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INNOVATION is the voice of the industrial design profession and the 
quarterly publication of the Industrial Designers Society of America 
(IDSA). It provides in-depth coverage of industrial design issues while 
communicating the value of design to business and society at large. 
This award-winning quarterly is generously illustrated with images of 
cutting-edge designs. For the past several years, issues have been 
made available digitally to all members for review on their computers or 
tablets. Older issues and selected articles of every issue are available 
to anyone interested in industrial design. Issues of INNOVATION dating 
back to its origination in 1982 are available in offices worldwide for staff 
use—your ad will have longevity unrivaled by other design publications. 
INNOVATION reaches more industrial designers in North America than 
any other ID publication. It is the publication designers go to for content 
and substance on industrial design. You want to reach those designers 
who make the early decisions during product development.

CIRCULATION/READERSHIP
INNOVATION is available to over 3,000 IDSA members, including US and 
international design organizations, as well as executives in Fortune 500 
companies. With many design firms electing to spread their association 
membership investment among several allied professional organizations, 
INNOVATION boasts a pass-along readership of over 12,000. Readers 
come from the following types of organizations: corporations (35%); 
industrial design firms (44%); design educators (7%) and others. Readers 
hold positions such as business executives, corporate design managers, 
heads of design firms and design consultants. Readers represent all 
segments of industrial design, including automotive, medical equipment, 
furniture, consumer electronics and housewares. There is no more 
cost-efficient way to reach industrial designers than by advertising in 
INNOVATION.

THEME ISSUES
INNOVATION is published four times a year. Each Spring, Summer and 
Winter issue is 64 pages plus cover and includes a core theme section 
centered on an area of importance to the industrial design profession. 
Each theme is guest edited by an IDSA member with expertise in a 
particular area of design. Each of these issues also contains other 
reviewed articles on different areas of design so there is always 
something for every reader. 
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By Yves Béhar, IDSA
yves@fuseproject.com

Yves Béhar, founder of fuseproject in San Francisco and designer of the SAYL chair 
for Herman Miller, has shaped the world of design with his thoughtful creations, con-
cern for the environment and social issues, and approach to craft and new materials.

Every designer, every maker starts with the notion of giving 
the world something new, something useful, something 
beautiful. The atoms (products and things) need to be 
more relevant in the 21st century: durable, sustainable, 
affordable and customizable. The bits (software, apps and 
experiences) need to deliver experience, beauty and func-
tion and anticipate individual needs. Both atoms and bits 
are the building blocks of the businesses and brands being 
created right now.

Do people want to own what we make? Yes. When 
successful, design makes money. Steve Jobs and Apple 
have decidedly given designers credibility in business. 
But every great designer or maker I know begins at the 
intersection of two seemingly opposite instincts: making 
something people want and searching for something that 
has not been done before. Designers want to please and 
disrupt the status quo at the same time.

 And so almost by default, good design accelerates the 
adoption of new ideas. This new century is about disrupting 
all the old industries. Designers, coders and entrepreneurs 
are challenging notions that sustainability is expensive, that 
technology is hard to use, that quality is exclusive, that 
mass production means unified goods and experiences.

Utility and beauty cannot be separated anymore. I have 
no doubt that beauty enhances a product’s function, while 
experience and user interface, at their best, create long-term 
relationships with a product. As to functionality, we now find 
clever mechanisms and good ergonomics quite attractive. 
Charles Eames’ “good goods” notion is definitely upon us.

T
o my team at fuseproject I often say, We are not designing things, we are designing ideas. More 

specifically, what I am trying to say is, We are giving life to new ideas. The choices we as design-

ers make early in a project are to express the most compelling 21st-century ideas.

BEAUTIFUL & USEFUL7 “One or the other isn’t so difficult. Either or is  
 the easy way out. But to achieve both at the  
 same time, well that’s really something!”

 —Herman Miller Inc.

Do People Want It?

A t first glance, beauty and usefulness seem like time-
less qualities. They are actually moving targets, 
and achieving them requires both an unfettered 

imagination and a deep understanding of the end user’s 
ever-changing needs and desires. These are core skills for 
an industrial designer. 

