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N

1 Fundamentally a good layout should attract attention and interest and should

provide some control over the manner in which the advertisement is read. The
messade to be communicated may be sincere, relavant, and important to the
consumer, but because of the competitive “noise” in the communication chan-
nel, the opportunity to be heard may depend on the effectiveness of the lay-
out. In addition to attracting attention, the mast important requisites for an ef-
fective layout are balance, proportion, movement, utility, clarity, and emphasis.

Balance

Balance is a fundamental law in nature and its application to layout design for-
mulates one of the basic principles of this process. Balance is 2 matter of
weight distribution; in layout it is keyed to the optical center of an advertise-
ment, the point which the reader’s eye designates as the center of an area. In
an advertisement a vertical line which divides the area into right and left halves
contains the center; however the optical center is between one-tenth and cne-
third the distance above the mathematical horizontal center line, .

In order to provide good artistic composition, the elements in the layout
must be in equilibrium. Equilibrium can be achieved through balance, and this
process may be likened to the balancing of a seesaw. The optical center of the
advertisement serves as the fulcrum or balancing point, and the elements may
be balanced on both sides of this fulcrum through considerations of their size
and tonal quality.

The simplest way to ensure formal balance between the elements to the
right and left of the vertical line is to have all masses in the left duplicated on
the right in size, weight, and distance from the center. . . . Formal balance im-
parts feelings of dignity, solidity, refinement, and reserve. It has been used for
institutional advertising and suggests conservatism on the part of the adver-
tiser. Its major deficiency is that it may present a static and somewhat unexcit-
ing appearance; however, formal balance presents material in an easy-to-follow
order and works well for many ads.

To understand informal balance, think of children of unequal weight bal-
anced on a seesaw; to ensure equilibrium it is necessary to place the smaller
child far from the center and the larger child closer to the fulcrum. In informal
balance the elements are balanced, but not evenly, because of different sizes
and color contrast. This type of a symmetric balance requires care so that the
various elements do not create a lopsided or top-heavy appearance. A knowl-

edge or a sense of the composition can help create the feeling of symmetry in
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what is essentially asymmetric balance.
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6 Informal balance presents a fresh, untraditional approach. It creates excite-
ment, a sense of originality, forcefulness, and, to some extent, the element of
surprise. Whereas formal balance may depend cn the high interest value of the
illustration to attract the reader, informal balance may attract attention
through the design of the layout. . . .

Proportion

7 Proportion helps develop order and creates a pleasing impression. It is related
to balance but is concerned primarily with the division of the space and the em-
phasis to be accorded each element. Proportion, to the advertising designer, is
the relationship between the size of one element in the ad to another, the
amount of space between elements, as well as the width of the total ad to its
depth. Proportion also involves the tone of the ad: the amount of light arez in
relation to dark area and the amount of color and noncolor.”

3 As a general rule unegual dimensions and distances make the most lively de-
sign in advertising. The designer also places the elements on the page so that
each element is given space and position in proportion to its importance in the
total advertisement and does not look like it stands alone.

Movement

9 If an advertisement is to appear dynamic rather than static, it must contain
some movement. Movement (alsc called sequence) provides the directional
; flow for the advertisement, gives it its follow-through, and provides coherence.
| It guides the reader’'s eye from one element to another and makes sure he or
‘ she does not miss anything.
il 10 Motion in layout is generally from left to right and from top to bottom—the .
direction established through the reading habits of speakers of Western lan- |
guage. The directional impetus should not disturb the natural visual flow but
should favor the elements to be stressed, while care should be taken not to direct
the reader’s eye out of the advertisement. This can be done by the following:

« (Gaze motion directs the reader’s attention by directing the looks of the

people or animals in an ad. If a subject is gazing at a unit in the layout, the
' natural tendency is for the reader to follow the direction of that gaze; if
someone is looking directly out of the advertisement, the reader may stop
to see who's staring.

i
« Structural motion incorporates the lines of direction and patterns of move-

ment by mechanical means, An cbvious way is to use an arrow or a pointed
finger. . ..

Unity

Another important design principle is the unification of the layout. Although an
advertisement is made up of many elements, all of these should be welded into
a compact composition. Unity is achieved when the elements tie into one an-
other by using the same basic shapes, sizes, textures, colors, and mood. In addi- si
tion, the type should have the same character as the art.

|
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12 A border surrounding an ad provides a method of achieving unity. Sets of
borders may occur within an ad, and, when they are similar in thickness and
tone, they provide a sense of unity.

Effective use of white space can help to establish unity. .. . White space is
defined as that part of the advertising space which is not occupied by any
other elements; in this definition, white space is not always white in color. White
space may be used to feature an important element by setting it off, or to im-
ply luxury and prestige by preventing a crowded appearance. It may be used to
direct and control the reader’s attention by tying elements together, If white
space is used incorrectly, it may cause separation of tha elements and create
difficulty in viewing the advertisement as a whole.

13

Clarity and Simplicity

The good art director does not permit a layout to become too complicated or
tricky. An advertisement should retain its clarity and be easy tc read and easy
to understand. The reader tends to see the total image of an advertisement:
thus it should not appear fussy, contrived, or confusing. Color contrasts, in-
cluding tones of gray, should be strong enough to be easily deciphered, and the
various units should be clear and easy to understand. Type size and design
should be selected for ease of reading, and lines of type should be a comfort-
able reading length. Too many units in an advertisement are distracting; there-
fore, any elements that can be eliminated without destroying the message
should be. One way in which clarity can be achieved is by combining the logo,
trademark, tag line, and company name into one compact group.

14

Emphasis

Although varying degrees of emphasis may be given to different elements, one
unit should dominate. It is the designer’s responsibility to determine how much
emphasis is necessary, as well as how it is to be achieved, The important ele-
ment may be placed in the optical center or removed from the clutter of other
elements. Emphasis may also be achieved by contrasts in size, shape, and color,
or the use of white space.

* Roy Paul Nelson, The Design of Advertising, 4th ed. (Dubugue, |A: Wm. C. Brown Co.,, 1981), 18.

ANALYSIS: A TOOL FOR UNDERSTANDING

As this chapter has demonstrated, analysis involves applying principles as a
way to probe and understand. With incisive principles guiding your analy-
sis, you will be able to pose questions, observe patterns and relationships,
and derive meaning. Do not forget that this meaning will be one of several
possible meanings. Someone else, possibly you, using different analytical
tools could observe the same phenomena and arrive at very different conclu-
sions regarding meaning or significance. We end the chapter, therefore, as
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