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Introduction A true path
When I was young, I lived alone in a small hotel room in the
Caribbean port of Santa Marta, Colombia. The room was a
cell: five, smooth, chalked surfaces; and the sixth, a polished
cement floor. There was a plain desk and bed resting on 
that floor. A ceiling fan pushed the tropical air. A single light
bulb hanging from the ceiling above the desk lit the room.
There was a shower, shallow sink, chipped mirror and a white
porcelain commode without a wooden seat in the bathroom
off the main room.

I didn’t have much money. Among my possessions were two
books in English – Strunk and White’s The Elements of Style
and Ernest Hemingway’s The Sun Also Rises – both rescued
from a dustbin in a local library. I returned often to these
two books because of their clarity, taut editing, and strong
themes. My life was simple. The books symbolized that 
simplicity. They were honest, spare, clear, yet vivid.

As I sit here alone today in an office that is as spare as that
hotel room, I still favor simple things. What I have learned
since about design and writing, is this: What is basic, simple
or even implied, gives full meaning to life. As Chinese philos-
opher Lao-Tzu wrote: the material contains usefulness, but it
is the immaterial that imparts essence. From emptiness
comes wonder.

That is what this book is about – the joy of subtraction, the
rightness of simplicity. It is about doing less, well. It is about
making clean marks and writing clear text. This book is a
primer for those who need to reaffirm their faith in rational,
reduced plans, and who have to fight those who would layer
a good idea. This book explains why simplicity is a goal of
design. It reveals how to achieve simpler designs by subtrac-
tion. It fosters the idea that it is appropriate and desirable 
to present words and pictures in a straightforward manner
without embellishment. This book shows examples of direct 
communication. It is a monograph of my work that under-
scores this thesis of simplicity.

This book is about eliminating the insignificant to create
useful visual identities. It is about creating environments and
information systems that are clear, clean, consistent, and
simple, by design.

Rich Kraham



My first design in 1971 was a trademark 
for an international jet travel agency. A jet
and S form allude to the company name,
Shoftour.

Design was difficult. 
I am self-taught. 

Simpler forms and clean lines appealed 
to me for aesthetic and economic reasons.
Simple geometry was easier to render then
with compass and ruling pen. Geometry 
is inherent in the way we process visual
information. It is everywhere – even in 
the background grid for this book.

I was inspired to design by visits to some 
of Germany’s best museums and design
institutions while stationed in Darmstadt 
in the Army during the Vietnam era. 
The Bauhaus library and the Rat für
Formgebung (Design Council) were two
such places, their offices replete with all
the books and magazines one needed 
when hungry to learn design. The inspira-
tional and logical design work of Otl Aicher
for the 1972 Munich Olympics and Dieter
Rams’s industrial designs at Braun were
important markers in my growth.

This was the beginning of my clean, 
clear, and economic approach to design
that I have used since 1971.

My first studio, under the attic roof of my
apartment in Darmstadt, is shown below.
The logo at right lies on the drawing table.

Simplicity An eloquent voice
Design that is timeless, ordered, simply stated, or even
implied, is often the most eloquent voice of business 
communication. That simplicity is my goal when I create 
verbal and visual identities for organizations. It is also the
goal of many of my clients who know there is an easier
way to communicate to others the benefits and passion of
their work – a pure, direct and intelligent way. This search
for simplicity by design is often waged against those who
would layer a good idea with the non-essential. To them I
pose this question: Isn’t the real search for excellence in
business just a search for a simpler, focused, more elegant
way of working, doing one thing well that we like, and 
succeeding at it? And communicating that idea with 
elegance and confidence? 

The British economist E.F Schumacher, in his book 
Small is Beautiful, argues for simpler design, what he calls
Buddhist economics. ‘The keynote of Buddhist economics is
simplicity of means . . . the utter rationality of its pattern . . .
producing only what you need and sifting the real need 
from the perceived need.’ 

Designers and good clients should seek maximum, sustain-
able results from minimal means. As one architect asserted:
‘by paring down, we create something clearer, better,
stronger . . . the presence of absence.’ 1

William Strunk, the author of the little book on writing, 
The Elements of Style, said that simplicity ‘is a sentence 
with no unnecessary words, a paragraph with no unneces-
sary sentences, a drawing with no unnecessary lines, and 
a machine with no unnecessary parts.’ 

Economy of design doesn’t inhibit meaningful communi-
cation. It doesn’t mean that what is designed won’t be 
commercially viable, beautiful, or content-rich. Successful
design is simple design. ‘Good design informs even the 
simplest structure, whether of brick or steel or prose,’ 
wrote Strunk. 

This has been my goal since I began as a self-taught 
designer. I wanted to reduce words, shapes, color and 
pattern to the minimum. Being self-taught, I looked at 
hundreds of books and pictures. I always returned to 
designs that seemed timeless, as if they were done yesterday.
It wasn’t modernism or minimalism I admired, but plain,
thought-through design that didn’t scream. Modest, ordered
design of good proportion. Design that did its selling and
informing in a humble way. That thread of clean, clear and
reduced has not failed me yet. Nor has it done a disservice 
to my clients. Many of the designs in this book, done years
ago, still carry the marketing communication load for the 
organizations for which they were created.
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What is simplicity? 
Simplicity is the reduced state of something where 
that thing is basic, balanced and understood. Designing 
simply, however, is complicated. Editing is hard work. 
Despite efforts to simplify things, the present never seems
simple. It is chaotic and disconcerting. We can’t prioritize 
our needs because we lack basic forms to follow. We have
forgotten the fundamentals learned in school, sports and
business. We talk too much. We move too fast. We let 
luxuries become our ‘needs.’ We’re always seeking to hit 
the home run, rather than moving people around the 
bases by hitting singles and doubles. 

Business politics, fashion, technological bombardment and
overwrought sales pitches steal the simplicity of our begin-
ner’s hearst and original minds. We’re caught in an hedonis-
tic rush for the latest trend, ostensibly to be ‘current.’ The
resulting complication causes stress, negatively affecting
good ideas. Ideas and actions become layered and useless.
That stress comes from bad design – an inability to simplify
plans and  to order our lives.

A design is a plan to make something. We are overdue 
to make a philosophical commitment to simplicity – 
planning a practical return to what is basic. This is 
important when resources are limited. Simple design 
reduces environmental clutter. It stems visual pollution.

Subtraction to just enough
When we subtract, we take away sum or quantity. 
Hopefully, we remove clutter but not essential content. 
We create coherence from chaos. Today we are bombarded
by new and old media, ponderous proposals and sloppily
designed slide presentations. We are confronted by too 
many products which are designed to be obsolete in a 
short time. It’s time to lighten the load. Good designers –
when they seek simple, timeless, designs – are really saying:
just enough is enough. Simplify! 

‘We have a responsibility to our clients, ourselves and 
society in general to design things that will not become
obsolete.’ 2 We need timeless designs with a long shelf life,
stripped of decoration and trend. As economic hard times 
set in and people start consuming less, it will be those few,
well-designed objects, functional tools, and intelligible 
media that they will cherish. Fellow designers, writers and
executives – the handwriting is on the wall. Less is not only
going to be more, it’s going to be the reality. It is time for
non-design, or basic, straight-forward design that is ‘an 
aesthetic that is infinitely attractive to human rationality,
not within luxury and extravagance, but simplicity, a place
where nothing is everything.’ 3  Extend this premise that 
nothing is everything to visual design. With everyone 
pseudo-empowered by some publishing, slide-making, or
word processing software and a bunch of fancy fonts, 
everyone becomes a ‘designer.’ 

Simplicity

These designs, some of my first, were for
Armed Forces Travel in Frankfurt, Germany.
Again, simple symbols are more memorable
and easier to apply. They remain timeless.

THE
FREEDOM

BIRD

Armed Forces Travel
Frankfurt 0611.295783



Simplicity

Without a background in rigorous typographic and design
training, however, they just grind out masses of documents,
posters and flyers that are ugly, ineffectual and confusing.
Coincidentally, they are poorly written. In an era where
excess is no longer acceptable – basic expressions must
become the norm. The Japanese have a concept for this
place. It is called shibui, the point of ultimate restraint.

What’s good about simplicity?
There is no pretense. An object, a text, a picture, is displayed
just as it is. Simplicity is a communications rifle shot, not a
scatter gun blast. When simple visual designs are combined
with good writing, they drive straight to the mind. Simplicity
is deceptive. When first observing simple visuals, people
often see plainness. That plainness, however, can be a 
penetrating whisper, working purely in the service of 
quality and function.

Simplicity is the empty vessel into which a viewer can fill
any meaning they want. It is the clean slate. It is the empty
room demanding to be filled with furniture that retains 
its power by its emptiness, its possibility. It is the vastness 
of the horizon at the sea. Simple designs can be used in any
circumstance. They have the potential to become anything,
or nothing at all, creating something timeless.

‘In a era dripping with images, forms and sounds, to reduce,
purge or filter ends up being the most eloquent gesture.
When absence can be the most emphatic form of presence,
stopping doing something manages to become a positive
gesture.’ 4

Why pursue simple design?
British designer FK Henrion, one of the first proponents 
of integral design systems, wrote that simplicity can be
defined by the number of components of a design. He 
wrote that there are sound reasons to pursue simplicity 
on perceptual, psychological, administrative and economic
grounds. Henrion wrote that ‘perceptually, one tends to 
simplify shapes toward the good form Gestalt psychologists
describe – smooth, closed and regular. This is important 
in adverse viewing conditions of short exposure, poor light-
ing, movement, competitive surroundings and low attention
level.‘ He argued that it is ‘pointless to put detail into designs
beyond a certain level.’ Simple designs can be reduced and
remain clear. Henrion also contended that ‘remembering 
and recognition depend on the strength of the initial impact
and subsequent reinforcement. Simple designs are bolder.
Simple designs in today’s cluttered visual environment 
stand out in opposition to that clutter. Administratively, 
simpler schemes with few elements are easier to explain 
and enforce, especially when more than one designer is
working on the project. Economically, a scheme with fewer
standard elements makes greater savings in specifying, 
producing, storing and issuing design.’ 5

I was the sole designer for Schramm
Marketing in Darmstadt, West Germany 
in 1974 and 1975. There I was introduced
to a number of new clients such as the
printing firms Garbs Druck and Habra Werk.
The Garbs logo replicates the motion of a
sheet-fed offset press with the firm’s name
coming off the end of the roller like printed
matter.

The Habra Werk logo was not accepted, but
its trick-of-the-eye, mirror image implies
offset printing.

Eurocontrol is the Southern European air 
traffic control station in Karlsruhe,
Germany.

The Laser Energie logo was designed
for a group of physics teachers beginning
their own company.

The Eurocontrol and Laser Energie logos
were early attempts at manipulating 
letterforms and hand drawing others.

GarbsDruck

 



Returning to the United States in 1975, 
I secured commissions with the New York
State Department of Social Services and
Welfare Research Inc. Since the use of 
photos of children in the adoption and
social service system reports was pro-
hibited, I returned to using pictographs 
or stylized illustrations in my designs. 

Through the following decades I continued
to use simple typographic solutions and
crisp forms.

