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often determine the success of an entire 
publication long before the first page is built.
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WHY EVERY PROJECT  
STARTS WITH QUESTIONS
Software has never been the first step in a 
successful design project.
Questions are.
•	 Who is the audience?
•	 What problem needs to be solved?
•	 What action should readers take after they’re 

finished?
Only after those answers become clear should 
typography, photography, color, and layout enter 
the conversation.
Too many projects begin with visual inspiration 
and end with confusing communication.
The most successful creative work begins exactly 
the opposite way.

INTERVIEW
FIVE MINUTES  
WITH A CONTENT STRATEGIST
Q: What makes content successful?
A: It answers the reader’s question before they ask 
the next one.
Q: Where do most projects go wrong?
A: People start writing before they understand 
what readers actually need.
Q: What’s the biggest misconception about 
content strategy?
A: That it’s only about words. Organization, hi-
erarchy, navigation, photography, and design all 
influence how content is understood.
Q: What’s your favorite part of a project?
A: Watching complicated information become 
simple enough for anyone to understand.
Q: What advice would you give young cre-
atives?
A: Learn to solve problems before learning to im-
press people. Your career will be much longer.

OPINION
SOFTWARE IS A TOOL, NOT A CAREER
Creative software continues to evolve at an 
incredible pace.
•	 Artificial intelligence is changing workflows.
•	 Automation reduces repetitive production tasks.
•	 New features appear every month.
•	 None of those developments concern me.
•	 Because software has never been the job.
•	 Communication is.
The applications we use today won't be 
the applications we use twenty years from 
now.
What will remain valuable are the skills software 
cannot replace.
•	 Critical thinking.
•	 Editorial judgment.
•	 Organization.
•	 Empathy.
•	 Writing.
•	 Communication.
•	 Technology changes.
People don't.
That's why I continue investing in principles be-
fore platforms.
When new tools arrive, they're much easier to 
learn because the foundation is already there.

I continue 
investing in 
principles 
before 
platforms.

WHY TYPOGRAPHY STILL MATTERS
Typography is often treated as decoration.
It isn't.
Typography is the 
voice of the page.
Before readers 
understand the 
words, they 
experience the 
typography.
They immediately 
begin making 
assumptions.
Is this trustworthy?
Is this professional?
Is this difficult?
Is this worth 
reading?

Every decision 
influences those 
impressions.
•	 Typeface.
•	 Size.
•	 Spacing.
•	 Contrast.
•	 Alignment.
•	 Leading.
•	 Measure.
None of these exist simply to make pages 
attractive.
They exist to remove barriers between 
information and understanding.
Good typography rarely calls attention to itself.
Instead it quietly encourages readers to continue.
The best compliment typography can receive is 
silence.
If nobody notices it, they probably noticed the 
message instead.

Type specimen 
sheets reveal spacing, 
rhythm, and hierarchy 
before a single article 
is written.

FEATURE STORY

THE INVISIBLE 
DESIGNER
Why Great Communication  
Is Often Mistaken for Simplicity
BY ADAM THOMAS JANES
Walk into a room after someone has finished read-
ing a magazine, annual report, or website and ask 
what they remember.
Most people won't talk about typography.
They won't mention paragraph styles, baseline 
grids, or carefully measured white space.
They won't remember that every caption aligns 
perfectly, every headline follows a predictable hier-
archy, or that hundreds of tiny production decisions 
quietly guided them from beginning to end.
Instead...
They'll remember the story.
That's exactly how it should be.
The purpose of communication isn't to draw atten-
tion to the designer.
It's to remove obstacles between the audience and 
the message.
Good design becomes invisible because it eliminates 
friction before readers notice it exists.
Every decision contributes to that experience.
•	 Alignment creates order.
•	 Proximity builds relationships.
•	 Contrast establishes hierarchy.
•	 Repetition creates familiarity.
•	 White space allows information to breathe.

Individually these principles seem small.
Together they determine whether someone contin-
ues reading—or gives up after the first paragraph.
I've spent nearly two decades producing:
•	 Publications
•	 Websites
•	 Marketing campaigns
•	 Newspapers
•	 Magazines
•	 Annual reports
•	 Communication systems

Nearly twenty years later...
•	 The software has changed.
•	 The trends have changed.
•	 The technology continues to evolve.
One thing has remained constant.
Readers deserve respect.
Respect means:
•	 Organizing information so readers don't have to 

work harder than necessary.
•	 Anticipating questions before they're asked.
•	 Removing confusion before it becomes frustra-

tion.
When communication succeeds, readers rarely com-
pliment the layout.
Instead they simply say,
"That was easy to understand."
For me, that's one of the highest compliments a 
communication designer can receive.
Because design was never the destination.
Communication was.

