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When it comes to graphic design, some companies 
still believe in the past, preferring an image based on 
traditional designs & layouts. Designers on the other 
hand, want to move forward embracing modernity, 
asymmetry, a clean look and white space. 

But what do consumers think?

It seems designers are always trying to push the boundaries and 
many talk about ‘educating’ their clients into a more contemporary 
appreciation of design. Some clients, seen as traditional and too safe, 
can react by being unbending. But who’s right?

There’s a quick way to get a sense of where design is at by visiting your 
local newsagent. In one fell swoop you can view over 100 magazine 
masthead and front cover designs. At the high design end is the clean, 
uncluttered, minimalism of the architecture magazines. At the other, 
we see that time has not moved on for Doll and Bear magazine and 
Down Under Quilts (which is actually the title of the magazine rather 
than an instruction on how to use them).

Magazine covers are the ultimate design test. When you boil it down, 
the only tangible difference from one to another is the surface 
graphics.

This highlights how important design is in creating a brand entity, 
and magazines are a good gauge of taste and preferences. Consider 
the women’s weeklies. No one would hold them up as the pinnacle
of design. They had settled into a large circulation with graphics 
designed for comfort. Then along came Who Weekly with a bold 
fresh look (translation: simpler layouts, sans serif fonts, black and 
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white photos) and wham! 
‘Who’ immediately broke into the women’s magazine 
territory, stealing circulation, but also made sizeable inroads with male 
audiences too. (Notably the women’s weeklies have been struggling 
since). It seems men also felt comfortable looking at ‘Who’ – true it 
was still a frivolous gossip mag, but it didn’t present as old fashioned 
and ‘mumsie’. Clearly the modern design was acceptable and even 
preferred. It gave men ‘permission to buy’ as we say in marketing.

Over the years market research programmes unequivocally show that 
the consumer would always rather look forward than back. Time and 
again they gravitate towards sans serif over serif typefaces (see the 
Print Tips page for examples), clean layouts and white space, restrained 
style with a degree of aspiration, over cheap and nasty. They disdain 
if a presented design scheme is ‘fuddy duddy, old style’, or worse, just 
plain ‘boring’.

But the challenge with contemporary design is in creating brands, and 
their accompanying visual language, with sufficient character to be 
truly distinctive. 

The answer is not to leave design to chance. At Kwik Kopy we have 
expanded our design and advisory services to help clients with such 
issues. If possible, be sure that the raw materials you are working with, 
logo, colour palette and typography, presents a distinctive combination. 
Then aim to keep tightly to that brand image from one communication 
to the next. This consistency will help to build that distinctiveness that 
every brand seeks.
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The 
Portable 
Trainer

You want to be fitter but are struggling 
to find the time and motivation to 
exercise? You want to work-out but 
don’t want to be yelled at by a personal 
trainer and are put-off by the cost?

If you answered yes to any of those 
questions, the following might enable you 
to become fitter on your own terms.

Three years ago, a group of Sydney entre-
preneurs and fitness experts devised 
an on-line audio work-out program 
called iTrainer. It works by users going to 
the web-site (www.itrainer.com.au) and 
downloading onto their own MP3 players 
one of six different training programs.

“A group of my friends all noticed that lots 
of people use an iPod when they exercise 
outside,” says one of iTrainer’s founders, 
Nick Holmes á Court. “We thought we 
could create something that combined 
music and exercise could be used on an 
iPod.”

The fitness programs last between eight 
to twelve weeks, and vary in intensity. 
They include a general program dubbed 
“out and about”, a women’s only routine 
that “targets all those trouble zones we 
love to hate”, and a more intense exercise 
regimen called “no pain no gain”.

Users then pick the times and dates they 
want to work out, and whether they want 
to be reminded of a fitness session via an 
SMS message or a telephone call.

All this only costs $29.95 if you choose 
to receive SMS alerts, or $39.95 if you 
opt for the direct call, regardless of the 
program chosen. 

All the training programs come with 
musical accompaniment. Holmes á Court 
says the music ranges from “chill out” 
tunes during the stretching routine to 
“high energy” dance pieces when you are 
meant to be really going for it.
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Typefaces at a glance
Typography is the selection and arrangement of 
typefaces, sizes, and spacing on a printed page. 
It is an extremely important piece of the overall 
design process — but with over 20,000 typefaces 
available and more being created every day, where 
do you begin?

Serifs are lines or curves 
projecting from the end of a letterform. Typefaces 
with these additional strokes are called serif 
typefaces. Serif fonts are generally used to achieve 
an elegant or classical look. 

Sans Serif Typefaces: Sans serif typefaces 
do not have finishing strokes at the ends of the 
letterforms. The name comes from the French 
word sans, meaning ‘without’. Sans serif typefaces 
generally project a contemporary look. 

