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Graphic design is a creative process. The term “graphic design” can 
also refer to a number of artistic and professional disciplines that fo-
cus on visual communication and presentation. The field as a whole 
is also often referred to as Visual Communication or Communication 
Design. Various methods are used to create and combine words, 
symbols, and images to create a visual representation of ideas and 
messages to a targeted audience. 

A graphic designer may use a  
combination of typography,  
visual arts and page layout  
techniques to produce the final 
result. Graphic design often refers 
to both the process (designing) by 
which the communication is cre-
ated and the products (designs) 
which are generated.

Common uses of graphic design include identity (logos and brand-
ing), publications (magazines, newspapers, and books), advertise-
ments and product packaging. For example, a product package 
might include a logo or other artwork, organized text and pure 
design elements such as shapes and color which unify the piece. 
Composition is one of the most important features of graphic design, 
especially when using per-existing materials or diverse elements.
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especially when using per-existing materials or diverse elements.
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C.R.A.P

Contrast | Repetition | Alignment | Proximity
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Contrast in Text:
Bold vs. light, Serif vs. sans-serif, script 
slab… these combinations of text styles 
allow us to create a good visual con-
trast with text. 

Size matters: 
Large scaled fonts for headlines 
coupled with small scaled fonts for 
body text creates the visual contrast 
needed for display of textual content. 
Adding colour to text is a clear and 
easy way to create contrast in text 
where necessary.
Contrast in Photos and Graphics 
Contrast can be done in many ways 
with photos such as adding spot 
colour to a b/w photo so that your 
coloured element takes priority visually 
Graphics, such as charts and maps, 
can create great visual interest when 
colours or contrasting styles in text are 
used to create them. 

Contrast in Alignment and Proximity
Having unique alignment for certain 
elements in your layout can create  
visual contrast The way you display your 
packaged and related information, 
where it is located on the page in  
relationship to other elements can  
create contrast.

Contrast in Colours:
Black and white, Red and Green,  
Purple and Yellow… these colour  
combinations are opposites to 
each other on the colour wheel 
and therefore create visual contrast 
between elements. Yellow shows up 
best on black which is why you see 
yellow lines on roadways – a much 
needed contrast for the purpose of 
safety. Contrast is best described as 
being black and white. Opposites in 
visual appearance.

CONTRAST
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Repeat Thyself
Repetition is just that: repeating a style, 
a colour, a visual element such as a 
graphic, image or photo. The object 
of repetition is to organize content and 
create visual interest. 

Shapes
Bold lines, bullet points, shape of photo 
frames are what create organized 
visual interest for your audience. 
Photo boxes can be any shape and 
repeating that shape helps organize 
the content and creates consistency 
in theme of your layout Repeating 
elements of the logo helps with branding.

Colours
Using branded colours from the 
logo and repeating them through 
related elements such as headlines 
in a brochure, helps your audience 
navigate through your content After 
reading several text headlines in say 
orange, your audience now learns that 
orange is used in a manner in which 
they can easily scan the content.

Fonts and Styles
Using the same font for headlines in a 
particular size, style and colour helps 
create a unity in theme throughout 
your layout.
Consider a newspaper: Headlines are 
most often several point sizes bigger 
than the body of text and is often bold 
in it’s style (weight).

Creating Interest
Repetition can create interest in certain 
elements that you wish to accentuate. 
Elements can be repeated to help 
navigate your audience throughout 
your layout in a very creative and 
deliberate pattern.

REPETITION
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To Unify and Organize
Alignment is a way to unify and 
organize your content visually to create 
clean lines, projecting a formal and 
professional look to your finished pieces. 
Alignment can also be used to create
visual direction, creative alignment 
can also create a fun and more 
interesting layout

Formal Alignment
Clean, simple lines with visual spacing 
to create the appearance of strong, 
visual alignment

Grouped Alignment
Packages of information using 
organized visual alignment can create 
a more fun and/or sophisticated layout

White Space
White space (or visual space) between 
items is a way to create visual alignment.
White space can be used creatively 
to give the appearance of grouped 
and related information even if the 
packages are separated by other
unrelated packages of information

Organize
You can organize your information using 
alignment–think of tabs used to organize 
listed information under headings

Create Direction
Navigate your audience through your 
content using unique alignment to 
create visual direction.
Where do you want them to look?

Be Bold
Visual elements such as lines, blocks 
of colour, images and graphics can 
create visual alignment Repeating the 
same blocks in an organized way can 
also create visual alignment

ALIGNMENT
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PROXIMITYPROXIMITY
It’s all Relative
Proximity can be best thought of   
grouping related items together.
Textual content, should be ‘packaged’ 
together. Creative white space is 
what helps create separation of 
different ideas. Colours and fonts can 
help create a relationship between 
separated elements.

