, hardcover, 

240 pages, 24 × 30 cm

Price: € 39.90 (D) £ 37.50 $ 55

ISBN: 978-3-89955-446-5 

Hand to Type is a stunning compilation of handmade and digital 
scripts that showcases the beauty of handwritten letterforms. The 
book features work by some of today’s most successful and origi-
nal calligraphers and lettering artists. In addition to fonts and let-
tering using the Latin alphabet, it introduces artists who explore 
Cyrillic, Arabic, and Greek scripts. The book’s rich visual examples 
are complemented by in-depth interviews with outstanding callig-
raphers and type designers. It also offers a revealing glimpse into 
processes by which handmade letters may be turned into digital 
files. Prominent guest authors introduce the workings of scripts 
with which many readers may be less familiar —from Indian writ-
ing systems to the scripts found in pre-war German schoolbooks.

Category: Typography

Editors: Jan Middendorp, Hendrik Hellige, Robert Klanten

Features: Full color, hardcover, 

240 pages, 24 × 30 cm

Price: € 39.90 (D) £ 35 $ 55

ISBN: 978-3-89955-449-6

Scripts, Hand-Lettering 
and Calligraphy

HAND TO TYPE

Category: Product Design 

Editors: Klaus Klemp, Keiko Ueki-Polet

Features: Full color, hardcover, 

808 pages, 19 × 23 cm, 

bilingual: English / German

Price: € 49.90 (D) £ 45 $ 78 

ISBN: 978-3-89955-397-0 

The Design Ethos of Dieter Rams

LESS AND MORE

In recent years Dieter Rams has been rediscovered and celebrated 
as one of the most influential designers of the twentieth century. 
This hardcover edition of Less and More is the ultimate collection 
of images of all the products that Rams created throughout his 
career, along with selected sketches and models. In addition to 
the complete visual presentation of his designs, this book con-
tains new texts by international design experts who offer a con-
temporary reevaluation of the entire body of Dieter Rams’s work.

Category: Graphic Design 

By: Mutabor

Features: Full color, PVC cover, landscape format, 

incl. free downloads of 150 license-free icons, 

192 pages, 20 × 14 cm

Price: € 14.95 (D) £ 12.50 $ 19.95

ISBN: 978-3-89955-455-7

Dictionary for a Connected World

LINGUA DIGITALIS

As one of the most important and creative design agencies in 
Germany, Mutabor has also made a name for itself internationally 
with its succinct logos and icons for renowned clients such as the 
German soccer league, the Bundesliga. In Lingua Digitalis, Mutabor 
demonstrates how to develop effective logos and icons for our digi-
tal age, including applications for the iPad, apps, and interface 
design. The book presents over 1,000 pieces of work, some of which 
are published here for the first time. Through these examples, 
Mutabor explains how designers can unlock even the most com-
plex or abstract logo design assignments across various platforms. 
When you buy Lingua Digitalis, you also receive a download code for 
accessing 150 license-free premium icons from the book for free!

Special 
Price
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This book takes an inside look at graphic design’s main play-
ground and proving ground —working for cultural institutions. 
One would be hard pressed to find another area of graphic design 
in which the work is so fresh and so often serves as a precursor 
for future visual trends. Introducing: Culture Identities features out-
standing poster campaigns, publications, and cross-platform cor-
porate design by both young designers, who are striving to prove 
themselves creatively, and established studios, who are experi-
menting with new forms of visual expression. Readers not only 
hear from designers who are especially active in the cultural field, 
such as Bureau Mirko Borsche and James Goggin, but also from 
notables on the client side including MoMA and documenta.

Category: Graphic Design

Editors: Robert Klanten, Anna Sinofzik, Floyd Schulze

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 39.90 (D) £ 35 $ 58 

ISBN: 978-3-89955-474-8 

Design for Museums, Theaters 
and Cultural Institutions

INTRODUCING: 
CULTURE IDENTITIES

Container Atlas presents a wide range of projects in container 
architecture —a contemporary architectural phenomenon. It 
features container structures used as pop-up stores and tempo-
rary exhibits as well as sophisticated housing and office spaces 
that provoke and inspire while setting new standards in func-
tionality and aesthetics. But the book is not only visually inspir-
ing; it also documents plans, describes associated costs, and 
suggests concrete solutions for common problems. As such, it 
serves as a practical reference for architects, planners, and cul-
tural activists, as well as event and marketing managers, guid-
ing them in deciding what types of containers are best suited to 
their  upcoming projects.

Category: Architecture

Editors: Han Slawik, Julia Bergmann, 

Matthias Buchmeier, Sonja Tinney

Features: Full color, hardcover, 

256 pages, 24 × 30 cm

Price: € 49.90 (D) £ 45 $ 78 

ISBN: 978-3-89955-286-7

A Practical Guide to Container 
Architecture

CONTAINER ATLAS

Sergei Mikhailovich Prokudin-Gorskii was one of color photog-
raphy’s early pioneers. In 1909, he set out on a journey to cap-
ture all of Russia in color on behalf of Czar Nicholas II with the 
unprecedented technique he had developed —a method in which 
he used color-sensitive glass plates. His vibrant color images 
document the diverse citizens, settlements, folklore, and land-
scapes of a vast empire. More than a century later, they have not 
lost any of their original beauty and intensity. Over 250 of these 
early masterpieces of color photography, which have recently 
been laboriously restored by the Library of Congress, are show-
cased in the book Nostalgia.

Category: Photography

By: Sergei Mikhailovich Prokudin-Gorskii 

Features: Full color, linen hardcover, 

landscape format, 320 pages, 30 × 27 cm

Price: € 58 (D) £ 55 $ 88

ISBN: 978-3-89955-439-7

The Russian Empire of Czar Nicholas II 
Captured in Color Photographs by 
Sergei Mikhailovich Prokudin-Gorskii

NOSTALGIA

79 RUSSLANDBauernmädchen, 1909

Informotion is the first reference book devoted to the fundamen-
tals of creating compelling animated infographics. It explains key 
aspects of how to effectively visualize data, outlines factors that 
improve the viewer’s ability to absorb information, and explores 
both current tools and future possibilities for crafting moving 
images. Each book contains a unique log-in code for accessing a 
wide selection of animated information graphics as well as their 
making-of videos online. The interplay between the detailed 
descriptions in the print edition and the diverse motion material 
makes Informotion an essential guidebook for anyone interested 
in working successfully with these burgeoning visual formats.

Category: Graphic Design

Editors: Tim Finke, Sebastian Manger, Stefan Fichtel

Features: Full color, hardcover, incl. free video downloads, 

208 pages, 24 × 28 cm

Price: € 49.90 (D) £ 45 $ 78

ISBN: 978-3-89955-415-1

Animated Infographics

INFORMOTION
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