New York State Department 
of Social Services
Child Abuse Protection Services
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Financial Aid
at Russell Sage College

The rightness of this search for simplicity by design was best
expressed by typographer Beatrice Ward in her essay ‘The
Crystal Goblet.’ She asks us to ‘imagine a flagon of wine 
and two goblets, one of solid gold, wrought in the most
exquisite patterns and the other of crystal-clear glass, thin
as a bubble, and as transparent. If wine means anything to
you, choose the crystal goblet,’ she said. ‘Because everything
about it is calculated to reveal rather than hide the beautiful
thing that it is meant to contain.’

Seeking simpler designs does not mean that dull, lifeless
inelegant communications are created. In fact, designs that
look ‘as if they exist forever in the present’ 6 – that are simply
made in an honest way, not vying for user or viewer
approval, have the greatest integrity.

1 John Pawson, Minimum
2 Lella + Massimo Vignelli: Design is One
3 Kenya Hara, Designing Design
4 Anatxu Zabalbeascoa and Javier Rodriguez Marcos, minimalisms.
5 FK Henrion, Design Systems for Corporations
6 Richard Axsom, The Prints of Ellsworth Kelly

Simplicity



I do not agree with the use of initials or
abbreviations as a method of branding an
organization. However, the Small Business
Development Corporation had an unwieldy
name so they used this communicative
shorthand. I used it as a big design element
and coupled it with a reference to econom-
ics and the annual report, a simple dotted
line moving up the profitability chart.

SUNY Press is  an international publisher 
of research of the State University of New
York. Its is administered by the Research
Foundation of the State University of New
York. The Press commissioned a book design
on medieval studies, but didn’t want me 
to use medieval typography on the cover. 
I still did – as one big, red form to imply
medieval studies – contrasting it with a
condensed sans-serif font in black readily
understood by the contemporary reader. 

Simplicity

Removing clutter
One of the most instructive books on writing, On Writing
Well by William Zinsser, has been a guide in my design 
work. Communication is the linking of words and pictures 
to convey ideas so they are understood. Zinsser’s advice,
chapter by chapter, informs this book. Every reference he
makes to editing text can be applied to editing graphics.

Zinsser wrote that ‘Clutter is the disease of American 
writing. We are a society strangling in unnecessary words,
circular constructions, pompous frills and meaningless 
jargon.’ 7

Those two, crisp sentences apply to visuals. We are choking
on superfluous forms, overlaid images, extravagant print
media, twisted typography, and overly complex websites.
Data is hidden by non-data ink – chartjunk.8 Content is
smothered by decorative data containers.

‘Who can understand the viscous language of everyday
American commerce and enterprise: the business letter, the
interoffice memo, the corporation report, the notice from
the bank explaining its latest simplified statement?  . . . 
Our national tendency is to inflate and thereby sound 
important. The airline pilot who announces that he is
presently anticipating experiencing considerable precipi-
tation wouldn't dream of saying that it may rain. The 
sentence is too simple – there must be something wrong 
with it,’ wrote Zinsser.

Those who claim they have good taste seem to equate 
simple form with plainness. So they add rather than 
subtract. They prefer the gold and jewel encrusted goblet
versus the glass bubble for their wine. They inflate their
design with ostentation saying ‘look at me’, but the viewer
never notices the content of their message because she is
too busy trying to decipher the intrusive, meaningless 
decoration.

7 Zinsser, On Writing Well
8 Edward Tufte, Envisioning Information
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Animals Animals / Earth Scenes is a stock
photography agency representing rights
managed natural history images, such as
wildlife, landscapes, travel, geology, plants,
and outdoor sports.. I created their identity,
ads and catalogs. Again, big frogs, small
type. Often all you need is an arresting 
photograph and the ability to get out of
the way with the type design. Simplify.

Animals Animals / Earth Scenes
An environmental photo agency



The content of the message drives 
the concept. For this poster for a 
seminar on advanced typographic 
design, I simply used the first letter 
of the alphabet as a graphic device.

Paraphrasing Zinsser, the secret of good communication 
is to strip everything to its cleanest components – words 
and pictures. 

‘Every word that serves no function, every long word 
that could be a short word, every adverb that carries the
same meaning that's already in the verb, every passive 
construction that leaves the reader unsure of who is doing
what – these are the thousand and one adulterants that
weaken the strength of a sentence. And they usually occur,
ironically, in proportion to education and rank.’

Paralleling that: Every rule or box that constrains the real
content, every prominent grid that overpowers data, every
color that serves no function, every graphic that has no 
relationship to the message – should be excised. We find it
curious that Zinsser connects social rank to these excesses.
We have found, and you will see this in the chapter Purity,
that often the empty room, the bare white wall, or clear,
black type printed on a white sheet of paper, are more
seductive in their simplicity than the gold-plated faucet 
in the bathroom, the gaudy chandelier hanging from the
ceiling, or the six-color, blind embossed cover of a corporate
annual report.

We need to reduce the chandeliers of communication to the
simple beam of light that illuminates what is important in
the book, poster, form, and logo. How do we do that? How
do we rescue ourselves from the cornucopia of communica-
tions clutter? Zinsser offers a hint: ‘Clear thinking becomes
clear writing.’ Simple choices and confidence beget effective
graphics. The muddy thinker can’t write good English any-
more than he can design good typography. 

Black is the absence of all light. 

And when white type is dropped out
of this midnight black and a simple
curve breaks the right angle geome-
tries in an accented red, passion
results. The red is heightened by its
proximity to the black.

Simplicity

The infection control booklet design
was not accepted by the Hospital
Association of New York State, but 
like the Russell Sage cover previously,
it uses a repetitive pattern to project a
simple idea.

AAdvancedTypography

Rich Kraham will teach a course 
in advanced typographic design 
at his office in the Crandell
Theatre building on Main Street 
in Chatham.

Course begins 15 June 
and costs $250 per student.

Call 518  392 5755.

¦

        

INFECTION CONTROL
PROTOCOLS
FOR 
NEW YORK STATE 
HOSPITALS

1985

HANYS The  Resea r c h  Founda t i o n
o f  S t a t e  Un i ve r s i t y  o f  New Yo r k

Annua l  Repo r t  1992

E  N  A  B  L  I  N  G
D  I  S  C  O  V  E  R  Y



Economy ‘Why take two when one will do’ was a dictum plastered on
latrine walls at the military base where I took basic training.
It saved the Army millions of dollars. Instead of taking two
paper towels to wipe off your wet hands, why not take one?
Or as Professor Strunk argued similarly, omit needless words.
Use one word instead of two. Pared language and visuals are
more memorable. Designers and good clients should seek
maximum, sustainable results from minimal means.

Try this: Write a term paper or business proposal. Then
reduce the thesis to one paragraph, then one sentence, 
and then one word. Ruthless pruning creates effective 
communication and captures the attention of the reader 
or viewer. I did that with the imperative that is the title of
this book: subtract.

‘Who is this elusive creature the reader [viewer],’ asked
Zinsser? He is a person with an attention span of about
twenty seconds. He is assailed on every side by forces 
competing for his time: by newspapers and magazines, 
by television and radio [websites] . . . The man snoozing in
his chair with an unfinished magazine open on his lap is a
man who was being given too much unnecessary trouble 
by the writer.’ 

Or the designer.

In visual communication, we must help the viewer’s retina 
so that comprehension of the message is faster and better. 
In a seminal book in 1944, the language of vision, Georgy
Kepes wrote that the way we see is a creative act. ‘Changes
produced by light on the retina are balanced by physiological
reactions . . . sight is more than pure sensation, because light
rays reaching the eye have no intrinsic order as such . . . 
but as soon as they reach the retina, the mind organizes 
and molds them into meaningful spatial units . . . we 
immediately form [these] light impacts into shapes and 
figures . . . into two opposing elements; into a figure 
against a background.’ 

‘Both figure and ground become a unified whole.’
The baseball portrait catalogue 
is economic, direct and honest.

My second commercial design 
was a holiday travel poster for a jet 
charter company in West Germany. 
This Gestalt mark – where the sum is 
greater than its parts and is perceptually 
simple and bold – was hand drawn. 
Do you see a snowflake and jets?

The poster is an excellent example of 
how the retina creates a unified whole
from disparate spatial units.

Armed Forces Travel
Frankfurt 0611.295783

Share the holidays with
your family. Jet home 
on TWA for AFT prices.



The multi-purpose document for an exhib-
it at the Shaker Museum in Old Chatham,
New York, blends historical photographs in
an economic format that worked three
ways: as a poster, as a mailer when folded,
and as postcards when cut into six compo-
nent parts. The typographic design is direct
and lets the pictures do the work.

This simple thinking is not unlike the
design legacy left by the Shakers them-
selves. Simplicity was their hallmark. ‘What
distinguishes Shaker design is something
that transcends utility, simplicity, and per-
fection – a subtle beauty that relies almost
wholly on proportion.’ wrote June Sprigg in
the introduction to Shaker Design.

DÜSSELDORFER RAD

In freeing themselves from worldly taste,
the Shakers created a purity of design that
endures.

Their world was not about new invention
but of refining trusted and true models. In
a world full of new forms and trends and
the search for ‘good taste,’ sometimes the
trusted forms are all that are needed.

As the ultimate refiner Mies van de Rohe
once said, ‘I’d rather be good than original.’
That is just enough in design. 

Dropping numerals out of a full bleed color
background is a simple gambit. When the
right font is chosen, it is strong yet elegant.
I employ an economic approach to cover
design: big picture, small type; big type, no
picture.

If you’re from Dusseldorf, Germany, young
or old, you can do a Rad – a cartwheel. 
My tourism poster design employed a high
contrast photo of silhouetted cartwheelers
and their shadows that expresses this 
exuberant display of urban pride.

Economy

The Research Foundation of State University of New York
Annual Report

A simpler design language is needed. An economic, 
subtractive approach is far suitable to loading the design
with everything available at the click of a digital mouse –
font, color, shape. Discipline is required.

Visuals disseminate knowledge more efficiently than 
words, especially in chaotic or cross-cultural environments.
Our experience is shaped by our visual relationship to 
objects and forms. To perceive a graphic implies that the
viewer has to organize that form into a meaningful whole. 
If the words or pictures are simple in form, doesn’t it seem
that knowledge retention will be longer and more complete?
Won’t integration of complex and diverse content be simpler
if the form is simple?

We do not need radically different forms, but the redefini-
tion of the forms that work for us continually. Continuity 
is part of our search for an economic design language. 
A key aspect of this economy is brevity. Write less, say more.
Be concise. Consolidate. Simplify. You’ll create order out of
chaos. Brevity is the soul of anything, especially media with
important messages. Professor Strunk said: ‘Make every word
tell.’ Make every graphic tell, too. ‘Omit needless words,’ he
said. We agree. Be clear, brief and bold.

This is economic design. Black imagery 
surprinted on a colored paper reduces 
the overall cost of the piece. If a design is
effective, it can be printed with black ink
on white paper and communicate equally
well. In an age where color is overused, it 
is preferable.
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Carnegie
Tiffany

By Taitia Shelow

When the Chatham Public Library’s former
director Wendy Fuller (she recently retired)
went in search of information for the library’s
100th anniversary in 2005, she found a slim
file with little more than a few newspaper clip-
pings.