The question of how beauty and usefulness will 
impact my future is really a question of how to stay rel-
evant in the face of changing tastes and expectations. As 
a designer, part of my job is to bring together new and 
unique markets with products that are revolutionary in 
what they do, how they look and how they’re used. This 
can certainly be tricky. 

When you look back on memorable designs, they are 
a commentary on their time. They may stretch the limits of 
technology, they might take advantage of a new production 
methods, or they may push the boundaries or define new 
materials. These innovations enable a visual and functional 
harmony to be achieved. 

I believe that creating products that are both useful and 
beautiful requires designers to constantly hone their talents, 
to become experts in those new technologies and materi-
als, and to work with people in as many other professions 
as possible. In other words, we must all remain students. 

With the knowledge that consumer expectations change 
and satisfaction has a short wick, we have to stay cognizant 
of the past while keeping our eyes toward the future. There 
certainly is no lack of talent, so never stop learning and 
always stay humble. 

—Craig Mackiewicz, IDSA, Altair Thinklabs
craig.m@altairtl.com

But the new energy of technology, materials, sen-
sors and the cloud are challenging the notion of one size 
fits all. Function and beauty are being sliced and diced 
to individuals’ needs. The perfect storm is upon us: the 
melding of technology and new behaviors. Just-in-time 
consumption and have-it-my-way consumer expectation 
brought to us by the Internet are changing product- and 
experience-making. And there is no going back. Products 
are starting to adapt, learn and evolve by being cognizant 
of our behavior through cloud connections, providing 
small and large companies with the data to make further 
improvements. Customized experiences and personal data 
serving an ever-refined world of choice will be a de-facto 
expectation as personal fit and finish is incorporated in 
production processes and efficient local manufacturing is 
being developed everywhere.

The result? People will feel more connected to the 
things they own. The generosity consumers experience 
in products and interfaces will produce more personal 
engagement with companies that are good at developing 
systems that breed ongoing relationships and trust. This is 
good news for large people-focused enterprises. It’s also 
good news for makers and entrepreneurs who self-finance 
or crowdfund through sites like Kickstarter. 

Design’s generous instinct will be returned in great mul-
tiples. Advertising and marketing will take cues from design 
and will become more culturally centered and generous 
themselves. It’s a cycle: Good design attracts better design. 
And we will all be better for it.  n

Courtesy of Jawbone

DESIGN DEFINED

DESIGN IS CONSCIOUS       ACTION
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story of modern-day service design where a significant bar-
rier was broken down leading to a successful result. Most 
interestingly, Vitruvius tells us this within a chapter devoted 
to methods of building walls! 

Push forward to the industrial revolution in England in 
the 19th century and messengers such as John Ruskin and 
William Morris. They challenged their day’s established art 
and design and political worlds, and called for a refusal of 
historical thinking and practice. In his first lecture after join-
ing Oxford University later in life, Ruskin offered, “The art of 
any country is the exponent of its social and political virtues. 
Thus, its effect on each man should be visible and moving.” 
Ah, a tie between what we see and an effect on our being. It 
sounds like he was suggesting intention, doesn’t it? 

Later, at the Bauhaus, the spiritual ancestors of the 
our perhaps nascent maker culture called for the democ-
ratization of design via an active movement away from 
extraneous decoration and toward a more encompassing 
view of design and design education. Walter Gropius, its 
founder, offered, “Our guiding principle was that design is 
neither an intellectual nor a material affair, but simply an 
integral part of the stuff of life, necessary for everyone in a 
civilized society.” 

In the last century, Buckminster Fuller told us that he 
“seemed to be a verb.” Even if we don’t believe his purport-
ed claim of sleeping only two hours a night, if you’ve seen 
any old video or knew the man, he was certainly in motion, 
and I’d be willing to bet that in the stuff of his life he brushed 
his teeth with intention. In a piece published in Innovation in 
the Spring 2012 issue, Bill Moggridge shared that he liked 
Charles Eames’ definition of design, “Design is a method 
of action,” because, as Moggridge explained, “‘method’ 
implies the commonality of process shared across design 
disciplines and because ‘action’ shows that design is about 
doing as well as thinking, making a difference, creating an 
outcome.” Note how neither Eames nor Moggridge got into 
cultural norms or moralistic descriptors like good or bad. I 
agree with this take; such qualifiers get in the way of our best 
understanding of the root of what is design.

