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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: C. Warnier, D. Verbruggen / Unfold, 
S. Ehmann, R. Klanten
Features: Full color, hardcover, 
240 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 sensibility for design. Against this 
background, Printing Things is an essential 
guidebook for today and tomorrow’s cut-
ting-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

Release: April 
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for 3D Printing



4 5FRONTLIST FRONTLIST

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

TITLE STYLE, ARCHITECTURE

Editors: R. Klanten, S. Borges, S. 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 the 
most significant interior designers, along 
with short features on apartment owners 

and their furnishings. 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.

Release: February 

[ SAMPLE COVER ]

NEW
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More and more creatives are yearning to travel and have adventures in the great outdoors. 
The new scene that has emerged out of this development is designing original outdoor 
 products, improving on existing ones, and reflecting on their experiences in new ways. 

TITLE STYLE

Editors: J. Bowman, S. Ehmann, R. Klanten
Features: Full color, hardcover, 
240 pages, 24 × 28 cm
Price: € 39.90 (D) £ 36.99 $ 60
ISBN: 978-3-89955-513-4

Being outside means breathing clean air, 
feeling the wind and the sun, the cold and 
the warmth, and savoring the streams and 
woods. You pack a thermos, a tent, a knife, 
a notebook, maybe an axe, get your dog, and 
you’re set to go —by camper van, mountain 
bike, motorcycle, canoe, or just on plain old 
foot. A yearning for the great outdoors is 
increasingly being felt by modern nomads 
and creative people the world over, from 
Portland and Berlin to Helsinki, Cape Town, 
and Tokyo.

The Outsiders captures the attitude and 
ethos of all those seeking peace, balance, 
and a touch of adventure to offset their daily 
grind. Among the themes touched upon are 
mobility, a focus on the important things in 
life, and the smart and ultra-successful out-
door and lifestyle industry that has crystal-
lized out of today’s creative scene.

A flurry of new brands and manufac-
turers are currently establishing a refresh-
ingly modern image of globetrotters and 

 adventurers. The products and projects pre-
sented in this book are better, hipper, lighter, 
sturdier, and altogether more radical than 
ever before. Combining handicraft with the 
latest 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 sub-
ject 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. This book features 
their ideas, products, and creative solutions 
that enrich and spice up our lives.

Co-editor 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 kilo-
meter round trip through the Norwegian 
countryside.

ABOUT THE GUEST EDITOR

Release: February 

[ SAMPLE COVER ]
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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, 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 documenta-
tions of the agency’s work in the past, this 
design treatise provides a unique perspec-
tive at the intersection of craft and com-
merce for design influencers and creatives, 
and business figures and policymakers 
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

Release: January 

[ SAMPLE COVER ]
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A Global View on 
 Branding, Design and 
Publishing
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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: J. 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

Release: August 

[ SAMPLE COVER ]

NEW
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by Johannes Erler
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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: S. Borges, S. Ehmann, R. 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.

Release: January 

[ SAMPLE COVER ]

NEW
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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: P. d’Orléans, R. Klanten
Features: Full color, hardcover, 
256 pages, 21 × 26 cm
Price: € 29.90 (D) £ 26.99 $ 39.95
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

Release: August 
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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.

FRONTLIST

TITLE ARCHITECTURE, PRODUCT DESIGN

Editors: R. Klanten, Marie Le Fort
Features: Full color, hardcover, different 
paper types, 320 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 78
ISBN: 978-3-89955-508-0

Autoban is one of the most sought-after 
design studios worldwide. Its gorgeous fur-
niture and spectacular spaces meld respect 
for tradition with modern straightforward-
ness. Surprisingly, Autoban doesn’t hail 
from an established design center such as 
Berlin, London, or New York, but rather 
from Istanbul. 

Since they founded Autoban 10 years 
ago, Seyhan Özdemir and Sefer Çaǧlar have 
been creating design at the nexus between 
Orient and Occident, Asia and Europe —a 
fitting reflection of the city in which 
they live and work. Throughout the ages, 
Istanbul has brought together East and 
West, as well as Islam and Christianity, in 
its cultural realm. This unique history con-
tinues to influence both the cityscape of the 
metropolis on the Bosporus and the self-
image of its inhabitants.

Özdemir and Çaǧlar met at Mimar 
Sinan Fine Arts University, whose school 
of architecture is known for teachings that 
are strongly oriented around classic mod-
ernism. The name Autoban is inspired 

by the Turkish “Otoban” and the German 
“Autobahn” and stands for its penchant for 
“really stepping on the gas.”

Autoban’s understanding of design is 
based in equal measure on local elements 
and European design theory. Its interiors 
and furniture designs, which have attracted 
an international following, move fluidly 
between modern and traditional, minimal-
istic and elaborate, luxurious and rustic, 
and sparse and decorative, without ever 
appearing superficial or blatant.

This book presents a rich selection 
of Autoban’s breathtaking projects that 
are documented in striking photographs 
and plans. The distinctive and premium- 
quality concepts for restaurants, hotels, 
apartments, offices, and retail spaces col-
lected 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 

In only a short time, Autoban’s SEYHAN 
ÖZDEMIR and SEFER ÇAǦLAR 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 furni-
ture is successfully distributed worldwide 
by De La Espada. The design studio epito-
mizes a new Turkish design sensibility 
and its designs for hotels and restaurants 
define the cityscape of modern Istanbul. 
Meanwhile, Autoban’s work can also be 

found around the world in places includ-
ing 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 publications such as the Sunday 
Times Magazine, Condé Nast Traveller, and 
Tatler Travel.

ABOUT AUTOBAN

FRONTLIST

Release: January 

[ SAMPLE COVER ]

NEW
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Marie Le Fort and Shonquis Moreno. They 
give further insight into Autoban’s creative 
process and philosophy as well as the cul-
tural context in which it works.
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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 
 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.

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

Release: January 

[ SAMPLE COVER ]
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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. 

TITLE 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

The Red Bull Music Academy is creating 
the future of music by bringing the van-
guard of the industry together. In the book 
For the Record, the leaders shaping the cur-
rent 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 
from the likes of Chic, Daft Punk, David 
Bowie, Madonna, The Human League, and 
Heaven 17—who compare notes on the best 
way to create chart-topping hits. Erykah 
Badu, one of neo-soul’s defining voices, 
shares career advice and psychedelic wis-
dom with up-and-coming New York rap 
duo The Underachievers. DJ Harvey and 
Ben UFO, two different generations of DJs, 
talk about the good old days, the present 
day, and the uncertain future of selecting 
records for a living. Jamaican visionary 
Lee “Scratch” Perry is paired with U.K. dub 
producer Adrian Sherwood. Those familiar 
with Perry’s unique worldview will not be 
disappointed by this surprising and funny 
conversation.

In a similar fashion, For the Record also 
explores topics that include live perfor-
mance, instruments/interfaces, concep-
tualism, drumming, rhythm, and many 
more. Together with its stunning visual 
design by Chris Rehberger’s agency Double 
Standards, the results make for one of the 
most insightful publications on the current 
state of music and the music industry.

FEATURED CONVERSATIONS:
João Barbosa × Kalaf Ângelo × 
Mulatu Astatke
Bernard Purdie × Jaki Liebezeit 
Martyn Ware × Nile Rodgers
Kerri Chandler × Patrick Adams
Gareth Jones × Metro Area
Carsten Nicolai × Olaf Bender × 
Uwe Schmidt
Benny Ill × Moritz von Oswald
Adrian Sherwood × Lee “Scratch” Perry
Matias Aguayo × Sly & Robbie
Ben UFO × DJ Harvey
Cosey Fanni Tutti × Nik Void
Modeselektor × Mykki Blanco
Erykah Badu × The Underachievers
Just Blaze × Paul Riser
Robert Henke × Tom Oberheim

The RED BULL MUSIC ACADEMY is a 
world-traveling series of music workshops 
and festivals —a platform for those who 
make a difference in today’s musical land-
scape. The Academy began back in 1998 and 
has been traversing the globe ever since: 
from Berlin, Cape Town, and São Paulo 
to Barcelona, London, Toronto, New York, 
and beyond. If you can imagine a place 
that’s equal parts science lab, the Hanging 
Gardens of Babylon, and Kraftwerk’s home 
studio, you’re halfway there.

ABOUT THE RED BULL MUSIC ACADEMY

Available

[ SAMPLE COVER ]

NEW

FOR
THE
REC
ORD

CONVERSATIONS WITH PEOPLE 
WHO HAVE SHAPED 

THE WAY WE LISTEN TO MUSIC

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

FOR THE RECORD
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Shortly after the Wall came down, subcultures boomed in Berlin’s Mitte district. The 
 compelling photography in this book brings an almost forgotten era back to life and shows 
just how much the city has changed since then.

TITLE PHOTOGRAPHY

Editors: A. Fesel, C. Keller / bobsairport
Features: duo-tone printing with neon spot 
color, hardcover, bilingual: German/English 
240 pages, 21 × 27.4 cm
Price: € 29.90 (D) £ 26.99 $ 45
ISBN: 978-3-89955-528-8

When the Berlin Wall fell in 1989, artists, 
punks, anarchists, squatters, visionaries, 
and oddballs discovered the no-man’s-land 
behind it —a practically lawless zone in the 
heart of the city.

Unbridled creativity was unleashed 
in the free spaces among the crumbling 
façades of old buildings. A variety of clubs, 
bars, techno parties, galleries, uprisings, 
and exhibitions sprung up, among them 
the well-known institutions Tacheles and 
Schokoladen. These new spaces became a 
magnet for young people from around the 
world, who flocked to the burgeoning scene.

These wild years may seem long past, 
but their effect is still palpable and has 
made Berlin into what it is today. The city’s 
well-established reputation as a creative 
hotspot is partially grounded in the myths 
of the riotous 1990s.

In its more than 200 photographs, Berlin 
Wonderland brings this unique time of 
upheaval, resistance, and rearrangement 
back to life. Looking at the sleek shops 
and buildings of Berlin’s Mitte district 
today, it seems practically impossible that 
these photos were taken only 20 years ago. 
Yet that part of the city has indeed under-
gone radical change since then —on streets 
where ruins and piles of rubble once stood, 
tourists now stroll in droves.

Twenty-five years after the fall of the 
Berlin Wall, it is time to tell the visual 
story of an extraordinary time in the Mitte 
district’s history that only few experi-
enced. The striking photography in Berlin 
Wonderland is supplemented by interviews 
and quotes from those who shaped its 
subculture. 

Musician and photographer CHRIS KELLER 
has lived in Berlin since 1990. He is a 
founding member of the Elektronauten 
and has lived and worked in spaces includ-
ing Tacheles, IM Eimer, Synlabor, and 
Schokoladen. Today, he works on the music 
projects Resident Kafka and Elekronauten 
and puts on the Oddlab series held at the 
Club der polnischen Versager.

ANKE FESEL has also lived in Berlin since 
1990. She managed a variety of events —
including Laut + Luise, a concert series for 
new music —at spaces including Tacheles, 

IM Eimer, and Schokoladen. She started her 
career as a designer for the city newspaper 
scheinschlag. Today, she is the director of the 
graphic design studio capa.

In 2007, Keller and Fesel founded the 
photo agency BOBSAIRPORT. They now rep-
resent more than 80 photographers, most of 
whom are based in Berlin.

ABOUT THE EDITORS

Release: May

[ SAMPLE COVER ]

NEW

WONDER 
LAND

BERLIN BERLIN 
WONDERLAND
Wild Years Revisited, 
1990 –1996

FRONTLIST FRONTLIST
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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: M. Ahtisaari
Features: Full color, hardcover, 
416 pages, 20 × 29 cm
Price: € 29.90 (D) £ 26.99 $ 39.95
ISBN: 978-3-89955-457-1 

Marimekko, Iittala, Artek —many are famil-
iar with these classic design brands, but a 
surprising number of people are unaware 
they are from Finland. Yet companies such 
as Nokia and Fiskars and products such as 
Angry Birds are known around the world, 
and the scope of young entrepreneurship in 
Finland is without parallel.

The raw, Nordic climate has always chal-
lenged the Finns to come up with extraor-
dinary products and has left its imprint on 
the country’s culture of handicraft. It is a 
well-known fact that Finns are among the 
best-educated people in the world. For some 
time now Finnish school children have 
scored at or near the top of the worldwide 
PISA rankings in mathematics and natural 
sciences conducted by the Organisation for 
Economic Co-operation and Development 
(OECD). And one only has to think of group 
sauna sessions and other collective ritu-
als to be reminded of Finland’s proverbial 
sense of community. 

Yet despite all that, or perhaps because of 
it, the Finns have invented some of the most 
bizarre competitions and cultural achieve-
ments known to man, including wife car-
rying races and championships in air guitar 
and mobile phone throwing. The country 
has also spawned grandmothers who drive 
top fuel dragsters, world-class snowboarders, 
and a string of world champion rally drivers.

With their role-model qualities paired 
with inventiveness and craziness, Finns 
can be trusted to tackle almost anything, 
and they will come up with stuff that you 
wouldn’t have thought possible. It is pre-
cisely these character traits that form the 
wellspring of Finnish design and corpo-
rate culture. In no other country is there so 
much official backing for enterprise yet so 
much free rein to be wacky.

With Out of the Blue Nokia has produced 
a book that goes beyond Alvar Aalto, Artek, 
and Marimekko to present modern Finnish 
design and frame it in the context of a 
national self-awareness. Edited by Marko 
Ahtisaari, Nokia’s long-serving head of 
design, the book is a window on Finnish 
design and product culture and a lesson 
in how Nokia mirrors the typical Finnish 
characteristics of inventiveness, commu-
nity spirit, love of liberty, and ongoing 
transformation.

Born in 1969, MARKO AHTISAARI is the 
son of former Finnish President and Nobel 
laureate Martti Ahtisaari. He is an entrepre-
neur in the technology sector and a musi-
cian. Between 2002 and 2013 he worked in 
a number of capacities for Nokia, most 
recently as head of design and as a member 
of the board. Ahtisaari retains his seat on 
the supervisory 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 special poten-
tial lies today.

ABOUT THE EDITOR

Release: March 

[ SAMPLE COVER ]

NEW

On Finnish Design

OUT OF THE BLUE
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Europe’s most exciting and groundbreaking fashion designers come from its Nordic countries, 
are well-connected in international networks, and enjoy impressive commercial success.

TITLE STYLE

By: Cooper & Gorfer
Features: full color, hardcover, embossing, 
3 bookmark ribbons, in English with select 
quotes in their original languages
184 pages, 24.5 × 31.6 cm
Price: € 39.90 (D) £ 36.99 $ 60
ISBN: 978-3-89955-522-6

When it comes to contemporary fashion 
design, the Nordic countries of Europe are 
anything but terra incognita. Brands from 
Scandinavia are well-established around 
the world and designers such as Henrik 
Vibskov have been lavished with interna-
tional accolades for years.