So she asked for assistance from Valatie 
village historian Dominick Lizzi, a frequent
visitor to the library. Lizzi was doing research
for books he was writing about Gov. Martin
H. Glynn and Valatie. Fuller simply asked Lizzi
to let her know if he came across any informa-
tion on the exact date the Chatham Public
Library was founded. But, as it happens,
“Dominick doesn’t do anything simple,”
joked Fuller.

“A few pages quickly turned into a major
project. I just found it so fascinating,” added
Lizzi.

Several months later, Lizzi had compiled 
a 56-page book on the library’s history with 
help from Fuller, library staff, former Village
Historical Society President Donna Bemiss,
former Courier editor Babette Ryder, and
Annette Swerson, who typed Lizzi’s handwrit-
ten manuscript.

“We tried to make it a cooperative effort,”
explained Lizzi.

The published manuscript is due to come
out September 27, the library’s 103rd anniver-
sary, and will be sold for $8 to $10 at the
library. Lizzi donated his work in gratitude 
for all the assistance the library has provided
him, and the book will serve as a perpetual
fund-raiser benefitting the institution.

Lizzi agreed to give The Chatham Press a
sneak peek into some of the discoveries he 
and Fuller made, but hopes history buffs and
library supporters will buy Let There Be Light:

The Forgotten History of the Chatham Public
Library, A Carnegie Legacy, to discover all there
is to tell.

“They’re going to see the library in a whole
new light, through the lense of history,” he
said.

Carnegie’s legacy
As suggested by the title, the Chatham Public
Library is part of Andrew Carnegie’s legacy.
Carnegie, the Pittsburgh philanthropist, felt
libraries changed his life and donated millions
to establish thousands of libraries around the
world. The cement torch above the Chatham
library’s main entrance is an homage to
Carnegie’s quote about libraries, “let there 
be light,” explained Lizzi.

The Chatham Public Library’s founding 
in 1905 seems to be in large part due to the
efforts of Dr. John Thorne Wheeler, whose
bust greets visitors in the library’s upstairs
vestibule, and William B. Howland, longtime
editor of the Chatham Courier.

Wheeler, the village doctor, was a member
of the Chatham school board for 27 years and
loved libraries. His long tenure on the school
board probably explains why the Chatham
library is one of the few public libraries
around that is still under the auspices of a
school district. Howland was friends with
Wheeler, and also had connections to
Carnegie. They secured a $15,000 grant from
Carnegie, and longtime librarian Ella Wagar
set up the library.

“Even though Wheeler received most of the
recognition, this Howland probably was the
key player because he had access to Carnegie,”
said Lizzi.

Carnegie found Chatham interesting

&

culture

The Chatham Press  September 2008 Page 5

because the village fit his criteria. Land was
available, the library would benefit children,
and the community supported it (a funding
match was required). Not all went smoothly,
however. An election dispute over the library
ensued, with pro-library forces winning, Lizzi
said.

The Chatham library was a reflection of life
in the 1900s, and an example of the “old boy
network” at its best, added Lizzi. Those old
boys got it done quickly, fairly and ethically.
Lizzi and Fuller found their information by
combing through village records, school 
board documents, old Couriers and Carnegie
archives. The original architectural plans were
lent out years ago by the district and never
returned, but they found architectural studies.
The library’s neo-classical, beaux arts style,
complete with fireplace and reading niche,
has remained largely unchanged in a century.
The oak walls and ceilings have been painted
over, the lighting upgraded, and leaded glass
windows replaced.

Back in the 1900s, the library served as a
key community gathering place. Of the few
interior photos Fuller was able to find, most
depict groups gathered among the stacks;
many others show school and other groups
posing outside the front entrance. Dances,
dinners and school fundraisers were common
events.

The Tiffany window
The most prominent feature of the library,
the Tiffany stained glass window, was installed
in 1912. Wheeler’s widow donated it in his
honor. (He was so dedicated to the library,
Wheeler was laid out in front of the fireplace
for his 1908 wake). The window was carefully

taken apart piece by piece and reinstalled
when the library was renovated and an 
addition added about a decade ago.

Although times have changed, the Chatham
Public Library remains an important part of
the community. Public readings, children’s
programs, and other events are held there,
and the library provides access to much more
than books. Patrons can surf the Internet 
and use it to access their library account, plus

read magazines, and take out CDs, DVDs,
and books on tape.

New library director Luisa Sabin-Kildiss 
got a sneak preview of Lizzi’s book before 
she sent the manuscript to the printer, and
appreciated learning the history of her new
place of employment.

“It gave me a lot of context and made all
the artifacts come to life,” she said. �

The Library Council with members of the
Chatham High School classes of 1965, 1966, and
1967.

Founded in 1905 with a matching grant from
industrialist Andrew Carnegie, and enhanced
in 1912 with the donation of a stained 
glass window created by Louis Tiffany, 
the Chatham Public Library is the epicenter
of research, knowledge acquisition, and just
plain fun reading for the community. Here’s
a sneak peak from an up-coming book about
the history of this venerable institution.

The Tiffany
stained glass
window 
dominates 
the main
room of the
library. The
blues and
greens and
other colors in
the window
have to be
seen in person
to fully grasp
the beauty of
this 1912 gift
to the library.

Former library

director Wendy

Fuller, historian

Dominick Lizzi,

and incoming

director Luisa

Sabin-Kildiss.

Economy

A simple concept
Newspaper revenues decline every year. 
It’s not just from internet pressure. Many
‘local’ papers dish unfocused, canned,
national news to which we’re indifferent.
Local papers are often owned by companies 
distant from the communities they serve. 

In light of this, what did I do? I began a 
32-page, local, monthly tabloid. Printed 
on bright, labcoat white paper, not
newsprint, in only two colors, this paper
has succeeded because it has a simple core
concept. It is produced by people from
Chatham, New York about people, places
and things in the village and surrounding
hamlets. 

No matter how much ad revenue could 
be gleaned from this history-heavy, 
feature-oriented paper, I will never allow 
it to go beyond a 60% editorial, 40% ad
mix or beyond the 32 pages because the
law of diminishing returns sets in. 

I produce this around my other design 
projects. As reduced an idea as this is, 
the revenue from it pays many bills.

The design sets it apart from other papers
of its kind in the region. I allow ample
counterform of the white space to activate
the crisp blackness of headlines and grey
form of text blocks and pictures. The empty
space is designed as much as the space 
that pictures, headlines and type occupy –
not your typical newspaper style. Negative
space is never arbitrary. Crisp alignments 
of graphics and type along vertical and
horizontal axes help the retina follow 
the material. 

Open Spaces  19
A Red Rock 
highpoint

Adventurer  4-5
Molly Harding 
paddles her own 
canoe

Profile  15
Dick Kraham; our 
teacher, our friend

A monthly paper
about the people,
places and things

that make Chatham
and the surrounding 

towns so special.

December 2008

www.thechathampress.com    Free  

Sports   27-31
Marathon woman;
2008 football

Abandoned  16-17
A photo editorial

The Courier  4-5
The Callan era 
of journalism

Profile  15
Walt Madsen: A 
self-reliant man

A monthly paper
about the people,
places and things

that make Chatham
and the surrounding 

towns so special.

March 2009

www.thechathampress.com    Free      

Sports   25
Remote adventure;
indoor track



  

The American Council of Learned Societies
in Manhattan is a private non-profit 
federation of national scholarly organiza-
tions dedicated to the advancement of
humanities. 

This mark for the Hospital Trustees of New
York State, done in 1985, was abandoned
for a symbol in the shape of New York
State. It happens. 

This organic A is representative of the
country properties offered by Audrey G.
Schoenfeld Real Estate, a boutique agency
for buyers and sellers in New York City,
Boston, Columbia County and the
Berkshires of Massachusetts. 

Identity Unity is critical when designing an image for an 
organization. Once I have made a graphic clean and
clear, I then have to apply it consistently.

Marketing problems are often identity problems in 
disguise. Prospective clients and even loyal audiences 
do not recognize a company’s strengths because the
business lacks, or has lost, a clear, clean, unified and 
memorable image. How does an organization gain 
accurate recognition?

Identity design.

Again, a design is a plan to make something. Identity
design is a plan to transmit controlled visual and 
verbal cues about who you are and what you do. 
Identity design is marketing, not art. Marketing is 
often about perceptions of a business more than it 
is about realities. However, when brand promise,
expressed through design and writing, meets brand
delivery – the company’s superior service – success
results. 

Identity design delineates your firm’s personality.
Trademark design, name development, and concise 
writing about your capabilities are associated with 
this discipline.

Identity design is strategic when integrated with 
other business planning processes. It projects corporate
or institutional character, and re-positions products, 
divisions, and services. It clearly communicates 
organizational goals to the end user.

Perception as reality
Today you are what you project. But your customer’s
perception of your business may not match your reality.
Your company’s brand or service images, names, signs,
and language may mean something to you, but might 
be confusing your clients. If those images are created
separately by the signmaker, truck letterer, videographer,
or print shop, your image is fragmented and a clear
vision of who you are is lost. 

Do you seriously want customers to recognize your 
business, product, program, service or site? Do you want
to build brand awareness and sales? A business identity,
like a person, has integrity. Over time, a company loses
that integrity. Diverse designs and confusing claims blur
the customer’s focus on your identity. It’s a common
marketing communications problem. And it costs money.

Building business identity is less about designing a new
logo and more about designing an identity system that
integrates trademarks, names, colors, environments, and
the language used to describe a company and its prod-
ucts. Behind each logo shown here is a visual identity
system that consistently brands each organization.

Reges Books was the publishing firm
established by Osborn Segerberg, a 
former CBS News reporter and free-
lance journalist who authored a series 
of books, one of which I designed.

This mark for the Chancellor’s Office of the
State University of New York depicts the
historical Delaware & Hudson building in
Albany, New York where their offices are
located.

Columbia County Bounty is 
a local food initiative established 
by the Columbia County, New York,
Chamber of Commerce.



Wordmarks are as potent a way 
of branding a firm as symbols. 

ProAqua propagates fish

Mario’s Home Center provides lumber,
millwork, hardware and rentals to
homeowners and contractors

ProPrinters are experts in short 
run digital color printing

Barlis Wedlick is an architectural firm
with offices in New York City and
Hudson, NY.

AvBid is a website that lets aircraft
operations source parts from around
the world in an open bidding process.

Troika promotes triathlons
in Houston, Texas.

Identity

In many instances, a symbol, mark, wordmark or picto-
graph becomes the carrier for a portion of the identity. 
A mark alone, however, is not a solution for communication
problems. Consistent color, typography and photography do
as much to carry a firm’s identity to the marketplace as does
the logo.

There’s no change unless there’s apparent change
If your organization is growing in new directions, how 
does the consumer know? Remember, there’s no change
unless there’s apparent change. This identification planning
begins with an assessment of your real and perceived
strengths. Then, the strategic designer develops visual 
and verbal images that correctly project your competencies.

Those competencies are parlayed by functional graphic
information systems that contribute to the way your 
group’s identity is communicated to diverse audiences. 
Those media, shown on the following pages, also include
brandmarks, logotypes, capability brochures, sign systems,
vehicle graphics, packaging, editorial design (newsletters,
newspapers and magazines), stationery systems, forms
design, conference kits, development case statements, 
training media and exhibit and environmental graphics.