These days, I spend most of my time teaching in the 
Graduate Program in Design Management at Savannah 
College of Art and Design. Within our School of Design we 
have many great programs in the various design disciplines, 
although I wonder sometimes about our separation as depart-
ments and the potential lack of cross-disciplinary sensitivity 

W hat is design? This is a simple question, perhaps, 
but certainly one that can have many answers, 
from the creation of an appearance to the trans-

formation of business. These days it may seem especially 
complicated: We have a multitude of practicing design dis-
ciplines and no shortage of experts and tomes perpetrating 
another take on design thinking and innovation. Might these 
practices bring about world peace? In this increasing age of 
specification, maybe a useful answer lies within a common 
thread found in all of our activities.

Ever since my undergrad days, I’ve been in love with 
the singular word “design.” When I see it, I just get excited, 
not only for those nicely kerned letterforms sitting there 
so proudly (most often in Helvetica bold back then in the 
late ’70s/early ’80s), but also more so, I think, for my own 
projections of what design was or is or could be. This visual 
perception process stirs in me a mental model of possibili-
ty—a sort of call and repeat to action, if you will. 

The great Roman architect Vitruvius, in Book II, chapter 
8 of his classic The Ten Books of Architecture, related the 
story of the spring waters at Salmacis in ancient Caria, and 
how great service from a well-stocked shop nearby con-
vinced barbarians to act in a more civilized way—an ancient 

and understanding by students. If our specialization in design 
activities is akin to the development of hand-only surgeons 
versus general practitioners in the medical world, how can we 
be mindful and promote a grander connected view of design? 

In one of our early design management sequence 
classes, idea visualization, we teach students to draw 
accurately so that they learn to see things as they are; this 
is done as a precursor for later work, ensuring that students 
properly perceive human activity and interests. This skill is 
necessary before they can imagine an idea or an object, or 
market offerings, as they might be. 

Seeing is not only an action verb but also the start to 
the method behind a conscious understanding of objects, 
environments, facts, etc. It is part of the design method, 
as Eames and Moggridge have already noted. Ultimately, 
seeing and its full realization, design thinking, are absolutely 
critical for the creation of well-constructed problem/oppor-
tunity statements and the visioning of new and considered 
solutions. If consideration is awareness realized, perhaps 
our conversation is no longer about bad or good, but rather 
of conscious intention and appropriateness for purpose. 

So for me, design is conscious action.

—Bill Lee, professor of design management, SCAD
wlee.idsa@gmail.com

Illustration: Yirun Xu, 2014 MA Candidate, Design Management, Savannah College of Art & Design School of Design
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IDSA HQ

Dan Martinage’s Recent Outreach Efforts

ON THE ROAD...AGAIN
B usiness travel can be exhausting, but for Daniel 

Martinage, executive director of IDSA, keeping up 
with design students at Kendall College, Rochester 

Institute of Design (RIT) and Savannah College of Art & 
Design (SCAD) was exhilarating. An association executive 
by trade, Martinage is learning about the industrial design 
profession through IDSA members, and who better to be 
inspired by but the up and coming generation.

Shortly after returning from IDSA’s successful 
International Conference in Chicago, Martinage presented 
at the IDEA Brazil ceremonies followed by a trip to western 
Michigan to tour design facilities at Herman Miller, Whirlpool, 
Steelcase and Haworth. Hosted by John Berry, IDSA, 
Martinage answered questions at the Design West Michigan 
event (top right) where, among other things, the National 
Endowment for the Arts report “Valuing the Art of Industrial 
Design” was highlighted. He toured the Material ConneXion 
space at Kendall College and discussed his vision for IDSA 
in the coming years with students.

His next stop was RIT’s Thought at Work conference 
(bottom right) where he was motivated by the energy of 
the industrial and interaction design students who organize 
this popular northeast annual event. The following month 
Martinage found himself at SCAD with the very talented 
design students and faculty in Savannah (above).

