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INTERNATIONAL EDGE

THEY are all over your shelves, your desk and your coffee table: thick, glossy, hardcover
design books. But your collection is not complete without a graphic design book about
graphic design books. Bibliographic: 100 Classic Graphic Design Books is a compilation of the
best titles of the last century. 

Bibliographic showcases a cross section of influential and inspirational design books, from
classic manuals by László Moholy-Nagy and Josef Müller-Brockmann to histories of
Bauhaus design to anthologies on trademarks and Polish film posters.  

“It is eye-opening to see how design books have evolved since the days when colour was
an expensive extravagance,” writes graphic design chronicler Steven Heller, in the foreword.

Bibliographic features design tomes created by or about international superstars such as
Neville Brody, David Carson, Paul Rand, A.M. Cassandre, Alexey Brodovitch and Stefan
Sagmeister. It also lists favourite titles from the libraries of top international designers
including Henk van Assen, Vince Frost and Peter Saville. Contact: www.laurenceking.com

Bibliographic includes top 10 lists of
favourite graphic design books from the
libraries of celebrated designers such as
Michael Beirut, Matthew Carter, Peter
Saville, Vince Frost and Henk van Assen

A new one for the coffee table 
Just what every designer has always wanted, a graphic 
design book about graphic design books 
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CASE STUDY

A winning symbol
                        Two Toronto firms create the identity

and design platform for Toronto 2015

B R A N D I N G

The brief 
The Pan American Games have been held every four
years since its inception in 1951. When it was
announced Toronto would be hosting the 17th edition
of the Games in 2015, the Toronto Pan and Parapan
American Games Organizing Committee looked to
Toronto-based branding and design firms Trajectory
and Endeavour Marketing to create its brand. This
included the Games’ visual identity, tagline, brand
guidelines, design platform, style guide and supplemen-
tary print materials. They were also responsible for
conceptualizing and choreographing the brand’s
September launch event. 

The challenge 
The Toronto 2015 Pan and Parapan Am Games are
about more than just sport, says Trajectory creative
director Paul Hodgson. They are also a celebration,
adds Endeavour Marketing president Barry Avrich.

Their biggest challenge was to create an identity and
design platform that would embody Toronto 2015’s
approach to these particular games. They sought to
design a universal brand that would be embraced not
only by the athletes but also by the community. “We
needed it to attract athletes, engage communities and
inspire youth,” says Hodgson. “[That’s] a lot to ask on
day one of a simple vessel like a logo but with time, it
should come to stand for everything we hope the event
itself will be.”

The process
Taking inspiration from the roots which bind the 42
countries in the Pan Am Games, the elements in the
logo have much in common with pre-Columbian art
found in Canada and other participating nations, says
Hodgson. “The design celebrates sport, the human
form and the concept of movement.” 

With the aid of history books and demographic data,
the firms researched the history of the Games, the
Americas and Canada. “There is an unbelievable amount
of common ground between the three,” says Avrich. The
symbol also plays off Toronto’s nickname: T.O.

The 2015 Pan Am Games’ core values are purpose,
accountability, collaboration, results and joy. These are
reflected in the design choices for each aspect of the
brand, including the fonts – Bryant Alternate and the
more browser-friendly Verdana – and its extremely
vibrant colour palette. “From the beginning, we were
keen to embrace the fact that these games were Pan
American and felt it was important to embrace the com-
mon spirit found in all 42 countries,” says Hodgson.
“Despite the vast differences from the tip of Argentina
to the top of Canada, these countries are our neigh-
bours. The broader colour palette reflects that spirit.” 

The green and blue found in the logo are colours
inspired by the word “tkaronto,” an Iroquois word mean-
ing “place where trees stand in the water.” The third
colour is an orange-y red, which is a nod to Canada’s
national colour but with “a touch of salsa added.”

Stemming from the themes of community develop-
ment and celebrating the diversity of participating coun-
tries, a “patois” of expressions – such as ¡Viva
Torontario! and Pan Am-ismo – was created to reflect
the multicultural spirit of the Games and include all
three official languages: English, French and Spanish.

