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Alphabet Inspired
We are familiar (consciously and 
subconsciously) with the shapes

of letters and numbers.

By arranging visual and verbal elements in 
the basic shapes of letters or numbers, we 

are reassured and comforted.
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Big Type
The opposite of copy heavy. The ad is 
dominated by large type that may give

the feeling of shouting. 

It’s very important that the concept being 
shouted be memorable or clever.
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Call Out
Uses lines, numbers, and pointers to 

highlight a product’s advantages,
features, or multiple uses. 

This type is easy to produce because you 
can mention many facets without worrying 

about transitions between each.
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Circus
Disarray and chaos. There’s so much going 

on in this ad, it’s like a circus! Tilted 
pictures, bold splashes of color, lots

of design elements.

The Kroger circular in the Sunday paper
is one example.
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Copy Heavy
Lots of text. This format is much more formal 

than others and is frequently used to 
promote expensive products and services 

(banking, automobiles, investments).

What is being said is too complex to be 
presented with a photo and simple slogan. 
Graphic devices such as subheads, rules, 

and initial caps should be used to 
break up the text.
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Editorial
Intended to closely resemble an article from 

the publication. Research shows that 
readers are more likely to read the editorial 

content of a publication than they are
to read the ads. 

Usually the word “advertisement” is printed 
somewhere on the page.
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Mondrain
Rectangular constructions based on the 
paintings of Dutch painter Piet Mondrain. 
Much of Mondrain’s work used primary 

colors in addition to B&W.
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Multipanel
Uses several panels of equal size to tell a 

narrative, compare, or display multiple 
benefits. It tells a story or points out several 
features of a product. It is best for products 

that have some depth and that require 
illustration or exemplification.
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Ogilvy
These ads closely follow the typical 

information processing hierarchy: Art, 
header, copy, logo. The goal is to make 
processing as easy as possible for the 

reader and thus avoid barriers of any kind. 
Typically serif type is used for copy and 

almost always black on white. 

This style was developed by David Ogilvy. 
Anyone in the PR or advertising profession 

should be aware of his work.
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Picture Window
The visual is dominant in this format as 

well. This is the most widely used format 
and is especially popular with image 

advertising. The size of the art is generous, 
sometimes filling the entire or even bleeding 
off the edges. Headlines are often reversed, 

and copy is scant and generously leaded 
(space between lines of text.)
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Rebus
Replaces words with pictures. It is basically 

a pictographic approach to design, but it 
can be very involved and complex. Copy 

wraps around or surrounds art. 

Good for youthful audiences.
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Silhouette
The visual is the dominant feature. There 
are no background images to detract from 

the dominant subject. 

Frequently used to sell a specific product 
or a product’s visual features
(watch, computers, perfume).
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