Rounding out his recent travels, Martinage met with 
executives at The Henry Ford, a major collaborator with 
IDSA on the IDEA competition; met with the Society of the 
Plastics Industry to investigate new relationships with this 
industry-leading association; and attended the recent DMI 
leadership conference in Boston. Coming full circle with an 
international perspective, Martinage and IDSA Chair Charles 
Austen Angell, IDSA attended the annual Icsid Congress in 
Montreal where they met with other global design leaders. n

“This has been a great opportunity for me to meet   

 with students and industry thought leaders to 

 share our leadership’s vision for IDSA’s future.”
 —Daniel Martinage

NORTHEAST

RUNNING WITH THE BULLS
APRIL 5, DENVER

UNFOLDING DESIGN
APRIL 5, GRAND RAPIDS

brought to you by:

DESIGN: MIND. BODY. SOUL.
APRIL 12, SAVANNAH

INDUSTRIAL EVOLUTION
APRIL 26, CHICAGO

DESIGN IT. BUILD IT. FUND IT.
MAY 15, NEW YORK CITY

www.idsa.org/conference-gallery

IN EVERY ISSUE
Pages opposite any of INNOVATION’s regular columns create perfect 
preferred positions for advertisers. Appearing in every issue are the HQ 
Report, where IDSA’s Executive Director Dan Martinage updates the 
membership on important Society news; From the Editor, an introduction 
to the issue from Executive Editor, Mark Dziersk, FIDSA; Business 
Concepts; Book Review; Design Defined; A Look Back by noted design 
historian Carroll Gantz, FIDSA; and Beautility, a spirited look at the world 
of design by Tucker Viemeister, FIDSA.
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DESIGN STRATEGY

C hampioning a material-led design approach and 
the key principles of reduction and simplicity, the 
Nokia Colour and Material Design Strategy has 

driven a new design language and created an impactful, 
character-rich brand identity that allows Nokia to stand 
out from the crowd. This approach has enabled Nokia to 
innovate through materials, bringing color distinctly back 
into a market that was historically black and gray. This 
consequent approach to product making builds on Nokia’s 
heritage of color, quality and mastery. 

From the high end of smart devices to the lowest end 
of mobile phones, users can detect this new approach, 
which has created a distinct Nokia character across a fam-

ily of products that provides a coherent brand experience 
across all aspects of design for the brand.

  Driven by a passion for color and materials, and with 
a new-found brand focus, courage and confidence, the 
design team was able to define the right color and material 
design strategy for Nokia, helping to reposition the brand 
and bring to life the distinct Nokia character. This went 
hand-in-hand with defining the overall design principles 
and priorities: built better, reduction and simplicity, design-
ing from the inside out, and being consequent with the 
approach and decision-making.   

Color has become a huge asset for the Nokia brand, 
not only in its physical presence but in how people feel 
about the brand and act as ambassadors for it. Through the 
process of building an expertise in color, the design team 
learned that people who buy into the distinct color approach 
drive advocacy more than people who still choose to buy 
the black design. Insight into behaviors like these helped 
strengthen the approach, trust and investment. 

Material technology has significantly grown, with Nokia 
investing heavily in color and materials design. A material-
technology-development pipeline was set up with several 
years of interest and full internal support. This allowed the 
team to set up progressive material-technology projects 
that enabled them to partner with external specialists and 
universities. In addition, a material-technology roadmap 
was built to inform the company’s technology and sourcing 
strategies. The internal creative material-technology team 
also expanded in order to remain a key industry leader in this 
field for many years to come.  

From the start the strategy was intended to strengthen 
the brand identity and in-market presence to ensure that 
Nokia projects confidence and impact. It was imperative that 
the team worked across the portfolio to achieve these goals 
completely unhindered by the price point and the portfolio 
halo effect.  n

Designed by Nokia

Nokia Colour and Material Design Strategy

BRAND AMBASSADOR

“ Having the courage to be bold when it matters most is an adequate description of how a fading 

Nokia spent a splash of color and much more to revive its brand, image and reputation.”
—Torsten Fritze, Studio & Partners

Special Opportunities

YEARBOOK OF DESIGN EXCELLENCE
The Fall issue highlights the winners and finalists of IDSA’s International 
Design Excellence Awards (IDEA) competition and is IDSA’s Yearbook of 
Design Excellence. Case studies of the Best of Show award winners are 
invaluable to design firms and managers in highlighting the value design 
brings to business. This 200+ page Yearbook is the highlight of the year 
for INNOVATION and your best opportunity to advertise your products and 
services. Yearbooks are used to monitor trends, inspire design staffs and 
displayed by design firms in lobbies across the US and abroad.
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BEST IN SHOW

By Lydia Bjornlund, Innovation contributing writer

Tesla Model S 

W
ith the introduction of the Tesla Roadster in 2008, Tesla Motors had established a reputation 

as an innovator. But CEO Elon Musk was committed to exceeding this reputation. He set 

out to design a car that would not only be the best electric car on the market but the best 

car on the market, period. 