THE POWER OF REPETITION
One of the simplest design principles is also one of 
the easiest to overlook.

Repetition.
When readers encounter familiar patterns, they 
begin predicting where information will appear.
That confidence reduces cognitive effort.
The publication begins feeling comfortable.

Readers gain confidence when they recog-
nize:
•	 Headlines
•	 Navigation
•	 Captions
•	 Colors
•	 Patterns
•	 White space

Successful repetition includes:
•	 Consistent headline styles
•	 Predictable spacing
•	 Familiar navigation
•	 Repeating color cues
•	 Stable page grids
Repetition doesn't create boredom.
It creates confidence.
Readers should spend their attention understanding 
content—not searching for it.

The average reader scans a page before deciding whether to read it.  
Hierarchy determines where they begin.

PRODUCTION

BEFORE  
A DESIGNER 
OPENS 
SOFTWARE
BY ADAM THOMAS JANES
Good communication begins long before fonts are 
selected or images are placed.
Every project starts with understanding.
Before opening Adobe InDesign, Illustrator, Pho-
toshop, or Visual Studio Code, I ask questions that 
shape every decision that follows.

Those questions include:
•	 Who is the audience?
•	 What information matters most?
•	 What should readers remember?
•	 What action should they take?
•	 What obstacles might prevent understanding?
The answers become the blueprint for everything 
else.
Only after the content has a logical structure do 
visual decisions begin.
Too often designers jump directly into software 
because it feels productive.
Real productivity comes from solving the right 
problem before creating the solution.
A beautiful layout cannot rescue confusing commu-
nication.
Strong communication, however, often becomes 
beautiful naturally because every element has pur-
pose.
Planning isn't the opposite of creativity.
It's what allows creativity to succeed.

PRODUCTION FACT 
Paragraph styles can reformat an  
entire publication in seconds.

They're one of the most valuable  
production tools in Adobe InDesign.

I ask questions that shape 
every decision that follows."

Ask someone what they remember 
after reading a great article, 
browsing a website, or flipping 
through a magazine, and they’ll 
almost always talk about the story."
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FIVE PRINCIPLES. ONE PURPOSE
Everything communicates. Everything.

Explore this principle > Pg. 3Watch these principles at work > Pg. 3

01 ALIGNMENT
Creates order.  
Every object begins 
on the same edge.

> Pg. 3

02 PROXIMITY
Shows relationships. 
Related ideas  
stay together.

> Pg. 4

04 REPETITION
Builds consistency. 
Patterns create 
familiarity. 

> Pg. 6

05 WHITE SPACE
Creates breathing 
room. Space gives 
ideas room to live.

> Pg. 7

03 CONTRAST
Creates emphasis. 
Important things  
stand out.

> Pg. 5



WHY TYPOGRAPHY STILL MATTERS
Typography is often treated as decoration.
It isn't.
Typography is the 
voice of the page.
Before readers 
understand the 
words, they 
experience the 
typography.
They immediately 
begin making 
assumptions.
Is this trustworthy?
Is this professional?
Is this difficult?
Is this worth 
reading?

Every decision 
influences those 
impressions.
•	 Typeface.
•	 Size.
•	 Spacing.
•	 Contrast.
•	 Alignment.
•	 Leading.
•	 Measure.
None of these exist simply to make pages 
attractive.
They exist to remove barriers between 
information and understanding.
Good typography rarely calls attention to itself.
Instead it quietly encourages readers to continue.
The best compliment typography can receive is 
silence.
If nobody notices it, they probably noticed the 
message instead.

SECTION-BLOCK-round

BLACK large-sans-SPAN

BLACK 
large-sans
BLACK small-sans

BOOK sans

REGULAR 
serif
BY-LINE
DATE

DROP-CAP then BODY. 
You have to right click 
and choose to use the 

next style. Tatisi optatem periatus 
am, veleni volente labo. Et vendestio 
et et magnisto doluptiscia iderum, 
utemperrum a volorempore sam 
volut endunt apis et a dolenia con 
rectus esequi adit liqui sendias ad 
quam ilicipsum alis nobis quam 
nime sit officta tendaes truptat 
usciatqui ommolut volenis quist, 
quis reiundia velles eum endignit, 
quaspeliquia ne corepudam dus do-
lupta temque sus eium alignia.

