
[image: Cover Page of Design Firms Open for Business]


[image: Title Page of Design Firms Open for Business]


[image: Half Title of Design Firms Open for Business]


FOR LOUISE + NICK — S.H.
FOR JULIAN — L.T.


Copyright © 2013 by Steven Heller and Lita Talarico

All Rights Reserved. Copyright under Berne Copyright Convention, Universal Copyright Convention, and Pan American Copyright Convention. No part of this book may be reproduced, stored in a retrieval system, or transmitted in any form, or by any means, electronic, mechanical, photocopying, recording or otherwise, without the express written consent of the publisher, except in the case of brief excerpts in critical reviews or articles. All inquiries should be addressed to Allworth Press, 307 West 36th Street, 11th Floor, New York, NY 10018.

Allworth Press books may be purchased in bulk at special discounts for sales promotion, corporate gifts, fund-raising, or educational purposes. Special editions can also be created to specifications. For details, contact the Special Sales Department, Allworth Press, 307 West 36th Street, 11th Floor, New York, NY 10018 or info@skyhorsepublishing.com.

15 14 13 12 11       5 4 3 2 1

Published by Allworth Press, an imprint of Skyhorse Publishing, Inc. 307 West 36th Street, 11th Floor, New York, NY 10018. Allworth Press® is a registered trademark of Skyhorse Publishing, Inc.®, a Delaware corporation.

www.allworth.com

Cover and interior design by RED / Rogers Eckersley Design

Library of Congress Cataloging-in-Publication Data is available on file.

ISBN: 978-1-58115-930-1

Printed in China


ACKNOWLEDGMENTS

This book (and so many others) would not be possible if not for the continued support and enthusiasm of Tad Crawford, who has led Allworth Press for many fruitful years. We thank him for everything he’s done for graphic design and design writing. We are also grateful to Delia Casa, assistant editor at Skyhorse Publishing, for her keen attention to this project.

Of course, the stars of this book are the designers who are featured—and even some of those who are not. To you we are most grateful.

And for their continued support, thanks to David Rhodes, president, and Anthony Rhodes, executive vice president of the School of Visual Arts, New York.

Finally, much appreciation to Esther Ro-Schofield and Ron Callahan at the SVA MFA Design / Designer as Author + Entrepreneur program for their good humor, hard work, and attention to details.

– STEVEN HELLER & LITA TALARICO


OPEN FOR
BUSINESS

OPENING A DESIGN OFFICE IS AN ACT OF PROFESSIONAL MATURITY, LIKE GETTING A FIRST CAR, A FIRST APARTMENT, AND EVEN A FIRST COUCH.

Signing the lease, hanging a sign on the door, selecting the perfect furniture, and placing inspiring art on the walls are coming-of-age rituals that never get tiresome. For some designers the ritual is therefore repeated many times, while others spend many contented years in their long-term rentals. Indeed the expense of renting space often leads to another maturity-affirming act—buying real estate. Property ownership increases the ritualistic intensity and underscores pride-of-place emotions.

A designer’s workplace is a self-defining environment, a showcase of sense and sensibility, a window to the mind of the professional, and maybe the heart, too. What a designer chooses to display in the space reveals how important the details (as Mies van der Rohe famously noted in his statement about God being in them) really are. Whether or not comfort is a factor is also telltale. A workplace without comfy amenities for guests says one thing, whereas a space with generous reception and meeting areas says another. The office is such a charged environment that some designers establish strict rules to govern behavior. Massimo Vignelli’s storied dictum that there must be no personal ephemera pinned to an individual’s workspace implied two things: That the designers did not command their own workstations (in other words, they were interchangeable); and that personal clutter must not mar the overall design aesthetic. Conversely, certain designers encourage (or are at least laissez-faire) about decorative diversity and workplace clutter, as they are evidence of a vigorous creative environment.

Design spaces, as reflective of creative people in general, are rarely neutral. Rather they are expressions of something important—intimacy or power, or both—that is being communicated to clients, staff, visitors, or simply the messenger. As in handwriting analysis, it is worthwhile to unpack a designer’s intentions, but in this book we will forego inquiry into the pseudo-psychological underpinnings of office design. Instead we introduce various designers who are Open for Business in spaces that are either modest or lavish, according to their preference. This is not, however, a book about workspaces alone. It is rather a study of the people who inhabit those spaces, and whose creative practices are engaged with the places where they conceive ideas and collaborate with others.