GREEN WITH ENVY

The challenge was to build 
an electric sedan that would 
rival the best cars on the road. 
It had to be beautiful. It had 
to be safe. It had to deliver 
uncompromised performance 
on the highway and byway. 
Above all, it had to overcome 
one major obstacle: range. The 
Tesla Model S design team 
knew that extending the range 
was essential to winning over American consumers. This 
meant the design would have to accommodate a battery 
large enough to take folks where they want to go.

The architecture of a traditional car made these goals 
impossible. Placing the battery at the front or rear of the car 
would compromise the distribution of weight and would neg-
atively impact both performance and efficiency. The design-
ers needed to build the electric car from the ground up.

Looking at the car’s design in a new way, the team 
began to see the battery not as an obstacle but as an 
opportunity. Focusing on the unique needs of an electric-
powered vehicle, Tesla designed an entirely new architec-
ture around the powertrain, with the battery pack flat under 
the floor and the motor and gearbox between the wheels. 
This gives the Model S a rigid body structure, low center 
of gravity and nearly 50/50 weight distribution. When com-
bined, these factors add up to superior handling that drivers 

expect from the world’s best sports cars with the smooth, 
comfortable ride of a luxury sedan.

Lightweight and Lean
The elegant-yet-aggressive design rivals any high-end 
sports car. “[The] Model S epitomizes efficiency, embodying 
the grace and performance of a world-class athlete,” said 
Franz von Holzhausen, Tesla’s chief designer. “Its sculpted 
form expresses a constant state of speed and motion.” But 
the sleek design does more than look good, it improves 
aerodynamics to reduce wind resistance to an impressive 
drag coefficient of just 0.24. Improving the aerodynamics 
was achieved through single-minded attention on everything 
from the car’s sleek form to apparently innocuous details 
like door handles, which retract into the body and slide out 
in James Bond–like fashion when the driver approaches the 
vehicle with the key. 

TRANSPORTATION

DESIGN SHOWCASE
Getting publicity for a newly released design can sometimes be difficult. 
As a member benefit, INNOVATION offers a Design Showcase feature in 
the Spring, Summer and Winter issues. For a low price you can submit 
any current design in any area of design for publication in the next issue 
of INNOVATION. All submissions are published with the product name, 
credits, a web address and up to 15 evocative words. The open white 
backgrounds allow for an engaging display of current design trends. As 
an added bonus, all web links are active in the online version of each 
publication. There is no restriction to the number of submissions or 
how often during the year you can participate. Discounts for scheduling 
multiple issues in advance are available.
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SHOWCASE

“Powerful, steel-encased, 

 high-volume vacuum sealing 

 for the discerning sportsman.”
 GameSaver Titanium designed by Ideaz 

for FoodSaver; www.ideazusa.com

“Interactive, assisted gardening for those 

 with or without a green thumb.”
AeroGarden Ultra designed by Ideaz 
for AeroGarden; www.ideazusa.com

“Platinum Magna luggage goes where 

 you do, with an ergonomic handle 

 and magnetically tracking coasters.”
TravelPro Platinum Magna designed by Ideaz 

for TravelPro; www.ideazusa.com

“The result of 130 years of cash register design.”
NCR RealPOS™ XR7 designed by NCR Consumer 

Experience|Design for NCR Corp.; www.ncr.com

“Human banking—A configurable platform to create unique banking experiences.”
NCR Interactive Banker designed by NCR Consumer Experience|Design for NCR Corp.; www.ncr.com
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OFFICE & PRODUCTIVITY