It is these editorial and environmental graphic systems 
that clarify, unify and re-position you for success. These 
systems subtract superfluous communications and put a
laser focus on your business personality for the long term.
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Aircraft parts. Firm quotes fast!

       



Commercial loan
program

The Bank of Bennington

The other culture
The Berkshire Botanical Garden is a refuge
of beauty for gardeners in Stockbridge,
Massachusetts. The Garden competes 
for funding dollars and gate receipts with
all the other Berkshire attractions: the
Norman Rockwell Museum, Chesterwood,
Tanglewood and MassMOCA. 

In order to set the Garden apart, we 
created the tagline: ‘The Berkshire’s 
Other Culture: Horticulture.’ 

I used a ‘bird in the bower’ mark that
reflected not only plants but the garden
environment as a whole.

Two sure words – period.
Berkshire Corporation is the technical
leader in the engineering and production
of wiper, swab and documentation 
systems for critical environments, world-
wide – specifically the microelectronics
industry. They make their wipers in class
10 cleanrooms.

I was retained by Berkshire to assess their
corporate image and verbally reposition
their products in their global distributor
network. This work included the develop-
ment of an internal communications pro-
gram that would be applied worldwide.
The program was to augment new sales
objectives, get salespersons speaking with
OneVoice,sm and successfully reposition
Berkshire vis-a-vis a more dominant 
competitor.

Part of our work was the development 
of the tagline: Engineered clean. The 
visual identity of this company was
designed by Massimo Vignelli, a designer
we admire. Our tagline referenced his 
business card design. He printed the logo
in matte varnish on a coated white card.
There but not there; almost nothing.

Engineered clean.

Identity

The Bank of Bennington

The B of banking
The Bennington Cooperative Savings &
Loan Association was a mortgage bank
with a long name. Bank officers wanted 
to grow the bank to $50,000,000 in gross
deposits in a market dominated by out-of-
town banks. To do this, they changed their
focus to commercial banking and changed
their name to the Bank of Bennington,
taking the ‘local bank’ position in contrast
to the banking monoliths from Burlington. 

My branding solution was to design 
a Vermont icon found in the nearby 
mountains. Since the competing banks
used green as their chromotype, we 
suggested a rusty fall color. Unfortunately,
the client reverted to a dull green.

I avoided logos of the Green Mountains
and the Vermont maple leaf, focusing
instead on an abstract symbol that evokes
pine cones, oak leaves and natural growth
metaphors.

I intended the symmetrical design to 
also have back-to-back letter Bs.

The B of education
The logo for Berkshire Community College
is another example how the retina creates 
a unified whole from disparate spatial 
units.

The college tried for years to develop 
a visual identity for their marketing. 
With multiple audiences, it wasn’t easy 
for them to agree on one symbol. My 
solution was simple. What do you see? 
A flower? A Moorish tile design? A quad-
rangle, hearts, a shamrock? This symbol 
is one instance where multiple meanings
unite the diverse tastes of the college’s
constituents; or prevent them from arguing
about its explicit meaning. It is a meaning-
ful symbol, nevertheless, simply formed 
by combining four interlocking letter Bs.

Berkshire
Community College

The Bank of Bennington

Service Fee
Schedule



My fount of knowledge
Founded in 1905 with a matching grant
from industrialist Andrew Carnegie, and
enhanced in 1912 with the donation of 
a stained glass window created by Louis
Tiffany, the Chatham Public Library is 
the epicenter of research, knowledge
acquisition, and just plain fun reading 
for the community.

I created a logo, signage, and other 
media for the Friends, a support group
that secures funding for worthy library
projects.

Friends of the Chatham Public Library

Chatham Reads 2008
Celebrating the diversity 
of our community 

September 6
3 pm
Dramatic reading of
The Namesake by Jhumpa Lahiri
Spencertown Academy
in conjunction with the
Academy’s Festival of Books
Free 

September 21
2 pm
Film showing: The Namesake
with The Chatham Film Club
Admission: 
Non-perishable food item

October 5
2 pm
‘Coming Here: The experiences of our
community’s immigrants’
Moderator: Benedicta Bertau
Walking the dog Theater
St James Church
Ethnic refreshments
Free

October 25
1:30 pm
Finding Your Immigrant Roots
Genealogy workshop
with the Silvio Conte National Archives
& the Chatham Historical Society
American Legion Hall
FreeFriends of the Chatham Public Library

Logo design by Rich Kraham.com
Poster concept: Gwen Sherman

theImmigrantExperience

Identity

Institutional advancement
I was a consultant designer to Seton
Health in Troy, New York and created
fundraising publications – image books
and leaflets describing their mission of
Caring for Body, Mind and Spirit. These
publications were well received and raised
a lot of money.

I commissioned a piece of artwork that
depicted the theme, and rationalized the
typography (the font Palatino) used with
the Seton cross, which I did not design. 
I also created a typographic system for 
the flyer, report and signage at the 
hospital.



Dinosaw already had the pun in the name,
so our visual was acceptable to this manu-
facturer of carbide saw blades.

Pulver Simmons Mulhern was an energy
firm in upstate New York, a merger of
three firms. 

Star Balloons was a hot air balloon design,
repair, and sales organization. 

The Norton Video Group was a division of
the Norton Company, a Fortune 500 
manufacturer of ceramics and abrasives.

Touch for peace
Ohashi is an internationally renowned
teacher, author and shiatsu healer. 
He is the founder of the Ohashi
Institute, a non-profit educational
organization serving some 3,000 
students annually at more than 30
locations in the United States and
Europe. The Ohashi mark is a contem-
porary version of the traditional 
oriental ‘chop’. This mark is also Mr
Ohashi’s name. A complete system 
of identity using this mark was 
established for various products 
generated by the institute.

The ruled lines on the stationery are
for Mr Ohashi to write in traditional
Japanese ideographs. The lines are
removed from the letterhead during
part of the press run so that letter-
heads are available for word-process-
ing in English.

Identity



Northeast Medical Imaging is the 
parent company of Albany Advanced
Imaging and is affiliated with St. Peter’s
Hospital in Albany, NY. This mark suggests
nuclear medicine, and scanning. Two
hearts are embedded in the graphic. 

         and  ITC Ce   

The Haupt Tree Company is a tree care
firm in western Massachusetts. This H
mark was designed for the firm’s founder
Erik Haupt, a tree expert.

Hudson Valley AgriBusiness Development
Corporation promotes market-based 
solutions that lead to enhanced agricul-
tural entrepreneurship and rural economic
growth.

Herb Silverstein was a prominent eye 
doctor in Hudson, New York, and a very
gracious man. When I returned to the
United States in 1975, he gave me one 
of my first local commissions.

Isn’t it amazing how many variants of a
cross mark can be created and still be 
distinctive? This was for the development
office of Samaritan Hospital in Troy, New
York.

The International Fund for Non-Violence
‘gives peace a hand’ from their base 
in Oregon.

This was a proposed mark for the New
York Cardiac and Vascular Institute at
Lenox Hill Hospital.

Spencertown Academy is a rural cultural
venue housed in an historic structure 
in Spencertown, New York.

The Hebert Arboretum is nestled in a
wooded park in Pittsfield, Massachusetts,
and has a wide assortment of native
species.

An allegorical Rapunzel represents a
German organic food company that 
promotes healthy living and sustainable
agriculture . 

This is the panther logo for the Chatham
Central School District. Chatham’s teams
have always sported scarlet and black.

The lamp of education was the logo 
I designed for the Research Foundation 
of State University of New York. 

  

   

ALBANY ADVANCED IMAGING

Diagnostic imaging for 
physicians by physicians

O   

  

    

  

Identity

Radiological consultancy
Albany Advanced Imaging is a radiological
consultancy – a group of ten physicians in
the New York Capital District area. The
group provides state-of-the-art technology
with a physician to physician approach. 

A digital, filmless practice was the 
goal of the doctors and all their forms 
and stationery had to reflect this 
high tech approach, but also project
humanity. We developed a symbol and 
special forms and stationery printed on
crisp, labcoat-white stock.

518  555 5555
www.albanyadvancedimaging.com
3 Atrium Drive
Executive Woods Office Park
Albany, NY 12205

We are one of you – doctors
understanding doctors. And we
link superb patient care with
advanced imaging technology.

The elements that define our
high standard are: Responsive-
ness to physicians and their
patients, ease of patient 
scheduling, sub-specialties 
such as neuroradiology, and an
authoritative and rapid turn-
around on diagnostic reports. 

At day's end, we want you
to think of us as the ‘physician's
physician,’ providing the working
diagnosis that makes your job
easier. A partnership with GE
Medical Systems, and the installa-
tion of our new open-hybrid MRI
scanner, means increased comfort
for your patients. 

Please contact Herbert Alberry
at 434-0000 to request addition-
al technical information on our
MRI technology, or similar state-
of-art CT, radiographic and ultra-
sound equipment, or contact
David Ellis, MD for information
about our seamless service for
physicians.

Diagnostic imaging 
for physicians by physicians.

ALBANY ADVANCED IMAGING



Cyber security
Fort Mesa is a cyber security firm in
Chatham, New York that offers simplified,
online “security for humans.” They provide
an accessible suite of best practice cyber
risk management and security operations
tools that help organizations eliminate the
most risk with the fewest actions and
resources.

Insurance company
The Kneller Agency and its four locations in
Columbia County have long-standing ties
to their community. It is one of the oldest
hand-on agencies and in all of its years of
operation it has provided a personalized
approach to writing property, casualty,
home, auto, health, and above all, life
insurance.

 
 

Kneller Insurance 
Agency

 

Identity



LBGTQ consortium
Founded in September 2016 by Eric Marcus,
the Stonewall 50 Consortium initially
sought to bring together cultural and edu-
cational nonprofits that were developing
plans to mark the 50th anniversary of the
Stonewall uprising in 2019.  By the time of
the anniversary, the Consortium’s member-
ship had grown from a dozen nonprofit
institutions and organizations to over two
hundred.

Today, the Stonewall 50 Consortium serves
as a supportive space for nonprofits com-
mitted to producing programs, exhibitions,
and educational materials related to LGBTQ
history and culture by helping members
share ideas and best practices, effect
potential collaborations, coordinate out-
reach efforts, and avoid scheduling con-
flicts and duplication of programming.

Eric Marcus is the author of a dozen books,
including Making Gay History, Is It a
Choice?, and Breaking the Surface, the #1
New York Times bestselling autobiography
of Olympic diving champion Greg Louganis.
He is also the creator and host of the
Making Gay History podcast. 

I designed the logo and a series of publica-
tions for the Consortium about this
National Parks site. 

STONEWALL:
The Basics

A collaboration of the 
NYC LGBT Historic Sites Project, 
Making Gay History, New York Public Library,
GLSEN, National Parks Conservation Association,
and the Stonewall 50 Consortium.5O

2

5O

What was the Stonewall uprising 
or the Stonewall riots?
In the early morning hours of June 28, 1969,
homeless LGBTQ teens, trans women of
color, lesbians, drag queens, gay men, and 
allies all decided to take a stand. What
started out as an all-too-routine police raid 
of the Stonewall Inn gay bar in New York 
City turned into a multi-night uprising on
the streets of Greenwich Village. It wasn’t 
the first time LGBTQ people fought back
and organized against oppression, but the
Stonewall uprising ignited a mass movement
that quickly spread across the U.S. and
around the globe. 