The principals of each studio featured herein answered a common volley of questions. Some are delightfully loquacious; others are self-consciously succinct. Nonetheless, each tells the story of why their studio was formed, why they chose its name, and where it is housed. Questions about design philosophy and aesthetics are balanced with the nitty-gritty of their businesses (staffing, client types, expansion, etc.). Individually, they offer insight into why studios are formed. Collectively, they may provide models for those who are considering the plunge.

We have chosen to represent a broad range of designers in terms of geography, age, and experience, operating small (one to eight), medium (nine to fourteen), and large (fifteen-plus) firms, and even a few without any employees. Independent designers, we found, are increasingly likely to start with small full-time staffs, relying on freelance help when necessary. They are, surprisingly, investing their capital into their studios. Building a sturdy yet scalable infrastructure is, in today’s economy, more important than creating a staff, which invariably will ebb and flow as clients come and go. Designers are more comfortable when they are not carrying financial burdens, which obviously means not having to accept commissions that portend difficulty or take on difficult clients simply to pay the salaries of their staffs.

When opening a design firm, understanding that bigger is not better is vital to the firm’s success, as is accepting fiscal and creative responsibility. It is also an act of professional maturity. The designers who comprise Design Firms Open for Business, regardless of style, manner, and preference, have this in common.

– STEVEN HELLER AND LITA TALARICO


SECTION ONE:

SMALL
FIRMS

1-8 EMPLOYEES

 

ADAMS MORIOKA

ANDE + PARTNERS

ANZELEVICH

BASE ART CO.

CIRCLE

DESIGN IS PLAY

DESIGN CENTER: LJUBLJANA, SLOVENIA

FELIX SOCKWELL, INC

DONDINA ASSOCIATI

DESIGN: L’ORANGE

IGARASHI STUDIO

MELCHIOR IMBODEN

JAMES VICTORE INC.

EL JEFE DESIGN

J.J. SEDELMAIER PRODUCTIONS, INC

JOEL KATZ DESIGN ASSOCIATES

KARLSSONWILKER INC

KEITH GODARD

KIND COMPANY

LANDERS MILLER DESIGN

LSDSPACE/UN MUNDO FELIZ

MASONBARONET

MGMT. DESIGN

PIETRO CORRAINI

PLURAL

RED

SAGMEISTER INC.

SAWDUST

344 DESIGN, LLC

STUDIO LAUCKE SIEBEIN

TAREK ATRISSI DESIGN

THESUMOF

VERTIGO DESIGN


ADAMS
MORIOKA


PRINCIPALS

SEAN ADAMS NOREEN MORIOKA

FOUNDED

1990

LOCATION

BEVERLY HILLS, CA

EMPLOYEES

8



WHAT PROMPTED YOU TO START A STUDIO?

In the early 1990s, the design world was focused on a dystopian, chaotic, degenerated, and oblique approach. We wanted to create work that was clear, simple, optimistic, and accessible. Starting a firm was the only way to achieve this.

HOW DID YOU DETERMINE WHERE YOUR STUDIO WOULD BE LOCATED?

At first, we thought we could work out of my house. This became an episode of Please Don’t Eat the Daisies: the phone ringing, dog barking, messengers at the door, and soup boiling over. The architect Barton Myers offered us space in his office in Beverly Hills. He was generous and suggested that we trade services for rent. We moved to a larger space a couple of years later. We are still in Beverly Hills, specifically in the Larry Flynt building. The studio is centrally located between Downtown and the West Side of Los Angeles. It is easy for clients to access. It has remarkable views and great security (à la Larry Flynt). Contrary to popular opinion, there are no naked women, as the Hustler filming happens elsewhere (probably in the Valley).
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THIS SPREAD: Mexico Restaurant CLIENT: Larry Nicola CREATIVE DIRECTOR: Sean Adams DESIGNERS: Sean Adams, Monica Schlaug, Chris Taillion

DESCRIBE YOUR AESTHETIC, STYLISTIC (EVEN PHILOSOPHIC) APPROACH TO DESIGN.