 1. ALLSTEEL CLARITY  Allsteel Clarity is a series of guest and lounge 
seating with a timeless, adaptable and versatile design. The series 
has a wide range of potential applications, from lobby and lounge to 
conference room, collaborative space, workstation or private office. The 
aesthetic is restrained, enabling the functionality to become the focus, 
yet it is emphatically, intuitively and instantly comfortable. n  Designed by 
BMW Group DesignworksUSA

 2. BAY CHAIR  The Bay chair is a shared workplace chair designed 
for informal meetings and light tasks. It features a circular seat, open 
back support and a weight-sensitive mechanism that makes it suit-
able for multiple body types. It also supports 360-degree movement 
and encourages engagement with the people and space around it. n  
Designed by PearsonLloyd

 3. BOX DISPENSER OF SCOTCH® MAGIC™ TAPE  The BOX 
Dispenser of SCOTCH Magic Tape is a tape dispenser for the home and 
office designed to turn the use of tape into a fun experience. An internal 
rib texture creates a satisfying sound every time the dispenser is opened 
and the tape is pulled straight. n  Designed by Philipp Refior, Yo Suzuki, 
Akifumi Asano and Masayoshi Kurosaki of 3M 

 4. FLO  FLO is a swivel chair in which the arm serves as the centerpiece 
connecting the back and seat mechanism. Its twisted structure opti-
mizes strength that supports a consistent thin edge throughout the 
entire body. The major design concept is the integrated back panel and 
arm, giving a continuous aspect on the edge and surface. n  Designed 
by Lee Changgon of PATRA

 5. POST-IT® BIG PAD  The Post-it® Big Pad was designed to give 
users a simple and effective tool for compiling and working through 
problems and ideas. Unlike easel pads, the Big Pad enables users 
to bring the conversation to the table, which fosters a more fluid and 
dynamic exchange of ideas. n  Designed by Kristopher Clover and Fred 
Gustafson of 3M and Shinebox 

 6. POST-IT® FULL ADHESIVE ROLL  The Post-it® Roll is a Post-It 
note in the form of a roll with an adhesive backside. It features a mini-
mal speech bubble-shaped dispenser. The shape is designed to nestle 
smoothly in the user’s hand. The wide version of the dispenser uses 
an innovative spindle, which enables a width of three rolls in various 
configurations. n  Designed by Kristopher Clover, Lisa Price and Thomas 
Meier of 3M and LPK

3

4

5
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KEY DEADLINES

Issue Spring 2014 Summer 2014 Fall/Yearbook 2014 Winter 2014

Ad Orders Feb. 14 May 23 Aug. 22 Nov. 14

Showcase Submissions Feb. 14 May 23 n/a Nov. 14

Ad Materials Feb. 28 May 30 Aug. 29 Nov. 21

Issue Release Mar. 21 Jun. 27 Sept. 26 Dec. 31

FOUR-COLOR AD COSTS
      Discounted Member Rates           Nonmember Rates
Size Width Height 1x* 3x* Yearbook 1x* 3x* Yearbook

Full (inc. 1/8” bleed) 8.75” 11.25” $2,750  $2,500  $4,000 $3,300  $3,000  $4,800

Half (vertical) 3.25” 9.25” $2,250  $2,000  $3,000 $2,925  $2,400  $3,600

Half (horizontal) 6.75” 4.00” $2,250  $2,000  $3,000 $2,925  $2,400  $3,600

2-page spread (w/bleed) 17.25” 11.25” $4,000  $3,500  $6,000  $4,800  $4,200  $7,200  

    *Note: 1x and 3x rates do not include the Fall Yearbook.

AD TRIM SIZES

ADDITIONAL OPPORTUNITIES                  HOLE

Opportunity          All Issues
 Member Nonmember

Cover 2 (inside front) + $1,000 + $1,250

Cover 3 (inside back) + $750 + $1,000

Cover 4 (back) + $1,500 + $1,750

Guaranteed position* + $750 + $1,000

2014 Advertising Information
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PRINT AD SPECS
 ▪ Trim size is 8.5” x 11” / live matter should be kept within 7” x 10”.  

See the note below concerning the hole.
 ▪ All ads should be reduced to a single file with all fonts outlined and 

graphics embedded. Ads in native programs will be denied.
 ▪ File resolution should be 300 dpi, CMYK with bleeds and crop marks 

included. Do not include trim lines in your file. Crop marks should be 
outside the bleed area.

