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INTEGRATED SOLUTIONS

The Harty Press sharpens
focus with FSC certification

The Harty Press, Inc. in New Haven,
Conn., continues to demonstrate its
commitment to environmentally
responsible business practices by
earning a five-year certification
agreement from the SmartWood
Program of the Rainforest Alliance
and Forest Stewardship Council
(FSC.) Harty’s clients may now
choose to use FSC-certified paper
and the FSC logo on their printed
product to exercise their choice to
use forest-friendly paper.

FSC

SW-COC-002890
Harty has been reducing its carbon
footprint by recycling its waste
paper, cardboard and aluminum
plates. In April 2006, Harty worked
with the United Illuminating
Company to upgrade 100 percent of
its lighting to new energy-efficient
bulbs. Harty received a certificate
for *“Community and Environmental
Leadership” from UI for its
participation. The company was an
early adopter of using soy-based
inks and alcohol-free dampening
solutions.
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Make a Vivid Impression with Color

The topic of color seems simple until you find yourself in charge of a print
campaign with thousands of Pantone colors to choose from. That's when
you realize that color selection requires specific knowledge, context, and
imagination.

Experienced marketers know that color sells—increasing brand
recognition, improving readership and comprehension, and ultimately
motivating consumers to purchase one product or service over another.
The United Parcel Service, IBM, Home Depot, and Breast Cancer
Awareness are all synonymous with specific colors because their creative
teams have gone to great lengths to weave these hues into every facet of
communication. Some companies even trademark specific colors as brand
assets- think Tiffany’s robin’s egg blue.

The cost of custom color matching is a minor investment in a powerful
resource. Colors summon emotions and create connections with the
people surrounding your brand. Unfortunately for marketers, reactions
can be quite subjective. Warm colors such as red, orange, and yellow are
associated with a range of emotions, from simple optimism and
excitement to strong violence. Cool colors like green, violet, and blue can
be calming and nurturing, but can also be impersonal and antiseptic.
Select colors that will elicit a positive response from your stakeholders,
then balance these colors in a visually appealing way.

Using variations of a single color will create a visual effect that is classic
and easy on the eyes, but not as vibrant as it could be. Enrich the scheme
by introducing analogous colors, selecting three colors next to each other
on the color wheel. Examples include red/orange/yellow,
green/blue/purple, and yellow/yellow-green/green. Consistently use one
shade as the dominant color.

For higher contrast, select a complementary color scheme, choosing
colors across the wheel from each other. This works best when you place
a warm color against a cool color, such as red and green, blue and
orange, or purple and yellow. Any tint can be used. Midnight blue and
tangerine or royal purple and gold are effective combinations.

Most any color mix can work as long as you retain harmony and richness
in your presentation and avoid the hues used by your competitors. Test
combinations until you find the scheme that sends the message you want
associated with your business. Your customers make split-second
decisions based on color, so use it to your advantage.
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