Textual Content
Put related text items together to   
‘package’ them as a group. 

Colours Connect
Headlines, images and graphics can 
also be treated as a group by using 
colours to identify them as related items 
or related themes.

White Space
Creating a space between groups 
of items can also help create a visual 
separation of ideas.
Size, Weight or Style of Fonts
Changing the size, weight or style of 
fonts can create the visual separation 
or visual connection of ideas.

Organize
The idea is to organize your elements 
in relatable groups for effective 
visual navigation of the ideas being 
communicated to your target publics.
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Contrast 

Repetition

Alignment 

Proximity

C.R.A.P EXAMPLES
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Contrast In Text | Leading & Tracking | Text Alignment
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LEADING & TRACKING
14 point type with 18 point leading
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines
Leading is the space between the lines

14 point type with 30 point leading

Leading is the space between the lines

Leading is the space between the lines

Leading is the space between the lines

Leading is the space between the lines

Leading is the space between the lines

Leading is the space between the lines

Tracking i s
t h e  s p a c e
b e t w e e n

t h e  l e t t e r s

In typesetting and page 
layout, alignment or 
range, is the setting 
of text flow or image 
placement relative 
to a page, column  
(measure), table 
cell or tab. The type 
alignment setting is 
sometimes referred to 
as text alignment, text 
justification or type 
justification.

In typesetting and page 
layout, alignment or 
range, is the setting 

of text flow or image 
placement relative 
to a page, column 
(measure), table 

cell or tab. The type 
alignment setting is 
sometimes referred 

to as text alignment, 
text  justification or type 

justification.

In typesetting and page 
layout, alignment or 
range, is the setting 

of text flow or image 
placement relative 
to a page, column 

(measure), table 
cell or tab. The type 
alignment setting is 

sometimes referred to 
as text alignment, text 

justification or type 
justification.

Leading

Text Alignment
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Types Of Colour | Psychology Of Colour
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Primary Colours
 Red, Yellow and Blue are the primary colours. They can be mixed together 
in different ways to make any other colours.

Secondary Colours
 Green, Purple and Orange are the secondary colours. Each secondary  
colour is also the complementary colour of the primary colour whose wavelength 
it does not contain.

Tertiary Colours 
 A combination of full saturation of one primary, plus half saturation of an-
other primary colour, and none of a third primary colour. Tertiary colours have a 
specific set of names, one set of names for the RGB colour wheel, and a different 
set of names and colours for the RGB colour wheel.

TYPES OF COLOURS
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Monochromatic is all of the colours (tints, 
tones, and shades) of a single hue.
Monochromatic colour schemes are 
derived from a single base hue and 
extended using its shades, tones and 
hints. Tints are achieved by adding white 
and shades and tones are achieved by 
adding a darker colour, gray or black.
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RED
Red is the colour of fire and blood, so it is associated with energy, war, danger, 
strength, power, determination as well as passion, desire and love. Red is a vary 
emotionally intense colour. It enhances human metabolism, increases respiration 
rate, and raises blood pressure. It has very high visibility, which is why stop signs, 
stop lights, and fire equipment are usually red. It is a colour mostly found on na-
tional flags. In heraldry, red is used to indicate courage.

ORANGE
Orange combines the energy of red and the happiness of yellow. It is associated 
with joy, sunshine, and the tropics. Orange represents enthusiasm, fascination, 
happiness, creativity, determination, attraction, success, encouragement, and 
stimulation. To the human eye, orange is a very hot colour, so it gives the sensa-
tion of heat. Nevertheless, orange is not as aggressive as red. Orange increases 
oxygen supply to the brain, produces an invigorating effect, and stimulates men-
tal activity. It is highly accepted among young people. As a citrus colour, orange 
is associated with healthy food and stimulates appetite. Orange is the colour of 
fall and harvest. In heraldry, orange is symbolic of strength and endurance.

YELLOW
Yellow is the colour of sunshine. It is associated with joy, happiness intellect and 
energy. Yellow produces a warming effect, arouses cheerfulness, stimulate men-
tal activity, and generates muscle energy. Yellow is often associated with food. 
Bright, pure yellow is an attention getter, which is the reason taxicabs are painted 
this colour. When overused, yellow may have a disturbing effect; it is known that 
babies cry more in yellow rooms. Yellow is seen before other colours when placed 
against black, this combination is often used to issue a warning. In heraldry, yel-
low indicates honor and loyalty.