 ▪ Preferred file types include tiffs, eps and PDFs. PDFs must be created 
for print using Acrobat Version 4.

 ▪ Any costs incurred by the publisher will be rebilled to the advertiser at 
cost plus 35%.  

 ▪ The Publisher has the right to insert the advertising anywhere in the 
issue at its discretion, and any condition on contracts, orders or    
copy instructions involving the placement of ads within an issue will be 
treated as a request only and cannot be guaranteed unless paid for.  
The Publisher’s inability to comply with any such request that is not paid 
guaranteed positioning shall not relieve the agency or advertiser of the 
obligation to pay for the advertising. 

THE HOLE
The design of INNOVATION includes a unique .5” diameter hole drilled 
all the way through the upper bound side or gutter side corner. The hole 
allows the readership to hang the magazine where it can be read by more 
people. Advertisers must take this design feature into account when 
designing their ads. Generally, it is suggested that no critical elements 
be placed in the upper corners 1” down and 1.25” in from either edge. It 
is the advertiser’s responsibility to request a right- or left-hand page and 
pay for a position should they need to do so to accommodate the hole. 
Do not attempt to design around the hole. 

AD POLICIES
IDSA reserves the right to decline any advertisement that is contrary to 
the mission, goals and guiding principles of the Society. The appearance 
of an advertisement does not constitute an IDSA endorsement.

Dual Responsibility for Payment: In the event of nonpayment, the 
publisher reserves the right to hold the advertiser and/or its advertising 
agency jointly and severally liable for payment due.

Publisher’s Copy Protective Clause: Advertisers and their agencies 
assume liability for the content of printed advertising. The publisher is 
not liable for errors in key numbers nor for any inquiries or mail received 
by advertisers resulting from the ad.

Cancellations: Ads may not be cancelled after the space reservation 
closing date. In the event that an ad is pulled after this date, the 
advertiser will be responsible for 100% of the contracted amount in the 
insertion order.

DESIGN SHOWCASE
Each issue, with the exception of the Fall Yearbook issue, contains a 
feature Design Showcase. This special opportunity enables designers to 
publish their work with credits and a short provocative statement. This 
placement is available to members for $450 and nonmembers for $750.
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2014 Editorial Calendar

SPRING: Design/Art/Craft: Our Expanding Field
Guest Editor: Scott Klinker, IDSA, Cranbrook Academy of Art
Release Date: March 21

Thirty years ago, the field of design was primarily about mass production. 
Since then, we’ve seen design discourse expand to include significant 
areas of overlap with the fine arts, crafts, architecture and fashion. If the 
industrial era gave us industrial design, then our current post-industrial 
era has given us an expanded field of ‘Design Culture’ that offers a 
wide range of perspectives on the man-made world. This issue will look 
specifically at the thinkers and makers who work in the hybrid spaces 
of Design/Art/Craft and discuss what Design Culture means in the 
American scene. A number of questions will be addressed. How have 
the boundaries between design, art and craft been redrawn? To what 
extent do the boundaries still matter? Is it a case of “anything goes?” And 
if not, what are the limits? What does “design thinking” look like in this 
expanded field? Where is Design Culture? Is it an American, European, 
Asian or transnational phenomenon? How does it operate at different 
scales? And is anybody driving it?

SUMMER: Medical Design
Guest Editor: Sean Hägen, IDSA, BlackHägen Design
Release Date: June 27

There are so many topical issues that industrial design can and does 
impact in the healthcare space these days that dedicating an issue of 
INNOVATION was a welcome challenge for Hägen who also is the Chair 
of the first Annual Medical Device Design Conference scheduled for late 
2014. The challenge being how to cover the width and breadth of the 
problems and opportunities for design—as Mary Beth Privitera, IDSA 
says, “It’s a problem-solver’s playground.” Of all the diverse market 
niches industrial designers excel in and add value, the healthcare space 
is unique, as it is the most regulated fom the government initiative to 
reform a dysfunctional insurance and care delivery system to domestic 
and international agencies charted to ensure safe and effective medical 
devices. The Affordable Care Act is in the mainstream spotlight and the 
FDA dominates the trade media with issues around usability standards 
and efficacy of new technologies (i.e. smart phones and 23&Me).