The tagline for the Games, “United We Play,”
reflects both the Games’ spirit of collaboration and the
energy of sport and youth. “It’s an open call to everyone
to rediscover the exuberance of play,” says Hodgson. 

The result 
Working to help create the brand and visuals for the
2015 Pan Am Games in Toronto was a combined effort
to deliver everything needed for the September launch,
says Hodgson. “Our client trusted us and provided
timely and deeply insightful feedback on the work we
were doing,” he says. “All of that while building their
own team to create a fantastic event in 2015. It has been
a wonderful partnership.”

— Val Maloney

The identity’s 
vivacious colour
palette reflects 
the cultural history
of the Pan
American Games 

Design Edge Canada is the gold standard for reaching and engaging
the most readers and the senior readers who matter in the graphic
design industry.

Design Edge has the largest circulation to professional graphic
designers in Canada, 100% qualified and ABC audited. We have the most
complete database on demographics and purchasing responsibilities in

the industry, something competitors cannot match.
Design Edge readers regularly comment on their cover-to-cover

reading habits. Fully 90.4% of our readers save issues for future
reference, and 74.7% have requested more information from advertiser
web sites as a result of seeing advertising in Design Edge.

Rely on Design Edge to reach the readers who matter.

1606 Sedlescomb Dr., Unit 8, 
Mississauga, ON Canada L4X 1M6
905-625-7070  Fax: 905-625-4856
www.designedgecanada.com

Editorial Calendar 2012
Connect with the largest and most engaged audience of designers in Canada

**Editorial calendar subject to change

Favourites Each Issue
Relogo:
A before-and-after logo roll-out

Case Study:
Behind-the-scenes on a design project

Newsmakers:
A profile on a designer

Tool Tips by Bob Atkinson:
Reviews on the latest design software and
hardware

News on Design:
The latest news in Canada’s graphic design
industry

Trendspotting:
Social and market trends affecting design

Fontest:
The popular type contest

Top 10:
The must-read list
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TOOL TIPS BOB ATKINSON

JUST when you thought your Creative
Suite couldn’t get any better, Adobe
releases a newer version, Creative Suite 5.
With each update, Adobe faces a tougher
job – how does it substantially improve on
best-selling applications that are the indus-
try standard and have been around for ten
or, in the case of Photoshop, twenty years?

In the Creative Suite 5 Design collec-
tion, there are literally hundreds of
changes to its key applications –
Illustrator, Photoshop and InDesign.
Here’s a quick overview of the top new
features and improvements.

Illustrator CS5
Illustrator has seen the most new additions
in this update. It has substantially
expanded beyond its well-known, vector-illustration
roots into a polished, all-round drawing, painting and

3D tool.  First off, Illustrator’s
updated Artboards tool allows
you to create, resize, position,
name and delete any number of
different sized artboards in the
same file. 

The new Perspective Grid
tool and menu set (under View)
allow you to create completely
adjustable one-, two- or three-
point perspective grids. These
aren’t just guidelines. You can
draw or copy objects or text
and they instantly map to the
vanishing point in the grid. 
If you do architectural or per-
spective drawings, this one 
feature is worth the upgrade
price itself.

A new Bristle Brush allows
you to create custom paint

brushes with control over brush shape, opacity level,
edge softness, bristle length, density and stiffness.
These brushes can easily create artwork that closely
resembles traditional paint media – watercolours, oil,
acrylic and so on. The best part is, unlike the brushes
in typical painting tools (e.g. Painter), the brush
strokes you create here remain fully editable.

Another big step towards a more-painterly look is
the addition of a Stroke Width tool, which allows you
to click on a stroked line segment or shape and add a
stroke width point on either side of the line at that
point. These points can be dragged in and out to
smoothly vary the width of the stroke, producing 
natural organic lines. Once you’ve created a variable
line style you like, you can save it in the Variable
Width Profile palette to apply to other lines or shapes.