PSYCHOLOGY OF COLOUR
Because perception of colour stems from the varying spectral sensitivity of 
different types of cone cells in the retina to different part of the spectrum, 
colours may be defined and quantified by the degree to which they 
stimulate these cells. These physical or physiological quantifications of colour, 
however, do not fully explain the psychophysical perception of colour 
appearance. We all perceive colours in different ways and see it differently.
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PAPER
STOCKS
PA P E R S T O C K S | P A P E R T Y P E S
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PAPER & WEIGHTS
Paper weights can be very confusing. This information is not technical, but we 
will associate common weights with everyday items you may come in contact 
with. “TEXT WEIGHT” and “COVER / CARD WEIGHT”: those two definitions are 
probably the most important factors when you are purchasing a sheet of paper 
for your project. TEXT WEIGHT comes in varying weights, but will have touch 
like “letterhead” paper you may have in your office. COVER WEIGHT (CARD 
WEIGHT) comes in varying weights, but will have a touch like your “business 
card” of “post card” you may have in your office.
Keeping these things in mind, we will list some common weights.

TEXT WEIGHT:
74 20lb bond/50lb text - Most often found in your everyday copy machine.
90 24lb bond/60lb text - Generally multipurpose paper used in the office printer. 
Also the most popular business letterhead or stationary weight.
105 28lb bond/70lb text - Perfect weight for brochures and presentations. 
Excellent for 2-sided printing with minimal show through.
120 32lb bond/80lb text - Perfect weight for brochures and presentations. 
Excellent for 2-sided printing with minimal show through, while being slightly 
heavier than the 28lb.
145 67lb Bristol - Often considered the lightest of the card stocks, great for   
self-mailers with a flexible “soft feel” quick drying surface.
165 90lb index - A durable card stock with a smooth, hard surface for medium 
applications.
175 65lb cover - A sturdy stock with a superb “soft feel” fast drying surface. 
Great for postcards, menus and posters.
200 110lb index - Both 90 and 110lb index are the common weights for tabs, 
dividers and manila folders.
The average weight of an index card for heavier applications.
215 80lb cover - A heavy card stock, your most conventional business card 
weight. Available in a wide variety of textures and finishes. This sheet is printed 
on 80lb cover.
255140lb index - For super heavy weight applications.

PAPER STOCKS
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Standard Basis Weight Grammage Notice Compared Grammage

1 20lb Bond/Writing/Ledger 75 GSM 1,5 Same Weight

2 24lb Bond/Writing/Ledger 90 GSM 2,6 Same Weight

3 28lb Bond/Writing/Ledger 105 GSM 3,7 Same Weight

4 32lb Bond/Writing/Ledger 120 GSM 4,8 Same Weight

5 50lb Book/Text/Offset 75 GSM 5,1 Same Weight

6 60lb Book/Text/Offset 90 GSM 6,2 Same Weight

7 70lb Book/Text/Offset 105 GSM 7,3 Same Weight

8 80lb Book/Text/Offset 120 GSM 8,4 Same Weight

9 100lb Cover 150 GSM 9,10 Similar Weight

10 80lb Cover 145 GSM 10,9 Similar Weight

11 65lb Cover 165 GSM 11,14 Similar Weight

12 140lb Index 200 GSM 12,15 Similar Weight

13 110lb Index 255 GSM 13,16 Somewhat Similar Weight

14 90lb Index 175 GSM 14,11 Similar Weight

15 67lb Bristol 215 GSM 15,12 Similar Weight

16 100lb Text 275 GSM 16,13 Somewhat Similar Weight

17 130lb Cover 350 GSM No Other Comparison On List

PAPER WEIGHT
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NEWSPAPER
A newspaper is usually printed on relatively inexpensive,
low-grade paper as newsprint.
CARD STOCK
Card stock, also called cover stock or pasteboard, is a 
paper stock that is thicker and more durable than normal 
writing of printing paper, but thinner and more flexible that 
other forms of paperboard.
BOND
Bond paper is a high quality durable writing paper similar 
to bank paper but having a weight greater than 50g/m2. 
The name comes from its having originally been made for 
documents such as government bonds. It is now used for 
letterheads, other stationary and as paper for electronic printers. 
Widely employed for graphic work involving pencil, pen and felt 
tip marker, bond paper can sometimes contain rag fiber pulp, 
which produces a stronger, though rougher sheet of paper.
VELLUM
Vellum is generally smooth and durable, although there are 
variations depending on preparation and the quality of the skin. 
The manufacture involves the cleaning, bleaching, stretching 
on a frame, and scraping of the skin with a crescent sharped 
knife (a “lunarium” or “lunellum”). To create tension, scraping is 
alternated with wetting and drying. 
A final finish may be achieved by abrading the surface with 
pumice, and treating with a preparation of lime or chalk to make it accept or 
printing ink.
TEXTURE PAPERS
Paper that is not smooth and has a pattern or texture on it.