But what is it that makes Nordic design 
so exemplary? How do the origins of young 
designers from these countries influence 
their inimitable sense of style and aes-
thetics? In The Weather Diaries, the artist 
duo Cooper & Gorfer explores the roots of 
Nordic fashion and design traditions.

Sarah Cooper and Nina Gorfer take an 
unusual approach to their topic by telling 
its story visually. The curators of the third 
Nordic Fashion Biennale present the work of 
both young and established Nordic designers 
in a striking collection of photography that 
they shot on-location throughout Iceland, the 
Faroe Islands, and Greenland. Showcasing 
the fashion in dramatic natural settings, their 
images are fused with a dark romanticism 
and, like much of their work, are reminiscent 
of eighteenth and nineteenth-century paint-
ing. Defying categorization, Cooper & Gorfer’s 
photos bring together fashion, photography, 
and painting. Their work goes beyond pure 
documentation and is interpretive, narrative, 
and utterly distinctive.

Thanks to their intensive research pro-
cess, Sarah Cooper and Nina Gorfer also 
reveal how both up-and-coming and well-
known Nordic designers work, what inspires 
them, and what effect their origins have on 
their identities and their design. The Weather 
Diaries is supplemented by essays that exam-
ine 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.

The Weather Diaries features fashion  
designers Mundi, Shoplifter, Jör By 
Guðmundur Jörundsson, Steinnun, Barbara 
í Gongini, Gudrun & Gudrun, Bibi Chemnitz, 
Nikolai Kristensen, and Najannguaq 
Davidsen Lenneras, as well as the jewelry 
designer Kría and the artists Jessie Kleeman 
and Rammatik.

SARAH COOPER, born in the USA in 1974, 
and NINA GORFER, born in Austria in 
1979, live and work in Gothenburg, Sweden. 
Since 2006 they have worked together as 
Cooper & Gorfer and are known through-
out the world for their photographic narra-
tives, especially their SEEK publications In 
a House of Snow and My Quiet of Gold.

The artists were commissioned by 
Nordic House Island to curate the 2014 
Nordic Fashion Biennale and to create an 
artistic presentation of the event. To this 
end, they traveled throughout Iceland, the 

Faroe Islands, and Greenland to stage and 
photograph the work of selected fashion 
designers. The resulting images, which are 
inspired by the painting of the eighteenth 
and nineteenth century as well as unre-
lenting Nordic weather conditions, are col-
lected in this compelling showcase. 

ABOUT COOPER & GORFER

Release: March 

[ SAMPLE COVER ]

NEW

The Nordic Fashion 
 Biennale

THE WEATHER 
DIARIES
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PABLO PICASSO. 
WOMEN, BULLFIGHTS, 
OLD MASTERS

42 Femme assise s'essuyant le pied *
Sitzende Frau, sich den Fuß trocknend
1921, Pastell, Staatliche Museen zu Berlin, 
Nationalgalerie, Museum Berggruen, Kat. S. 283 

TITLE ABOUT THE EDITORS

Available

Editors: A. 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

ART

Pablo Picasso. Women, Bullfights, Old Masters 
is edited by the KUPFERSTICHKABINETT 
(Museum of Prints and Drawings) in Berlin, 
the largest collection of graphic art in 
Germany. In 1912, the Kupferstichkabinett 
became one of the first museums to acquire 
an artwork by Pablo Picasso. Today, it holds 
one of the world’s most important collections 
of his graphic work. ANITA BELOUBEK-
HAMMER, the author and co-editor of this 
book, is a curator at the Kupferstichkabinett.

Pablo Picasso’s graphic work brings his recurring subjects together in a uniquely compact 
way. Created over seven decades, this artwork is one of the most important graphic collec-
tions of the twentieth century.

Over the seven decades of Pablo Picasso’s 
artistic career, there were subjects to which 
he returned again and again. These include 
women, bulls, and the Old Masters as well as 
political and literary themes, circus people, 
mythical creatures, and interiors. In order 
to further explore his changing personal 
perspective on these subjects, this large 
format, 300-page book showcases Pablo 
Picasso’s graphic work in chapters struc-
tured according to these recurring themes.

Pablo Picasso. Women, Bullfights, Old 
Masters presents 200 graphic prints, litho-
graphs, drawings, and collages from Pablo 
Picasso’s artistic beginnings in the early 
1900s to his late works from the 1960s. 
Ranging from black and white to colorful, 
the artwork represents his various styles 
from classic to cubistic to surrealistic. The 
included texts not only examine the work 
in a historical context, but also reevaluate it 
from a contemporary point of view. 

This book juxtaposes a selection of Pablo 
Picasso’s graphic works with the classical 
paintings that inspired them. The visual 
dialog that results reveals interesting par-
allels and the clear influence of Old Masters 
such as Rembrandt, Cranach, and Goya on 
Picasso’s work.

Pablo Picasso. Women, Bullfights, Old 
Masters is rounded out by a biographic chro-
nology, a detailed list of Pablo Picasso’s art-
works, and a bibliography.

FRONTLIST FRONTLIST

Prints and Drawings from 
the Kupferstichkabinett 
in Berlin
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Isay Weinfeld melds the forms of classical modernism and visionary Brazilian architecture 
into distinctive structures of captivating beauty and timeless elegance.

TITLE ARCHITECTURE

By: Isay Weinfeld
Features: Full color, linen-hardcover in slipcase, 
272 pages, 27.7 × 37.5 cm
Price: € 98 (D) £ 89 $ 150
ISBN: 978-3-89955-492-2

Isay Weinfeld is one of today’s most sought-
after architects. He has succeeded in devel-
oping a warm, elegant, and contemporary 
style with a distinctly Brazilian touch that 
effortlessly melds contrasting characteris-
tics —tropical with modern, playful with 
functional, minimalistic with elaborate, 
sophisticated with democratic. Weinfeld’s 
remarkable talent has caught the attention 
of clients from around the world, who have 
asked him to create their hotels, residences, 
shops, and commercial buildings.

Weinfeld’s best-known structures 
include the Fasano Hotel and the 360° 
Building in São Paulo, the Square Nine 
Hotel in Belgrade, and the Fasano Las 
Piedras in Uruguay, which was featured on 
the cover of Once in a Lifetime. Weinfeld is 
currently working on a high-rise residen-
tial building for the royal family of Monaco.

The large-format book Sometimes 
Happiness showcases an exemplary selec-
tion of Isay Weinfeld’s most important 
projects. These detailed depictions are 
supplemented by images of his personal 
arrangements of various objects —so-
called “table scapes.” Project descriptions, 
anecdotes, and fictional narratives by the 
architect himself as well as befriended 

 artists, writers, and cinematographers give 
added insight into Weinfeld’s work.

What makes Isay Weinfeld so outstand-
ing is that he designs not only exteriors, but 
also buildings in their entirety. While some 
architects, even famous ones, leave the 
interior design of their structures to oth-
ers, Weinfeld plans his buildings to the last 
detail. He even designs furniture himself or 
researches and seeks out the most fitting 
furnishings from around the world.

Narrative elements are a focus of 
Weinfeld’s work, and he pays particular 
attention to staging the transition from 
outside to inside. Given that entering one 

of his buildings turns into an unforget-
table experience, it comes as no surprise 
that Weinfeld counts the films of Stanley 
Kubrick and Ingmar Bergman among his 
influences, along with the visual arts and 
the music of Radiohead and Jay-Z.

Born and raised in São Paulo, ISAY WEINFELD 
has arguably helped define Brazil’s creative 
identity with his groundbreaking architec-
ture. Over the last 40 years, he has designed 
an impressive range of buildings both in 
his native land and abroad, from hotels and 
homes to bookshops and bars. His unique 
interpretations of tropical modernism have 
not only won him a loyal international clien-
tele, but also coveted awards.
In addition to his architectural work, 
Weinfeld teaches architecture theory in the 
School of Architecture and Urban Planning 

at São Paulo’s prestigious Universidade 
Presbiteriana Mackenzie, where he received 
his degree in 1975 and is now a tenured 
professor.

ABOUT ISAY WEINFELD

Release: March 

[ SAMPLE COVER ]

NEW

The Architecture of 
Isay Weinfeld

SOMETIMES 
HAPPINESS
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TITLE STYLE

Editors: A. Losowsky, S. Ehmann, R. 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. 
After having lived in London, Barcelona, 
Madrid, and Hong Kong, the native Brit has 
now settled in New York, where he serves 
as an editor at the Huffington Post and is cur-
rently working on a theater script.

ABOUT THE GUEST EDITOR

BACKLIST
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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.

TYLER BRÛLÉ is a former  war correspon-
dent, 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

Editor: S. Ehmann
Photographs: R. Callahan; Texts: N. 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.

With a keen yet empathic eye, photo-
grapher Rose Callahan and writer Nathaniel 
“Natty” Adams document the well-kept lives 
of 57 protagonists of contemporary dandy-
ism. Their carefully composed portraits not 
only depict the clothes, accessories, and 
homes of their subjects, 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.

 “The fashion book of the season.” 
FLAVORWIRE

 “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

BACKLIST BACKLIST

ABOUT ROSE CALLAHAN ABOUT NATHANIEL “NATTY” ADAMS

ROSE CALLAHAN is a photographer and 
filmmaker based in Brooklyn, New York. 
Originally from San Francisco, California, 
Rose made her way to the Williamsburg 
neighborhood of Brooklyn in 1999 to pursue 
photography. In 2008, she began The Dandy 
Portraits: The Lives of Exquisite Gentlemen Today as 
a personal project to tell the nuanced story of 
extreme masculine elegance alive today. She 
found that the dandies of today are not a cohe-
sive subculture or creed; rather, each man is a 
fiercely independent arbiter of what it means 
to be a gentleman and to live with style.

NATHANIEL “NATTY” ADAMS is a New 
York-based writer and manager of the 
Against Nature menswear atelier. His NYU 
undergraduate thesis was on twentieth-
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. Adams used 
the grant money to travel through America, 
Europe, and Africa meeting and interview-
ing the best-dressed men in the world.
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TITLE STYLE

Editors: C. Hunter, R. Klanten
Features: Full color, hardcover, 
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 author-
ities in the field, Bike EXIF’s Chris Hunter, 
The Ride presents detailed  photography 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 context 
with in-depth texts by Hunter, leading 

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

Whether made-to-order or built in a lim-
ited series, the unique bikes in this book are 
often technically superior, better thought-
out, and simply more fun than those pro-
duced by larger manufacturers who need 
to appeal to a broader audience. Judge for 
yourself and come along for The Ride.

New Custom Motorcycles 
and their Builders

THE RIDE

BACKLIST

After a twenty-year career as a creative direc-
tor, CHRIS HUNTER quit the advertising 
industry to run the motorcycle website 
Bike EXIF. It’s now the world’s most popu-
lar showcase of custom bikes, with millions 
of pageviews every month and a passion-
ate global following. Hunter has traded the 
bright lights of London and Sydney for the 
solitude of rural New Zealand, where the 
lack of decent broadband is made up for by 
magnificent riding roads.

ABOUT THE GUEST EDITOR
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TITLE GRAPHIC DESIGN

The World According 
to Illustrators and 
Storytellers

Editors: A. Antoniou, R. Klanten, 
S. Ehmann, H. 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 MAP OF THE 
WORLD

TITLE ILLUSTRATION

Editors: R. Klanten, H. 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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TITLE STYLE

Editors: F. Leahy, S. Ehmann
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

How to Celebrate Your 
Wedding in Style

JUST MARRIED

TITLE ARCHITECTURE, STYLE

Editors: S. Ehmann, S. 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

BACKLIST BACKLIST
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TITLE ARCHITECTURE

Editors: S. Borges, S. Ehmann, R. Klanten
Features: Full color, hardcover, 
240 pages, 24 × 30 cm
Price: € 39.90 (D) £ 37.50 $ 60
ISBN: 978-3-89955-495-3

WorkScape reveals how trailblazing com-
panies from around the world are rede-
fining where we work and how we work 
together. The book showcases office spaces 
that promote new forms of work, creativ-
ity, and collaboration from innovators such 
as Facebook, Google, YouTube, Monocle, 
KPMG, Red Bull, and Urban Outfitters.

In addition to presenting architecture and 
interior design, WorkScape also explores more 
unconventional parameters that can make 
going to and being at work more attractive 
and satisfying. The forward-thinking offers 
featured here include company-run child-
care facilities, bike share programs, com-
munal vegetable gardens, and fully equipped 
health and wellness facilities. 

In WorkScape, office environments from 
global players are shown alongside compel-
ling examples from smaller enterprises, tem-
porary ventures, and freelance  endeavors 

that all shake off the cubicle culture of the 
past. The book’s careful pairing of stunning 
images with in-depth project descriptions 
and detailed floor plans makes it an invalu-
able reference for anyone looking to redefine 
their workplaces, impress their partners and 
clients, and inspire their staff to think out-
side the box.

 “WORKSCAPE lays a solid foundation for 
employees and employers alike that aim at 
a stimulating work environment and do not 
fear to take unconventional roads on their 
way to successful ideas.” POP-UP CITY

Clever and sometimes even breathtaking, these new spaces promote new forms of work, 
creativity, and collaboration.

New Spaces for New Work

WORKSCAPE

TITLE ARCHITECTURE

 “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

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 lounging in nature.

Editors: S. Ehmann, S. 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

BACKLIST BACKLIST
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Tattoos have gone mainstream. Here comes the tattoo underground.

Editors: R. Klanten, F. 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

TITLE

Editors: D. Busch, R. Klanten, H. 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.

ART

THE AGE OF 
COLLAGE
Contemporary Collage 
in Modern Art
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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.