When did the Stonewall 
Inn open? 
The Stonewall Inn was opened in
1967 by Mafioso Fat Tony Lauria 
as a “private” gay club—one of the
few in Greenwich Village where 
patrons could dance. Gay bars
often operated as “private” clubs to
circumvent the New York State
Liquor Authority regulation that
prohibited gay people from being
served alcoholic beverages.

What was there before 1967?
The two storefronts occupied 
by the original Stonewall Inn at 
51-53 Christopher Street were 
constructed as stables in the mid-
19th century. In 1930, the build-
ings were combined with one
facade to house a bakery. In 1934,
Bonnie’s Stonewall Inn opened as
a bar and restaurant and operated
until 1964, when the interior was
destroyed by fire. The building’s
existing 50-foot-wide facade looks
much as it did at the time of the
uprising in 1969. 

Identity



Contemporary sculpture
Chesterwood is a National Trust site in
Stockbridge, Massachusetts. It was the
home and studio of Daniel Chester 
French, sculptor of the ‘Seated Lincoln’ 
in the monument in Washington, DC. 
For many years, I consulted on the identity
of each year’s Contemporary Sculpture 
at Chesterwood event. We also created
signage at the site and the logo used 
on directional signage.

Identity



Hacienda Activities

The Hacienda’s alfalfa field looking east to Volcán de Fuego. 

Hacienda Hiking Adventures & Walks

The view from the Volcán de Nevado Colima observatory station. Volcán de Fuego at left.

Organic Farm Visit & Picnic
Let us introduce you to the splendors of
the Hacienda’s organic farm with a visit
to our hillside greenhouses. Discover first
hand the abundance our gardeners are
able to coax from the fertile volcanic soil.
Hand-pick a selection of greens and veg-
etables and enjoy a relaxing moment in
the shade overlooking the river valley
while our chef prepares a fresh salad just
for you! 

Picnics
Long after your return home, you will
close your eyes and picture yourself
lounging in the shade under a grove of
ancient trees in the sweeping meadow
above Epazote Lake or on a blanket
spread beside the reeds at Calabozo Lake,
having just feasted on an extraordinary
picnic. Combine with a horseback ride 
or a leisurely walk (see the “Hiking
Adventures & Walks” guide that follows)
and you’re guaranteed an afternoon in
paradise that you’ll remember forever.
Please book at least 24 hours in advance.

Ranch Driving Tour
Explore Rancho El Jabali on a one- to
two-hour tour that will take you from
one end of this 5,000-acre oasis to the
other. Visit the bamboo forest, seasonal
waterfall, horse stables, lakes, meadows,
and so much more. Stop when you like
to savor a vista, photograph a great blue
heron, or to imprint on your memory the
plume of smoke rising from the mouth of
Volcán de Fuego.

Swimming Pool
Our year-round heated swimming pool –
35 meters /115 feet in length – is perfect
for a refreshing dip or any-time-of-day
workout. The pool is never crowded and
consistently pristine (we use a state-of-
the-art chlorine-free filtration system).
And our pool attendants and waiters are
always at your service.

Tennis
The Hacienda’s beautiful and perfectly
maintained tennis court (floodlit at night)
is located just to the left of the swimming
pool. We’re happy to provide both tennis
rackets and tennis balls if you need them
and can arrange for a ball boy and tennis
pro (with 24-hours notice). �

Note: 
There is an additional charge for some of
the Hacienda’s activities and adventures.
Please inquire with the front office for a
complete price list. 

Hacienda Activities

Hacienda Adventures & Activities

Promoting adventure
Hacienda de San Antonio is a resort 
set on 5,000 acres of lush vegetation, 
surrounded by lagoons and rivers, 40 
minutes north of the State of Colima,
Mexico. It is situated at the foot of Volcán
de Fuego. The Hacienda was built at the
end of the 19th century and is part of a
coffee plantation. Apart from the Grand
Suites, you can relax not only within the
gardens of the Hacienda but also in
diverse locations on the property. To enjoy
those vistas, I designed a looseleaf, experi-
ence guide describing the various walks,
and hikes one can take. 

Identity



Promoting eco-tourism
Cuixmala is the Mexican seaside resort
that was the home of British financier Sir
James Goldsmith. It is the sister property
to the Hacienda de San Antonio shown 
on the previous pages. Apart from the
usual luxurious amenities, the resort is 
an ecological paradise with a sea turtle
station, and a landscape full of birds and
beasts, recreational trails, and three diverse
beaches.

Identity

THE CUIXMALA EXPERIENCE GUIDE

CUIXMALA

3

Time. Slows. Down. Here.

We don’t know what subtle combination of nature
and alchemy makes this happen. Perhaps it’s the
utter silence, broken only by the calls of birds and
the muffled roar of the Pacific as it beats its time-
less rhythm against the golden crescent beach 
that we call Playa Cuixmala. 

Perhaps it’s the curving roads that repeatedly
reveal unexpected vistas, literally forcing us to 
slow down as we take in the beauty. Perhaps it’s
the landscape itself, wilderness coexisting with
astonishingly productive farmland.

Or perhaps there really is something otherworldly
about Cuixmala. All we know is that a weekend
here feels like a long weekend, a long weekend
feels like a week, and a week feels like forever. 
And we endeavor to fill your time here with 
comfort, pleasure, and adventure.

Turn the page. Slowly. Let the comfort, pleasure,
adventure begin—and be prolonged.

CUIXMALA

11

Virtually everything we serve—from
orange juice and morning coffee to
salads, cheese, fish, and meat—is
organically grown, raised, and fished
here at Cuixmala or in the moun-
tains at our sister property’s Rancho
Jabalí. 

Meals at Cuixmala:  We prepare all
meals fresh every day and serve
them family-style. And while we
don’t provide a menu at mealtime,
we always offer a variety of foods
and include a choice of two main
courses. Our cooks are expert at
straightforward, rustic recipes and
Mexican specialties and are always
happy to accommodate guest 
preferences and allergies. So 
please be sure to let us know before
you arrive (or once you get here)
whether you have any special
requests and/or whether there 
are things you cannot eat.

Picnics & Barbecues: We invite 
you to enjoy a picnic lunch or 
dinner barbecue. Just let us know 
a day in advance and we’ll prepare
a lovely meal for you at one of our
beaches or anywhere you wish at
Cuixmala. We can also prepare a
box lunch for you to take with you
on one of your hiking adventures or
walks.

Water
Our drinking water is drawn from
deep wells on Cuixmala’s property
and is filtered at our own pumping
station. While the tap water is per-
fectly safe to drink, we provide
complimentary bottled water in the
guest accommodations and serve
bottled water at meals. 

Food at Cuixmala



Strategic initiative identity 
OASIS – Oracle Application Software
Implementation Strategy – was the
acronym for the application of Oracle 
software to the State University of New
York’s research facilities statewide.

The foundation adopted the acronym
before I was retained. My mark suggests
convergence of research. It might be 
construed as a palm tree in a desert oasis.

I developed visual standards for OASIS 
to promote clarity, unity, and efficiency 
in their communications with principal
audiences. The brand was created to build
morale, aid acceptance of this strategic
initiative, enhance institutional goals and 
maintain SUNY’s position as the largest
university research center in the world.

This system links all the design items that
represent OASIS: agenda, newsletters,
communication plans and Oracle 
information sheets.

Saving history
The Preservation League of New York State
is dedicated to the protection of New
York’s diverse and rich heritage of historic
buildings, districts, and landscapes. It
actively encourages historic preservation
by public and private organizations, 
agencies, and individuals in communities
throughout New York State, and provides
the united voice for historic preservation.

Identity
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Sustainable living
Voices of the Land, with a foreword by
author Michael Pollan, and authored by
landscape architect Jamie Purinton, uses
narratives from a variety of people – 
farmers, students, restaurateurs, and archi-
tects to describe their feelings about land
and how to live on it responsibly. It is
designed with an elegant, unobtrusive
typographic scheme that allows the 
beautiful photographs to communicate
fully.

Identity



Old Houses in Millbrook
Working with publisher Steven Kaye, with
whom I designed Voices of the Land, we
produced another book with author John
foreman, Old Houses in Millbrook. The
book featured the Gilded Age homes  in
this Dutchess County town, and the tales
of those who lived in them.

Identity

6362

Old  Hou s e s  i n  M i l l bro ok

Little J. Morgan Wing, who, as a man,
would rebuild Sandanona, sitting with his
father, John Daniel Wing, ca. 1865

Shadow Lodge/Sandanona
(Demolished)

Millbrook is the child of two strong parents: the railroad, and 
the nineteenth century culture of the country estate. It wouldn’t be here without
the one, and it wouldn’t look the way it does without the other. On the eve of
World War I, Millbrook and its environs had reached an aesthetic zenith. Four
big estates, occupying a sort of top tier among the local properties, encircled 
the village like a necklace. Thorndale on the west is still intact and beautifully
maintained. Daheim to the north is mostly intact but no longer maintained as 
it was. Edgewood to the south has suffered demolition and subdivision, but its
gates and grounds preserve the air of the past. Sandanona to the east, perhaps 
the most perfect of the four, is utterly destroyed. 

The overall outline and the feel of the Sandanona estate have vanished, but
artifacts remain. Prime among these are the Hansel and Gretel gatehouse at the
head of Franklin Avenue (now guarding the entrance to a cluster of condomini-
ums) and a rambling Victorian manse on Nine Partners Lane called Shadow
Lodge. The latter was built in 1888 for J. Morgan Wing, eldest son of Sandanona’s
owner, John D. Wing, about whom a few words are in order. 

Like the Thornes of Thorndale and the Harts of Hart’s Village, the Wings 
had deep roots in Dutchess County, notably around the hamlet of Wingdale.
John Daniel Wing (1834 – 1910) was educated at the Nine Partners Academy, 
a famous nineteenth century co-educational Quaker boarding school located
next to the Quaker Meeting House in South Millbrook. Back then, the area was 
a separate village known as Mechanic. The school building was originally a 
roadside store built by a Tory sympathizer named Samuel Mabbett. Having 
bet wrong on the American revolution, Mabbett fled when it was over, and the
Quakers “liberated” his building. They enlarged it by half and, from 1796 to 
1863, operated it as a noted academy for boys and girls, called the Nine Partners
Academy.

Forsaking tranquil Dutchess after graduation, Wing plunged into the hurly
burly of New York City and made a fortune in the chemical business. By his late
twenties he was proprietor of a firm called Wing and Evans, sole agents for the
Solvay Process Company of Syracuse, New York. The Solvay process, in case you
might not know, is the major industrial means of producing soda ash, a critical
ingredient in the manufacture of everything from glass, to soap, to detergents, 
to paper, to bicarbonate of soda, andit is central to the process of water treat-
ment. It was – and is – a big business. The annual production of soda ash today 
is equal to a little over thirteen pounds for every person on the planet. 

When the Nine Partners Academy became defunct, the former graduate, 
married to Adelaide Hinman since 1859 and the father of little John Morgan
Wing, born in 1860, returned to his ancestral Dutchess and purchased his old
school building. By 1864 the former academy had metamorphosed into a 
Victorian country seat named Maple Shade, complete with model stock farm.
Wing’s sheep and Jersey cattle were famous, and he in time became President 
of the New York State Agricultural Society.