 BODY eostis nonsed mosandae 
velliquis veles repra volo ipsapid 
quibus et, aut postiisque perepra-
tis ad enetur reped modis serferi-
taque pliquossitem nonseni hillupta 
dissum asi que conserum remquae 
necto te dolendi ut assequid eum 
renimenias vit doluptatur, nestiatur 
repro con est, sum as minullaccum 
este conse poruptas ea dolest, omn-
imusti omnime sit quo tem velendia 
vellaud aectat ape vellect endit, qu-
ossequi ut parchit am que sim conse 
dellacid quaest, qui conse pro offic-
tio. Anto tempero estorro conem a 
aut ulluptiur?

NO-INDENT ALL Makes all 
the paragraphs have no indent 
and it uses space instead. Inus, 
essintium exere, illorpo restiate 
pel int mos rem alibernati re dit, 
endiciantis aritatem solupit fugitiis 
cus, comnimus verchic aturitate 
pratquae volorat ectorum errorer 
eicidunt officaest, etur mil mosae 
mos atum quia consendae essi-
milles ea nobis et fuga. Obist, sed 
uta sitia cusapitio blaboruntiis 
etum dolupid et et imilluptia vol-
lupture sitior modit, tem re ratus 
di num rerem. Ignatationes sequa-
tum es ipit quiatur moluptas as eat 
aspiet hiliquis utatur, occus illorum 
quas dessum exerae nihiciatem 
hillam, sequunt as moluptatum ea 
ius et enimoss imporepe digendis 
venem et modit veressin reium 
sita vendia simpore stioneserum 
fugitatur se prore et autas qui offic 
tendantus sim hit utas mossinvel 
intotatur?
NO_INDENT Obis si re sam re aut 
quisto blam, occum doluptatiunt?
NO_INDENT Imet accatque nulles 
dolor as as verfere, comnis id max-
imin ullorrum, torupti stiorionse 
ipsunt facipsa mendae nonectio. Git 
ad ullabor rorempe liquia sin re sim 
quis si dolor maximperi optassimil-
ia nimaxim initatus excea dolupt-
ibus samus, sitatur res quation 
emoluptatem si alibusa ntiones 
estis et pa nonsendame sum endelit 
iorepel estrum quat ex et ommod 
ulluptiumque debit, soluptaquodi 
bere eaqui volorrovit opta dolupta 
quatus, sit, elitinisque inctiassit, 
con pror samuscit estemol uptatur 
min ratur?
NO_INDENT Estiate niendant, 
verum recatem volorum qui 
accaborerum faciis simolo omni 
to to teseque nostrum eos et la 
percips aperchit volecum quaecum 
viduciis re, cullantem quid quae 
culpa voluptae. Is ipiendu cimint 
omnim quam, nitatet dellaccus que 
occus doloreriam es eumquist que 
quaspel landebis abo. Ita nulparum 
audis enis ut endi que dolum solup-
tur seque odignia eceat.

CLASS-HEADER

CLASS-DIVIDERS are the 
gray lines seperating listings

CLASS-BODY  
Centered text for each of the classified 

listings. 

NO-INDENT then BODY 
Makes the first paragraph 
have no indent but the follow-
ing paragraphs do. Inulpa alis et 
pla nossi dolupic te num ratio. Itat 
alibus, core derrumquam eatesti 
onsecte vid et eosandae nat ipienist 
parcitas natem quisci to ilit, tendis-
tis dolor sum quiae. Et plaboreic 
totas in eiunt il illam ullatibeat 
officit aut ex est aut repedi op-
taqui busdaesendae asperibustem 
quunt rem aces dolumquas dolupta 
turiaer spient odi consento eosam, 
cus et velitio dolenimus, quatis 
nis nonem dolut la culparum non 
pligendit rerroresed et quo tet, si 
nos perestiae. Nam sin conectiis 
doluptatem denis nis et prest eiciae 
labores quas si cuptatur? Quiatur?