Other Illustrator improvements include better 
looking dashed lines and arrowheads; a Shape Builder
tool and palette that lets you merge or split overlapping
objects (a much faster method than the Pathfinder

A seductive new suite
Adobe’s Creative Suite 5 raises the bar, yet
again, with hundreds of helpful upgrades

Illustrator’s new Bristle Brush has powerful controls to create
paint-style brushes that simulate traditional media like water-
colour and oil paint

The new Perspective Grid tool in Illustrator CS5 
lets you create perspective grids. Objects drawn 
or copied onto them automatically conform to your
chosen vanishing point
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NEWS ON DESIGN

READY to groom the world’s next innovative thinkers,
University of Toronto’s new Munk School of Global
Affairs welcomes its first class of students in September.
It takes its name from its $35-million-dollar patron,
Canadian businessman and philanthropist Peter Munk;
head of the world’s largest gold mining corporation,
Barrick Gold. And its goal is to produce culturally fluent
international leaders to guide the “global conversation.”

Assigned last year to create the brand identity for the
school, Toronto’s Pylon Design
drew on its wealth of combined
experience in identity, strategy
and marketing. In designing the
logo, that experience was put to
the test in a series of challenges
and redesigns.

“We presented approximately
12 times,” says Scott Christie,
one of three partners at Pylon.
The School of Global Affairs
project was originally awarded

to Pylon in May 2009; thanks in large part to its in-
house digital and print capabilities. The project was
then put on hold last winter when it received word of a
new sponsor. In January, Pylon was given a new brief to
begin work on a new logo for what was now called the
Munk School of Global Affairs. 

“There were many levels of the university we needed
to present to in order for the final stamp of approval,”
adds Christie. Even Mr. Munk gave some direction,

requesting the colour gradient emphasize the words
Munk and School instead of Munk and Global Affairs.
“It was a compromise we accepted.” 

The gradation of colour works as a secondary design
element to the alignment of the Os, which creates a
connection between the first and last words in the
nameplate, and gives the logo its unique shape.
Baskerville was chosen for its established roots. “The
logo, depending on its use, can appear very traditional
or very modern,” says Christie. “This was achieved
through the font and how it was typeset.” For example,
cropping the logo and placing it off-centre on a white
background gives it a modern tone, while putting blue
behind it creates a more conservative look. 

With new student applicants already on a waiting list,
its identity didn’t have to sell the school as much as cre-
ate recognition and awareness of the educational insti-
tution. The logo needed, as Christie puts it, “a high
recall factor.” 

“The memorability of the logo is helped by its
unusual shape and the alignment of the Os. Much like
the arrow in Fedex, it is not initially apparent but once
recognized, you can’t help but recall it.” 

Along with the logo, Pylon has completed business
cards, letterhead, portable banners and signage. Also on
the agenda are posters, e-blasts, a newsletter, a website
and possibly a digital screen to be mounted on the
Munk building. It’s going to be a busy semester for the
Toronto design studio. Contact: www.pylon.ca

— Tom Czerniawski

A learning process
Pylon Design crams to create the perfect 
identity for the Munk School of Global Affairs

The colour gradient helps emphasize the most
important words in the name

Versatility is key;
the logo can appear
traditional or 
modern depending
on how it’s used 

Baskerville was chosen for its established feel

The alignment of the Os connects the wording
and gives the identity an unusual shape

B R A N D I N G
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L E T T E R S

SHORT TAKES

Minister Light
The Minister family of fonts
was designed by German
Carl Albert Fahrenwaldt
(1864 to 1941) for the
Schriftguss type foundry 
in 1929. Minister’s letters
are noted for their wide
capitals, concave serifs 
and oblique stress. Minister
has an old and informal yet 
elegant and calligraphic style.
Last month’s winner: (Jan/Feb 2010)
Steven Mclellan, Jump on the Fridge, Toronto
Mclellan writes: “a very nice font indeed.”

