
Design and

Marketing: How do

these two

collaborate?



1. Balance: Keep Things Steady

Think of balance like arranging furniture in a room. You don't want everything

pushed to one side, right? In design, balance means spreading visual elements
evenly across your canvas. This can be:

Everything's evenly split, like a mirror image

Di�erent elements on each side, but still feels balanced

Elements arranged in a circle around a centre point

Every element in a design has a visual weight—whether it's size, colour, or
texture.

Achieving balance involves arranging these elements to make the design
feel stable.

Balance can be symmetrical (equal on both sides), asymmetrical (di�erent

but balanced), or radial (focused around a central point).

Why it's important to marketing:
Balance in marketing designs ensures that the viewer's attention is distributed

evenly across the message. This prevents overwhelming or confusing the
audience, which could lead to disengagement or misunderstanding of the

marketing message.

How it's applied in marketing:
In ad layouts, balancing text and images to create a cohesive look

In website design, ensuring that content is evenly distributed across the

page

In product packaging, balancing brand elements with product information

In social media posts, creating a visual equilibrium between images and text

In email marketing, distributing content and visuals evenly throughout the
email body

In billboard designs, balancing large text with supporting visuals

In brochure layouts, ensuring even distribution of content across multiple

panels

How a marketer can collaborate with a designer:
Provide a clear hierarchy of information to the designer

Discuss the importance of di�erent elements in the marketing message

Review designs with an eye for overall balance, not just individual elements



2. Contrast: Make Things Pop

Contrast is all about di�erences. It's what makes important stu� stand out. You

can create contrast with:

Colours: Think dark text on a light background

Sizes: A big headline next to smaller body text

Shapes: Mixing curved and angular elements

Contrast adds interest by using di�erent colours, shapes, or sizes.

It helps to highlight key information and establish a visual hierarchy.

Why it's important to marketing:
Contrast helps key marketing messages stand out, ensuring that the most

important information catches the viewer's eye. This is crucial for e�ective
communication and call-to-action elements.

How it's applied in marketing:
Using contrasting colours for call-to-action buttons on websites

Applying di�erent font sizes and weights to highlight key product features

Creating visual contrast between product and background in

advertisements

Using light and dark areas in social media graphics to draw attention

Contrasting pricing information with surrounding elements in promotional

materials

Utilising contrasting shapes in logo design to make it more memorable

Implementing contrasting textures in product packaging to create visual
interest

How a marketer can collaborate with a designer:
Clearly communicate which elements are most important in the marketing

message

Provide brand guidelines that allow for contrast while maintaining brand

identity

Discuss A/B testing options to determine the most e�ective contrasting

elements



3. Dominance: Guide the Eye

This principle helps you show what's most important in your design. Create a
clear focal point by:

Making one element signi�cantly larger

Using a bold, eye-catching colour for key information

Placing the most important thing in the foreground

Emphasis makes speci�c elements stand out, like bold headlines or striking
colours.

This helps guide the viewer's eye to the most important parts of your

design.

Why it's important to marketing:
Dominance ensures that the primary marketing message or call-to-action is

immediately noticeable, increasing the likelihood of audience engagement and
response.

How it's applied in marketing:
Making the brand logo prominent in all marketing materials

Emphasising key selling points in product descriptions

Highlighting special o�ers or discounts in promotional materials

Using larger font sizes for headlines in print advertisements

Placing the most important information above the fold on websites

Utilising bold colours for primary messages in email marketing

Positioning key products prominently in catalogue layouts

How a marketer can collaborate with a designer:
Prioritise information and communicate the most critical elements to the

designer

Discuss various techniques to create dominance without overwhelming the

design

Provide feedback on initial designs to ensure the right elements are

dominant



4. Movement: Take Viewers on

a Journey

Good design leads the eye through the information in a logical way. You can
create movement with:

Lines or shapes that point to important elements

A clear reading order from top to bottom or left to right

Visual "paths" that connect di�erent parts of your design

Movement directs the viewer's eye through the design, often leading them
from one element to the next.