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 STYLE, ARCHITECTURE

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, S. 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
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GRAPHIC DESIGN

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: C. 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

whitepage 97

BLANK SLATE IN WHITE

whitepage 96

BAGS

S3

DOC 
N°

NAME: S3_11_WHITE.TIF
SIZE: 1.MB11 DOC 

N°
NAME: S3_12_WHITE.TIF
SIZE: 1.MB12 DOC 

N°
NAME: S3_13_WHITE.TIF
SIZE: 1.MB13

DOC 
N°

NAME: S3_04_WHITE.TIF
SIZE: 1.MB04DOC 

NN°
NAME: S3_02_WHITE.TIF
SSIZE:IZE: 1.MB1.MB0202 DOC 

N°
NAME: S3_03_WHITE.TIF
SIZE: 1.MB03

DOC 
N°

NAME: S3_05_WHITE.TIF
SIZE: 1.MB05 DOC 

N°
NAME: S3_06_WHITE.TIF
SIZE: 1.MB06 DOC 

N°
NAME: S3_07_W07_W07 HITE.TIF
SIZE: 1.MB07

DOC 
N°

NAME: S3_08_WHITE.TIF
SIZE: 1.MB08 DOC 

N°
NAME: S3_09_WHITE.TIF
SIZE: 1.MB09 DOC 

N°
NAME: S3_10_WHITE.TIF
SIZE: 1.MB10

DOC 
N°

NAME: S3_20_WHITE.TIF
SIZE: 1.MB20 DOC 

N°
NAME: S3_21_WHITE.TIF
SIZE: 1.MB21 DOC 

N°
NAME: S3_22_WHITE.TIF
SIZE: 1.MB22

DOC 
N°

NAME: S3_17_W17_W17 HITE.TIF
SIZE: 1.MB17 DOC 

N°
NAME: S3_18_WHITE.TIF
SIZE: 1.MB18 DOC 

N°
NAME: S3_19_WHITE.TIF
SIZE: 1.MB19

DOC 
N°

NAME: S3_14_WHITE.TIF
SIZE: 1.MB14 DOC 

N°
NAME: S3_15_WHITE.TIF
SIZE: 1.MB15 DOC 

N°
NAME: S3_16_WHITE.TIF
SIZE: 1.MB16

whitepage 113

BLANK SLATE IN WHITE

whitepage 112

FOOD, DRINK 
AND TABLEWARE

S5

FOOD, DRINK 
AND TABLEWARE

S5

DOC 
N°

NAME: S5_29_WHITE.TIF
SIZE: 1.MB29

DOC 
N°

NAME: S5_30_WHITE.TIF
SIZE: 1.MB30

DOC 
N°

NAME: S5_34_WHITE.TIF
SIZE: 1.MB34

DOC 
N°

NAME: S5_38_WHITE.TIF
SIZE: 1.MB38 DOC 

N°
NAME: S5_30_WHITE.TIF
SIZE: 1.MB39

DOC 
N°

NAME: S5_35_WHITE.TIF
SIZE: 1.MB35

DOC 
N°

NAME: S5_31_WHITE.TIF
SIZE: 1.MB31

DOC 
N°

NAME: S5_40_WHITE.TIF
SIZE: 1.MB40 DOC 

N°
NAME: S5_41_WHITE.TIF
SIZE: 1.MB41

DOC 
N°

NAME: S5_37_WHITE.TIF
SIZE: 1.MB37

DOC 
N°

NAME: S5_33_WHITE.TIF
SIZE: 1.MB33DOC 

N°
NAME: S5_32_WHITE.TIF
SIZE: 1.MB32

DOC 
N°

NAME: S5_36_WHITE.TIF
SIZE: 1.MB36

whitepage 11

BLANK SLATE IN WHITE

whitepage 10

BACKLIST

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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Young designers and publishers are ringing in a new era for printed books —one that is 
likely to be the most exciting in their entire history.

Design and Concepts 
for New Publications

Fully Booked: Ink on Paper is a showcase of 
innovative books and other print products 
at the vanguard of a new era for printed 
publications —one that is likely to be the 
most exciting in their entire history.

This book is structured into five chapters, 
each representing a key role that print plays 
today: The Storyteller, The Showmaster, 
The Teacher, The Businessman, and The 
Collector. From personal projects with 
the smallest print runs to premium art-
ist books or brand publications, the selec-
tion of work presented here celebrates the 
tactile experience. Featuring innovative 
printing and binding techniques as well as 
radical editorial and design concepts, this 
work explores the distinctiveness of design, 
materials, workmanship, and production 
methods —and pushes their limits.

Fully Booked: Ink on Paper includes work 
by groundbreaking designers and design 
studios such as A Practice for Everyday 
Life, Coralie Bickford-Smith, Irma Boom, 
Deutsche & Japaner, John Gall, Joost 
Grootens, Julia Hasting, Heimann und 
Schwantes, Jung + Wenig, Konst & Teknik, 
Leftloft, Made Thought, Peter Mendelsund, 
Niessen & de Vries, Prill Vieceli Cremers, 
Raffinerie AG, and Studio Laucke Siebein. 
Its stunning range of visual examples is put 
into context by texts from Andrew Losowsky, 
books editor at the Huffington Post.

 ANDREW LOSOWSKY has contributed 
to a variety of Gestalten books includ-
ing Around the World. Currently serving 
as books editor at the Huffington Post, he 
has spent his professional career work-
ing on a variety of books, magazines, web-
sites, and apps and playing with almost 
every medium he can get his hands on. 

In most of his work, Losowsky explores 
the future of storytelling and how to cre-
ate remarkable media experiences. In 
addition to co-editing Fully Booked: Ink 
on Paper, Losowsky also wrote its preface 
and chapter introductions. 

 “FULLY BOOKED essentially brings together 
some of the most exciting publications of the 
moment … a great book about great books.” 
CREATIVE REVIEW

 “No graphic design student or graduate 
should be without a copy.” ARTS THREAD

 “As much a showcase of exceptional 
and innovative books by designers from 
around the world as it is a living mani-
festo for the very subject of its celebration.” 
BRAINPICKINGS

Editors: A. Losowsky, R. Klanten, 
M. Hübner; Texts: A. Losowsky 
Features: Full color, hardcover, 
280 pages, 24 × 30 cm
Price: € 44 (D) £ 40 $ 65
ISBN: 978-3-89955-464-9

FULLY BOOKED: 
INK ON PAPER

BACKLIST

TITLE ILLUSTRATION

Editors: R. Klanten, H. Hellige
Features: Full color, hardcover, 
240 pages, 24 × 30 cm
Price: € 39.90 (D) £ 37.50 $ 55
ISBN: 978-3-89955-446-5 

Illustrations for Children’s 
Picture Books

Today’s best illustrators for children’s picture books create work far beyond teddy bears 
and kitty cats.

Featuring the work of the best up-and-com-
ing illustrators and creators of picture books 
for children, Little Big Books is a captivat-
ing showcase of what is state-of-the-art in 
today’s children’s books. Despite, or because 
of, the ubiquity of televisions and comput-
ers, picture books have remained popular 
with kids and parents. These books have 
also maintained their appeal for illustrators 
and publishing houses —not least because a 
hit children’s book can serve as the lucrative 
basis for TV programs, video games, toys, 
or other merchandising. In addition to its 
presentation of cutting-edge visuals from 
around the world, Little Big Books 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 psychol-
ogy of children’s picture books as well as the 
significance of children’s book awards and 
practical advice on publishing 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.

LITTLE BIG BOOKS
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FOOD & BEVERAGE

Editors: Marie Le Fort, S. Ehmann, R. 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

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

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.

 “Forerunning food revolutionaries.” LOST IN 

A SUPERMARKET

 “...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

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

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: S. Ehmann, R. 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 
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Editors: R. Klanten, A. Sinofzik, F. Schulze
Features: Full color, hardcover, 
256 pages, 24 × 30 cm
Price: € 39.90 (D) £ 35 $ 58 
ISBN: 978-3-89955-474-8 

An inside look by designers and clients at graphic design’s main playground and proving 
ground —working for cultural institutions.

Design for Museums, 
Theaters and Cultural 
Institutions

INTRODUCING: 
CULTURE IDENTITIES

Originality is the guiding principle of art 
and culture. The visual communication of 
museums, theaters, and other cultural insti-
tutions is no less pioneering. One would be 
hard-pressed to find another area of graphic 
design in which the work is so fresh and 
experimental and so often blazes trails for 
future visual trends.

Young designers often get their first 
breaks working for cultural institutions, 
where they can prove themselves cre-
atively. Through work for these types of 
clients, established studios can also remain 
agile and experiment with new forms of 
visual expression. Today, cultural insti-
tutions are proving to be extraordinarily 
open to breaking new ground where art 
meets logos, culture  meets commerce, and 
design meets curation. In this way, they are 
becoming catalysts for cutting-edge design 
concepts and innovative styles produced by 
designers who are often as visionary as the 
clients for whom they work.

Introducing: Culture Identities is a collec-
tion of outstanding design work for inter-
national cultural institutions. The book 
features poster campaigns, publications, 
and corporate design —much of which is 
designed to function across various media 
platforms. Extensive features introduce 
relevant topics and lend insight from 

two key  perspectives. On the one hand, 
the book gives voice to designers such as 
Bureau Mirko Borsche or the New York-
based studio  2x4 who are especially active 
in the cultural field. On the other hand, 
readers hear from notables on the  client 
side including MoMA, the Barbican , Van 
Abbemuseum, and documenta.

With its collection of stunning visual 
examples, Introducing: Culture Identities reveals 
what is state-of-the-art in today’s graphic 
design. The book inspires designers and cul-
tural institutions to understand each other 
better and continue to push the limit of what 
is possible creatively.

 “... a highly visual reference, showcasing 
the most outstanding work from designers 
for cultural institutions around the world.” 
CURVE

 “An engrossing look at brave, boundary-
pushing identity design." DESKTOP

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.

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
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States Library of Congress purchased his 
work in 1948, but it was only recently labo-
riously restored. Nostalgia showcases these 
restored masterpieces of early color pho-
tography that are a milestone in Russia’s 
cultural history.

 “In the age of Instagram, the work of Sergei 
Mikhailovich Prokudin-Gorskii looks utterly 
contemporary (…) A rare opportunity to see 
the past not as we imagine it but as it was—
vibrant, colorful, and alive.” PRINT

When, in 1909, the color photography pio-
neer Sergei Mikhailovich Prokudin-Gorskii 
began his journey to capture all of Russia 
in color images on behalf of the czar, the 
scope and importance of his undertaking 
were clear. Since 1905 he had planned to 
systematically document the empire with 
the color photography technique he devel-
oped in order to give all Russians, particu-
larly schoolchildren, a deeper connection 
to their country. He petitioned Nicholas II 
long enough that the czar finally provided 
him with a specially equipped railroad-car 
darkroom and the necessary travel permits. 

Before he commenced what would become 
a six-year expedition, Prokudin-Gorskii —
like most of his contemporaries —had no 
idea what his fellow countrymen from the 
distant regions of Russia looked like or how 
they lived. His color images were not only 
meant to document the diverse citizens, eth-
nicities, settlements, folklore, and landscapes 
of a vast empire, but to create nothing less 
than a common identity for its populace.

The subjects of Prokudin-Gorskii’s land-
scape photography range from the medi-
eval churches and monasteries of old Russia 
to the railroads and factories  of an emerg-
ing industrial power. Although one of his 
first and most famous portraits was of the 
prominent writer Leo Tolstoy, Prokudin-
Gorskii also captured an impressive range 
of Russia’s heterogeneous population: from 
day laborers to owners of large estates, from 
a simple ferryman to an elegant emir.

Prokudin-Gorskii’s expert use of color 
and his skilled eye make his images espe-
cially vibrant and timeless. A century later, 
they have not lost any of their original 
beauty and intensity.

Sergei Mikhailovich Prokudin-Gorskii 
fled Russia in 1918 in the aftermath of 
the October Revolution. After traveling 
through Norway and England, he settled 
in Paris, where he died in 1944. The United 

By: Sergei M. 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

The Russia of Czar Nicholas II in laboriously restored historical color photographs.

NOSTALGIA

 “The resorts described in  ONCE IN A 

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

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 PHOTOGRAPHY

Editors: M. Le Fort, R. Klanten, S. 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

113 SIBIRIENDIE WETLUGA-SIEDLUNG AM TESMA-FLUSS NAHE SLATOUST, 1910

79 RUSSLANDBAUERNMÄDCHEN, 1909
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Editors: Christiane Lange, 
Joshua Bolchover, John Lin
Features: Full color, softcover, 
184 pages, 18.5 × 26 cm
price: € 29.90 (D) £ 27.50 $ 40
ISBN: 978-3-89955-504-2

HOMECOMING  

Contextualizing, 
Materializing and Practicing 
the Rural in China

Young Chinese architects are designing compelling alternatives to China’s rapid 
urbanization, bridging tradition and the future.

China’s economic transformation has trig-
gered an unparalleled rate of construction 
that includes the creation of iconic architec-
ture and the massive production of generic 
buildings. Consequently, vast swathes of 
rural fabric are being erased. As urbaniza-
tion brings about a radical shift away from 
an essentially rural-based society, the way 
people earn money, where they live, how 
they socialize, and the once simple relation-
ship between the land and its people is fun-
damentally changing.

Homecoming addresses the issue of rural 
development in China today and the role 
the architect has to play in this shifting 
context. It questions the definition of “rural” 
and “urban” in Chinese society and the larger 
issue of architectural identity. The book dis-
cusses how the rural —and its embedded 
significance in China’s political history —is 
a site for furthering contemporary architec-
tural discourse.

Homecoming brings together historians, 
architects, theoreticians, curators, and 
writers with diverse backgrounds and 
experiences. They provide perspectives, 
narratives, examples, and prototypes to 
debate the role that the rural should play in 
China’s future. In many respects, they form 
a critique against the overwhelming trends 
that saturate architecture and building in 
China today.

Contributors include: Joshua Bolchover, 
Yung Ho Chan, Frank Dikötter, Juan Du, 
Huang ShengYuan, Hsieh Ying-chun, Hua 
Li, Liu Jiakun, John Lin, Meng Yan, Cole 
Roskam, Philip Tinari, Tong Ming, Robin 
Visser, Wang Weijen, Zhang Ke, and Zhu Tao.

ARCHITECTURETITLE

The images in this book examine our 
enduring desire to make peace with death. 
Chosen from the spectacular collection 
of a death-obsessed print dealer from 
Chicago, Richard Harris, they include art 
from an array of time periods, places, and 
traditions. Works by Linda Connor, Robert 
Mapplethorpe, Andy Warhol, Otto Dix, 
and Francisco Goya are shown alongside 
Renaissance vanitas paintings, Japanese 
Ukiyo-e woodcuts, photographs of Mexico’s 
Day of the Dead, and eerie snapshots from 
the 1900s of anonymous sitters posing with 
skulls and skeletons.

The book is divided into five sections 
(Contemplating Death, The Dance of 
Death, Violent Death, Eros & Thanatos, and 
Commemoration), each accompanied by a 
short introductory text. In these pages we 
are presented with some of the many faces 
of death: violent and cruel, benign and play-
ful, death the friend, and death the enemy. 
The epitome of terrible beauty, this book is 
a reminder of the end awaiting us all.

Disturbing, macabre, and moving.

A Picture Album

DEATH

Editors: Wellcome Collection
Features: Full color, linen hardcover, 
bookmark ribbon, 80 pages, 16.8 × 21.6 cm
Price: € 19.95 (D) £ 14.99 $ 28 
ISBN: 978-0-9570285-3-1

ART
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 extraordinary possibilities for bringing 
together friends, partners, business associ-
ates, or even strangers.

Let’s Go Out! provides a current overview 
of trailblazing spaces that go well beyond 
the classic models of restaurants, cocktail 
bars, and clubs.

The projects in Let’s Go Out! clearly dem-
onstrate the essential role that concept 
and furnishings play in our experience of 
eating and drinking. These inspirational 
examples appeal to all of our senses and, in 
the process, they hone both our taste buds 
and our visual awareness.