FALL: 2014 Yearbook of Design Excellence
Release Date: September 26

INNOVATION profiles the winners of the 2014 International Design 
Excellence Awards (IDEA). This Yearbook of Design Excellence chronicles 
the year’s best designs in a full-color, bold presentation. In addition to 
presenting the Gold, Silver, Bronze and Finalist winners the Best in Show 
winners are highlighted with an indepth case study. The esteemed IDEA 
jury comments on the current state of design and remarks on individual 
winners. Past Yearbooks are displayed proudly in design offices across 
the country and used by design directors and corporate managers to sell 
the power of design to clients and higher level management.

WINTER: Design Education
Guest Editor: Lorraine Justice, FIDSA, Rochester Institute of Art
Release Date: December 31

IN EVERY ISSUE
Each issue of INNOVATION includes themed articles and articles of other 
interest to the design community. In addition, there are regular featured 
columns, including Book Reviews, A Look Back, Design Defined, Beautility 
and Editorials.

ARTICLE SUBMISSION
Article proposals are reviewed on an on-going basis throughout the year. 
Each themed issue contains 2-3 nontheme articles which offer readers a 
different perspective on industrial design. One-page article submissions 
can be sent at any time in the year to INNOVATION Managing Editor Karen 
Berube at karenb@idsa.org.
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Company Name (Company information for all published information)
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Current Member Name Member Number

Address      

City State Zip/Postal Code  Country
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 Advertising & Showcase Contract

SHOWCASE DETAILS

Product Name designed by Design Firm for Client Name; Web Address      

Provocative Statement (15 words max.)

     

PAYMENT

Client agrees to pay in full. No refunds will be processed for cancellations. Ads are assigned on a first-come, first-served basis. If IDSA is unable to fulfill any of your choices, we will contact you for an alternate choice. 

Authorized Signature Title       

Make checks payable (in U.S. Dollars) to IDSA. Or, you may also pay by Credit Card:    n  AMEX    n  M/C    n  Visa

Amount to Charge Card No. Security Code No.  Exp. Date

Print Name as it Appears on Card Card Holder Signature

Questions? 
Contact: Karen Berube
703.707.6000 x102
karenb@idsa.org

International Wires
SunTrust Bank
25 Park Place, Atlanta, GA 30303
Swift Code: SNTRUS3A
Account Number: 1000004971965
Title on acct: INDUSTRIAL DESIGNERS 

SOCIETY OF AMERICA

Mail, fax or e-mail signed form 
complete with payment to: 
IDSA    
555 Grove St., Suite 200 
Herndon, VA 20170   
703-707-6000; FAX:  703-787-8501 
 

Domestic Wires
SunTrust Bank 
ABA # 061000104 
Account Number: 1000004971965
Title on acct: INDUSTRIAL DESIGNERS 

SOCIETY OF AMERICA

   PRICING                                       MEMBER RATES                                       NONMEMBER RATES

  OPPORTUNITY  1X 3X YEARBOOK 1X 3X YEARBOOK  TOTAL

  Full Page  $2,750  $2,500  $4,000 $3,300  $3,000  $4,800  

 BASE PRICE Half Page (indicate V or H)  $2,250  $2,000  $3,000 $2,925  $2,400  $3,600

  2-page Spread  $4,000  $3,500  $6,000  $4,800  $4,200  $7,200 

  Guaranteed Position  + $750 + $750 + $750 + $1,000 + $1,000 + $1,000

 ADDITIONAL C2 - Inside Front Cover  + $1,000 + $1,000 + $1,000 + $1,250 + $1,250 + $1,250  

 FEES C3 - Inside Back Cover  + $750 + $750 + $750 + $1,000 + $1,000 + $1,000

  C4 - Back Cover  + $1,500 + $1,500 + $1,500 + $1,750 + $1,750 + $1,750  

 SHOWCASE Per Design (Fill-in info below)  $450 ea. $400 ea.* — $750 ea. $725 ea.* —

 ISSUE(S) Please indicate which issue(s) by circling SPRING SUMMER FALL WINTER  TOTAL COST

*Each issue would require a new product submission.