March 1
Regional Design Awards call
for entries deadline: www.
designedgecanada.com/awards
March 10
The Great Canadian Design
Debate, meet the Regional
Design Awards judges,
Toronto: www.designedge
canada.com/awards
April 9
Lateral Thinkers 2010, vir-
tual presentations, Sudbury,
Ont.: www.rgdontario.com
April 26 to 30
Icograda Design Week
Vancouver, Design Currency:
defining the value of design:
www.designweekvancouver.ca
April 29
Graphex 2010 awards gala,
hosted by the GDC,
Vancouver: graphex.gdc.net

For more event listings,
pictures and to send us

your own announcements go
to designedgecanada.com

1
www.typenow.net/themed.htm

Free movie, music and video
game-themed fonts

2
www.colorschemedesigner.com

Create and export palettes

3
www.shinybinary.com

Work by illustrator Nik Ainley

4
www.cambridgeincolour.com/

tutorials.htm
Digital photography tutorials

5
www.1001freefonts.com
Free downloadable fonts

6
vandelaydesign.com/blog/
New Jersey web design firm

specializes in church websites 

7
www.dafont.com/top.php

Freeware, shareware, demo
and public domain fonts

8
www.hongkiat.com/blog/41-

nicest-photoshop-photo-
effects-photoshop-tutorials

Tutorials for 41 
Photoshop techniques

9
www.creaktif.com

The portfolios of four 
French designers

10
www.de-war.de/

eurekacarpark.html
Images of a wayfinding system
designed by Axel Peemoeller

A ranking of the most 
bookmarked “graphic design”

webpages, measured by
Xmarks, a management and
syncing software for online

bookmarks: www.xmarks.com

Graphic design
bookmarks

T O P  T E N

N A M E  T H AT  F O N T

NAME THIS MONTH’S FONT
If you can correctly name this font, you will 
be entered into a draw to win a prize. Enter 
your guess at www.designedgecanada.com. 
The winner will be announced in the next 
Design Edge Canada. 

g@

gE V E N T S

Congratulations to you on yet another fantastic
issue of Design Edge (Jan/Feb 2010). I’ve read it
cover to cover, more than can be said for your
Canadian competitors that is for sure.

In particular, I want to draw particular attention
to the article about Perricone MD [“Retroactive
rebrand”]. This truly is a perfect example of
branding and I will be making sure all of the
designers at Hagon Design will be poring over the
article and learning as much as they can from it.

The design work done on the brand is beautiful,
powerful and, most of all, authentic. A perfect
example to any design student (or designer for

that matter) of how branding should be done.
Hats off (yet again) to John, Diti and their team.

The article was also very interesting, in particu-
lar how it draws attention to the misfire of the
previous rebranding and how much impact design
had on the beating heart of the business. Mere
eye-candy it was not.

Kudos to you, kudos to Concrete and kudos to
Nancy Won for bringing it to our collective atten-
tion. Thank you for giving our community your
magazine.
Ben Hagon, principal, 
Hagon Design, Kitchener, Ont.

       
       

    

        
       

     

       
     

The Design Edge Jan/Feb 2010 issue, page 5,
shows the logo of the City of Kingston, which was
designed by Larry Harris, as a BEFORE for the
Kingston Airport.

As part of the City of Kingston the airport never
had its own identity. Therefore the AFTER, so well
designed by Brian Dodo, really is a new logo and
does in no way replace the BEFORE City of Kingston

logo as the layout in Design Edge suggests.
Peter Dorn RCA, FGDC
Kingston, Ont.

Editor's note: Thanks for clarifying Peter. It was
never our intention to imply that the City of
Kingston logo was no longer in use, only that it
was no longer used by the airport.

Relogo revisited

Branding at its best
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MOST designers I know have done freelance work at one
time or another. Often, freelance work is done to sup-
plement income from other sources or used as a fallback
position through a transitional period between more tra-
ditional employment opportunities. However, there are
designers who eschew these conventional models and
build a business based solely on freelance work. This
choice has its advantages, but also its challenges.

