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CASE STUDY

Focus unveils fresh new design

The Life Sciences Trainers & Educators Network (LTEN) is just starting to
get reader responses to its recently redesigned publication, Focus magazine.
“It's been positive,” said Nannette Nolan, director of marketing com-

munications for LTEN. “It was a pleasant surprise when we unveiled it.”

Exceeding our customers’ expectations for more than 60 years...



The magazine’s
new look was ...
an extension of
LTEN'’s overall
rebranding
efforts.

The redesign of Focus goes hand
in hand with LTEN’s recent renaming
and rebranding efforts. The organiza-
tion’s new logo has sharp, crisp lines,
and organization leaders decided to pull
that clean and modern look through to
the magazine.

Nolan believes LTEN accomplished
that objective. “The thing we wanted
was a fresh, crisp feel,” she said.

Big picture

LTEN, a nonprofit organization, got its
start in 1971 as the National Society of
Pharmaceutical Sales Trainers. In 2000,
the organization responded to the
biotech boom of the era by expanding
its reach beyond sales training and
changing its name to the Society of

Pharmaceutical & Biotech Trainers.

In late 2012, LTEN's leadership started
discussing more changes. “We needed
a name that captured the growing
diversity of our members, specifically
medical device and diagnostics learn-
ing and development professionals,”
Nolan said. “We needed one that
reinforced our transformation into

a social organization that would
harness the collective intelligence

of our members.”

In June of 2014, the organization
adopted its current name. The word
“network” was added to emphasize
the value of the expertise members
bring to the organization, as well as
LTEN's value in furthering members’
careers.

Correction

The lead story for our November 2014 issue was titled
“Is it time for a redesign?” Charles Hively of Creative
Quarterly: The Journal of Art & Design was gracious
enough to provide artwork to go with the article. Unfor-
tunately, we did not identify the artwork correctly, so we
will do so now. We regret the errors and apologize for
any confusion they may have caused.

The sailor cover (left) shows the old cover design for
Creative Quarterly; the duck cover (right) showcases
the magazine's redesigned front cover.

Regarding the book review pages, Creative Quarterly
went from a single page book review format (second
row, left) to a spread that features multiple books

(second row, right).

As always, many thanks to the folks at Creative Quarterly
for sharing their designs with us.
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Nolan noted that the magazine’s new
look was not a response to complaints
from readers; it's more of an extension
of LTEN's overall rebranding efforts.
“We had been discussing a rebrand of
the organization for a couple of years,
and so redesigning and aligning the
magazine with the new brand was an
easy choice,” she said.

The new look

LTEN worked on Focus’redesign with
graphic arts professionals Kimberly
Atwood of Atwood Designs and Kim
Hall of Desert Desktop. After the publi-
cation’s designers and LTEN executive
leadership shared goals for Focus, the
two designers made suggestions and
presented them to LTEN's executive
leadership for approval. Executing the

new design took about three to five
months.

Focus, which has a readership of
approximately 1,444 LTEN members,
is released quarterly in print and digi-
tally. The 8 %2 x 11 inch publication
averages about 54 pages an issue.

One of the magazine’s most
obvious changes is its cover. After
a redesign in 2011, the magazine
would profile a member each issue
and display a full-page picture and
text superimposed over the photo.
By contrast, the new covers have
moved away from the full cover
images, making use of negative
space. The team has the flexibility to
use single images or several on the
cover — both effectively. The content
themes are now separated, making the

The old color palette (left) used a

lot of yellows; the new palette (right)
incorporates a lot more black,
magenta and cyan.

text easier to read, and the photo has
more of a spotlight effect rather than
being a huge, screen-filling image.

“The difference is night and day,”
Nolan said. “The old Focus looked a
bit dated. Now, it's been compartmen-
talized. It's neater and cleaner and
much more organized. Each of the
pieces stands out distinctly.”

The effort to create a more profes-
sional, modern look continues with
the inside pages, said editor Tim Sosbe.
“We added pull quotes, drop caps —
small details like that. We didn’t rein-
vent the wheel; it just sharpens the
look. A reader digests more with his
eyes than with his brain.”