At heart, we follow the principles of clarity, purity, and resonance (design “CPR”). “Clarity” refers to the accessibility of the message. The communication should be understandable to a wide audience, not just five people attending an avant-garde performance festival. Creating work that is purposely oblique and difficult to access is an elitist and exclusionary act. “Purity” refers to form. If something isn’t needed, it isn’t there. This doesn’t translate as minimalism. A solution may require a dense form, but there is nothing purely decorative or arbitrary. “Resonance” is about emotional connection. Without this, the work could easily become cold and distant. The emotional connection can happen in multiple ways. Seduction, levity, and humor, however, have been consistent themes over the last eighteen years.

WHAT IS THE REASON FOR THE NAME OF YOUR STUDIO?

It’s our own names. Choosing a name that sounds like a band didn’t make any sense since we don’t play instruments, we’re not groovy, we don’t live in Brooklyn, and we don’t wear jaunty hats.

HOW MANY EMPLOYEES (FULL-TIME AND FREELANCE)?

Eight.

HOW MANY PRINCIPALS AND EMPLOYEES ARE DESIGNERS?

Five.

OTHERS?

Administrative, business, and account management.
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DO YOU HAVE A STRATEGIST OR ACCOUNT PERSON ON STAFF?

Yes; Noreen handles client relations (whatever that entails) and works directly with most clients. After the initial strategy and direction are established, the day-to-day communication transfers. At this point one of the designers or I manage the process. It may be antiquated, but I believe designers do better work when they are responsible for a project and speak directly to a client.

DESCRIBE YOUR CLIENTELE.

We’re fortunate to have a national client base, with a few international ones. The work is primarily identity and systems, signage, and web. In entertainment: the Academy of Motion Picture Arts and Sciences, Disney, Wasserman, Sundance; medical institutions: Cedars-Sinai; finance: the Glowacki Group; education: USC, UCLA, Curtis Institute of Music, Santa Monica College; nonprofits: the Broad Foundation, the Library Foundation, the Natural History Museum; architecture: Richard Meier and Partners, Barton Myers Architects, Frank Gehry Partners, Fred Fisher and Partners.

ARE YOU ATTEMPTING TO BROADEN YOUR CLIENT BASE?

At one point we thought it would be fun to work with more clients in Japan. But now we’re old, and spending eighteen hours in a plane is no fun.

DO YOU SPECIALIZE? OR GENERALIZE?

We generalize. Our attention span is short and we would be bored doing only one activity.

ARE YOU PRIMARILY PRINT OR VIRTUAL, OR BOTH?

Both; most projects are larger identity and programmatic systems that require print, online, environmental, and social media applications.

HOW MUCH FREEDOM TO YOU ALLOW INDIVIDUAL DESIGNERS?

I have been told that I have a Ronald Reagan management style. This may refer to my being out of touch, but I hope it is about a hands-off approach. The designers have an innate sensibility that is similar to Noreen’s and mine. They each bring something unique to the table but don’t ride off the rails. Over the years we have had designers who rebelled against the firm’s approach and attempted to make solutions that had meaningless squiggles, or—worst of all—collage. They required too much direction and didn’t last.

HOW WOULD YOU DEFINE COLLABORATION AS PRACTICED IN YOUR STUDIO?

AdamsMorioka isn’t the kind of studio that has group crits. I’m not interested in interrupting everyone’s day to sit in a conference room and wax on about each solution. Each designer takes a lead on a project. I may give some initial direction and check in, and then he or she takes responsibility for the project. Collaboration with us typically means standing next to someone who says, “Does this look dumb?”

COULD YOUR STUDIO GET ALONG WITHOUT YOU FOR ANY PERIOD OF TIME?

They probably operate better. This was put to the test during my AIGA presidency. I was out of the office traveling a couple of days or more a week. Everything worked well, although there was the extra burden of missing one designer from the workload. And they probably mixed margaritas all day.
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Cedars-Sinai Discoveries magazine CLIENT: Cedars-Sinai EDITOR: Laura Grunberger CREATIVE DIRECTOR: Sean Adams DESIGNERS: Sean Adams, Monica Schlaug, Nathan Stock

DO YOU HAVE A LONG-TERM PLAN FOR SUSTAINABILITY OR GROWTH?

We don’t want to grow in manpower, but I’m perfectly fine with profit growth. At times when we have had a larger studio, we’ve been at our lowest creatively. We also saw decreased profit and joy of work. We maintain a reasonable size in order to have the luxury of turning down work and focusing on clients and projects we value. This wouldn’t work if each person here weren’t extraordinarily efficient, talented, and smart.

WHAT IS THE MOST CHALLENGING PART OF HAVING A STUDIO?