The freelance advantage
Years ago, while running an in-house design depart-
ment, I outsourced some overflow work to a freelance
designer. After a few weeks of steady work, I asked the
designer if he was interested in joining us fulltime. I
was quickly and bluntly rejected. He explained that
while he was delighted to continue working on our
projects, the advantages of fulltime freelancing out-
weighed the safety net of fulltime employment.

Variety: As freelancers move from project to project,
they are exposed to new industries and market segments.
Further, each project brings with it a new circle of col-
laborators. The more projects, the more a designer’s 
circle expands, allowing them to meet and connect with

an ever-widening network of
potential customers.

Freedom: Freelancers are
generally unencumbered by
client demands. Sure, there’s
work to be completed when
you’re in the middle of a proj-
ect but in between assignments,
you are free. Want to take six
weeks’ vacation? Go ahead.

Premium pricing:
Freelancers are called in when
needed. As a general rule, they
can command a higher hourly
rate “on demand” than they
would otherwise command “on
staff.” And while supply and
demand will always dictate
hourly rates, freelancers can
charge a premium for their time.

The freelance challenge
Keeping the project pipeline full is a challenge for any
business and freelancing is no exception. In order to
stay busy, you have to strike a balance between work-

ing on projects and finding new ones. Projects can be
found in many places but it helps to look down some
well-trodden paths for inspiration.

Promote: Work typically comes from two sources:
directly from the client or through its agency.
Consider marketing and promotional tactics that are
appropriate for each audience. Dropping off your
portfolio at reception may work at a traditional agency
but rarely works in a corporate environment. 

Photographers, illustrators, brand strategists, writers
and web programmers largely operate on a freelance
basis. Befriend one of these individuals and ask them
about their business-building strategies. How do they
find work? How much time do they spend marketing
and promoting versus working on projects? Do they
have a website? Do they cold call? Above all, find the
right approach that works for you. Consider engaging
a firm to help with your marketing and promotional
strategy. Often their fresh perspective will help pull
everything together in ways that you might overlook.

Specialize: Be realistic with your services. Are you
offering support for firms who require help once in a
while or are you providing an expert service that can’t
be easily obtained? (Hint: experts can charge more.) If
you’re contributing temporary relief, you’ll likely move
from panic project to panic project and you’ll need to
be available when the calls come in. As an expert, you’ll
have more control over your time and will be able to
command a premium price for your services. According
to the 2010/2011 National Survey of Salaries and
Billing Practices in the Graphic Design and
Communications Industries, conducted by the
Association of Registered Graphic Designers of Ontario
and Creative Niche, 68 per cent of principals and sole
proprietors use freelancers for specific skills (81 per
cent) and to manage workload peaks (73 per cent).

“You’ll know you’ve made the transition from free-
lancer to expert,” says independent brand strategist
James Morris of Toronto, “when people start calling
you instead of you calling them.” When that day
arrives, you’ll know you’re not just another supplier on
the shortlist...you are the shortlist. 

        Craig Swistun, RGD, has worked as a designer and
creative manager for various corporations and

design agencies. He is currently vice-president, market-
ing for a Toronto financial services company. He can be
reached at craig@pushingrock.com

MIND YOUR BUSINESS CRAIG SWISTUN

The freelance game
                     When pitching to a client, are you a relief player

or a star performer? Which gets the big bucks? 

@
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Issue Cover Feature Package Notable Events Ad Material Mailing
Closing Due

Jan/Feb Before & After — Full to the brim with Nov 29 Dec 2 Jan 10
2012 relogos and case studies.

March/April The World of App Design — Typography, Jan 21 Jan 27 Feb 28
2012 UX, platforms, interactivity, gaming, and

educating design clients about apps.