Focus has been moving away from
the use of canned, generic photos,
and, as much as possible, has been



taking its own photos of the people it
covers. “We do augment them with
canned images, but we're making a
strong effort to make sure the art tells
the story,” Sosbe said. “We're trying
to use charts, too — anything to make
the information more accessible.”

Focus has a new color palette, too,
with more use of black, magenta and
cyan. “Before we used a lot of yellow,”
Nolan said. “It wasn't horrible; it just
wasn't fresh.”

An ongoing process...

While Focus rolled out design changes
last summer, the redesign process
continues, Sosbe said. The magazine
launched a survey in late 2014 to get
readers’ thoughts on the magazine
and what they want from it in the

future in terms of design and content.
He said he would love more reader
feedback on the changes made so far.
“People are more quick to complain
than praise, so sometimes no news is
good news,” he said. “Since we made
the changes, we did get a few emails
telling us it's a nice design, so people
did notice.”

Each of the magazine’s teams, from
editorial to advertising, is being asked
to contribute feedback on the publica-
tion. “But the key team member is the
reader,” Sosbe said. “No matter how
‘Nostradamus’ you are, you can't pre-
dict what the reader will want. If you
give them the right venue and keep it
positive, so they know you see their
feedback as important, they are going
to respond.”

“We added pull
quotes, drop caps
— small details like
that. We didn't
reinvent the wheel;
it just sharpens
the look. A reader
digests more with
his eyes than with
his brain.”

— Editor Tim Sosbe

Sosbe acknowledged that sugges-
tions from the various teams, and
from individual readers, might not
always be practical or complement
one another.

“You have to do what's possible;
merging all of the ideas together is not
easy. At the end of the day, though, it
makes your product stronger.”

Sosbe is confident Focus already
is stronger, and he hopes the transfor-
mations it has been experiencing will
be a source of encouragement and
ideas for other publishers. Meanwhile,
Focus will continue to reinvent itself
to better serve its readership. “You
don’t look at the design process as a
one-time shot,” Sosbe said. “It's an
ongoing process.”



One on one

JPA profile: Emily Wertz, Mail Prep
Number of years with JPA: One year, five months

Why she loves JPA: “I like JPA because it's a small
company; everyone knows you by first name,” said Wertz,
who moved from the role of bindery hand to her current
position in early December. “When | came here, it was my
first real job, and everyone welcomed me with open arms.
I’'m a lot younger than the others, and they had confidence
in me. That felt really good.”

Family life: Wertz, 19, is the youngest child of Randy and
Kristine Wertz, and the sister of Stephanie Boducki. “I have

three beautiful nieces:
Nevaeh is 5; Aarayln is
4; and Angelene is a
newborn,” she said.
Wertz spends as much
time as she can with
her nieces, who only
live about five minutes
from her. Wertz also is
engaged. She and her
fiancé, Jacob Lind,
have not set a date
yet, but Wertz says
they’ll probably get
Emily and Jacob married in the next
couple of years.

Hobbies: Wertz
has enjoyed sports
since she was a girl. “I
love playing softball,”
Wertz said. “I started
playing when | was 7.
| also played basket-
ball and volleyball,
and | did gymnastics
for two years.” Wertz
is a fan of dirt track
racing, too. “I like to
see all of them and
cheer on my favorites.
It's an adrenaline rush. | really wish | could get out there with
them.” To relax, Wertz likes hanging out with friends and
shopping. “And | like learning how to cook and watching the
cooking channels,” she added.

One cool fact: Wertz was offered a scholarship to play
softball after high school. She was unable to accept because
of a family complication, but it still means a lot to her to
know she was selected. “I'm proud of that,” she said.

Stephanie, Nevaeh, Aarayln, Emily
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RECIPE

Angel Food Cake dessert”

One angel food cake (prepared by scratch,
by mix or pre-made)
Vanilla icing (prepared by scratch or pre-made)
Chocolate syrup
Caramel syrup
Slivered almonds

Top prepared cake with icing. Drizzle chocolate and caramel
sauce over the cake, and then sprinkle with almonds.

*This is a long-time favorite of the Wertz family.
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