Wing kept adding land to his estate until it comprised a bit over two 
hundred acres. Meanwhile, the converted academy on the Dover Branch of the
Dutchess Turnpike (now Route 343) was perhaps becoming too modest for a
man of his stature. Enter Wing’s old friend, Henry Davison, who contemplated
developing a property of some scale, but not if it would be the only big place in
the neighborhood. Prodded by Davison, Wing agreed to build something grander

8

123 Nine Partners Lane

The terrace of the 
second Sandanona 
gazed across formal 
terraced gardens at a
then unobstructed 
view of the Catskills.

The original Sandanona,
designed by James E. Ware
for John D. Wing, 
completed in 1888
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Old Houses in
Millbrook
Being a history of the village as told through the stories of its houses
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Architect of information
This 200-page historical compendium of
railroad paper ephemera – brochures,
timetables, and travel guides – showcases
the private collection of a California rail 
enthusiast. I coordinated the selection and
safe keeping of hundreds of pieces of
archival material, and the typographic 
design of the book that was printed in
Hong Kong.

Identity



VIDA
Voice for International Development & Adoption

Clarity Do you remember the epiphany? Do you recall when you
stood scanning the expanse of sea, desert or sky when 
things seemed so right, so clear. Maybe it came at dawn 
as you heard your own footfalls on the pavement, when 
you were the only one out, alone, thinking clearly.
Memorable, wasn’t it? For me, it was also the moment 
when I knew how to read a Dick and Jane book in first 
grade, the Century Schoolbook font forwarding quote 
marks, exclamation points and simple declarative sentences
that were clear and understandable: ‘Look, Dick. See Sally. 
See Sally run!’ This one moment engendered my love of clear
language and crisp typography.

Clarity is the lucidity of perception or understanding – 
the freedom from ambiguity. Coincidentally, intelligibility,
exactness and simplicity are synonymous. E.B. White in 
The Elements of Style explains it in rule 16 in the chapter 
‘An Approach to Style,’ although ‘style’ is a word that 
does not seem appropriate. The rule is more the foundation, 
the imperative, upon which a solid communications piece 
is built: Be clear.

‘Since writing [design] is communication,’ wrote White, 
‘clarity can only be a virtue. Although there is no substitute
for merit in writing, clarity comes the closest to being one.’

As I wrote earlier, managers often try to justify their new
idea with designs [proposals; PowerPoint presentations] 
that are filled with non-sensical, obscure corporate speak
and muddy visuals. They fear plainness, directness. They 
can’t just say ‘the emperor has no clothes.’ They peddle 
presentations in the passive voice where everyone and 
no-one has responsibility. They are afraid to name names, 
say what is, that A = A. They couch the work in jargon 
and a cacophony of visual clutter. Edward Tufte, writing 
in Beautiful Evidence, devotes a whole chapter to the 
confusion caused by relying on shoe-horning data into 
the simplistic Microsoft Power Point platform. He stresses
that other design software and lucid typography presented
on a single sheet of paper you can carry away, presents 
evidence more clearly and in greater detail than the weak
visual tricks of PowerPoint.

One of the most critical design tasks requiring absolute 
clarity is ‘wayshowing,’ the science of creating signs that
assist visitors in getting to and understanding a site. Along
with clear editorial and typographic layouts, wayshowing is
something I have practiced since I began my firm. How are
you going to share the beauty of your site or business if
people don’t know who you are, where you are, how to get
there, and what to do when and if they arrive? 

Good sequence, hierarchy, and clarity enhance the 
presentation of even the most complex concepts. 

A picture is worth a thousand words.

VIDA is an adoption agency serving
clients and children worldwide from 
a base in New York.

Nothing is clearer than an arresting
image that telegraphs the message,
even without words, just the name of
the agency.



Clarity

And there were no designs which enhanced
the identity of the Rosenthal Library and
one’s ‘sense of arrival’ and primary orienta-
tion to the site.

Solution
Working with architect Donald Blair, a 
new, flexible sign system that plays into
this paper-driven design habit was sug-
gested. The new brushed aluminum sign
holders come with acrylic lenses so laser-
printed signs can be inserted into the
frames and re-covered with the lens.  

A typographic system was developed using
the typeface Baskerville to relate to existing
imagery that identifies the college. 

Gotham, in three styles, was chosen for
signs because it is a superior font – legible,
crisp, clean – and relates to existing typog-
raphy at Queens College, reminiscent of the
font used during the Worlds Fair of 1939 in
nearby Flushing Meadows and adapted by
the school for buildings built at that time.

Chaos to coherence
The Rosenthal Library is the intellectual
heart of Queens College. It has grown
through renovation, shifts in department
space requirements, and by the need to
accommodate changing student and library
personnel habits.

The library’s wayshowing system of signs –
intended to identify, inform, direct, restrict
and permit – did not keep up with these
changes.

There was no clear system. Seventy percent
of the library’s signs were created by laser-
printing various texts in tens of fonts on
paper and taping them to architectural 
surfaces. This situation showed poorly
drawn priorities in aiding information 
searches. This situation existed library-wide,
on all six floors. There was no consistent
font, type style, color, sign placements, or
sizes. There were fire code and ADA issues.

Benjamin S. Rosenthal
Library

before

3Main
Floor

Benjamin S. Rosenthal Library

After initial presentations, the college
unfortunately adopted a new typographic
scheme in the Gill Sans font that bears no
historical relationship to the campus.

Identity
I suggested that they create a sense of
identity for the library by pinning solid 
cast letters to the facia above the doors,
using the Queens College identity font
Basker-ville. This starts the wayfinding
process, underscores the intellectual 
experience, and supports institutional 
benefactors.

I suggested the use of engineer grade
‘etched look’ vinyl lettering as super-
graphics on the main right door window 
to indicate floor number and Main Floor. 
At the Rosenthal Library, floor 3 is the 
main entry floor, with 2 and 1 below, a
confusing hierarchy for wayfinding and
code enforcement.

Inform
Clear, clean, intelligible information 
modules reduce staff time answering
questions.

Monolith orientation directories with 
a library plan map, initial regulatory
information panels, a self-navigation
handout, locator signs, and identifying
elements (pictographs) were created to
address the user's needs when first 
entering the library so they could make
informed choices in more remote parts 
of the building and follow regulations.

proposed and accepted
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DIRECTORY
OTHER FLOORS

1
Current and bound
periodicals A-Z

Education 
curriculum center

Library classroom 
101A

Media center
video & audio

Newspapers

Photocopiers & 
printers

Photocopy card
vending machines

2
Computers

Reading room

Print & Copy Center
Computer lab

Library classrooms
223 & 225

Library instruction
224

4
Circulating books
with call letter
A to L

ESL collection

Group study rooms
401, 402, 444, 445

Juvenile books

Stacks management
417 A

5
Circulating books
with call letter
P to Z

Conference rooms

Group study rooms
503, 517, 540

6
Art library

Art Center Gallery

Circulating books
with call letter N

3
MAIN FLOOR

Information desk

Borrowing
 Check out
 Interlibrary loan
 Reserve materials
 

Research Center
Government documents
Librarian offices 344 - 350
Special Collections Seminar Room

Library research services 307
Restrooms
Library administration 318
Library classroom 331

Reference books
Call letter A-Z
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BRAHAM
ROTUNDA &
GALLERY

BORROWING:
CIRCULATION
RESERVE
DESK

BORROWING:
INTERLIBRARY
LOAN
306

CLASSROOM
331

LOBBY:
LIBRARY CAFE´
KIOSKS

ARMSTRONG
ARCHIVES
332-338

ENTRANCE
EXIT
SECURITY

GOVERNMENT
DOCUMENTS

?
INFORMATION
DESK

REFERENCE
BOOKS
A-P

REFERENCE
BOOKS
P-Z
OVERSIZED

LIBRARIAN
OFFICES
344-350

RESEARCH
CENTER

SPECIAL
COLLECTIONS
SEMINAR
ROOM

STAIRSS
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RESTROOMS
AND
WATER
FOUNTAIN

R

QUEENS COLLEGE

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
!@#$%^&*()_+?
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
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The Gotham font was a more appropriate font for signage.



Clarity

A unified system
Organizations pay close attention to fund-
raising brochures and advertisements. The
design, construction, and installation of
signs are often haphazard. Signs with 
disparate fonts, colors, layouts and 
posting methods clutter environments.

This diminishes architectural beauty, way-
finding, and information dissemination. 
This happened at Olana, the home of

 
   

 

    

 

  

 

 
 

  

 

Early system development

Hudson River Valley School painter 
Frederic Church, a Moorish-influenced 
‘castle’ sitting high on a hill with a sweep-
ing view of the Hudson River below and
the majestic Catskill Mountains to the 
west. Olana is a New York State Historic
Site, overseen by the Department of Parks,
Recreation, and Historic Preservation.
Sensitivity to the site and the architecture
was paramount in beginning this assign-
ment. The site has a strict landscape archi-

tecture master plan designed to sustain the
viewshed that Church enjoyed when he
painted and lived here. Yet, with thousands
of visitors coming each year – it was criti-
cal to get them to follow the right road,
park in the right place, and understand the
rules. A unified, system was needed. My
solution was simple:

1
I chose a background motif for the signs
that alluded to what one would find at 
the site, an abstraction of the design 
surrounding the bell tower windows. 
This engenders a sense of anticipation 
and a sense of surety that one is on the
right road, having perhaps seen a promo-
tional brochure with a picture of the 
castle before arriving at the site.

2
I chose a color from Church’s palette, 
dark red, for the main identifying signs, 
and a subtle warm beige for all other 
directionals. The signs were made from 1/8”
aluminum sheet, folded around the corners
of square posts and attached from the rear
to avoid unsightly mounting screws.
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1884
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3
A suitable font for historical and interpre-
tive references was chosen. An additional
san-serif font for vehicular traffic signs was
selected so even those signs could be coor-
dinated with the system.
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An international system
My assignment was to create a way-
showing system of signs, maps and 
pictographs to assist American and 
foreign guests touring this national 
landmark. The project included the 
classification of more than 300 signs,
development of a wayshowing plan 
and new, informative map; design 
of a pictograph system; and a sensitivity
to siting these signs in the landscape – 
the first national park in the United 
States, designed by the Frederick Law
Olmsted, creator of New York’s 
Central Park.

Crisi
s &

Emergency

NiagaraSigns
“The state should by no means 

undertake to provide a place 
of general pleasing or any 
merely ornamental grounds 
but simply remove unneces-
sary artificial objects . . . 
and make those necessary as 
little conspicuous as possible 
and restore natural landscape 
conditions as far as practicable 
consistently with the indis-
pensable conveyance of 
visitors and for giving them 
the adequate opportunities 
for observation.”

Frederick Law Olmsted
1879

Adobe Garamond
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 &$?

Adobe Garamond Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 &$?

Adobe Garamond Semibold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqurstuvwxyz
1234567890 &$?

Frutiger 57 Condensed
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 &$?

Frutiger 65 Bold Condensed
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 &$?

Maid of the Mist

Master Pass

Visitor Center

Cave of the Winds

Schoellkopf
Museum

Festival Theatre

Vista MobileVista Tower

Green Warm Grey 

BlackEmergency Red

Niagara
Falls

E
Parking when flashing  
RV & Bus parking
Goat Island

F

Visitor Center parking

D

Car parking only

Visitor Center

American Falls

b P4
F

Bus Parking

TOP
of the

FALLS

Dangerous
waters.