May/June Cross-country Studio Tour Bonus Circulation: FITC Mar 11 Mar 17 Apr 15  
2012 extravaganza — plus how interior Technology & Design

design affects the creative work process. Festival, Toronto

Jul/Aug Design Edge Canada’s 2012 Regional Bonus Circulation: May 18 May 25 Jun 23
2012 Design Awards Annual Regional Design Awards 

Reception, June, Toronto

Sept/Oct Canada’s Top 50 design studios and DesignThinkers  Jul 22 Jul 28 Aug 26
2012 departments — plus Top 10 new

designers to watch

Nov/Dec Trends in Packaging Design Bonus Circulation: Sept 23 Sept 29 Oct 28
2012 and materials Design City, DesignThinkers

Jan/Feb Design Firm Management 101 Nov 29 Dec 2 Jan 10
2013
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Editorial Profile 100% Canadian design journalism

Engage your prospects
How readers interact with Design Edge and your advertising*

Doug Bennet
PUBLISHER
dbennet@designedgecanada.com

Kim Carmichael
ACCOUNT MANAGER
kcarmichael@designedgecanada.com 

Vivien Leung
EVENT COORDINATOR
vleung@designedgecanada.com 

SALES & MARKETING

Nancy Kay Clark
EDITOR
nclark@designedgecanada.com

Jeff Hayward
ONLINE REPORTER
jhayward@designedgecanada.com 

EDITORIAL

Your Design Edge Team

The Design Edge Difference
Superior reach: Highest circulation to Canadian designers
Superior flexibility: Highest frequency
Superior engagement: More than pretty pictures
Superior database: Request-circulation model
Superior accountability: ABC audited
Superior integration: Print, web, e-mail, shows, awards, lists, social media 

=Superior results!
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34.1% Discussed an ad with a colleague

74.7% Checked a supplier’s web site

34.5% Read issue cover to cover

67.3% Discussed an article with a colleague

81.6% Gained insight into a critical issue

90.4% Saved a copy for future reference

Readers with buying power*  *Subscriber Questionnaire

38% of readers specify paper
39% of readers specify printing services
27% of readers specify Internet services
56% of readers purchase stock photography
80% of readers purchase design software

Connect with the right customers
100% qualified circulation, ABC audited

National Circulation Breakdown by business type

Reader Job Title

Design Edge Canada is a 
proud member of

Design Edge maintains the most extensive database 
on the graphic design industry in Canada. 
Call us for details on list rentals.

www.designedgecanada.com/advertise

Graphic Design Firm/Studio 2,503
Freelance/Consulting Designer 1,243
Ad Agency 625
Publishing Firm ,531
Corporate/Government Design
Department ,849

Print or Packaging ,518 
Illustration/Photography Firm ,,50 
Art School ,232 
Supplier and Manufacturer ,285 
Other ,194
Total 8,000

Owner/Partner/Principal 2,425
Executive/Manager 482
Art Director or 
Creative Director 1,018
Graphic Designer 2,981

Production Manager/Buyer  233
Web-only Designer 287
Instructor 129
Student 89
Other 356

Design Edge Canada is the award-winning source for graphic design news
and trends. It’s the must-read for designers who want to stay informed on
the issues affecting their industry, the strategies for growing their
business and the trends shaping their craft. Design Edge also profiles the
industry’s newsmakers, reviews the latest products and technologies,
highlights trends, showcases innovative work, conducts industry surveys
and market forecasts, and reports on design themes such as colour and
type–all in a fun, informative and attractive package.

DESIGN & PRODUCTION

Michael Hewis
ART DIRECTOR
mhewis@designedgecanada.com

Alina Collaco
PRODUCTION MANAGER
acollaco@northisland.ca

Thomas Wang
WEB MASTER
thomas@northisland.ca



North Island’s Total Market Coverage
Design Edge Canada circulation 8,000
Design Edge Express circulation 10,000
DesignEdgeCanada.com monthly user sessions 52,000
Design City attendance 1,100

Graphic Monthly Canada circulation 10,400
PrintCan Express circulation 11,000
PrintCan.com monthly user sessions 17,000
Print World attendance 8,000

MastheadOnline.com monthly user sessions 56,000
Masthead Express circulation 4,000

Call us for further details or visit www.northisland.ca: the complete
source for marketers to the design, print and publishing industries

Integrated advertising opportunities
Welcome to the Design Edge Canada Product Line
Gain the competitive edge by advertising with Design Edge, the first choice of Canadian designers. Ask about the most complete
menu of services for marketers to the graphic design industry, including print, web, e-mail, lists, shows, award sponsorships and more.
The most effective marketing programs reach prospects at multiple touch-points; fortunately, Design Edge Canada specializes in
cross-platform and cross-market programs. Give us a call for case studies: Doug or Kim at 905-625-7070.