BODY Eperore perferum verione 
ctatent hil electur? Um eumquam, 
nobis rem rem experio to dolupti 
uritasitate nem rem res non nit fac-
caest aut voluptatur, omnis alit vit, 
corem vellatemquae doles conseri 
bearita tisitia cone modicium ut 
harchic.
SECTION-TITLE then BODY 
Gives you a  bold title and then 
the following paragraphs use 
BODY. 

BODY Nequi dit liation porpo-
rem. Ducipicabo. Lantur sae sum, 
voluptatur rernam faccum fugit ra 
con pliquid ea dias idisque natem 
inverum voluptat fugiate pa sitia 
volut quaepelique estiate ctasped ut 
latument aceaquas dolor aut quam 
solorit, seriat volume quas maximus 
volectati berum landi quid molut 
verciliqui offic tem. 

BANDS 
•	 BULLETS similiquia volore di 

coresciet et omnia 
•	 BULLETS senis est explaut 

volumqui de non nusantur 
•	 BULLETS audaese quissit ex-

ceatiae raepudae assit lique 

CAPTIONS rerovidist alis sit eum 
faciae solorruptas abor sequaer 
ibusaecae volorem. Nam quati 
ut enis 

Nobis evenis mo corum assunt, 
tem quam is quiae. Itat alissum ad 
et fugitiatent dit quasimus sus re 
ex es voluptatem. Et aut pro quis 
aut imillan demperspid quiatius, 
ium quis net aut facitate ditatem 
ilit excerovid quiatia cum volup-
tur modipsam, cor rerio eumquam 
fugit fugiae exceri nist as prat veli-
tio ea num rectibus, quuntur? Qui 
cusam quisciam, offic te dus, omnis 
is is volestrum, omnissinus molupi-
dent quaeper chilis re voluptas debis 
nit, occatet que quae evendit iuntus 
dolut qui dolorpos sequam esenis-
quatum sunt.

"Boribea ipsaper 
oreribus, aut 
officiendam ad 
maiosa arumque 
nullaut del iunt 
harunto tempos 
aut as utem 
eationsequi 
doluptaque"

aut utem nullor adi ratus modit 
excesti volor sitiis etumquam quodi 
officiiste vellit, omniaectas eatiusa 
ndissusto blam, officidi re quo qui 
comnient quia iniscid ioriores se-
quiae rchilla ccuptas peliquae. Bus 
utenditio et eici doluptiorum autem 
de exces voluptiatem inctium ven-
impedit omnissi cus ma plab inum 
et ium dentisc iatur, eationet venda 
nonserrum eiustru ptatemp oreper-
rorum voluptis sed ut quis sunt 
velecae ditem remporuntes ipsam 
nissunt.eatint, corehent, qui rest 
occum inia doluptur moluptat lata-
tetum eruptat enditatem at ut dolu-
pid ernatquissi dolest, quam eaquo 
estota volores equiam quam rerem 
dolum lacessincia que dolupit et ut 
qui blab iusexctemosant omnisque 
niscia es qui dera est, nhillaudam 
ate consequis sum erum deror se-
quas ex exereperum a digenditam.

FEATURE HEADLINE

Purpose
Introduces the publication's most 
important story and establishes the 
strongest level of visual hierarchy 
on the page.
When to Use 
Reserve for one primary feature 
per spread. Its prominence should 
immediately communicate editorial 
importance.
Why It Matters 
Readers decide where to begin 
within seconds. A strong feature 
headline provides an obvious 
starting point and encourages 
deeper reading.

SECTION TITLE
Purpose 
Divides the publication into 
recognizable departments while 
creating a predictable editorial 
rhythm.
When to Use 
Use for recurring sections such as 
Production, Opinion, Interview, or 
Feature Story.
Why It Matters 
Consistent section titles help 
readers recognize familiar patterns 
and navigate the publication with 
confidence.

KICKER
Purpose 
Provides context before the 
headline by identifying the category 
or department of the article.
When to Use 
Place directly above major 
headlines to introduce the story 
without competing for attention.
Why It Matters 
Readers understand the type of 
content before reading the headline 
itself, improving orientation and 
scanability.

DECK
Purpose 
Summarizes the story in one or two 
concise sentences before the body 
begins.
When to Use 
Use beneath feature headlines 
to establish expectations and 
encourage continued reading.
Why It Matters 
A well-written deck reduces 
uncertainty and gives readers a 
reason to invest their attention.

BYLINE
Purpose 
Credits the author while 
reinforcing editorial credibility and 
accountability.
When to Use 
Place immediately beneath the 
headline or deck.
Why It Matters 
Professional publications clearly 
identify authorship. Readers 
naturally associate named 
contributors with expertise and trust.