PAPER TYPES
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File Types | Raster Vs Vector
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AI
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Print File Type

PDF Portable Document Format (PDF X1A standard)

TIFF Tagged Image File Format (great for hi-res photos)

EPS Encapsulated Postscript (vector files, logos, cropped images)

PSD, AI INDD Files native to Adobe products (working files)

Web File Type

PDF Portable Document Format (optimized, saved for web)

JPG Joint Photographic Experts Group (raster images, photos)

PNG Portable Network Graphic (used for transparent background)

SVG Scalable Vector Graphic (Vector for web, small file size)

FILE TYPES (PRINT, WEB)
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FORMAT PRINT WEB

COLOUR
CMYK 
(Cyan, Magenta, Yellow,Black)

RGB
(Red, green, blue)

FILES
300 dpi/lpi
(dots/ lines per inch)

72-92 dpi/ppi
(dots per inch/pixels per inch)

RESOLUTION Points (type), inches, agates Pixels, ems

FONTS PDF, InDesign, EPS, TIFF PNG, JPG, GIF, HTML, CSS

MEASUREMENT Postscript, Open Type OpenType, True Type, Web Fonts

AUDIENCE All + older adults All + youth

MEDIUMS
Newsprint, posters, letterhead, 
billboards, postcards, etc.

Websites, mobile, digital screens,
emails, social media platforms, etc.

FILE TYPES COMPARISON

C
M
Y
K

R B

G
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VECTOR VS. RASTER

VECTOR
Raster images are made of pixels. A pixel is a single point or smallest single 
element in a display device. Vector images are mathematical calculations 
from one point to another that form geometrical shapes.



PREPRESS
Raster Vs. Vector | CMYK Vs. RGB
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VECTOR VS. RASTER
SIZE MATTERS

Print Application
Raster images (photographs) are 
made of pixels. But when measured 
for PRINT mediums, we commonly
use inches (“)
Vector images may also be measured 
in inches when being used for print 
mediums. The advantage to using 
vectors for large scale printing is that 
they will never distort when enlarged.
Vector images for PRINT are mostly 
made up of flat colours, 2D graphics 
and always for logos.

Web Application
Raster images (photographs) when 
measured for WEB mediums, we 
commonly use pixels (px).
Vector images may also be measured 
in pixels when being used for web 
mediums. The advantage to using 
vectors for web is that they can 
respond with the screen resolution 
when being used on any device. The 
most common vector format for web 
right now is SVG   (scalable vector 
graphic). Vector images for WEB are 
mostly made up of flat colours, 2D 
graphics and always for logos.
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COLOUR CMYK vs. RGB

Print
CMYK (cyan, magenta, yellow, black). 
Print presses use these four inks to 
make up all of the colours in your 
design/artwork/photo.

Web
RBG (red, green, blue). Screens use 
these colours to make up all of the 
pictures, artwork and designs on
your screen.

Pantone Matching System (PMS)/Spot
- Standardized colour keys for Designers
- Most widely used by industry Printers
- Has colours CMYK can’t mix
- Applies to many different paper stocks
- Coated, Uncoated and Matte
- Where brand/logo designers start

WARNING: If you use a colour with a certain suffix, don’t use it again with 
another suffix in the same publication. If you use two different suffixes in the same 
publication, your desktop publishing software will see that colour as two different 
colours and this will cause the production of one extra plate, and therefore the 
expense of extra money. So, use them only when necessary.

C
M
Y
K

R B
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What is Bleed?
Bleed is a printing term that is used to describe a document which has images 
or elements that tough the edge of the page, extending beyond the trim edge 
and leaving no white margin. When a document has bleed, it must be printed 
on a larger sheet of paper and then timed down. This does not only pertain to 
small printed items such as postcards, but larger documents as well. 
No printers can print right to the edge of a sheet therefore any standard size 
prints with bleed must actually be printed on larger sheet and cut down. Bleed 
area won’t end up on the final printed piece, but will run on the press. Bleed 
amount usually varies between 1/8” to ¼”. It is always best to ask a printer 
which they prefer before prepping your files.

TRIM MARKS – or Crop Marks are simply small lines placed outside of your 
image so the printer knows where to cut once everything has been printed

CROP MARKS – Can be added in Adobe InDesign while you are exporting your 
work to a PDF for Acrobat
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Binding Types
Here are the 3 most common types of book binding:
Perfect Bound – Glue and pressure, seems seamless

Saddle Stitched – Giddy-up partner, bound by staples

Coil Bound – Ring-around-the Rosie, spiral bound booklets

Cost is key:
Perfect Bound $$$
Coil Bound $$
Saddle Stitched $

For the most part a designer won’t have to worry about the pagination/layout 
of pages for the book printing. Most printers will use their own software set up to 
accommodate your PDFs.

- Set up in 4’s as Facing Pages in InDesign.
 - Export to Acrobat as Single Page PDF’s (Meaning 1 PDF containing          
multiple single pages).
 - Does not have to be in “Reader Spread” in PDFs.
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