Having a studio. When people ask me if they should start their own design business, I typically ask them if they are entrepreneurial. If you are, then yes, start your own business. If you aren’t, you shouldn’t. Either option is valid. The most challenging part of owning a design studio is the relentless nature inherent in any small business. Finding new work, producing, and meeting revenue goals is a never-ending job.
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Mohawk Via Printing and Paper CLIENT: Mohawk Fine Papers CREATIVE DIRECTOR: Sean Adams DESIGNER: Sean Adams

DESCRIBE THE MOST SATISFYING PROJECT(S) OF THE PAST YEAR.

It’s been a challenging year. I’ve found that most of our clients are fearful of losing their jobs, whether they’re CEOs or marketing directors. Consequently, every decision is heavily weighed, and fewer clients are willing to take bolder steps. Some projects, however, have been enormously enjoyable. I’ve been working on Mohawk Paper’s Via line for several years. Mohawk is a dream client: smart, experienced, clear, and good people. I suggested a focus on American idioms and ideas as a backdrop to exemplify specific processes for ink on paper. Most of the imagery came from the Library of Congress Prints and Photographs collection. And I was able to weave in my own family connections with an image of Samuel Clemens, the Fry and Jefferson map of Virginia, and Mount Vernon. The end product is one of my favorite pieces, and I loved the process.



ANDE + PARTNERS


PRINCIPAL

ANDE LA MONICA

FOUNDED

2004

LOCATION

HOBOKEN, NJ

EMPLOYEES

4 FULL-TIME AND FREELANCE



WHAT IS THE REASON FOR THE NAME OF YOUR STUDIO?

I’m able to do my most satisfying work when the clients are partners in the process. Listening to them, working closely, and understanding what their real needs are. Usually when everyone is deeply involved, the final result ends up being visually smart, the message is clear, and the client’s bottom line improves.

HOW LONG HAVE YOU HAD A STUDIO?

Since 1996, in some form or other.

HOW MANY EMPLOYEES (FULL-TIME AND FREELANCE)?

We are a small company, under five. If it’s a film project or a large re-brand we can freelance up to nine. I have trouble managing more than that.

HOW MANY PRINCIPALS AND EMPLOYEES ARE DESIGNERS?

Everyone on my team has a strong type and design background.

OTHERS?

I always try to involve a non-designer, someone who speaks design fluently, but can be an objective sounding board.

DO YOU HAVE A STRATEGIST OR ACCOUNT PERSON ON STAFF?

I do the strategy and project management.

DESCRIBE YOUR CLIENTELE.

Our clients range from Fortune 500 companies to local entrepreneurs.

ARE YOU ATTEMPTING TO BROADEN YOUR CLIENT BASE?

Always. When you work on the same type of projects over and over, you get burned out.

DO YOU SPECIALIZE? OR GENERALIZE?

We specialize in branding and identity development, but that can apply to a very general audience. Our process has been successful for packaging, websites, films, campaigns, and most things in between.

ARE YOU PRIMARILY PRINT OR VIRTUAL, OR BOTH?

Both.

WHAT PROMPTED YOU TO START A STUDIO?

I sold an idea and needed something to put on the invoice. I was very naive at the time and had no idea what I was getting into.

HOW DID YOU DETERMINE WHERE YOUR STUDIO WOULD BE LOCATED?

Close to home, family, and good places to eat.

DESCRIBE YOUR AESTHETIC, STYLISTIC (EVEN PHILOSOPHIC) APPROACH TO DESIGN.

I have trouble with questions like this. I’m not sure if we have a “house style.” I guess one common thread is strong typography; I think that is important because it’s what your voice looks like. We are very witty. Smart, but not condescending. A lot of our work is also accessible. A lot of people from diverse backgrounds get it.
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Match 10 learning system
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The package design component of the rebrand for Beast Sports Nutrition.

HOW MUCH FREEDOM DO YOU ALLOW INDIVIDUAL DESIGNERS?

I give my team a lot of freedom in the beginning. In order for them to be good at what we do, there needs to be a bit of “play” involved. I rein them in as the project goes forward.

HOW WOULD YOU DEFINE COLLABORATION AS PRACTICED IN YOUR STUDIO?

We all work on everything together. It’s hard to design in a vacuum.

COULD YOUR STUDIO GET ALONG WITHOUT YOU FOR ANY PERIOD OF TIME?

I look forward to that day.