Script Typefaces: Script typefaces simulate 
handwriting, with one letter connected to another 
visually, if not physically. Script typefaces emulate 
several different types of hand-lettering, including 
calligraphic, drafting, and cartoon. 

Ornamental Typefaces: Ornamental 
typefaces (also known as “novelty” or “display”) 
are used exclusively for decorative purposes, and 
are not suitable for body text. They have the most 
distinctive designs of all fonts, and may even 
incorporate pictures of objects or animals into the 
letter designs.

Monospaced Typefaces: Monospaced 
typefaces are those where every letter is the 
same width. The first monospaced typefaces 
were designed for typewriters, which could only 
move the same distance forward with each letter 
typed. 
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INGRED IENT S
10 Roma tomatoes, halved
1 tbsp fresh basil, torn
1 tsp chopped fresh oregano
2 tsp olive oil
2 onions, diced
2 cloves garlic, crushed
¼ cup pine nuts, toasted
¼ cup tomato paste
2 cups chicken flavoured stock
¼ cup Parmesan cheese
¼ cup pine nuts, toasted, extra
4 wholegrain rolls

Prep Time: 10 min
Cook Time: 10 min
Servings: 4
Level: Medium

R E C I P E

Review

Place halved tomatoes on a 
lightly greased oven tray, 
sprinkle with basil, oregano and 
half the olive oil. Bake in a hot 
oven, 200°C, for 25 minutes 
until tomatoes are soft.

In a large saucepan, heat 
remaining olive oil. Saute onions 
and garlic until soft. Add pine nuts 
and cook for a further minute.

Add roasted tomatoes, tomato 
paste and stock and simmer for
10 minutes.

Puree tomato mixture and 
Parmesan cheese until smooth. 
Return soup to saucepan and 
simmer for a further 5 minutes.

To serve, sprinkle with extra 
pine nuts and enjoy with crusty 
wholegrain rolls. 
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Roasted 
Tomato Soup

So, you've got a great idea for a business, and you've plucked up the 
courage to take the plunge. But unless you prepare yourself properly for 
the journey your great idea may lead to some unpleasant surprises.

Justin Herald, one of Australia's most successful entrepreneurs 
and motivational speakers, offers his advice to help you properly 
prepare yourself to turn your bright idea into a successful business. 
Full of practical suggestions on what to do and what to 
avoid, motivational tips, and case studies of successful 
- and not-so-successful - ventures. Essential reading for 
anyone wanting a head start in small business. 

So you have a great idea for a business….
By Justin Herald

RRP $19.95, Published by Allen & Unwin 
Available now at all good bookstores 

B O O K R E V I E W

To learn more about the nutritional components listed,
visit www.sanitarium.com.au/nutrition/dictionary.html

Copyright © 2001 Sanitarium Health Food Company    

NUTR I T ION FAC T S
Kilojoules: 890, Calories: 210, Protein:
8g, Fat: 14g, Carbohydrate: 11g, 
Sodium: 450mg, Potassium: 850mg, 
Calcium: 80mg, Iron: 2mg, Fibre: 3.5mg
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Does your business stationery communicate what your business 
is about? If not, our Kwik Kopy designers can help.

The Business Checklist

Business Cards

Letterheads

Envelopes

With Compliments Slips

Fax Headers

Delivery Dockets

Note Pads

Corporate Folders

Carbonless forms

Desk Pads

Labels

Invoices

Time Cards

Receipt Books

Price Lists

Purchase Order Books

Job Cards

Memo Pads

P R I N T  S P E A K

To receive a copy of our new catalogue speak to your 
Kwik Kopy Account Manager or view it online at 
kwikkopy.com.au
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The information requested is collected by Kwik Kopy Australia to allow 
us to choose the winning entries. This information will not be disclosed 
to any third parties without your knowledge or consent. Access to 
the information is available on request. If you do not wish to provide 
this information we will be unable to include your entry. Kwik Kopy 
Australia can be contacted on +61 (02) 9967 5500. 

Win a 4GB Silver iPod

©2008 Kwik Kopy Australia Pty Ltd.  Kwik Kopy believes that the information in Contact Newsletter is up to date and accurate. However you are 
advised to check with the appropriate bodies for further details. If this newsletter was personally addressed to you and you would prefer not to 
receive any further addressed marketing communications from us, you can request this by contacting a Kwik Kopy Manager on the details below.

For your chance to win a 4GB Silver iPod Nano let us 
know how your local Kwik Kopy Centre has recently 
assisted or advised you in getting a better result from 
a print or design job. 

Please email your name, business name, address, 
contact phone number, along with the location of your 
local Kwik Kopy Centre to contactnl@kwikkopy.com.au. 
Entries close 7th July 2008. 

C O N G R A T U L A T I O N S  to the winner of 
the Red iPod Nano competition from Contact 
Newsletter issue 1; Samara Luck, customer of 
Kwik Kopy Bedford, WA.