BODY
Purpose 
Carries the primary narrative and 
supports comfortable long-form 
reading.
When to Use 
Use for the majority of article 
content throughout the publication.
Why It Matters 
Body copy should never compete 
with itself. Consistent typography 
allows readers to focus on ideas 
instead of formatting.

DROP CAP + BODY
Purpose 
Creates a visual entry point into 
longer articles while maintaining 
continuity with the body text.
When to Use 
Limit to opening paragraphs of 
major feature stories.
Why It Matters 
Drop caps signal the beginning 
of important content and gently 
invite readers into longer reading 
experiences.

NO INDENT
Purpose 
Separates paragraphs using white 
space instead of first-line indents.
When to Use 
Use when visual spacing provides 
clearer paragraph separation, such 
as after headings or within shorter 
articles.
Why It Matters 
Spacing communicates 
relationships just as effectively as 
typography. Choosing one method 
consistently creates a cleaner 
reading rhythm.

NO INDENT THEN BODY
Purpose 
Creates a clean article opening 
while allowing subsequent 
paragraphs to follow traditional 
indentation.
When to Use 
Use at the beginning of stories 
where only the first paragraph 
should stand apart.
Why It Matters 
Readers naturally recognize the 
start of a new article without 
unnecessary visual repetition.

SECTION TITLE THEN BODY
Purpose 
Introduces subtopics within 
an article while maintaining 
uninterrupted reading flow.
When to Use 
Use to organize longer stories into 
smaller, digestible sections.
Why It Matters 
Breaking complex information into 
meaningful sections reduces fatigue 
and improves comprehension.

BULLETS
Purpose 
Presents related information as 
easily scannable points.
When to Use 
Use for lists, procedures, principles, 
or grouped information.
Why It Matters 
Bulleted lists reduce cognitive 
effort by allowing readers to locate 
important information quickly.

CAPTION
Purpose 
Provides context that strengthens 
an accompanying photograph or 
illustration.
When to Use 
Position directly adjacent to the 
related image.
Why It Matters 
Images rarely communicate 
the complete story alone. 
Captions connect visuals to the 
surrounding narrative and improve 
understanding.

PULL QUOTE
Purpose 
Highlights a memorable statement 
while creating visual rhythm within 
long articles.
When to Use 
Use sparingly to emphasize ideas 
rather than decorate the page.
Why It Matters 
Pull quotes interrupt long reading 
patterns, provide moments of 
reflection, and encourage readers to 
continue through lengthy articles.

FACT BOX
Purpose 
Highlights supporting information 
without interrupting the primary 
narrative.
When to Use 
Use for production notes, statistics, 
definitions, or quick reference 
material.
Why It Matters 
Fact boxes provide valuable context 
while preserving the flow of the 
main story.

OPINION
Purpose 
Distinguishes commentary from 
objective reporting.
When to Use 
Use for editorial viewpoints, 
personal observations, or 
professional perspectives.
Why It Matters 
Separating opinion from reporting 
helps readers understand the 
author's intent and strengthens 
editorial transparency.

OBIT-NAME 
DATE July 4, 2050 - July 4, 2026

dandionsequi net qui beri autat 
officilique plam, nus dernati 
inctum fuga. Ique pelese nonsecto 
dernatemqui officiisi vel ium is mo 
exceat as as assed eveliti dolori duci 
beatet ut utecestrum is sit pratem 
et quia non nulpa non et venimus 
cipsum atis sus conecati officienem 
nobis doluptatem. Obis ex estini 
voluptate dolut prae que perae. 
Iquist, sequistrum quia consecum 
repe et volest eum eos etus nat.
Animusaepe idit laccaborro et 
quiandu cieniet maio magnatem. 
Nam liquo et modiam nam rerem 
qui dolor rae dolent ea que sunt, 
voluptam et dolor audis mint et 
ab in nonecti doluptibust optaero 
bearuptatem vendiss imenti.

THE PHILOSOPHY BEHIND EVERY STYLE 
Every paragraph style in this publication exists for one reason:  
to reduce effort for the reader. Styles create consistency, and consistency builds 
familiarity, and familiarity allows readers to focus on ideas instead of formatting. Good 
typography is rarely noticed because it quietly removes obstacles before readers realize 
they were ever there.