DO YOU HAVE A LONG-TERM PLAN FOR SUSTAINABILITY OR GROWTH?

I never had a formal business plan, but that may bite me in the ass one day. My long-term plan for sustainability and growth revolves around a strong fear of failure. We work hard and put the time in, we take on clients that we like, I nurture my team, we return phone calls promptly, and we aspire to do relevant work.

WHAT IS THE MOST CHALLENGING PART OF HAVING A STUDIO?

The work/life balance.

DESCRIBE THE MOST SATISFYING PROJECT(S) OF THE PAST YEAR.

We were asked by Bloomberg LP, a global financial and media company, to help develop a wellness campaign for their employees. The project was about helping their employees be more informed and make better health decisions. The project took over our office for quite some time. About a year later, I was standing in their lobby and on large screens they were profiling success stories from the campaign: one man lost fifty pounds, another woman quit smoking, one after another. It was very inspiring to work with Bloomberg and develop something that had an immediate effect on people to make their lives better.

We were also asked to re-brand a sports nutrition company. Identity, packaging, website, marketing materials… everything. The marketplace for sports nutrition is overrun with bad design. Products look the same, companies copy each other’s style, and they are not transparent about what goes in the product or the purity of the ingredients. Our client actually has a great product and they pride themselves on making it from the highest quality ingredients. They just didn’t know how to effectively reach their audience. It was satisfying to see how much the success of the company was directly related to the effectiveness of the design. Since the re-brand, their sales have increased greatly, they have a stronger consumer awareness, the company is growing, and we were able to give a visual breath of fresh air to the marketplace.



ANZELEVICH


PRINCIPAL

YIFAT ANZELEVICH

FOUNDED

2003

LOCATION

TEL AVIV, ISRAEL

EMPLOYEES

3 FULL-TIME



WHAT PROMPTED YOU TO START A STUDIO?

I returned to Israel with the desire to try and maintain the drive and interest I felt in New York, which led me to open my own studio, where I could apply my own philosophy and ideas.

HOW DID YOU DETERMINE WHERE YOUR STUDIO WOULD BE LOCATED?

The studio is located in the “old north” of Tel Aviv near the beach, close to where I lived when I founded it. It is a quiet and pastoral area just five minutes from the city center.

DESCRIBE YOUR AESTHETIC, STYLISTIC (EVEN PHILOSOPHIC) APPROACH TO DESIGN.

“Thought has to pass through the heart to be made active and meaningful.” —Henry Miller

We bring to our day-to-day work various influences and inspirations that are an integral part of the studio: inspirations from daily life, nature, ready-made materials, a visit to the flea market, a trip to New York, museums, or just browsing a magazine. Sources of inspiration are everywhere around us all the time; we just take them and use them as raw material for a new creation that bears our mark.

WHAT IS THE REASON FOR THE NAME OF YOUR STUDIO?

The studio is named after the owner.

HOW LONG HAVE YOU HAD A STUDIO?

The studio opened in 2003, shortly after I returned to Israel from New York, where I studied at SVA and worked at Kiehl’s studio in Manhattan.

HOW MANY EMPLOYEES (FULL-TIME AND FREELANCE)?

We have three designers at the studio working full-time together with a marketing director.

OTHERS?

We work in partnership with strategists, copywriters, illustrators, and programmers as needed, according to the nature of the project.

DO YOU HAVE A STRATEGIST OR ACCOUNT PERSON ON STAFF?

No, we bring together the perfect team for each project according to its needs.

DESCRIBE YOUR CLIENTELE.

We work with a wide range of clients from various industries, such as culture and art, lifestyle, real estate, food, technology, government offices, NGOs, and private clients.

ARE YOU ATTEMPTING TO BROADEN YOUR CLIENT BASE?

The studio’s ambition is to work with a wide range of clients, so we work daily on expanding our client base.

DO YOU SPECIALIZE? OR GENERALIZE?

Dealing with a wide variety of clients and projects provides us with challenges that help keep the studio—and, ultimately, our work process—interesting.
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The studio—”where the magic happens.” PHOTOS: Yanai Yehiel

ARE YOU PRIMARILY PRINT OR VIRTUAL, OR BOTH?

My love and passion lie in the world of print, but of course digital media are an integral part of any project.

HOW MUCH FREEDOM DO YOU ALLOW INDIVIDUAL DESIGNERS?