1606 Sedlescomb Dr., Unit 8, 
Mississauga, ON Canada L4X 1M6
905-625-7070  Fax: 905-625-4856
www.designedgecanada.com

We produce integrated
advertising and marketing
plans to maximize your
reach and engagement

Design City
Meet designers face-to-face by exhibiting at the
largest trade show for graphic designers in
Canada, held in Toronto, the largest design city
in Canada and third-largest in North America.
designcityshow.com

Social Media
We can integrate your marketing
program with Design Edge’s popular
and busy social media vehicles,
including a popular Twitter feed and
the new Facebook fan page for the
Regional Design Awards.

twitter.com/designedgemag

List Rentals
Design Edge maintains the most
extensive database on designers in
Canada. Ask us about list rentals

(e-mail and postal) for your next direct
marketing campaign.
northisland.ca/listrentals

North Island Graphics
Media
Design Edge Canada and
its affiliated product line
are part of North Island
Graphics Media,
Canada’s leading
business-to-business

media company for the combined design,
printing and publishing industries–a $14 billion
market. northisland.ca

Graphic Monthly Canada
The printing industry authority is the flagship
magazine for the Print Group, which also
includes the biennial Print World show,
PrintCan.com, PrintCan Express and the
Estimators’ and Buyers’ Guide directories.

Masthead
An authoritative
and ever-popular
online magazine
for Canadian
publishing, plus
Masthead Express
e-newsletter,
Canadian Online

Publishing Awards, and Canadian Newsstand
Awards. Mastheadonline.com

Regional Design
Awards
Become a sponsor 
of the Regional
Design Awards and
enjoy the benefits 
of a fully integrated
marketing program,
including face-to-
face, web, e-mail, print, social media, and direct
mail. designedgecanada.com/awards

DesignEdgeCanada.com
Advertise on
Canada’s No. 1
web site for
the graphic
design
industry.
Custom
programs and
sponsorships
available. And
a popular Job
Board. designedgecanada.com/advertise

Design Edge
Express
Get your message
into designer
in-boxes by
advertising in
our biweekly
e-newsletter
Design Edge
Express, circulation
10,000+. Great for
time-related promotions.
designedgecanada.com/bulletin
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Connect with one of the most powerful buying groups in the
country… the readers of Design Edge Canada.

By advertising in Design Edge Canada, you’ll reach our
audience of more than 16,000 influential designers at ad
agencies, design studios, corporate in-house design/marketing

departments, and publishers.
Design Edge is ABC audited, loved by readers, and relied

on by savvy vendors to boost their profile and generate leads
and sales.

Contact us today to build sales tomorrow.

Look who’s reading Design Edge Canada

Scott McFarland, RGD, 
Associate and Design Director, 
The Works, Toronto

Lionel Gadoury, Principal, 
Creative Director, 
Context Creative, Toronto

Judy Snaydon, Creative Director, 
Mountain Equipment Co-op, 
Vancouver

Jeanette Wiltshire, 
Senior Graphic Designer, Project Leader,
Mercedes-Benz Canada, Toronto

Rod Roodenburg, MGDC, Partner, 
Creative, Ion Branding + Design, 
Vancouver

Jean-Pierre Lacroix, President,
Shikatani Lacroix, Toronto

1606 Sedlescomb Dr., Unit 8, 
Mississauga, ON Canada L4X 1M6
905-625-7070  Fax: 905-625-4856
www.designedgecanada.com

“Just a note to say I love your magazine.
Keep up the great work.”