ARCHITECTURE, FOOD & BEVERAGE

Editors: R. Klanten, S. Ehmann, S. Borges
Features: Full color, hardcover, 
288 pages, 24 × 28 cm
Price: € 39.90 (D) £ 37.50 $ 55
ISBN: 978-3-89955-451-9

Going out to enjoy eating, drinking, and 
spending time together is practically a 
basic human need. Digital networking and 
social media have increased our demand 
and appreciation for face-to-face encoun-
ters and genuine experiences in the real 
world. The places where one chooses to eat 
or drink play almost as important a role 
as the company one keeps while doing so. 
The more unusual or authentic the sur-
roundings, the more exciting or memorable 
going out becomes. Designers, architects, 
interior designers, artists, and gastro-
nomes from around the world are  creating 

Groundbreaking architecture and interior design for restaurants, bars, and clubs.

Interiors and Architecture 
for Restaurants and Bars

LET’S GO OUT!

ARCHITECTURE

Editors: S. Ehmann, S. Borges
Features: Full color, hardcover, 
240 pages, 24 × 30 cm
Price: € 39.90 (D) £ 35 $ 60
ISBN: 978-3-89955-477-9

The future of spatial brand experiences. New concepts for communicating brands via 
architecture , trade show presentations, shops, and interior design.

Branded Architecture 
and the Future of 
Retail Design

BRAND SPACES

Brand communication is becoming 
increasingly sophisticated and diversified. 
Today, the consistent implementation of 
a corporate design is not enough to keep 
a brand relevant. More and more compa-
nies are discovering the benefit of spatial 
brand experiences for communicating 
their messages effectively on an emotional 
level. Until recently, uniformity was the 
rule. Today, however, an impressive range 
of ideas, concepts, variations, and experi-
ences for effective spatial brand communi-
cation are being developed. The results are 
locations with character that are a far cry 
from the excessively ornate brand temples 
of the past.

Brand Spaces shows how trailblazers 
are creating branded worlds, event loca-
tions, flagship stores, and pop-up shops 
to continually surprise and inspire their 
target audiences. In the first part of the 
book, decision makers from global brands 
such as Camper, Aesop, Freitag, Gaggenau, 
and Nokia share their concepts and strat-
egies. Case studies illustrate striking 
applications from around the world that 
communicate overall brand identity while 
respecting local specifications. In this con-
text, innovators, including Audi, Starbucks, 
and Nike, are represented with their most 
unusual projects.

The second part of Brand Spaces offers 
a cutting-edge showcase of international 
trends in interior design for stores. This sec-
tion not only presents the unconventional 
application of colors, forms, and materials, 
but also the compelling use of sculptural 
elements as well as thematic and dramatic 
stagings. Here, the work of smaller brands 
and local retailers is as groundbreaking as 
that of larger global players.

Jo Nagasaka
Aesop Ginza
Client: Aesop
Tokyo, Japan, 2011

This Japanese branch conveys a sense of weight and 
mass through the incorporation of heavy, dark, and re-
petitive brickwork. Bold, pragmatic, and poetic, the shop 
mixes traditional materials with contemporary detailing 
to create a memorable and austere shopping experience.

—AESOP—
Interview with Dennis Paphitis, Director of Aesop

Aesop stores seem to be very much about location. Could you describe 
how you choose your locations (cities and places within those cities) 
and how each store’s surrounding context informs your approach to 
the design?
 Aesop is first and foremost about sincerity and authenticity and we 
try to balance these principles with our choice of locations. In an ideal 
world, these would all be under-the-radar, picturesque streets in in-
teresting neighborhoods. In the real world, we need to balance this 
with what is actually on offer in terms of retail real estate and this oc-
casionally requires us to consider shopping malls in addition to those 
neighborhoods that we are naturally more comfortable in. For street 
front stores, we work hard to retain and celebrate original façades and 
the spirit of the street. When we need to enter a shopping mall we of-
ten think about ourselves as providers of some sort of psychological 
sanctuary to counteract all the gloss, reflectivity, and fake veneers. If 
we can provide solace and respite to our customers through discreet 
signage, flattering lighting and understated design then we’re doing our 
job.

The use of Aesop products as key design features in each of your shops 
creates legibility and brand recognition as each space changes, how 
does this concept of product showcasing influence the evolution of 
how you develop the design and packaging for your cosmetics?
 Aesop products are designed independently of how they will present 
in our stores, our product criteria are built around our aesthetic sig-
nature, efficacy, and functionality. The stores, however, need to com-
municate many chapters of the same novel so it is the stores that are 
configured to do this, rather than the product being designed to fit in the 
stores. An example of this is the way we segment different categories 
of our offer so that customers can distinguish between these, however 
our preference is to do this without screaming signage announcing 
what is skin and what is hair care and so on. Successful stores need 
independent areas to explore so that customers can have the option of 
either guided consultations or independent discovery.

You collaborate with a number of artists and design studios, how do 
you source this talent and what inspired your decision to look outside 
the company for this support rather than consolidating the process in-
house? What features/aesthetics are you looking for within their work 
and how do they relate to your product?
 We need to be evolved and confident enough as a group to respect 
and understand what place art and design holds in our world. We are 
not artists, we are merchants and therefore our decisions are filtered 
through a complex commercial lens. The work with external artists and 
architects is an extension of our thinking, however this arm’s length 
execution allows for multiple reinterpretations of who we are as a 
company and, often, from a perspective that we are not in a position 

to consider or execute. It’s not a particular aesthetic that we look for 
when seeking out external parties but rather a specific dignity and dili-
gence in the work that they create. Under the right circumstances we 
can provide inspiring conditions for these people to do their job and for 
both parties to feel enriched and fulfilled.

How do you deal with the transfer of your brand into a spatial experi-
ence and how do these designs relate to and/or expand on your brand 
identity?
 We control and labor over every sensory aspect in our spaces. The 
tactility of our floors, the texture of the walls, the levels of lighting, the 
temperature, the aroma, the acoustics, the way staff walk and occupy 
the space. Some of these qualities are perhaps more suited to explor-
ing on a film set than in a commercial space, however when everything 
is flowing and connecting in the correct way, Aesop becomes more of 
a ballet than a circus. The separate spaces need to speak with each 
other in the same way that different rooms in the same house should. 
Aesop is the house, each store is a room within this. Commercial 
constraints around timing, budget, immediacy are of course consid-
erations but when they come to the forefront of decision making the 
results will always be compromised.

You produce temporary as well as permanent spaces, does the longev-
ity of the project influence your approach to its design? If so, in what 
ways?
 Temporary spaces can actually consume more energy and resources 
than a permanent one and I’m increasingly disinterested in these and 
the cliché term ‘pop up store’ In the same way that we are not a one 
night stand brand, we are, at the very least, a meaningful relationship 
and, at best, a marriage, our stores and efforts are not so readily trans-
ferrable into attention-grabbing sound bites. It takes time for a store 
to ‘ferment’ and find its own commercial ‘pH’. I’m violently opposed 
to rushing or compromising this process and feel that any responsible 
retailer ought not to approach what they produce without consider-
ing whether these spaces will have shelf life of five to ten years and 
still delight and engage customers. Perhaps the only solution here is a 
store on wheels that can be transferred from state to state and set up 
as required.

58 59

Sarah Illenberger
Parade
Client: Hermès
Berlin, Germany, 2011

Ten shop windows for Berlin’s famous 
KaDeWe department store present a striking 
and fantastical sequence of dream narra-
tives. The eye-catching and high contrast 
displays incorporate stylized horses, flamin-
gos, drums, and less immediately identifiable 
figures and objects. The unconventional com-
positions lure passersby into the whimsical 
miniature worlds where the imagined and 
the real harmoniously intertwine.

200 201

Scholten & Baijings
Colour One
Client: Mini
Milan, Italy, 2012

For Salone del Mobile 2012, this installation explores 
the design of a MINI One by artfully deconstructing it. 
By dissecting the design process, the project offers a pro-
voking interpretation of automotive design by isolating 
the elements of the car based on color and material. Here, 
the MINI One is literally peeled like an onion, with each 
layer and component exposed for analysis. This disman-
tling process inspired the creation of “Art Parts”—com-
ponents extracted from the car that then transform into 
something unexpected, like transparent tires cast from 
resin. The doors are removed and displayed separately 
with three-dimensional golden textures or matte porce-
lain paint finish. The landscape views in the exhibited 
windows offer special perspectives on mobility, with each 
direction representing the past, present, or future. The 
exhibits are joined by showcases of color and material 
samples along with inspiring objects, images, and snap-
shots from the project’s creative process.
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Wilson Brothers
Nike Stadium
Client: Nike/NSW
London, UK, 2010

To celebrate the launch of Nike Stadium in London, 
the designers added a number of new elements to their 
original Raise Your Game installation. The second 
phase of the project begins in the exterior courtyard 
where an illuminated running track rises up the wall to 
meet the neon typography above the store’s entrance. 
As visitors enter the main retail space, they encoun-
ter PIXARAMIC—a large-scale wall cladding system. 
Comprising 6,000 manually positioned pixel cubes, each 
piece presents six different colored faces in red, green, 
yellow, blue, black, and white. Referencing the aesthetic 
of traditional sporting scoreboards, the system enables 
the environment at the 1948 retail space to change peri-
odically, displaying color, content, messages, statements, 
and pictures. Six modular seating units inspired by the 
pitch-side dugout area complete the new look. The in-
novative shape features a bench-like area where custom-
ers can try on shoes, as well as a more casual option for 
relaxing and socializing. 

—NIKE—

In recent years, the image of Nike has undergone significant changes 
in its spatial branding strategies while still producing arguably the 
most recognizable shoes on the market. During the late 1990s and ear-
ly 2000s, the rise of the Niketown and other flagship locations instated 
Nike as a permanent landmark and activity hub present within most 
major metropolitan cities. Understanding the growing importance of 
maintaining a presence both widespread and constantly adaptable, 
Nike has since updated its branding approach from the permanent 
to the temporary landmark in order to uphold its influence as the key 
trend-defining sport and athletic wear company. Now, a constant in-
flux of international pop-up stores, special events, and themed hap-
penings has made the increasingly ephemeral and bespoke image of 
Nike stronger and more desirable than ever. Collaborating with numer-
ous emerging and experimental artists and design studios, this new 
generation of Nike spaces may appear dazzling in their diversity but all 
work together to underscore the brand’s commitment to innovation, 
high-tech, and refined materials, and of course the cultivation and at-
traction of the peak athlete. These dramatically different aesthetic ap-
proaches and their rapid turnovers allow Nike to engage as diverse a 
clientele as possible. Distinctive projects from the likes of ...,staat and 
Hotel Creative operate on a number of levels from understated store-
front to glamorous event space and everything in between. From its 
eye-catching window displays and temporary retail and event spaces 
for the 2012 London Olympics to its ongoing community-activating 
projects, including the digital Facebook campaign turned physical Run 
House in Amsterdam, Nike showcases its agility for public outreach 
and marketing through the cultivation of overlapping campaigns and 
design approaches. Nike’s exceptional resources enable the company 
to craft a branding agenda that allows them to not only keep up with the 
rapidly shifting looks and trends of the contemporary retail market but 
to in fact define them.
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Designer
Project Title
Client: Brand
Location: Town, Country

Lorem ipsum dolor sit amet, consetetur 
sadipscing elitr, sed diam nonumy eirmod 
tempor invidunt ut labore et dolore magna 
aliquyam erat, sed diam voluptua. At vero 
eos et accusam et justo duo dolores et ea 
rebum. Stet clita kasd gubergren, no sea 
takimata sanctus est Lorem ipsum dolor sit 
amet. Lorem ipsum dolor sit amet, con-
setetur sadipscing elitr, sed diam nonumy 
eirmod tempor invidunt ut labore et dolore 
magna aliquyam erat, sed diam voluptua. At 
vero eos et accusam et justo duo dolores et 
ea rebum. Stet clita kasd gubergren, no sea 
takimat

—ANTHROPOLOGIE—
Interview with Kristin Norris, Anthropologie’s Chief Creative Officer (CCO)

 What do you see as the key, fixed aspects/architectural strategies that 
make an Anthropologie store recognizable to the public and what are 
the elements that can change?
 Each Anthropologie is a site specific, unique design that is inspired 
by the area vernacular, culture, and customer.  As a lifestyle brand that 
provides an eclectic assortment of apparel, home and found merchan-
dise, our stores must provide the base layer to support an ever chang-
ing product offering. 
 We typically employ a unique ‘rooming’ strategy within our stores to 
tell our disparate merchandising stories.  We use natural light, finish-
es and spatial hierarchy to create differentiated zones from which to 
cross merchandise our product classes. 
 Materiality plays an important role in both the tactile and layered 
nature of our stores.  We use materials in a variety of ways, including 
authentic use of reclaimed materials, using existing materials in new 
or unexpected ways, developing completely new materials all together, 
and employing custom artisan plaster finishes.

Are these variations based on location and context or what influences 
the mood developed in each store?
 The aesthetic of our stores is often inspired by the local culture.  
We often focus on local vernacular and material cues as inspiration 
for creating our store environments. Outside of a historical setting our 
facades strive to distinguish ourselves from other retailers and sur-
rounding retail development architecture.  We surprise and delight our 
customer by transforming the existing site into something that is both 
unimaginable and uniquely Anthropologie.  Inside, we strive to create 
a transformative experience from the mall or streetscape, a sanctuary 
that encourages exploration, sense of discovery, and community. 

Anthropologie is well known for its innovative, evolving, and engaging 
window displays, how did this concept develop into one of your key 
trademarks?
 Anthropologie is built on storytelling. The windows act as the intro-
duction. Our window displays bring the store to the sidewalk, immedi-
ately engaging the customer and piquing her interest in the experience 
that awaits her.

You maintain an unconventional approach to your window displays by 
staffing in-house artists and design teams for each of your locations. 
How did you decide to do this over sourcing and/or collaborating with 
outside talent? What are the advantages?
 As key members of our organization, our artists and designers are 
steeped in Anthropologie’s culture and possess an intimate knowledge 
of our customer. These understandings, coupled with their talent, al-
low the team to create visual experiences that exceed our customer’s 
expectations.

What is the process like for developing these displays? Is each team 
given a carte blanche or do you have a set of key requirements that 
each installation must meet?
  The visual team at Anthropologie’s home office in Philadelphia 
develops overarching themes, which they share with store visual teams 
along with inspiration and ideas about materials and techniques. The 
store visual teams create their own interpretations and realize their vi-
sions in distinct ways. This approach allows us to attract gifted artists 
and designers for store visual teams, who value the freedom as much 
as they value our customer’s enthusiasm. Customers eagerly await 
new window displays and visit as many locations as possible to see 
how each team has told the same story.
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Annette Spillmann/Harald Echsle
Freitag Store Zurich
Client: Freitag
Zurich, Switzerland, 2006

Built from 19 recycled shipping contain-
ers, this tower of retail boldly reaches for 
the sky. The imposing form manifests as an 
unexpectedly impressive composite of the 
rusty freight containers. Trucks provide the 
basic material for the Freitag bags visible 
in the interior, which is situated next to a 
motorway. Low enough to conform to the 
official guidelines for high-rise structures 
and tall enough to impress visitors, the store 
utilizes a simple, repetitive, and utilitarian 
object to create a completely unexpected 
spatial experience.