I believe in giving the designers at the studio the freedom to create. All three of us contribute to each project, no matter who leads it. I think that by collaborating this way, we bring uniqueness to the project, and this creates a new and refreshing result every time.

COULD YOUR STUDIO GET ALONG WITHOUT YOU FOR ANY PERIOD OF TIME?

Our team can function at all times, even if I am not at the studio.

DO YOU HAVE A LONG-TERM PLAN FOR SUSTAINABILITY OR GROWTH?

Graphic design is an integral part of my life, and if we stay a small studio, I can still be involved in all our projects.

WHAT IS THE MOST CHALLENGING PART OF HAVING A STUDIO?

Finding a balance between managing the day-to-day work at the studio and being a graphic designer.

DESCRIBE THE MOST SATISFYING PROJECT(S) OF THE PAST YEAR.

In the past year we started to design and produce unique products that combine magnets and paper products. The special experience of designing a product without a client, a product that expresses our creativity and passion, opened a new world for us.
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Teza ABOUT: Design and image editing of the Tel Aviv University student magazine PHOTO: Yanai Yehiel
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A set of greeting cards with magnets printed on natural fabric PHOTO: Yanai Yehiel
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Stage Center ABOUT: Informative and identity site for the Stage Center, which holds diverse training workshops in the performing arts PHOTO: Yanai Yehiel



BASE
ART CO.


PRINCIPAL

TERRY ROHRBACH

FOUNDED

1997

LOCATION

COLUMBUS, OHIO

EMPLOYEES

3 FULL-TIME



WHAT IS THE REASON FOR THE NAME OF YOUR STUDIO?

I wish I had a great story here… but sixteen years ago, I thought “Base” was just a cool name (I actually had the name a few years before making it official). A few years later, a large ad agency in town renamed themselves similarly, and there was a bit too much confusion with the two of our names. Consequently, I added “Art Co.” to give us some distinction.

HOW LONG HAVE YOU HAD A STUDIO?

The studio was born August 1997.

HOW MANY EMPLOYEES (FULL-TIME AND FREELANCE)?

Three full-time.

HOW MANY PRINCIPALS AND EMPLOYEES ARE DESIGNERS?

All are designers.

DO YOU HAVE A STRATEGIST OR ACCOUNT PERSON ON STAFF?

No. We have a great network of talented collaborators—for our strategy, copywriting, information architecture, and development needs. We love this approach, as we’re able to bring the best of class to each project, ramping up and down as needed.
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Shades of Milk And Honey book cover CLIENT: Tor Books CREATIVE DIRECTOR: Irene Gallo DESIGNER: Terry Rohrbach
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Under the Poppy book cover CLIENT: Small Beer Press CREATIVE DIRECTOR: Terry Rohrbach DESIGNER: Terry Rohrbach, Drue Dixon

DESCRIBE YOUR CLIENTELE.

Our client list is a national assortment of nonprofits, corporate giants, publishing houses, and startups. We greatly value our opportunities, and have been very successful in forging long-term client relationships that are built on trust. Most of our client relationships are connected directly to the business owner or primary stakeholders. We like that, as it cuts communication gaps, and helps us gain truer insights into the communication problem or need.

ARE YOU ATTEMPTING TO BROADEN YOUR CLIENT BASE?

Yes. Although we are “generalists,” there are certain niches we see opportunities in, including education and nonprofit branding/interactive. Additionally, we are trying to develop retainer relationships.

DO YOU SPECIALIZE? OR GENERALIZE?

We specialize in creativity. So that enables us to work on projects ranging from print collateral and event exhibit design to branding and interactive.

ARE YOU PRIMARILY PRINT OR VIRTUAL, OR BOTH?

Currently we have a mix of 60 percent print/branding and 40 percent digital. Our roots are definitely in print design, but we have successfully crossed the bridge to be just as proficient in digital. I predict in a few years our mix may flip to 60 percent digital… We’re finding that the exciting and constantly evolving world of digital design offers a lot of opportunities for growth, which is alluring.

WHAT PROMPTED YOU TO START A STUDIO?

I had the great pleasure of working with great people (and at great places) early in my career. But it was always my intention to start my own studio. My passion is design, but I also enjoy the business side. I really coveted the ability to be a generalist, work directly with my clients, and do the work that makes me most happy.

HOW DID YOU DETERMINE WHERE YOUR STUDIO WOULD BE LOCATED?