It can be created through lines, shapes, or a strategic layout.

Why it's important to marketing:
Movement guides the audience through the marketing message in a logical

sequence, ensuring they absorb information in the intended order and

increasing comprehension.

How it's applied in marketing:
Creating a visual �ow in brochures that leads to the call-to-action

Designing website layouts that guide users through the conversion funnel

Using directional cues in social media graphics to draw attention to key

information

Implementing a Z-pattern layout in print ads to guide the reader's eye

Using animated elements in digital ads to direct attention

Creating a clear visual hierarchy in infographics to guide information
consumption

Designing product packaging with visual cues that lead to important

information

How a marketer can collaborate with a designer:
Outline the desired user journey or information �ow

Provide content in the order it should be consumed

Review designs to ensure the movement aligns with marketing objectives



5. Proportion: Size Matters

This is about how di�erent elements relate to each other in size. Use proportion

to:

Show what's most important by making it bigger

Create visual interest by mixing up sizes

Ensure text is readable and images aren't too small or overwhelming

Proportion refers to the size relationship between di�erent elements.

Proper proportion ensures that no part of the design feels out of place or
overwhelming.

Why it's important to marketing:
Proper proportion ensures that all elements of a marketing piece are given

appropriate emphasis, preventing important information from being overlooked
or minor details from being overemphasised.

How it's applied in marketing:
Sizing product images appropriately in catalogues

Balancing headline and body text sizes in advertisements

Ensuring infographic elements are sized according to their importance

Adjusting the size of call-to-action buttons relative to other page elements

Scaling images and text appropriately for di�erent social media platforms

Maintaining proper proportions in logo usage across various marketing
materials

Sizing charts and graphs in reports to re�ect the importance of the data

How a marketer can collaborate with a designer:
Provide a clear hierarchy of information importance

Discuss the relative signi�cance of various design elements

Review designs to ensure proportion aligns with marketing priorities



6. Unity: Bring It All Together

Unity means all the parts of your design work together as a cohesive whole.

Achieve unity by:

Using a consistent colour scheme

Sticking to a limited number of fonts

Repeating similar shapes or design elements

Unity means making sure all elements in a design work together

harmoniously.

When everything feels connected, the design is easier to understand and
more impactful.

Why it's important to marketing:
Unity in design reinforces brand identity and ensures that all marketing
materials present a cohesive message, strengthening brand recognition and

trust.

How it's applied in marketing:
Maintaining consistent brand colours across all marketing channels

Using a uni�ed style in all campaign materials

Ensuring consistent messaging across di�erent marketing touchpoints

Implementing a cohesive visual theme across all social media platforms

Using consistent typography across all marketing materials

Maintaining a uniform photo style across product catalogues and websites

Ensuring all team members use consistent email signatures and business

cards

How a marketer can collaborate with a designer:
Provide comprehensive brand guidelines

Discuss the overall campaign strategy and how unity can be achieved

Review designs across di�erent mediums to ensure consistency



7. Hierarchy: Organising

Information

Hierarchy organises elements to show what's most important. By using di�erent

sizes, colours, and placements, you can guide the viewer's eye through the

design.

Why it's important to marketing:
Hierarchy helps prioritise information, ensuring that the most important

marketing messages are communicated e�ectively and that secondary
information doesn't overshadow key points.

How it's applied in marketing:
Structuring website content with clear headings and subheadings

Organising product features in order of importance in sales materials

Designing email newsletters with a clear information hierarchy

Creating a visual hierarchy in print ads to guide the reader's attention

Structuring social media posts with the most important information �rst

Organising menu items on a website based on importance or frequency of

use

Designing product packaging with a clear hierarchy of information

How a marketer can collaborate with a designer:
Provide a clear outline of information priority

Discuss di�erent techniques for establishing hierarchy (size, colour,

placement, etc.)