No wading.

CAVE
of the
WINDS
TOUR

VistaMobile

     Chatham NY 12037

P3

American Falls

P3

American Falls

presentation poster showing visual scheme



Architectural sign kiosks 
and urban banner system
This environmental graphics program for
the City of North Adams, Massachusetts
was crafted from tubular steel and painted 
black to complement the numerous
wrought iron fences and gates found
around the city. The kiosk identity panel 
at the top uses a graphic cartouche found
on the architrave of the city’s library. The
program of banners and kiosks enlivens
the area and creates a sense of anticipa-
tion for the area’s many attractions, 
that include the Massachusetts Museum
of Contemporary Art, one of the largest
exhibits of contemporary art in the world.

Signing the Berkshires
Through a relationship with various land-
scape architects, I have had the privilege
of designing all kinds of signs for Berkshire
and other Massachusetts parks, museums,
and municipalities.

There is no pan-appropriate design style.
Each environment calls for unique solu-
tions, some whimsical, some classical.
Some are totally appropriate for the 
local architecture, others may have a 
component that is bold and bright.

Sometimes, as in the case of the Onota
Lake sign, we miss the mark with the
client.

Burbank
Park
at
Onota
Lake
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City of Pittsfield
Department of Parks & Recreation

B
H

To 
Parking
and
Beach

G

Fishing 
Pier

Picnic areas

Simple dado cut in 
4 x 4 pressure treated
lumber. Post is painted
gray.

Legends are in white
vinyl in Futura Bold.
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Architectural sign system
Saratoga Spa State Park
The proposed trademark was not accepted
by the Commissioner of Parks but remains
a fine example of our design abilities.

The graphics system included the signing
of the famous Hall of Springs, Lincoln and
Roosevelt Baths, and the Gideon Putnam
resort hotel.

Clarity

   
    

   
   

but uses the same type,
colors, formats and vinyl
graphics as the others.

Finials appear only 
on identity and key 
directionals. here are no
finials on regulatory or
strategic safety signs.
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Pedestrians
must use 
footbridge

F

SPAC Parking 
Peerless Pool 
Geyser, Karsta, Orenda,
Hathorn, Coesa, Carlsbad

E

Golf & tennis
Victoria Pool
Information
Columbia, Ferndell

Welcome to your

Saratoga Spa 
State Park
The Gideon Putnam Hotel
Saratoga Performing Arts Center

      
   

     
   

    
   

     



Sign system for the disabled
In order to assist the disabled in 
enjoying the full spectrum of recrea-
tional activities at Massachusetts parks, 
I created a first-of-its-kind pictographic
and sign system for the Massachusetts
Department of Environmental Manage-
ment. This program conformed to the
Americans with Disabilities Act with 
signs in relief for the visually impaired, 
in grade 2 Braille for persons who are
blind, and at heights acceptable to 
persons in wheelchairs. Our client 
uses a wheelchair. He liked the levity 
of the backpack and walking stick of 
the main pictograph. It symbolized 
freedom.

Clarity



Failure to commit 
This environmental graphics program for
the City of Adams, Massachusetts was to
position the town against other Berkshire
county villages noted for their cultural
resources: Lenox, Williamstown and
Stockbridge.

Adams owns the ‘natural’ position. Sited
below Mount Greylock, one of the largest
peaks on the Appalachian Trail and site of
one of the first ski runs in America, Adams
is blessed with nature trails, streams,
waterfalls, and fantastic views. 

We designed the bear icon and bear illus-
trations to give a visual hook to remember
the town. We also coined the tagline: ‘Hike
it, bike it, ski it, see it.’ The whimsical illus-
trations were done by noted artist Roberta
Wilson. The program coincided with the
opening of a rail trail from Pittsfield to
Adams.

After seven years of work on signs, system
architecture, brochures, souvenir items,
posters, multiple public presentations, 
re-working of designs – for reasons known
only to the client, and after the payment to
us of hundreds of thousands of dollars –
the only projects implemented were a few
banners and some coffee cups with the
bear illustration.

Clarity

It wasn’t for lack of fabrication funds. They
were appropriated at the beginning of the
project. They never materialized. The client,
with no oversight by our team, had one 
of the signs fabricated. It was overbuilt,
had the wrong graphics and fonts and 
was poorly sited – it was dangerous and
created a liability for us.

We resigned the account. The work was
good. As Professor Strunk urged: Be clear,
brief and bold. We were. 

The client, unfortunately was foggy, 
long-winded and timid.
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Clarifying a bank’s image
In 1686, Dutch settlers crossed the Hudson
River from Kingston, New York, and bought
land from the local Iroquois tribe. They
named their settlement Rhinebeck – in the
Dutch language, ‘Brook of the Rhine.’

The Hudson River, long called the American
Rhine, was an early artery of commerce 
for the trades people and farmers of Rhine-
beck who did business with towns growing
along that river. With its founding in 1860,
the Rhinebeck Savings Bank supported
those citizens with all forms of community-
focused banking. 

That has not changed.

My task was to clarify that message and
create a brand narrative and visual system
to more accurately and cleanly represent
the bank. The previous logo, shown above,
was too complex.

Today, the newly named Rhinebeck Bank
has branches in towns and cities up and
down that same mid-Hudson River Valley. 
Rhinebeck Bank is fast becoming the leader
in personal and commercial banking for the
residents of the entire region. 

It is fitting that the rolling waves of that
majestic Hudson River become the bank’s
new trademark – a continuing symbol of
local, involved, and responsive banking 
services.

New identity? Yes.
Responsive banking? 

Always.

Local. Involved. Responsive.

www.rhinebeckbank.com

Clarity
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  For updated product information, visit our website.

Business
Banking

Do business where 
business is being done

Local. Involved. 
Responsive.

previous logo



Simplified marketing
Richmor Aviation is a jet management 
and jet charter corporation for clients who
demand the ultimate in safety, luxury, and
speed - worldwide. 

Some of the most notable leaders in sports,
entertainment, finance, hospitality, and
other businesses choose Richmor Aviation
to manage their aircraft and arrange 
time-critical charter flights and concierge
services.

Richmor is strategically located in New
York's Tech Valley in Schenectady and
Hudson.

My task was to simplify and clarify the
main message: The flight leader for the
leaders of business, and do it with a clean,
consistent graphic system that matched the
sleekness of their jets and the efficency of
their service delivery.

I created TV commercials, ads for presti-
gious magazines, and carried the themes
through with feature stories about the firm
for both online and print resources.

Clarity



White is pure. In the spectrum it is the presence of all colors.
It is a clean skin onto which one can place visual emphasis.
Most people don’t seriously consider this epidermis upon
which they will make their marks, set their type or word
process a critical document. Negative space is never arbi-
trary. It is a design element in its own right. When design-
ing, one must reckon with both form and counterform 
to create the total graphic.

It is too easy to use color in this digital age. There is a
cacophony of color clutter – fancy backgrounds, drop 
shadows. With color, as with medicine, above all, do 
no harm.

‘Where other colors have relative values dependent 
on their context, white retains its absoluteness.’ 1

I design with white backgrounds and few colors. 
White is the absence that is total presence. It is not 
trendy. It is transcendent. It allows dematerialization. 
White paper allows the retina to focus on the well-
written typographic sentence or the crisp, telling 
photograph. 

‘White is primordial. Many species eggs are white. Bones 
and shells are white. White is luxurious, top quality, as 
in the white table linen of an exclusive restaurant.’ 2

Pure is clean. Pure designs are devoid of decoration 
and ‘chart junk and non-data ink.’3 Pure designs include 
only what is necessary to communicate. That means the
copy is edited to be just enough – like the spare prose 
of Hemingway. The building is functional, clean-lined, and
minimally designed, the beinahe nichts (almost nothing) 
of architect Mies van der Rohe. The product is almost 
‘normal’, designed as if it were not designed, just right 
for its function, but with superior proportions like Shaker
furniture.

Pure is homogeneous or uniform.
Pure is free from typographic adulterants.
Pure contains nothing inappropriate or extraneous. 
It is what it is.

Pure as the driven snow.

Purity

1 Richard Meier Architect
2 Kenya Hara, Designing Design
3 Edward Tufte, Envisioning Information



Clear across the runway
Another clean slate, another white ground.
This clean look equated with efficiency and
helped AirNow gain incredible market share
after a re-naming and re-branding of the
company. These planes were eminently 
visible across any taxiway on which they
parked.

I conducted a naming survey for Business
Air of Bennington, Vermont. It revealed that
the company was perceived as an executive
jet charter. Business Air is dedicated to
emergency airfreight charter. The company
flies scheduled routes for UPS, FedEx and
DHL, but their core business is time-critical
airfreight. 

The name was too generic and denotative.
The company had me test 300 names for
both connotative and denotative meaning.
We devised a visual and verbal strategy
that would clearly position the more 
profitable emergency charter side of the
business.

The name AirNow was coined along with 
a tagline conceived by their marketing
director, Robin Outwater: ‘When your
freight can’t wait.’ If you view the word 
‘air’ as an imperative, it creates a forceful
call to action in the marketplace. And it
was. Following the adoption of AirNow as
the full corporate name and the launch 
of a national ad campaign in logistics 
magazines, the company grew by 30% 
in one year. One ad brought in $750,000
worth of business from one company alone.

Purity



Inpatients served 6,458; outpatients 160,087; operations 4,023; births 467;

Family Care Center visits 82,576; emergency department visits 31,945; 

long term care residents 115; physicians 186; hospital staff 1,104; 

nurses 223; great hospital 1.

Expert medicine, 
delivered with care.
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The Hospitality Shop
at Columbia Memorial Hospital

Purity

A clean, unified system
Hospitals are chaotic environments. They
ebb and flow. Visuals, unless controlled, 
can get out of hand fast, projecting 
poorly drawn priorities that affect 
corporate identity.

Columbia Memorial Hospital is a leading
provider of healthcare services in the
Hudson Valley of New York with sub-
specialties in minimally invasive surgery
and transfusion-free surgery. The hospital
works in a competitive market where 
service offerings are similar to those of
other hospitals. There is competition for
funding sources. Nevertheless, the hospital
has changed for the better. Many people
were unaware of that change, however,
because of the lack of an integrated 
marketing communications strategy. 

I re-invigorated the Columbia Memorial
Hospital brand by communicating the true
expertise that exists with clean, clear, pure
graphics that produce a positive emotional
response in the audience.

I created a clear signal of change because
there is no change unless there is apparent
change. 

Congestive Heart
Failure 2003

Dr. Henry Louis Clinton

Friday, June 27, 2003
8:15- 9:15 am

Administrative
Conference Room

For Physicians, Physicians’ 
Assistants, Nurses

Objective:
Learn most common etiologies 
for congestive heart failure

Learn mechanisms of congestive 
heart failure

Understand rationales and goals 
of CHF treatment

Understand the methods of 
diagnosis including use of brain 
naturtic peptide assay (BNP)

For reservations, please call 8275.
Approved for 1 CME

Rich Kraham Design: Samira Freitag & Pian Pian Xu

Diabetes
and

Diseases 
of the Eye

W

Ziqiang Wu, MD
March 31, 2004
Time 1- 2 pm`
Room 206
Columbia-Greene 
Community College

In cooperation with Columbia-Greene Adult
Learning Center, the Columbia County
Healthcare Consortium and the Columbia-
Greene Diabetes Coalition

Call 828-8013 for
information.