—FREITAG—
 Interview with Pascal Dulex, Brand Manager

How do you deal with the transfer of your brand into a spatial experi-
ence and how do these designs relate to and/or expand on your brand 
identity?
 Our brand identity is strongly reflected in our stores. Giving used ma-
terials a new life and context are two essential ideas behind FREITAG 
bags. In the stores, these crucial values of our brand are transferred 
into to a spatial experience – e.g. by using an old work bench from a 
nearby thrift shop as a cash desk in the NYC Store. Ideally, this transfer 
of the brand into spatial experience can be achieved reciprocally – like 
the FREITAG Flagship Store with its rusty, discarded freight containers 
piled up to a tower, which became the most prominent visual and sym-
bolic landmark of the brand.

What do you see as the key, fixed aspects/architectural strategies that 
make a Freitag store recognizable to the public and what are the ele-
ments that can change?
 All nine FREITAG Stores, be it in Zurich or Tokyo, are equipped with 
a very distinct sales rack. Even though the store locations can be quite 
different, this shelving system provides a high recognizability. On the 
other hand, we always try to preserve the local character of a store 
location and sometimes even restore it to its origins – like the shop 
window in Vienna which we stripped down to how it used to look in the 
fifties.

Your custom designed shelving has become a reoccurring feature 
within your stores. Can you speak a bit about how the system was de-
veloped and how its design informs your approach to each space?
 Every FREITAG bag is unique. Our experience is that the bigger the se-
lection, the more likely people will fall in love with one of the individual 
bags. Therefore, we were looking for a rack system able to display the 
largest possible range of bags, yet take up little room. Colin Schaelli, at 
that time a FREITAG employee, developed the custom-made and prize-
winning V30 FREITAG SKID for us, made from recyclable materials 
only and perfectly suiting our POS needs thanks to its modularity and 
its industrial, raw look. It perfectly reflects the FREITAG brand while 
helping FREITAG store and retailers stock up on even more individual 
recycled freewaybags.

How do you see the difference between a shop space and an event 
space in terms of communicating / experiencing the brand?
 We do not think that that there is a need to draw a strict parting line 
between shop and event space.  Consequently, we host intimate events 
in our stores, like the „FREITAG am Donnerstag“ lecture series. And 
from time to time we also have sales activities with event characters 
outside of our stores, e.g. a sales on the Hardbrücke, the highway 
bridge just next to the FREITAG Flagship Store and our old factory, 
with the location referring to the origin of our raw material: used truck 

tarpaulins.

Who would you describe as your clientele and what steps do you take 
to attract them to your stores?
 We have realized that demographics and statistics are not a big help 
when it comes to the description of our clients. You simply can not 
break it down to gender, age or income. People who buy a FREITAG 
bag rather seem to share a certain attitude towards consumption. They 
do not only appreciate the individual design and the functionality of 
FREITAG products, but also the fact that they do not have an indistinct 
mass product made in China in their hands.  

Are the designs of your stores developed in-house or externally? What 
are the benefits of this approach?
 The concept and design of every FREITAG Store is developed to a 
large extent in-house by our Visual Merchandising & Interior Design 
team, together with longtime architectural partners spillmann echsle 
architekten. Like this, we ensure that our stores really breathe the 
FREITAG spirit. 
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TITLE ART

By: Andrea Ventura
Features: Full color, hardcover, 
176 pages, 24 × 30 cm
Price: € 39.90 (D) £ 37.50 $ 60
ISBN: 978-3-89955-496-0

The first book to showcase the personal art of Andrea Ventura, one of the world’s most 
sought-after visual artists.

Andrea Ventura is one of the world’s most 
sought-after visual artists. Clearly influ-
enced by the early expressionists, his work 
has been commissioned by a variety of 
international clients. This is the first book 
to showcase his outstanding art.

Carnevale is autobiographical and reflects 
Andrea Ventura’s fascination with daily 
life. The included art documents and com-
ments on various stages of his life in Milan, 
Rome, New York, Paris, Venice, and Berlin. 
From paintings of the deathbeds of famous 
philosophers and poets that he admires to 
scenes of the artist’s family, the book fea-
tures work that defines who Ventura is.

 In 1991, ANDREA VENTURA moved to 
New York and now splits his time between 
Brooklyn and Berlin. The native Italian 
has shown his work in various solo and 
group exhibitions in Berlin, Milan, Rome, 
and Bologna. In 2010, he won a gold medal 
at Germany’s LeadAwards for his illustra-
tions for AD. He has also been awarded 
gold and silver medals by the Society of 
Illustrators.

 CLIENTS: Abitare, AD, the Boston Globe, 
Businessweek, Canadian Business, Farrar 
Strauss & Giroux, Fortune, Forbes, Gioia, 

Harper’s, Henry Holt, the Los Angeles Times, 
Newsweek, the New York Times, Playboy, 
the Progressive, Rolling Stone, Scholz & 
Friends Berlin, the Atlantic, the Guardian 
Review, the New Yorker, Time, the Deal, 
Young & Rubicam New York, Frankfurter 
Allgemeine Zeitung, the Wall Street Journal, 
Rizzoli, Il Sole 24 ORE, Corriere della Sera, 
Ventiquattro, etc.

An Autobiography

CARNEVALE —
ANDREA VENTURA

BACKLIST

TITLE ILLUSTRATION

By: Jan Van Der Veken
Features: Full color, hardcover, 
128 pages, 21 × 26 cm
Price: € 25 (D) £ 22.50 $ 38
ISBN: 978-3-89955-498-4 

One of the most distinctive and sought-after illustrators from the motherland 
of comics: Belgium.

Jan Van Der Veken is one of the most distinc-
tive and sought-after illustrators from the 
motherland of comics: Belgium. Influenced 
by Hergé’s iconic atom style, art deco, and 
classic modernism, his personal technique 
bridges the gap between contemporary 
design and timeless mastery.

In Fabrica Grafica Van Der Veken explores 
a variety of very current, often controver-
sial themes including sensory overload in 
our digital age, industrial espionage, and 
reaching the end of the career ladder. His 
seemingly simple style helps him to disarm 
such topics with charm and the wink of an 
eye, without ever making fun of them, triv-
ializing them, or being presumptuous. 

In the book, respected Belgian illustra-
tor Ever Meulen elucidates the compelling 
approach to visual communication by Jan 
Van Der Veken and other Belgian artists.

 The sought-after graphic artist and illus-
trator JAN VAN DER VEKEN lives and 
works in Ghent, Belgium. He is very mod-
est about his own person and prefers to 
let his images speak for themselves —
which they do splendidly. His contract 
work can, for example, be seen regularly 
on the cover of the renowned magazine 
the New Yorker. 

 EVER MEULEN has been an established 
comic strip artist and illustrator for 
almost a half-century. In addition to 
being recognized for distinctive cartoon 
creations such as “Balthasar, the green 
stone eater,” Meulen is primarily known 
outside of Belgium for his cover illustra-
tions for the New Yorker. He also teaches 
illustration at Ghent’s St. Lucas School of 
Visual Arts.

 “Van Der Veken’s line is so sharp that his 
world is beautifully streamlined. He trans-
ports us back to a time when the modern was 
exciting, everything was aerodynamic, people 
knew how to dress, and artists knew how to 
draw. He’s a worthy disciple of the great 
Ever Meulen, and there’s no greater compli-
ment in my book.” FRANÇOISE MOULY, 

THE NEW YORKER

FABRICA GRAFICA —
JAN VAN DER VEKEN

44

[01] What a Service 
De Standaard

Â 2009

[02] Literary Spring 
Boek.be

Â 2010

[03] Heartbroken Girl 
Humo Magazine

Â 2013

[04] TV Show Abroad 
Vara Magazine

Â 2007

[01] [03] [04]

[02]

116 117

[01] Energy Management 
Wired Magazine

Â 2011

[01]
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Ai Weiwei, Romuald Karmakar, 
Santu Mofokeng, Dayanita Singh

Category: Art
Editor: S. Gaensheimer
Features: Full color, linen hardcover, 
240 pages, 22 × 29 cm
Price: € 39.90 (D) £ 37.50 $ 60
ISBN: 978-3-89955-494-6

Categories: Architecture, Art 
Editors: S. Lang, D. Baumann
Features: Full color, linen hardcover, 
240 pages, 21 × 28 cm
Price: € 39.90 (D) £ 37.50 $ 65
ISBN: 978-3-89955-481-6 

For La Biennale di Venezia 2013, Germany not only switched pavil-
ions with France, but showed artwork that focused on themes of 
intercultural and intellectual transference. This book documents 
the work selected for Germany’s pavilion in the building of the 
French pavilion by curator Susanne Gaensheimer, director of 
Frankfurt’s MMK Museum für Moderne Kunst. By selecting Chinese 
conceptual artist and regime critic Ai Weiwei, the German-French 
filmmaker Romuald Karmakar, the South African photographer 
Santu Mofokeng, and the Indian photographer Dayanita Singh, 
Gaensheimer is continuing her transnational curatorial approach 
from 2011, which presented Germany as playing an active role in a 
complex, global structure that benefits from international exchange.

The Swiss artists Lang/Baumann are renowned for their extraor-
dinary interventions, which radically alter public space or occupy 
the interiors of art institutions. Their colorful, experimental, and 
rigorous projects are a call for more audacity in creating tempo-
rary installations that often seem to promise access to a hidden 
world. This book is a kaleidoscopic collection of their innovative 
work, with a focus on 40 of their latest projects that give new 
impulses to our perception and breathe new life into museum 
exhibitions or site-specific interventions. The stunning visuals 
are supplemented by technical drawings, analyses, and detailed 
project descriptions, as well as three essays and an interview with 
the artists because, well, more is more!

The Italian illustrator and graphic designer Lorenzo Petrantoni 
handcrafts bold contemporary collages using imagery from an era 
long gone. Breathing new life into lettering and images taken from 
textbooks and dictionaries that date back to the nineteenth cen-
tury, his distinctive style is both beautifully sophisticated and edg-
ily rock ‘n’ roll. Timestory is the first comprehensive collection of 
Lorenzo Petrantoni’s striking illustrative collages for publications 
such as Newsweek, the New York Times, the Washington Post, the Wall 
Street Journal, La Repubblica, and Libération, as well as for brands 
including Coca-Cola, Urban Outfitters, Nespresso, Burton, Swatch, 
and Bosch. This work is supplemented by installation views of key 
international exhibits and select personal projects.

The Illustrative Collages of Lorenzo 
Petrantoni

Category: Illustration
By: Lorenzo Petrantoni
Features: Full color, hardcover, 
240 pages, 24 × 30 cm
Price: € 39.90 (D) £ 37.50 $ 65
ISBN: 978-3-89955-480-9 

LA BIENNALE DI VENEZIA 2013, 
GERMAN PAVILION

LANG / BAUMANN: 
MORE IS MORE

TIMESTORY

Oliver Jeffers is a world-famous creator of picture books for chil-
dren, such as the award-winning Lost and Found and the New York 
Times best seller Stuck. In Neither Here Nor There, Jeffers reveals the 
full range of his work. This captivating collection of his painting, 
collage, installation, and collaborative work tells deeply incisive 
stories and poses provocative philosophical questions through 
the masterful use of space in composition. It not only features 
artwork largely unknown by a broader audience, but also includes 
new work published for the first time.

Categories: Illustration, Art
By: Oliver Jeffers
Editor: R. Seabrooke
Features: Full color, hardcover, 160 pages, 24 × 28 cm
Price: € 29.90 (D) £ 27.50 $ 45
ISBN: 978-3-89955-447-2 

The Art of Oliver Jeffers

NEITHER HERE NOR THERE
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Category: Graphic Design 
By: Mutabor
Features: Full color, flexicover, landscape format, 
incl. free downloads of 150 license-free icons, 
192 pages, 20 × 14 cm
Price: € 29.90 (D) £ 26.99 $ 39.95
ISBN: 978-3-89955-455-7

Dictionary for a Connected World

LINGUA DIGITALIS

Categories: Graphic Design, Illustration 
Editors: R. Klanten, H. Hellige
Features: Full color, softcover, 
176 pages, 24 × 28 cm
Price: € 35 (D) £ 32.50 $ 55
ISBN: 978-3-89955-413-7 

Rational Graphic Design & Illustration

ECHOES OF THE FUTURE

Category: Graphic Design 
Editors: R. Klanten, S. Ehmann, F. Schulze
Features: Full color, hardcover, 
256 pages, 24 × 30 cm
Price: € 44 (D) £ 40 $ 68 
ISBN: 978-3-89955-375-8

Inspiring a New Visual Language

VISUAL STORYTELLING

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!

Echoes of the Future is a stunning compilation of recent graphic 
design and illustration that is inspired by our collective visual 
memory. Today’s young designers are not copying elements from 
classic modernism, letterpress printing, and other design styles 
of the past, but rather, they are synthesizing them to create a 
new aesthetic that emanates quality, timelessness, and sustain-
ability. This book showcases an up-to-the-minute style trend 
that promotes the impression of visual longevity in these times 
of economic uncertainty. While the work featured in Echoes of 
the Future deliberately seems older, one realizes how clearly dif-
ferent and contemporary it is when confronted with genuine 
examples from the past.

Visual storytelling uses graphic design, infographics, illustra-
tion, and photography to convey information in the most elegant, 
entertaining, and informative way. Today, the creative scope of 
existing visual storytelling techniques is being expanded to meet, 
head on, the formidable challenge of extracting valuable news, 
surprising findings, and relevant stories from a daily flood of data. 
Visual Storytelling is the first book to focus solely on contempo-
rary and experimental manifestations of visual forms that can 
be classified as such. The rich selection of cutting-edge examples 
featured here is put into context with text features by Andrew 
Losowsky and interviews with experts including the New York 
Times, Francesco Franchi, and Golden Section Graphics.

Sustainability is one of the world’s hottest topics, but the way it 
is visualized and communicated is often outdated. Cause and Effect 
now reveals a contemporary visual language for sustainability. 
The book showcases a wide range of original and relevant design 
approaches that raise awareness for a more environmentally con-
scious lifestyle. Its international examples of campaigns, posters, 
brochures, digital media, interventions, and guerilla marketing 
inspire and challenge us. They clearly describe far-reaching corre-
lations and complex technical processes. They explain and moti-
vate. Together they serve as an unparalleled presentation of the 
most significant, intelligent, and entertaining communication 
measures and proposed solutions for sustainability today.