I’m originally from the East Coast (Philadelphia) but came to Columbus, Ohio to be a Buckeye at the Ohio State University. Columbus has proven to be a great spot for Base Art Co.; its central location allows us to work seamlessly with outfits in New York, Texas, and Atlanta. (Of course, the advent of email and the Internet has made it possible for everyone to work remotely with ease…) Columbus also boasts great industry and a strong client base, which has thankfully allowed my business to thrive. Within Columbus, I specifically chose to work in the bustling arts district of the Short North, home to multitudes of galleries, boutiques, and restaurants. There’s always something going on right outside of our windows!

DESCRIBE YOUR AESTHETIC, STYLISTIC (EVEN PHILOSOPHIC) APPROACH TO DESIGN.

We strive to create simplistic beauty. We try to avoid getting locked into a specific design style or relying on a “company look,” and instead focus on the problem and how it can best be solved visually.
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Tegan and Sara Concert Poster ABOUT: A limited edition silkscreen poster promoting Tegan and Sara’s Columbus, Ohio concert. The angel spinning a skull web plays on the duality of twins and the album name, “Sainthood.” CLIENT: PromoWest Productions DESIGN: Drue Dixon, Terry Rohrbach
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Dry Ice book cover CLIENT: Tor Books CREATIVE DIRECTOR: Irene Gallo
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Red to Black book cover CLIENT: HarperCollins CREATIVE DIRECTOR: Allison Saltzman DESIGNER: Terry Rohrbach PHOTOGRAPHY: Jeremy Walker and Dean Conger/Getty Images

HOW MUCH FREEDOM DO YOU ALLOW INDIVIDUAL DESIGNERS?

Everybody is encouraged to develop ideas and concepts, and collectively we come to the most appropriate response to the design challenge.

HOW WOULD YOU DEFINE COLLABORATION AS PRACTICED IN YOUR STUDIO?

We have an open studio floor plan with all the workstations centered in the room. This allows us to easily share ideas and offer each other immediate feedback on individual projects. That said, we also strive to bring our clients and partners in as collaborators, and we all constructively work toward the best solutions.

COULD YOUR STUDIO GET ALONG WITHOUT YOU FOR ANY PERIOD OF TIME?

I have complete trust in the capabilities of our team to function without me. However, because of the workload and expectations of our clients, it’s difficult.

DO YOU HAVE A LONG-TERM PLAN FOR SUSTAINABILITY OR GROWTH?

After fourteen years with three full-time employees (including me), it’s become obvious my goal is not growth in terms of staff. I’m committed to working with people who share my passion for great design and business success. And quite frankly, those perfect matches are hard to find. Plans for sustainability include creating and maintaining retainer and/or multifaceted accounts with many touchpoints. Of course, we’re also always trying to stay current and take full advantage of new opportunities in the flourishing digital space.

WHAT IS THE MOST CHALLENGING PART OF HAVING A STUDIO?

As a small studio, we are all required to wear many hats and perform at a high level of efficiency and creativity. I’m lucky to have found two great designers who share my same values and work ethic.

DESCRIBE THE MOST SATISFYING PROJECT(S) OF THE PAST YEAR.

We serve as brand partner for Pelotonia, a grassroots cycling event where 100 percent of all funds raised directly support cancer research conducted at the Comprehensive Cancer Center and James Cancer Hospital/Solove Research Institute at the Ohio State University. Each year I personally participate by riding 102 miles. Lead by a visionary CEO, the organization pushes us to evolve and refresh the look each year. And touchpoints extend across the realms of web and advertising to environmental design and video direction.

[image: image]

Pelotonia ABOUT: Pelotonia is an annual cycling event that donates 100 percent of proceeds to innovative and life-saving cancer research at the James, the premier cancer hospital and research institute at the Ohio State University. CLIENT: Pelotonia CREATIVE DIRECTOR: Terry Rohrbach DESIGNERS: Terry Rohrbach, Drue Dixon, Meredith Reuter
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CIRCLE


PRINCIPAL

ROBERT L. PETERS

FOUNDED

1976

LOCATION

WINNIPEG, CANADA

EMPLOYEES

3 FULL-TIME
1 PART-TIME
SOME FREELANCE



WHAT IS THE REASON FOR THE NAME OF YOUR STUDIO?

A holistic worldview that is inclusive and nonhierarchical. A circle is also a universal form/archetype representing wholeness, completion, and autonomy.
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