Terry O’Reilly, Age of Persuasion
Pirate Toronto

“Wow. Design Edge continues to rock…
and delight. It’s a refreshingly excellent,
precise, concise read.”

David Berman, David Berman
Communications, Ottawa

“Congratulations on yet another fantastic
issue of Design Edge. I’ve read it cover to
cover, more than can be said for your
Canadian competitors, that is for sure.”

Ben Hagon, Hagon Design
Kitchener

“Congrats on your well-deserved award.
The mag just gets better and better.”

Robert Wigington
Robert Wigington Photographer Ltd.

Toronto

“I highly recommend that you check out
the latest issue of Design Edge.”

muhsashum.blogspot.com

“Love’n the Edge mag guys, keep up the
awesome work!”

Randy Murray, Designer
Association of Universities

and Colleges of Canada

“Here’s my change of address… I don’t
want to miss my DE!”

Jennifer Schelfhaut, Designer
TD Canada Trust
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Advertising Rates

Rate Card No. 7
 Effective January 2012
FOUR-COLOUR 1-2 TIMES 3-5 TIMES 6 TIMES

1 page $ 3,935 $3,545 $3,150 

DPS $ 7,170 $6,460 $5,740

2/3 page $ 3,235 $2,920 $2,595

1/2 page $ 2,760 $2,485 $2,215

1/3 page $ 1,770 $1,600 $1,420

1/6 page $ 870 $ 790 $ 705

PREMIUM POSITIONS (FOUR COLOUR PROCESS)

OBC $ 4,730 $4,255 $3,785

IFC, IBC $4,530 $4,075 $3,640

BLACK ONLY
Subtract 10% off all display rates.

MATCHED PMS COLOURS
Add $550 per colour.

BLEED PAGES
Accepted for full pages or DPS only. No extra charge.

CONTRACT ADVERTISERS
90 day protection for contract advertisers after new rates come
into effect. Commission and Cash Discounts: Agency
commission 15% allowed to recognized agencies only. Cash
discounts 2%, 10 days from date of invoice.

INSERTS & OUTSERTS

2-pg insert $3,640 $3,280 $2,930

4-pg insert $4,565 $4,110 $3,660

8-pg insert $6,380 $5,740 $5,095

BRC $ 1,640 $1,485 $1,330

8,000 pieces required (national).

Please ask for mechanical specifications.

Position 40% extra when available.

Regional rates available.

RESOURCE DIRECTORY
1-2 times 3-5 times 6 times

1" x 1 col. $ 195 $ 185 $ 170

2" x 1 col. $ 300 $ 270 $ 220

4" x 1 col. $ 450 $ 395 $ 325

Per 4-colour process: included
Independent photographers and illustrators: 10% discount

SPECIFICATIONS
Printed offset, sheet fed, 
coated stock, saddle-stitched, 
150 line screen

Type page: 71/4" wide x 10" deep

Trim size: 81/4" wide x 11" deep

Bleed size: 81/2" wide x 111/4" deep

Column width: 21/4" (13 picas)

Number of columns: 3

MATERIAL ACCEPTED
Digital: QuarkXPress file, supply all fonts and images used. 
A colour proof must be provided. PDF/x1 also accepted.

Additional charges made for final art, modification of existing
art, photography, special typesetting and conversion to
acceptable digital format.

WIDE DEEP WIDE DEEP

Circulation 8,000, ABC audited

Call us for 
discount package 
rates for reaching 

the design, printing
and publishing 

markets
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1 page 2/3 page horizontal 1/2 page vertical

horizontal 1/3 page vertical horizontal 1/6 page vertical

1 page safety 71/4" 10"

trim 81/4" 11"

bleed 81/2" 111/4"
2/3 page 45/8" 10"
1/2 page (H) 71/4" 5"

1/2 page (V) 45/8" 71/2"
1/3 page (H) 45/8" 5"
1/3 page (V) 21/4" 10"
1/6 page (H) 45/8" 21/2"
1/6 page (V) 21/4" 5"