Category: Graphic Design 
Editors: S. Bohle, R. Klanten, S. Ehmann
Features: Full color, flexicover, 
240 pages, 21 × 26 cm
Price: € 39.90 (D) £ 37.50 $ 55
ISBN: 978-3-89955-443-4

Visualizing Sustainability

CAUSE AND EFFECT
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Category: Product Design 
Editors: K. Klemp, K. Ueki-Polet
Features: Full color, hardcover, 
bilingual: English / German
808 pages, 19 × 23 cm
Price: € 49.90 (D) £ 45 $ 78 
ISBN: 978-3-89955-397-0 

Categories: Style, Architecture 
Editors: R. Klanten, S. Ehmann, A. Sinofzik
Features: Full color, hardcover, 
288 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 78
ISBN: 978-3-89955-421-2

Categories: Graphic Design, Art 
Editors: R. Klanten, M. Hübner
Features: Full color, hardcover, 
224 pages, 24 × 28 cm
Price: € 39.90 (D) £ 37.50 $ 58
ISBN: 978-3-89955-444-1

The Design Ethos of Dieter Rams

LESS AND MORETAKEN BY SURPRISE

Cutting-Edge Collaborations between 
Designers, Artists and Brands

Tactile Design and Visual Explorations

HIGH TOUCH 

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.

In an age in which we are flooded with information, consumers 
are becoming more critical and discerning. They are deploying ever 
finer filters so that only the most relevant pieces of information 
reach them. Because of this development, traditional brand and 
advertising messages are far less likely to be seen. Taken By Surprise 
is a collection of communication measures that are sophisticated 
and relevant enough to overcome these hurdles. They include lim-
ited special edition products and signature collaborations between 
brands, artists, and designers such as those between Issey Miyake 
and Dyson and Olafur Eliasson and BMW, as well as other innova-
tive work by the likes of Damien Hirst, Red Hot Chili Peppers bass-
ist Flea, David Lynch, Geoff McFetridge, and Pharrell Williams.

High Touch is a powerful collection of cutting-edge tactile design 
that defines a new visual language for presentation and storytell-
ing. The artisanship necessary to create these 3D works appeals to 
the interdisciplinary mindset of our time and activates more of 
our senses than standard 2D images ever could. The book docu-
ments an inspiring range of material objects and spatial orchestra-
tions that meld crafts, including crochet and papercraft, with the 
techniques of more traditional art forms such as sculpture, collage, 
and photography. The featured examples prove that the scope for 
this trailblazing work is enormous. Applications include advertis-
ing, editorial design, and scenography, as well as related fields that 
either exist already or that their creators have yet to invent.

Sublime is a comprehensive collection of current Japanese archi-
tecture, interiors, and products that showcases and explores the 
country’s uniquely elegant design aesthetic. After the visual 
excesses of the early new millennium, there is now a distinct 
demand for clear and rational, yet forward-thinking, design —a 
style in which the Japanese have specialized for hundreds of years. 
Today, architects and other creatives from Japan are masters at 
designing striking, virtually transcendent work that seamlessly 
melds aesthetics, functionality, and quality. With its opulent 
visuals and insightful texts, the book examines this distinctive 
talent for combining the rational and traditional with the cut-
ting-edge in a way that seems effortless and even playful.

Categories: Architecture, Product Design
Editors: R. Klanten, S. Ehmann, K. Bolhöfer, 
A. Kupetz, B. Meyer
Features: Full color, hardcover, 
288 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 78 
ISBN: 978-3-89955-372-7 

New Design and 
Architecture from Japan

SUBLIME
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KOREA–KOREA

Korea—Korea is an exploration of a divided country by German 
architecture photographer Dieter Leistner. In 2006, Leistner had 
the opportunity to photograph public spaces in Pyongyang, North 
Korea. In 2012, he visited Seoul, South Korea, where he sought and 
found similar locations with a very different feel. Here, these images 
are placed side-by-side and their visual concordance speaks for itself. 
In addition to its striking images, Korea—Korea contains excerpts 
from two diaries. The first is by Philipp Sturm, who grew up in East 
Germany and accompanied Dieter Leistner to Pyongyang. The sec-
ond is by Hehn-Chu Ahn, who was born in Germany to Korean par-
ents and regularly visits Seoul. Taken as a whole, the book gives 
readers poignant German interpretations of this divided land.

A Photo Project by Dieter Leistner

Category: Photography 
Editors: K. Klemp, H.-C. Ahn, M. Wagner K
Features: Full color, hardcover, 
bilingual: English / German 
120 pages, 23 × 28 cm
Price: € 19.90 (D) £ 18 $ 30
ISBN: 978-3-89955-487-8

Category: Architecture
Editors: R. Klanten, S. Ehmann, S. Borges
Features: Full color, hardcover, 
288 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 78 
ISBN: 978-3-89955-422-9 

Applying Radical Architecture

Thanks to innovations in building materials, design technologies, 
and construction tools, architects can finally realize structures 
that would have previously remained mere dreams. This new ver-
nacular of radically sculpted buildings, rooms, and installations 
melds rigorous usability with a playful and cutting edge aesthetic, 
facilitating highly functional yet undeniably exhilarating spaces. 
The Sky’s the Limit serves as a compelling exploration of these seem-
ingly impossible, yet surprisingly practical structures and spaces. 
It presents spectacularly formed buildings, façades, and interiors 
as well as inspiring temporary projects and urban interventions 
by both young and established talents.

THE SKY’S THE LIMIT

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.

Going Public showcases the creative revival of public space in our 
urban and rural landscapes. The book’s compelling selection of 
formal and informal interventions, reclamations, and architec-
ture illustrates the current scope and interest in refashioning and 
repurposing our built environment for public use. The objectives 
of the featured examples are as diverse as the projects themselves 
and range from inspiring communication and community expe-
rience to devising new means of gathering in and connecting 
to nature. Ranging from bold to subtle and from temporary to 
permanent, the architecture and urban design featured in Going 
Public offers inspiring and surprising interpretations of our pub-
lic surroundings and natural landscapes.

Category: Architecture
Editors: H. Slawik, J. Bergmann, 
M. Buchmeier, S. 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

Category: Architecture
Editors: R. Klanten, S. Ehmann, S. Borges, L. Feireiss
Features: Full color, hardcover, 
272 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 69.95
ISBN: 978-3-89955-440-3

Public Architecture, Urbanism and 
Interventions

CONTAINER ATLASGOING PUBLIC
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The Little Know-It-All provides the fundamental information 
designers need to know to thrive in their growing field of practice. 
This updated edition is an indispensable manual of the knowl-
edge currently required of designers as the evolution of media 
redefines their role and expands the disciplines in which they 
must be competent. Comprised of seven chapters, this title offers 
concise analysis as well as explanations of unique vocabulary. 
Written for a global audience, the handbook expounds on various 
international formats and legalities. It is both a stimulating refer-
ence book for students and newcomers and a trusty companion 
for design and media professionals to use in their everyday work.

Categories: Graphic Design, Typography
Editors: R. Klanten, M. Mischler, S. Bilz
Features: Full color, PVC cover, bookmark ribbon, 
384 pages, 12 × 16.5 cm
Price: € 32 (D) £ 26.99 $ 48
ISBN: 978-3-89955-348-2

Common Sense for Designers

THE LITTLE KNOW-IT-ALL

26 27

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.
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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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At this time, type increasingly left the realm of the printed 
word. So, for example, the Elemental Typography of the 
1920s experimented with formal clarity of expression and 
geometrically constructed sans-serif forms without flour-
ishes such as Futura (fig. 13) or Gill (fig. 14). 
 In the mid-20th century sans-serif faces enjoyed a revival. 
They became the basis for new “modulated” alphabets that 
deviated from the originally constructed formal principle. 
Adrian Frutiger published his Univers (fig. 15) and Max 
Miedinger cut his Helvetica (fig. 17) on the basis of 
Akzidenz Grotesk (fig. 16). 
 A new era of typography began in the 1970s. The opto-
mechanical typesetting system (photosetting) was intro-
duced, and within a decade, hot metal setting, which had 
been used for 500 years, had all but disappeared. In the late 
20th century the mass media produced a wide variety of 
universal typefaces and approaches to type (*  p. 72, hybrid 
typefaces).
 Technical innovations such as desktop publishing (DTP) 
and the World Wide Web revolutionised the type medium 
and meant that conventions were re-thought, and new paths 
embarked on.
 Type left its traditional vehicles and conquered virtual 
space. Types were no longer just analogue, but now above 
all digital (*  pp. 90 – 95, font technology, and also ch. Digital 
Media, pp. 134, 140). Type culture experienced a radical 
structural change such as had not taken place before, and 
that was to have a more or less lasting influence on our 
reading and seeing habits (*  pp. 60, 61, Perception and 
reading behaviour) in subsequent years. 
 Because it could be reproduced at will and had to an 
extent been dematerialised, it seemed as if everything was 
possible in the medium of type – and everything was tried 
out. Design found a new freedom; typography and script 
were democratised. Hardware and software were available 
everywhere (*  ch. Digital Media, pp. 111 – 113), which ena-
bled pretty well anybody to work with a typeface of their own 
(*  pp. 84 – 89, Typeface Design), to generate it or to modify 
existing material. Typefaces were suddenly popular. 
 

Recourse to history meant new typographical adaptations 
and initiatives; epoch-making type styles were collected like 
objets trouvés and reassessed. Archaic motifs were illus-
trated in a typographically appropriate way, or anticipated.
Typeface, typographical technology (*  pp. 90 – 95) and the 
type market clearly showed inflationary traits, but this also 
triggered new challenges, approaches and technologies  
(e.g. PostScript Type 1; *  pp. 90 – 95, Font Technology). 
Screen- and pixel-adapted type forms (fig. 18) were created 
for reading on screen (*  pp. 93 – 95, Fonts on a display 
screen).
 For economic reasons and because of the aesthetics 
of the day, typefaces for continuous text (*  p. 61) became 
increasingly narrow and their x-heights (*  p. 68, fig. 23) 
greater; their forms also became more open. 

The letter

The letter is the graphic shape of a grapheme or character 
used to represent linguistic sounds. In modern desktop pub-
lishing, letters are also called glyphs. In typography, a glyph 
is a graphic depiction of a type character.
 The letter is the smallest element in forming a word or 
shaping a text; their arrangement is a key factor in determin-
ing the typographic form and legibility of a text. 

Uppercase and lowercase

Capital letters are described as uppercase or more rarely 
majuscules. Small letters are known as lowercase or more 
rarely minuscules (*  pp. 63 – 67, Origins of type). 
 Uppercase characters are based on three basic geo-
metrical shapes: triangle, circle and square (*  ch. Design, 
pp. 26, 27). Here, the forms and directional contrasts are 
fundamental to the appearance of the letters (*  figs. 19 – 21).  
Fig. 22 shows the structural principle for a Renaissance up-
per case “M” according to Albrecht Dürer (1471 – 1528).

Hint: See also Typeface Design, pp. 84 – 89.
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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.

3.0 Design / Contents

Ready to Print is an easy to follow reference for designers that thor-
oughly explains each stage of how to prepare data for prepress 
and production. The clearly structured chapters Paper, Printing 
Techniques, Typography, Trapping, Color, Image Editing, and PDF, 
as well as abundant descriptive graphics, impart essential knowl-
edge in a comprehensive way. From the traits of various types of 
paper to the recommended settings when exporting data into a 
print-ready PDF, the book reveals both opportunities and hurdles 
in pre-print and production. In short, the book shows all designers 
how to create the best-possible print product.

Categories: Graphic Design, Typography
By: Kristina Nickel 
Text for English edition: Dylan and Erik Spiekermann
Features: Full color, PVC cover, bookmark ribbon, 
288 pages, 21 × 26 cm
Price: € 49.90 (D) £ 45 $ 78
ISBN: 978-3-89955-325-3

Handbook for Media Designers

READY TO PRINT

74         75         2. Printing Technology  >  2.2 Color reproduction

the four process colors, a further color will have to be 
used. These additional colors are called special, deco-
rative, or spot colors. Spot colors can be printed with 
100 percent chromatic component, whereas in the 
Euroscale spot colors are partly screened, i.e. they are 
printed in different color gradations in order to simu-
late all kinds of colors in combination printing. Simula-
tion can become a problem if a particular color cannot 
be reproduced well using these base colors or if a print-
ing process is used in which screening is not possible 
or would not work for other reasons. An example would 
be when the screen is comparatively widely spaced and 
visible to the naked eye, or when very fine lines or very 
small type is composed of several screened colors. 

Print colors are composed of several ingredi-
ents. The colorants are color pigments and dyes. Bind-
ing agents (varnish), additives and carriers are also 
required. Color pigments are solid organic or inorganic 
substances that float in a fluid carrier. Dyes are organic 
compounds that are dissolved in liquid (solvent). Dyes 
have a higher color range than color pigments. They 
are very intense, but fade over time. Therefore printing 
colors contain pigments more than anything. While the 
organic pigments give color its tone, the inorganic pig-
ments produce special effects. These include metallic 
effect pigments for gold and silver colors or pearl lus-
ter and fluorescent pigments. Pigments need a binding 
agent in order to stick to the print material, whereas 
dyes often stick directly to the surface. Binding agents 
are usually made of resins dissolved in mineral oil. The 
use of additives depends on the printing method used. 
They influence the drying process, flow properties and 
rub resistance of the ink. The carriers for the colorants 
may be thinners such as mineral oil or solvents. In digi-
tal printing, one refers to toner rather than ink. Toner 
may be fluid or dry, depending on the method used. 

The precise composition of any given ink is 
determined by the printing method. The ink’s consis-
tency may range from thin fluid or semi-fluid through 
to dry powder, depending on how the ink is applied, 
dried and fixed. In gravure printing for example, thin 
fluid inks are required, whereas in offset printing vis-
cous semi-fluid, pasty inks are used. Moreover, offset 
inks are subdivided into several classes for different 
kinds of use. In addition to the standard and universal 
kinds of ink there is gloss and high-gloss ink for glossy 
coated paper, highly rub-proof ink, low-odor ink, highly 
pigmented ink, UV-, film-, and ink for waterless offset 
printing, heatset ink for web offset, and coldset ink for 
newspaper printing. 

In order to create an even greater color space in multi-
color printing, more than four spot colors may be used 
for special applications. By adding the chromatic colors 
red, green and blue, one can create a color space that 
suits our visual perception better than the more lim-
ited color space composed of cyan, magenta and yellow. 
This is referred to as HiFi color printing. This means 
that seven colors are used, although black is still used 
mainly for type.

Pantone Inc. developed the so-called Hexa-
chrome system, which extends the color space with  
the addition of the spot colors orange and green. The 
Hexachrome system is printed using five colors plus 
black, which also considerably extends the color space. 
Here each mixed color is only composed of three of 
the six colors. According to Pantone over 80 percent of 
Pantone colors and nearly all RGB colors can be pro-
duced this way.

The Hexachrome and HiFi color systems are 
relatively seldom used because it is altogether more 
trouble to go to than conventional four-color printing. 
Using two or three extra colors naturally makes print-
ing more costly, and is only worthwhile for projects 
that require exact color reproduction for several special 
colors, or where a particularly extensive color space is 
deemed absolutely necessary for reproducing photos. 
In that case a special plug-in is required that offers a 
Hexachrome color palette for Illustrator, and enables 
the separation of relevant images in Photoshop.

