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Outside Magazine
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Entertainment Weekly
March 17th
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Kiteboarding Magazine
Feb/Mar 2011
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Arizona Highways
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Rosle Larsen: Yes, She's Still Alive
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Newsweek Magazine
Feb. 7, 2011




REFFING ON WYETH « THE BANK NAME GAME « EXOUSET

FORESIDE .

RENISITED 9=
The Toast of 3
Mussel ( .AD\I'-

» ()m D A |Ih

Honorable Mention #2

Portland (ME) Magazine
Sep 2011
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Juxtapoz Magazine
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Honorable Mention #5

Lake Superior Magazine
September 2011
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+ Bayfield Peninsula

1 Our Not-So-Secret Tour * Apple Fest Turns 50
PLUS Birding at Duluth's Hawk Ridge «

Wild Rice Recipes from the Food Network Stars




Some "Best Practices" for Cover Treatment
The Logo

»Use dominant words.

» Use a logo that is clear. It should tell everyone exactly what you are all about. > Bold Color (Primary or neon -
white or black only if it differentiates from the cover image). » Have a logo that is clear both in image and meaning.
The reader should recognize who and what you are as

soon as he/she looks at the cover.

Cover lines

»Left Justified is better than center or right. It displays better. The eye goes there first.

» Promote action (Pick up this magazine so you can find out NOW HOW TO in 10 Minutes and why this is the
BEST EVER! etc).

»Avoid using insider lingo. Did you mean to be cute? Make sure the font is legible.

»Use key words like: Free, Bonus, Anniversary, Best of. These will inspire action (pick up and buy the magazine -
see above).

» Use your "skyline"! The area above the logo. This is an important area to highlight the big story.

Cover Image

»Use the highest possible dpi for your image.

»Clear. We keep using this word but it is true. If the image is muddy, your newsstand sales will be muddy.
Likewise, if it is not clear what the cover image is, or if it has nothing to do with your main feature, the readers will
be confused and will not purchase your magazine.

Above all, make sure that designing the cover is an integral part of putting the whole magazine together. If the cover is
left to the last moment, it will show. Your readers will wonder how committed you are to them.
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