Review designs to ensure the hierarchy aligns with marketing goals



8. Pattern: Enhancing Visual

Experience

Patterns repeat elements to create a sense of rhythm and consistency. They
can add texture and visual interest to a design.

Why it's important to marketing:
Patterns can reinforce brand identity, create visual interest, and make

marketing materials more memorable.

How it's applied in marketing:
Using brand-speci�c patterns in packaging design

Incorporating patterns into website backgrounds or headers

Creating consistent visual patterns across social media posts

Implementing recurring design elements in a series of print ads

Using patterns to create texture in product catalogues

Incorporating pattern elements into trade show booth designs

Utilising patterns in email marketing templates for brand recognition

How a marketer can collaborate with a designer:
Discuss brand-appropriate patterns that align with marketing goals

Provide examples of patterns that resonate with the target audience

Review pattern usage to ensure it enhances rather than distracts from the
message



9. Rhythm: Adding Visual

Groove

Rhythm is about creating a visual tempo through the repetition of elements. It
helps guide the viewer's eye in a smooth, �owing manner.

Why it's important to marketing:
Rhythm in design can make marketing materials more engaging and easier to
consume, encouraging the audience to spend more time with the content.

How it's applied in marketing:
Using repeating visual elements (like shapes, colours, or icons) across a

brochure or website to create a cohesive �ow

Alternating between text-heavy and image-heavy sections in a long-form

content piece to create a visual tempo

Incorporating a consistent pattern of brand elements (like logos or speci�c

graphics) throughout an advertising campaign to create visual consistency

Designing product packaging with repeating patterns or elements to create
a sense of harmony and brand recognition

Creating a series of social media posts with similar visual structures but
varying content to maintain a consistent brand look while providing fresh

information

How a marketer can collaborate with a designer:
Discuss the desired "pace" of information consumption

Provide content that lends itself to rhythmic presentation

Review designs to ensure the rhythm enhances the overall marketing
message



10. Variety: Keeping it

Interesting

Variety adds interest by incorporating di�erent elements like colours, textures,

and shapes. It helps prevent a design from becoming too predictable or boring.

Why it's important to marketing:
Variety prevents marketing materials from becoming stale or boring, helping to
maintain audience interest and engagement over time.

How it's applied in marketing:
Using di�erent content formats in social media marketing

Varying email newsletter layouts to keep subscribers engaged

Incorporating diverse imagery in advertising campaigns

Mixing di�erent types of data visualisation in reports and presentations

Alternating between di�erent post types on blogs (e.g., how-to, listicles, case

studies)

Using a mix of video styles in content marketing (e.g., animations, live-action,

interviews)

Incorporating various interactive elements in website design (e.g., sliders,
pop-ups, hover e�ects)

How a marketer can collaborate with a designer:
Discuss ways to introduce variety while maintaining brand consistency

Provide diverse content and assets for the designer to work with

Review designs to ensure variety enhances rather than confuses the

message



11. White Space: Creating

Impact

White space, or negative space, is the empty area around elements in a design.

It helps to make designs feel clean, focused, and easy to navigate.

Why it's important to marketing:
White space helps prevent information overload, makes designs more
approachable, and can direct focus to key marketing messages.

How it's applied in marketing:
Using ample white space in print ads to make messages stand out

Incorporating white space in website designs to improve readability

Leveraging white space in product packaging to create a premium feel

Using white space in social media graphics to focus attention on key
messages

Incorporating generous margins in brochure designs for a clean look

Using white space in email marketing to separate di�erent sections of

content

Implementing white space in presentation slides to avoid information
overload

How a marketer can collaborate with a designer:
Discuss the importance of white space in relation to the marketing goals

Prioritise content to allow for su�cient white space

Review designs to ensure white space is used e�ectively to highlight key

messages