Color separation  A color is separated for 
process color reproduction into the spot colors 
cyan, magenta, yellow and black. As previously 
described in “Print colors”, all possible kinds of 

colors can be mixed from the three spot colors cyan, 
magenta and yellow. In theory, with the addition of the 
fourth print color black, all of the 16.7 million RGB col-
ors that are representable on a monitor can be repro-
duced. In order to realize this, however, the colors have 
to be screened. This means that alongside the solid area 
of 100 percent color, halftones of a color are also printed, 
so that a color might only cover 25 percent of the area, 
for example. This is how different spot color mix ratios 
are created, from which the corresponding visual per-
ceptions arise. 

In conventional screening the dots more or less 
overlap one another and some are on their own next to 
each other. This creates a color perception on the one 

hand from the subtractive color mix due to the over-
printing of the overlapping dots, and on the other hand 
from the additive color mix of the dots on their own 
that only merge into a color in the eye of the beholder. 
This is known as autotypical color synthesis. The addi-
tive color mix may only be perceived when the indi-
vidual dots are so small that they cannot be seen from 
a normal viewing distance, while subtractive color mix-
ing can only occur when the colors are transparent. 
Otherwise the overlapping color would totally cover the 
color underneath it instead of mixing with it. Therefore 
in subtractive color mixing, the thicker the ink cover-
age, the darker it becomes. 

The fact that the screened reproduction pro-
cess is a combination of additive and subtractive color 
mixing shows quite how complicated this process is. 
All the more so because the dots that are next to each 
other in additive color mixing do not create the same 
color impression as in the subtractive color mixing 
of overlapping dots. Add to that the fact that colors  
used in reality are not optimal colors. In other words, 

they do not correspond 
exactly to the colorimetric 
ideal of cyan, magenta and 
yellow, which are mixed 
from the spectral colors 
red, green and blue in a 
theoretical color triangle. 
For this reason the theoret-
ically possible color range 
cannot be printed. 

This is made trick-
ier by the fact that print col-
ors do not behave perfectly 
colorimetrically in prac-
tice or in the reproduction 
process. If, for example, 
one mixes red, green and 
blue in equal measures in 
additive color mixing, the 
resulting color will always 
be neutral, i.e. white, black 
or gray. However, these 
neutral colors cannot be 
reproduced with cyan, 
magenta and yellow by 
simply inverting the RGB 
parts. Instead, standar- 
dized offset printing has 
demonstrated how a neu-

tral gray can only be produced in practice by mixing  
the spot colors cyan, magenta and yellow in unequal 
measures. Thus a neutral gray tone in four-color  
printing is always produced by using a higher cyan 
component compared to magenta and yellow. (See the 
“Light colors & body colors” section in the “color” 
chapter, and in particular the illustration of a “color 
triangle”, p. 181.)

Black composition  As previously ex-
plained in “Print colors” (p. 73 f.), the spot col-
ors cyan, magenta and yellow are complemented 
by black for practical reasons. There are sev-

eral methods for determining the black component 
of a color. There is chromatic composition, chromatic  
composition with under color removal (UCR), gray 
component replacement (GCR), and under color addi-
tion (UCA). In under color removal all color tones are 
exclusively generated from cyan, magenta and yellow, 

The Hexachrome color space is greater than the CMYK color space.

Hexachrome color space

spectral colors

Hexachrome

CMYK
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Light colors and body colors  There 
is a fundamental difference between light- and 
body colors. The former are produced from a 
light source in the three base colors red, green 

and blue. The various, brighter color mixtures are cre-
ated from the meeting of these base colors. This is called 
additive color because the spectral colors are added 
together. White is created when all three base colors 
are added together in equal measure. When none of 
the base colors is luminous it stays black. Monitors and 
televisions work according to this system. Their pixels 
are composed of the three different luminescent sub-
stances red, green and blue.

Body colors, on the other hand, are the colors 
with which we see our environment through trichro-
matic color perception. One can differentiate body 
colors because the incident light is absorbed in differ-
ent parts and only partially reflected back. The color 
impression is created by this reflected light, which is 
again composed of different parts of the base colors red, 
green and blue. One can differentiate light and dark 
colors because different colors and materials absorb 
light to varying degrees. When body colors are mixed, 
like they are in painting, they become darker. This is 
called subtractive color because the color brightness 
diminishes due to the absorption of the light rays. 

The base body colors are cyan, magenta and 
yellow. In theory, when cyan, magenta and yellow are 

5.1 Color basics  One can explain a color given the 
necessary background knowledge, and also measure and 
mathematically describe it. The following mostly  

physical basics form the basis for the practical use of color  
in everyday graphic design.

Color triangle
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Trap Presets

Preset Options...

Modify Trap Preset Options

Name: (Default)

Trap Width

Default: 0,088 mm
Black: 0,176 mm

Images

Trap Placement: Centre
 Trap Objects to Images
 Trap Images to Images
 Trap Images Internally
 Trap 1-bit Images

Trap Appearance

Join Style: Mitre
End Style: Mitre

Trap Thresholds

Step: 10% 
Black Colour: 100%
Black Density: 1,6
Sliding Trap: 70%
Trap Colour Reduction: 100%

4. Trapping  >  4.3 Trap presets

End style defines what the traps do if the corners of three 
objects meet. The options are “Mitered” and “Overlap”. 
“Mitered” should be used to avoid very dark overlaps. 
The corner traps are shaped so that they do not overlap. 

Trap imported graphics  Often trapping 
is not necessary when an object or type touches 
an image—at least not if the image and object are 

Euroscale colors. This is because a color photo normally  
contains all the colors, so that there are plenty of common  

scale color components to prevent any white gaps from 
occurring. One exception would be a colored object that 
touches a grayscale image. The object has to be trapped be- 
cause there are not enough common color components.

Trap placement  This setting controls the 
position of a trap when a vector object traps an 
image. The options are “Centerline”, “Choke” 
and “Spread”. “Neutral Density” means that 

spreading or choking is required depending on the 
pixel brightness of the abutting image. This can cause 
such uneven and shape-destroying traps that white gaps 
would be preferable. 

Trap objects to images  This option 
determines whether drawn vector objects, type 
or placed Illustrator or PDF files with bitmap 
images are trapped in InDesign. This option 

should only be activated when there are insufficient 
color components in common. 

Trap images to images  This option 
determines whether traps are generated when 
bitmap images overlap. This option should only 

be activated when the overlapping pixel images have 
insufficient color components in common.

Trap images internally  Here one makes 
sure that each pixel within an image traps the 
next pixel in accordance with the trap presets. 
This option has to be switched off for halftone 

images. Trapping may be suitable for larger images such 
as screenshots that are separated so that the gray compo-
nent only consists of black, or pixel graphics with strong 
color contrasts and few common components. 

Trap 1-bit images  This option creates 
a trap when a black and white image touches 

graphics or type. Trap placement cannot be changed for 
black and white images.

Trap placement in images

trapping when color 
difference is 10 percent 
or more

Default trap presets

CenterlineWithout trapping

Choke

Neutral density Spread
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The baseline grid in InDesign is set up in the document 
pre-sets. The important thing here is the size of the divi-
sion. If the body text has a 14 point line spacing, one 
selects “14 pt” under “Increment Every”. Another thing 
that is relevant is the start of the baseline grid, which 
might be indicated in relation to the upper page mar-
gin, for example. By changing this value the baseline 
grid may be moved so that the text is in the best place 
in the type area. 

The baseline grid may be blended in or out 
in the InDesign menu under “View/Grids & Guides”. 
“Grids in Back” should be deactivated in the prefer-
ences so that it remains visible when there is a colored 
part of the page, for example. 

To align the text automatically to the baseline 
grid, the corresponding icon has to be activated in  
the paragraph palette or control palette. This setting 
normally applies to a whole paragraph. However, there 
is the possibility of only aligning the first line to the 
baseline grid. 

One example in this context is side notes, which 
are often smaller than the body text and therefore have 
tighter line spacing. This means only the first line has 
to be aligned to the baseline grid.

Headings in register with the same size as the body text

Larger headings out of register
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ten, die im selben Schriftgrad wie die Grundschrift 
gesetzt sind, werden dazu zwei Leerzeilen vor die Zwi-
schenüberschrift gesetzt und eine Leerzeile nach der 
Zwischenüberschrift. Alternativ dazu kann auch eine 
Leerzeile vor und keine Leerzeile nach der Zwischen-
überschrift gesetzt werden.

Überschriften im selben Schriftgrad und  
Zeilenabstand halten problemlos Register

Bei Zwischenüberschriften, die in einem größeren 
Schriftgrad und mit einem größeren Zeilenabstand als 
die Grundschrift gesetzt sind, wird eine Leerzeile der 
Grundschrift über der Zwischenüberschrift eingefügt 
und eine halbe unter der Zwischenüberschrift. Dabei 
richtet sich die Zwischenüberschrift zwar nicht am 
Grundlinienraster aus, dafür ist aber eindeutig, dass 
sie zum nachfolgenden Absatz gehört. Problematisch 
wird es, wenn die Zwischenüberschriften manchmal 
einzeilig und manchmal zweizeilig sind. Damit die 
Grundschrift immer Register hält, bleibt in diesem Fall 
der Abstand zwischen der Überschrift und dem nach-
folgenden Text immer gleich, während der Abstand 
zwischen dem vorangehenden Absatz zur Überschrift 
variiert. Eine Überschrift oder Zwischenüberschrift 
aus mehr als zwei Zeilen ist generell zu vermeiden. 
Überschriften sollten so kurz wie möglich formuliert 
sein. Sie werden übrigens in der Regel ohne Punkt am 
Ende gesetzt.

Das Grundlinienraster wird in InDesign in den Vorein-
stellungen des Dokuments eingerichtet. Das wichtigste 
ist hierbei natürlich die Größe der Einteilungen. Wenn 
die Grundschrift beispielsweise einen Zeilenabstand 

Grundlinienraster

Wenn man ein Buch oder eine Broschüre gegen das 
Licht hält, sollten auf der Vorder- und Rückseite alle 
Grundschriftzeilen genau auf gleicher Höhe stehen. 
In der Fachsprache heißt das, dass die Zeilen Register 
halten. Diese Registerhaltigkeit richtet sich an einem 
bestimmten Grundlinienraster aus. Dadurch wird 
gewährleistet, dass das Layout eine gewisse Ordnung 
und Klarheit erhält. Außerdem lässt sich auf diese 
Weise verhindern, dass sich durch die Rückseite schei-
nende Zeilen in den Vordergrund drängen und so das 
eingesetzte Gestaltungsraster beeinträchtigen und das 
erwünschte Graubild beeinflussen.

Registerhaltige Überschriften

Wenn die Überschriften und Zwischenüberschriften 
in der selben Schriftgröße und mit dem gleichen Zei-
lenabstand gesetzt sind wie die Grundschrift, können 
sie problemlos Register halten. Das ist aber natürlich 
nicht immer der Fall. Die Wahl eines anderen Schrift-
grades und Zeilenabstandes bei den Überschriften und 
Zwischenüberschriften verdeutlicht unter Umständen 
die Hierarchie zwischen den Überschriften und der 
Grundschrift, was zur Erhöhung der Lesbarkeit führt. 

Der Abstand zwischen der Zwischenüberschrift und 
dem nachfolgenden Text sollte generell kleiner sein, 
als der Abstand des vorangegangenen Absatzes zur 
Zwischenüberschrift des nächsten Absatzes. Das ver-
deutlicht die Zugehörigkeit der Zwischenüberschrift 
zum nachfolgenden Absatz. Bei Zwischenüberschrif-

82 83

gesetzt sind, werden dazu zwei Leerzeilen vor die Zwi-
schenüberschrift gesetzt und eine Leerzeile nach der 
Zwischenüberschrift. Alternativ dazu kann auch eine 
Leerzeile vor und keine Leerzeile nach der Zwischen-
überschrift gesetzt werden.

Größere einzeilige Überschriften
Bei Zwischenüberschriften, die in einem größeren 
Schriftgrad und mit einem größeren Zeilenabstand als 
die Grundschrift gesetzt sind, wird eine Leerzeile der 
Grundschrift über der Zwischenüberschrift eingefügt 
und eine halbe unter der Zwischenüberschrift. Dabei 
richtet sich die Zwischenüberschrift zwar nicht am 
Grundlinienraster aus, dafür ist aber eindeutig, dass 
sie zum nachfolgenden Absatz gehört. Problematisch 
wird es, wenn die Zwischenüberschriften manchmal 
einzeilig und manchmal zweizeilig sind. Damit die 
Grundschrift immer Register hält, bleibt in diesem Fall 
der Abstand zwischen der Überschrift und dem nach-
folgenden Text immer gleich, während der Abstand 
zwischen dem vorangehenden Absatz zur Überschrift 
variiert. Eine Überschrift oder Zwischenüberschrift 
aus mehr als zwei Zeilen ist generell zu vermeiden. 
Überschriften sollten so kurz wie möglich formuliert 
sein. Sie werden übrigens in der Regel ohne Punkt am 
Ende gesetzt.

Das Grundlinienraster wird in InDesign in den Vorein-
stellungen des Dokuments eingerichtet. Das wichtigste 
ist hierbei natürlich die Größe der Einteilungen. Wenn 
die Grundschrift beispielsweise einen Zeilenabstand 
von 14 Punkt hat, gibt man bei ›Einteilung alle‹ ›14 
pt‹ ein. Von relevanter Bedeutung ist außerdem der 

Grundlinienraster
Wenn man ein Buch oder eine Broschüre gegen das 
Licht hält, sollten auf der Vorder- und Rückseite alle 
Grundschriftzeilen genau auf gleicher Höhe stehen. 
In der Fachsprache heißt das, dass die Zeilen Register 
halten. Diese Registerhaltigkeit richtet sich an einem 
bestimmten Grundlinienraster aus. 

Dadurch wird gewährleistet, dass das Layout eine 
gewisse Ordnung und Klarheit erhält. Außerdem lässt 
sich auf diese Weise verhindern, dass sich durch die 
Rückseite scheinende Zeilen in den Vordergrund drän-
gen und so das eingesetzte Gestaltungsraster beein-
trächtigen und das erwünschte Graubild beeinflussen.

Größere einzeilige Überschriften
Wenn die Überschriften und Zwischenüberschriften 
in der selben Schriftgröße und mit dem gleichen Zei-
lenabstand gesetzt sind wie die Grundschrift, können 
sie problemlos Register halten. Das ist aber natürlich 
nicht immer der Fall. Die Wahl eines anderen Schrift-
grades und Zeilenabstandes bei den Überschriften und 
Zwischenüberschriften verdeutlicht unter Umständen 
die Hierarchie zwischen den Überschriften und der 
Grundschrift, was zur Erhöhung der Lesbarkeit führt. 