Customer
Service
Training
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January 20, 2003
2:30-3:30 p.m.

OR Conference Room

Reseservations required.
Please call or e-mail 
Judie  Johnston at
ext. 8275

Basic 
Life Support 
Recertification
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Sponsored by the
American Heart
Association

January 8, 2003
3:30-7:30 p.m.
OR Conference Room

Must have current card
Reseservations required.  
Please call or e-mail 
ext. 8275
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March 31, 2004
5:30 - 6:30 pm
John L. Edwards
School
Hudson, NY

Sponsored by
Columbia Memorial
Hospital's Emergency
Department

For information 
contact 828.8013
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Columbia Memorial Pulmonology 210
Columbia Memorial Family Care 210
Twin County Medical Associates 210
Dr. Marcus and Associates 290

Hallway to hospital
Women's Health Center 110
Hudson Medical Care 130
Family Practice, Infectious Disease, Internal Medicine 

Podiatrist's Office 140
e River Neurology 160
Columbia Urology 190
Columbia Memorial Surgical Associates 190
The Albany Vascular Group 190

Registration for all services

Columbia Memorial Gastroenterology
Pain Management  
Imaging Center: 
MRI, CT Scan, Mammography, Bone Density, Ultrasound, X-ray (Mon-Fri)

Rehabilitation: Physical, Occupational & Speech 
Lab (Blood Draw Station)
 
Visitor parking

Parking level 2

LL
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P3
P2 

 
 

   

 

   

 

      

   

 

Signs
Columbia Memorial’s clean palette is
underscored by a systematic application 
of one font for signage that directs and
locates. Color banding distinguishes the 
six different floors of the main building.

Cardiopulmonary
services:
Pulmonary Function Testing
EKG
Holter monitor

104

Tish
Finnegan
Vice President 
Public Relations and 
Marketing



Elegantly simple interface
Quadresign are builders of unique, 
architect-designed homes throughout the
Berkshires of Massachusetts and New 
York State. They required a website that
showcased these homes, as well as key 
editorials about them in major architec-
tural magazines and books.

David Haust and his firm Quadresign
work with architects and clients who
demand advanced design and attention
to detail in the construction of new
homes.

Quadresign
Box 90
Chatham, NY 12037
518 392 9008
info @ quadresign.com

Home Published work

 

Purity

The site is unadulterated. It is elegantly
simple as all websites should be. You can
either go to their published works – and
with an arrow in that section – course
through Quadresign’s kudos. Or you simply
hit the home button to get back to the
front page. Clicking on any of the eight
house pictures will take you to separate
pages and eight more pictures, four 
of which you can toggle through. 
A back button or a quick to ‘home’ 
button make navigation easy.

Pure and simple.

Quadresign Box 90 Chatham, NY 12037 518 392 9008  info @ quadresign.com

Spencertown House

This home by internationally acclaimed
architect Thomas Phifer was one of
Architectural Record’s Record Houses 
of 2004. It was called a “low lying
earthwork through which the landscape
flows.”

Quadresign articulated the client’s 
and architect’s vision for a spare home
of glass, steel and wood which is 100
feet long and 28 feet wide.

Home Published work

 



Life Living by design
I am self-taught. I work from a home/office in Red Rock,
NY, 2.25 hours north of Manhattan in Columbia County. 

I have practiced multidisciplinary, multicultural, multilin-
gual design in the United States, Europe, and South
America for more than 41 years.

Work and life must balance. I believe in living by design, 
not default. That doesn’t mean that chance encounters 
or accidents of living don’t occur. But my intellectual 
orientation cannot be separated from my work, and 
from a singular way of living. I live for simple, quiet 
order. 

Our home/office sits at 1,500 feet of elevation on seven
acres of land, most of it downhill, on a mountainside in
Red Rock. There is a 70-mile view of the Hudson Valley
and Catskill Mountains. The house is surrounded by oak
and maple trees. 

I like the emptiness of the house. 

It is a home of simple proportions, a small house, just 
900 square feet. There is a huge, plank table in the 
living and dining space around which I like to draw a 
few friends for good wine and simple food prepared 
well. My bias is to subtract, to seek simplicity by design. 
I have few possessions, mostly books. 

I am an athlete for life. I like to run, and moreso now,
walk. I speak four languages – Spanish, English, French
and German –  that are useful when I travel the world 
for fun and work. I am the father of two beautiful, 
successful children, Alexandra and Bryan, and 
grandfather of lovely Maren and handsome Aidan, 
Logan, and Hunter.

I love design because it identifies, informs, 
and helps people find their way.

The southwestern side (275º ssw) of the
house faces the long view with ample
fenestration and solar gain.

The plank table and benches were
designed for the house.



A functional strip kitchen is just behind 
the plank table. Natural wood warms a
minimalist house.

Life

The only curve in this house is a maple
stairway with a small reveal between the
risers and the wall – it floats. 

The landing in the stairwell.

Windows and empty spaces are carved out
of the stairwell walls.

The living room has an 11.5’ high ceiling.

The upstairs bathroom has a tub and 
shower in the floor, separated from the
bathroom by a glass wall. The fittings are
designed by Arne Jacobsen, the Danish
design master. Simple functionality.



These people influenced my career:
Paul Battaglino Parks & Recreation
Emil Batko Stars & Stripes, 
Albert Callan  Chatham Courier 
Virginia Callan Welfare Research
David Corey Air Now
Jane Ehrlich Columbia Memorial 

Hospital
Red Grandy Stars & Stripes
Peter Jaeger Stars & Stripes
John Krueger Stars & Stripes
Eric Marcus Making Gay History
Mert Proctor Stars & Stripes
Henry Quellmalz Q Corporation
Robin Outwater Air Now
Horst Schramm Schramm Marketing
Sarah Wiest SUNY Chancellor’s 

Office

Richard & Jane Kraham
Socorro Uribe de Kraham
Alexandra Kraham Willhite
Bryan Kraham
Sally Lappies

A = A

It all works out in the end.

Clients
Adams, Massachusetts
Adirondak Decision Systems
Agfa Diagnostics 
Aimee Strunk Real Estate
AirNow
Albany Advanced Imaging
Albany Institute of History and Art
Albany Medical College
American Council of Learned Societies 
American Hospital Association 
Angels Trumpet
AppNet Enterprise 
Arica Insurance
Armed Forces Travel
Audrey Schoenfeld Real Estate
AvBid
Bank of Bennington
BarlisWedlick Architects
BASF GMBH
Bayer Corporation 
Berkshire Botanical Garden
Berkshire Corporation 
Berkshire Farm Center
Blair, Donald & Partners / Queens College
Canaan Bank
CanAm Ski Tours
Chatham Central School District
Chatham Education Foundation
Chatham Flowers
Chesterwood National Trust site
Choose Columbia
Columbia County Bounty
Columbia Memorial Hospital
Columbia Tent
CommSoft
Corridor America
Couplex
CuddleBuns Laundry
Cuixmala
Davis Tractor and Turf
Dinosaw
Ditte Nielsen
Donald Blair Architects / Queens College
Eli Lilly, Elanco GMBH
Eric Marcus & Barney Karpfinger
Eurocontrol, Karlsruhe, Germany
Fiorillo, John / Lenox Hill Hospital
Fort Mesa
Friends of the Chatham Public Library
Friends of the Tracy Memorial
Galen Press
Garbs Druck
Golden Hill Publishing
Habra Werk
Hacienda de San Antonio
Hancock Shaker Village
Haupt Tree
Hebert Arboretum
Hoechst GMBH
Houston Dynamo Major League Soccer
Hospital Trustees of New York State
Hudson Valley AgriBusiness Development 
International Fund for Non-Violence 
Jamie Purinton Landscape Design
Kaye, Steven
Kinderhook Memorial Library
Kipp Carting
Kodiak Group 
Kneller Insurance
Laser Energie
Laset
Ledoux Fitness
Mabey’s Moving & Storage
Mario’s Home Center
Massachusetts Department of  

Biography

1947 Born near Cooperstown, New York

1951-1965 Elementary and high school education in Chatham, NY
Tutored in art in 5th grade
Lettered in track, basketball and football

1965-1969 College: BA in International Relations; minor in Spanish. 
Learned French. Played college football.
Interest in Swiss typographic design influenced by Emil Ruder’s book “Typographie”

1969-1970 Freelanced with Colombia, South America ad agency – Manizales. 
Director of Colombian-American bi-national cultural center – Santa Marta. 
Off-the-street-hire of United States Information Agency.

1971-1974 Vietnam-era veteran, US Army. Assigned to Darmstadt, West Germany
Staff reporter for Stars & Stripes newspaper
News beats in Luxembourg, Stuttgart and Munich

Period of self-education in graphic design results in transfer 
to Stars & Stripes’s design department where I worked under designers 
Emil Batko and Peter Jaeger. Learned German.

1974-1975 More self-education at Bauhaus Center and Rat für Formgebung (German Design Council)
Design Director of Schramm Marketing – Darmstadt
Influenced by German printing and design firms 

1975-1976 Returned to United States, Chatham, NY, Columbia County
Design Director for newspaper group

1976-1978 Director of Chatham Printing, a total graphic arts firm
Freelanced for local tabloid newspapers

1978 Began Rich Kraham Design, specializing in identity design systems

2000-2012 Embedded as marketing consultant to Columbia Memorial Hospital
Hudson, New York 

2007 Began publishing The Chatham Press

Rich Kraham Design
PO Box 343
Chatham NY 12037
518 392 9933  cell: 518 929 1763
rkraham@fairpoint,net
www.richkraham.com

Environmental Management.
Newton Hook Tree Care
New York State Department of Parks,
Recreation & Historic Preservation

New York State Department of 
Social Services

New York State Small Business 
Development Center

Niagara Falls State Park 
North Adams, Massachusetts 
Northeast Medical Imaging
Norton Company
Ohashi International 
Okerstrom-Lang Landscape Architects /
Burbank Park

Olana Historic Site
Optimus Architecture
Our Daily Bread
Owl Creek
Preservation League of New York State
ProAqua
ProPrinters
PulverSimmonsMulhern
Quadresign
Rapunzel Pure Organics 
Reges Books/Osborn Segeberg
Research Foundation of State 
University of New York

Rhinebeck Bank
Richmor Aviation
Russell Sage College
Samaritan Hospital
Saratoga Spa State Park
Schramm Marketing
Schroder Planung
Seton Health Systems 
Shadow Creek Triathlon
Shaker Museum
Shear, Jack
Shoftour
Silverstein, Herb
Sitzer Hardwood Flooring
Spencertown Academy
Stadt Dusseldorf competition
Star Balloons
Stars & Stripes
Schroder Arts
Stoller Architecture
Stonewall 50 Consortium
SUNY Chancellor’s Office
SUNY Press
The Chatham Press
Thompson Giroux Gallery
Troika Promotions
Valley Oil
VIDA
Welfare Research
Wella GMBH
Westendlock Farm