Der Abstand zwischen der Zwischenüberschrift und 
dem nachfolgenden Text sollte generell kleiner sein, 
als der Abstand des vorangegangenen Absatzes zur 
Zwischenüberschrift des nächsten Absatzes. Das ver-
deutlicht die Zugehörigkeit der Zwischenüberschrift 
zum nachfolgenden Absatz. Bei Zwischenüberschrif-
ten, die im selben Schriftgrad wie die Grundschrift 
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ten, die im selben Schriftgrad wie die Grundschrift 
gesetzt sind, werden dazu zwei Leerzeilen vor die Zwi-
schenüberschrift gesetzt und eine Leerzeile nach der 
Zwischenüberschrift. Alternativ dazu kann auch eine 
Leerzeile vor und keine Leerzeile nach der Zwischen-
überschrift gesetzt werden.

Größere zweizeilige Überschriften  
mit größerem Zeilenabstand 

Bei Zwischenüberschriften, die in einem größeren 
Schriftgrad und mit einem größeren Zeilenabstand als 
die Grundschrift gesetzt sind, wird eine Leerzeile der 
Grundschrift über der Zwischenüberschrift eingefügt 
und eine halbe unter der Zwischenüberschrift. Dabei 
richtet sich die Zwischenüberschrift zwar nicht am 
Grundlinienraster aus, dafür ist aber eindeutig, dass 
sie zum nachfolgenden Absatz gehört. Problematisch 
wird es, wenn die Zwischenüberschriften manchmal 
einzeilig und manchmal zweizeilig sind. Damit die 
Grundschrift immer Register hält, bleibt in diesem Fall 
der Abstand zwischen der Überschrift und dem nach-
folgenden Text immer gleich, während der Abstand 
zwischen dem vorangehenden Absatz zur Überschrift 
variiert. Eine Überschrift oder Zwischenüberschrift 
aus mehr als zwei Zeilen ist generell zu vermeiden. 
Überschriften sollten so kurz wie möglich formuliert 
sein. Sie werden übrigens in der Regel ohne Punkt am 
Ende gesetzt.

Das Grundlinienraster wird in InDesign in den Vorein-
stellungen des Dokuments eingerichtet. Das wichtigste 
ist hierbei natürlich die Größe der Einteilungen. Wenn 

Grundlinienraster

Wenn man ein Buch oder eine Broschüre gegen das 
Licht hält, sollten auf der Vorder- und Rückseite alle 
Grundschriftzeilen genau auf gleicher Höhe stehen. 
In der Fachsprache heißt das, dass die Zeilen Register 
halten. Diese Registerhaltigkeit richtet sich an einem 
bestimmten Grundlinienraster aus. Dadurch wird 
gewährleistet, dass das Layout eine gewisse Ordnung 
und Klarheit erhält. Außerdem lässt sich auf diese 
Weise verhindern, dass sich durch die Rückseite schei-
nende Zeilen in den Vordergrund drängen und so das 
eingesetzte Gestaltungsraster beeinträchtigen und das 
erwünschte Graubild beeinflussen.

Größere einzeilige Überschriften

Wenn die Überschriften und Zwischenüberschriften 
in der selben Schriftgröße und mit dem gleichen Zei-
lenabstand gesetzt sind wie die Grundschrift, können 
sie problemlos Register halten. Das ist aber natürlich 
nicht immer der Fall. Die Wahl eines anderen Schrift-
grades und Zeilenabstandes bei den Überschriften und 
Zwischenüberschriften verdeutlicht unter Umständen 
die Hierarchie zwischen den Überschriften und der 
Grundschrift, was zur Erhöhung der Lesbarkeit führt. 

Der Abstand zwischen der Zwischenüberschrift und 
dem nachfolgenden Text sollte generell kleiner sein, 
als der Abstand des vorangegangenen Absatzes zur 
Zwischenüberschrift des nächsten Absatzes. Das ver-
deutlicht die Zugehörigkeit der Zwischenüberschrift 
zum nachfolgenden Absatz. Bei Zwischenüberschrif-

Larger headings with variable spaces

Setting baseline grid in InDesign Aligning text to baseline grid

3. Composition and Typography  >  3.1 Grid layout

InDesign

Preferences

Preferences

Grids...

Baseline Grid

Start: 26,5 mm
Increment Every: 19 pt

Paragraph Align to baseline 
grid

Footnotes for US-readers

1 – Die Seitenlängen der ANSI paper size Reihe stehen abwechselnd im Verhältnis 1:1,30 und 1:1,55 zueinander. 

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: T. Finke, S. Manger, S. 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

The rapidly expanding online market for digital typefaces is 
exciting and diverse. With new fonts and type foundries launch-
ing on an almost daily basis, it has been difficult to keep track 
of notable developments —until now. Type Navigator is a useful 
current handbook of modern fonts, independent foundries, and 
innovative type designers that provides an overview of today’s 
vast market. This comprehensive publication offers a valuable 
overview of international sources for quality fonts. In addition 
to concise profiles of type foundries and recent typefaces, Type 
Navigator features inspirational visual examples of fonts in use. 
A free digital collection of 100 typeface variations from 20 choice 
foundries accompanies the book.

Category: Typography
Editors: J. Middendorp, TwoPoints.Net
Features: Full color, hardcover, incl. CD-ROM, 
320 pages, 24 × 30 cm
Price: € 49.90 (D) £ 45 $ 78
ISBN: 978-3-89955-377-2

The Independent Foundries Handbook

TYPE NAVIGATOR
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This book presents inspiring work from around the world that is 
bringing nature back into our cities: from urban farming initia-
tives, guerilla gardening, and architectural visions, to furniture, 
products, and other everyday objects that use plants in a func-
tional or aesthetic way. Some of the included projects are chang-
ing the landscapes of our cities as a whole, while others can make 
our own streets and homes greener —most importantly, all are 
trying to get people to think differently. For everyone who has an 
interest in a more responsible and environmentally friendly life-
style, this entertaining and socially relevant book makes it clear 
that we can design our urban future in a way that’s green, innova-
tive, vibrant, and constructive.

Categories: Style, Graphic Design
Editors: R. Klanten, S. Ehmann, K. Bolhöfer
Features: Full color, flexicover, 
240 pages, 21 × 26 cm
Price: € 38 (D) £ 35 $ 60
ISBN: 978-3-89955-334-5 

Back to Nature with Attitude and Style

MY GREEN CITY

Learn for Life presents inspiring architecture and interiors that 
support progressive models of acquiring knowledge. New inter-
pretations of kindergartens, schools, universities, and libraries are 
featured along with architecturally innovative offices and confer-
ence rooms. These examples are rounded out by more experimen-
tal projects that offer further perspectives on how best to learn 
in the new millennium. These groundbreaking spaces promote 
learning by inspiring us, providing us with helpful tools, and facil-
itating the exchange of ideas within groups. The work makes clear 
that the creative use of architecture and interior design not only 
provides a new physical framework for acquiring knowledge, but 
also revitalizes and advances the process of learning as a whole.

Gestalten’s best-selling Los Logos series documents and identifies 
design styles and trends in contemporary logo design worldwide. 
This latest edition is the definitive handbook and a barometer of 
recent work. Los Logos 6 returns to the familiar landscape format 
and features an unparalleled selection of cutting-edge examples 
from around the globe. Fully indexed and intuitively structured, 
the book draws connections between the applications and the 
fields for which the featured logos were intended. It not only cel-
ebrates the latest innovations in contemporary logo design, but 
is also a precursor to upcoming styles and trends. This provoca-
tive source of creativity and inspiration is a must-have for any 
graphic designer.

Category: Architecture
Editors: S. Ehmann, S. Borges, R. Klanten
Features: Full color, hardcover, 
288 pages, 24 × 30 cm
Price: € 44 (D) £ 40 $ 68
ISBN: 978-3-89955-414-4

Category: Graphic Design
Editors: R. Klanten, H. Hellige, 
A. Mollard, A. Sinofzik
Features: Full color, hardcover, 
landscape format, 400 pages, 24 × 19 cm
Price: € 39.90 (D) £ 37.50 $ 49.95 
ISBN: 978-3-89955-450-2 

New Architecture for New Learning New Architecture for New Learning

LEARN FOR LIFE LOS LOGOS 6

Illustrators Unlimited presents cutting-edge illustration talents 
scouted from around the world. By showcasing an impressive 
range of illustrators —from established names to fresh up-and-
comers —the book also reveals the most compelling styles and 
techniques that are practiced in this creative discipline today. In 
this lavish hardcover, each illustrator is introduced with a variety 
of representative examples of his or her work plus an insightful 
text portrait written by design journalist James Gaddy. This depth 
of information makes the book a definitive reference for clients 
looking to commission work, for agencies, and anyone else who 
is interested in the multifaceted creative medium of illustration.

Category: Illustration
Editors: R. Klanten, H. Hellige
Features: Full color, hardcover, 288 pages, 24 × 30 cm
Price: € 44 (D) £ 40 $ 68
ISBN: 978-3-89955-371-0

The Essence of Contemporary 
Illustration

ILLUSTRATORS 
UNLIMITED
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With an unparalleled collection of groundbreaking projects, 
Papercraft 2 is an inspiring survey of current developments in con-
temporary design with paper. In addition to more outstanding 3D 
graphic design, illustration, complex spatial installations, objets 
d’art, and motion design, the book and free included bonus DVD 
present work from an even broader range of creative disciplines 
including scenography, fashion design, and advertising, which 
have discovered the versatility of this basic material in the last 
few years. Clearly advancing the handicraft used in earlier pieces, 
these are setting prevailing trends and inspiring the future evolu-
tion of work with paper to even greater creative heights.

Based on Carsten Nicolai’s years of research, Grid Index is the 
first comprehensive visual lexicon of patterns and grid systems. 
The book features a wide range of examples, from the simplest 
grids made up entirely of squares to the most complex irregular 
ones with infinitely unpredictable patterns of growth. All of the 
grids and patterns featured in the print publication can be found 
as editable vector graphic data files on the CD that accompanies 
the book. Because Grid Index can be used to map out the underly-
ing grids of any image or to create recurring geometrical grids in 
graphic design, it is an essential reference for designers, visual art-
ists, architects, researchers, and mathematicians alike.

Categories: Graphic Design, Art
Editors: R. Klanten, B. Meyer
Features: Full color, hardcover, incl. DVD, 256 pages, 24 × 30 cm
Price: € 44 (D) £ 40 $ 68 
ISBN: 978-3-89955-333-8

Categories: Graphic Design, Art
By: Carsten Nicolai
Features: b/w, hardcover, incl. CD-ROM, 
312 pages, 18.5 × 23 cm
Price: € 39.90 (D) £ 35 $ 60
ISBN: 978-3-89955-241-6

Design and Art with Paper

PAPERCRAFT 2 GRID INDEX

Olaf Hajek is currently one of the world’s most successful and well-
known illustrative artists. Despite the diversity of his clientele, Hajek 
makes no aesthetic compromises. His characteristic style, which is 
infused with a folkloristic naivety and freshness, is what makes his 
work appealing to a broad audience and range of customers. Now 
his personal work is garnering increasing attention on the interna-
tional art market. Black Antoinette is a collection of Olaf Hajek’s most 
recent work. It includes pieces done for galleries alongside a strik-
ing selection of editorial contracts and commercial portraits, all of 
which showcase a remarkable style that has become more free and 
painterly over the last several years. The preface was written by Dr. 
Philipp Demandt, the head of Berlin’s Old National Gallery.

Letman is internationally known for his trailblazing synthesis of 
illustration and lettering. He not only creates masterful decora-
tive letters and typefaces, but also pioneers work that is a hybrid 
of graphic design, screen printing, graffiti, illustration, and paint-
ing. This book is the first monograph from Amsterdam-based 
illustrator Job Wouters, who works under the pseudonym Letman. 
In addition to commissioned designs for publications including 
New York Times Magazine, Playboy, It’s Nice That, and Creative Review 
and brands such as Audi, Heineken, Dries Van Noten, Tommy 
Hilfiger, Eastpak, and Universal, Letman also includes a compel-
ling selection of his personal projects and sketches.

Categories: Illustration, Art
By: Olaf Hajek
Editors: R. Klanten, H. Hellige
Features: Full color, hardcover, 152 pages, 24.5 × 33 cm
Price: € 39.90 (D) £ 37.50 $ 60
ISBN: 978-3-89955-452-6

Categories: Graphic Design, Illustration
By: Letman
Features: Full color, hardcover, 160 pages, 21 × 26 cm
Price: € 29.90 (D) £ 27.50 $ 45 
ISBN: 978-3-89955-453-3 

The Artwork and Lettering 
of Job Wouters

The Work of Olaf Hajek

BLACK ANTOINETTELETMAN
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New York, NY 10003
USA
Tel. +1 (212) 99 52 720
Fax +1 (212) 99 52 733
USenquiries@gestalten.com
www.gestalten.com

International 

Gestalten 
Lina Kunimoto
Tel. +49 (0)30 72 61 32 024
Fax +49 (0)30 72 61 32 222 
l.kunimoto@gestalten.com
www.gestalten.com
 
Germany / Austria / Switzerland 
 
Gestalten 
Helga Beck
Tel. +49 (0)30 72 61 32 203
Fax +49 (0)30 72 61 32 222
h.beck@gestalten.com
www.gestalten.com
 
Great Britain / Ireland  

Gestalten UK 
Lee Williams
Tel. +44 (0)20 76 28 48 29
Fax +44 (0)20 76 28 48 28
l.williams@gestalten.com
www.gestalten.com
 
Japan 
 
Gestalten Japan
Junko Hanzawa
Tel.  +81 (0)422 30 93 26
Fax  +81 (0)422 30 93 27
j.hanzawa@gestalten.jp
www.gestalten.jp 

Germany / Austria / Southern Europe / 
Eastern Europe / Scandinavia / 
Belgium / The Netherlands 
 
LKG 
Elisabeth Kaiser
An der Südspitze 1–12
04579 Espenhain 
Germany
Tel. +49 (0)34206 65 107
Fax +49 (0)34206 65 17 32
ekaiser@lkg-service.de
 
USA / Canada  

Prestel Publishing
Innovative Logistics
406 Wyckoff Mills Road
East Windsor, NJ 08520
 USA
Tel. +1 (732) 36 35 679
Fax +1 (732) 36 30 338
Toll-free orders: (888) 46 36 110
Toll-free fax orders: (877) 37 28 892
 
Great Britain / Ireland 

Marston Books Services Ltd.
160 Eastern Avenue Milton Park
Abingdon
Oxfordshire OX14 4SB
United Kingdom
Tel. +44 (0)12 35 46 55 00
Fax +44 (0)12 35 46 55 55
trade.order@marston.co.uk
 

Press Contacts Distribution

Gestalten is a climate neutral company. We collaborate   
with the non-profit carbon offset provider myclimate  
(www.myclimate.org), to neutralize the company’s 
carbon footprint produced through our worl d-wide 
business acti vities by investing in projects that reduce 
CO2 emissions (www.gestalten.com/myclimate).
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