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“Love is a unity of parts.” The same goes for the books from  
BIS Publishers. The books that we love to publish are a unity of the 
valuable content that our authors bring to life. The beautiful books 
and gifts of this upcoming season are an accumulation of these 
parts. We hope these products will inspire you, activate you, and put  
a smile on your face. 

For more information on our Spring 2021 titles, please browse 
through our catalog or go to www.bispublishers.com for a 
comprehensive overview.

As always, if you have a good idea for a new project, do not hesitate 
to contact us. We would love to hear from you!

The BIS Publishers team,
Bionda Dias
Managing Director, Publisher
Bionda@bispublishers.com

Dear Reader,
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9 789063 695798

ISBN 978-90-6369-579-8

Related

Worlds of Wonder, 
page 33

Info

Mrach 2021
Paperback with flaps
240 pages
9⅛ x 7 inches
$ 45.00
ISBN 978 90 6369 579 8

•	 The author is developing  
a business program based on this 

book with the Danish business school 
Kaospilot 

•	 The author runs the successful  
podcast Catching The Next  

Wave where the book will be  
promoted 

•	 The author runs free online  
webinars where the method of 

 the book will be explained

Author
 
Aga Szóstek, Ph.D. is a strategic designer. For the past two 
decades, she worked at the forefront of combining design, 
technology, and business. She collaborated with brands such as 
Google, Microsoft, Philips, Canon, Samsung, EY, Santander, ING, 
Orange, and many more, bringing the experience-focused strategic 
approach to project teams and boardrooms.
Next to consulting, Szóstek designs tools aiming to support 
delivering unique experiences and co-hosts a podcast about 
creative leadership: Catching The Next Wave. She graduated 
with her Ph.D. from the Eindhoven University of Technology, The 
Netherlands, and teaches experience design all around the world 
from the alternative business school Kaospilot in Denmark to 
Canterbury University in Christchurch, New Zealand.

Creating a unique value for your customers is crucial when you want to differentiate in an
overcrowded market. In order to do this, you need to define a powerful strategy that 
determines consistent action across your organization to deliver your unique flavor. Szóstek 
describes this strategy as umami, which is the fifth category of taste (besides sweet, sour, salt, 
and bitter), and gives an exceptional flavor to your food.

How do you build a powerful yet actionable strategy, and successfully implement it across 
your organization? Many leaders, marketers, and designers try to answer these questions. The 
Umami Strategy proposes a novel approach that will help you build and execute an experience 
strategy. The model used in the book allows you to (a) find out what stories your customers 
are telling today; (b) uncover motivators and demotivators that guide these stories; (c) envision 
the ideal future experience you want to deliver; (d) define the actionable measures that will 
ensure progress toward that vision; and (e) evaluate that progress through future customer 
stories.

Enjoyable, practical, and full of innovative tips, this book will help align your organization and 
convey your unique market value to customers. If you want to be noticed, you need to stand 
out from the crowd!

The Umami Strategy
Stand Out by Mixing Business with Experience Design 

Strategic Design, 
page 34
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ISBN 978-90-6369-581-1

Info

March 2021 
Book + cards in case 
112 pages + 24 cards
8⅜ x 5⅞ inches
$ 40.00
ISBN 978 90 6369 581 1

•	 The authors and designer have  
received numerous awards and 

 recognitions for previous publications, 
design, and other professional work 

•	 They are well-connected and  
extensively involved with peer  
communities and professional  

organizations in their fields 

Authors

Michael Youngblood is Principal at The Youngblood Group, an innovation consultancy working 
at the nexus of social science and human-centered design. Mike has taught design research at 
the School for International Training, the Maryland Institute College of Art, the Haas School of 
Business at the University of California–Berkeley, and the Stanford University d.school. 
Benjamin Chesluk is a cultural anthropologist, who has been conducting research to 
understand and improve health care since 2005. He is currently Senior Researcher for 
Ethnographic Research at the American Board of Internal Medicine. He taught at the Stanford 
University d.school, as well as at New York University and Fordham University. 
Nadeem Haidary (designer and illustrator) is a product designer working in technology at the 
intersection of digital and physical experiences. He spent the majority of his career in design 
consulting at Salesforce Ignite, Gravitytank, Smart Design, and IDEO, helping clients uncover 
human needs and design innovative solutions. Nadeem has lectured on prototyping and 
visualising ideas at Stanford University d.school and University of California Berkeley.

Knowing your users stimulates your imagination and helps you create more exciting and 
effective design solutions. But there is a problem: the current conception of ‘the user’ is 
incomplete and based on outdated notions. These notions of simple, direct relationships 
between people and products are no longer valid in today’s complex, technologically 
interconnected world. This fun and practical toolkit with a set of cards will change the way 
readers think about users. 

Rethinking Users introduces a radical new approach that questions some of our most 
fundamental ideas about the nature of user experience. It points to new opportunities to 
create products and services that help users in new ways. The toolkit includes a deck of user 
archetype cards and step-by-step team activities for unlocking new user-centered thinking 
and design inspiration. For designers, design researchers, strategists, innovators, product 
managers, and entrepreneurs in almost any field.

Rethinking Users
The Design Guide to User Ecosystem Thinking 
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ISBN 978-90-6369-593-4

Feeling down? Cheer up! We use metaphors every day and often without being aware of it. 
Many metaphors are more than figures of speech. They reflect basic bodily experiences and 
help to structure our thinking and experience of the world. 

Happy Is Up, Sad Is Down puts together 65 metaphors with research facts and applications in 
product and interaction design, information graphics, and advertising. Metaphors show how 
to use space and physical attributes to convey abstract concepts like time and importance, 
emotions and social relations and political ideas and ethical values. This book is meant to 
inspire designers and everyone curious about how the mind works.

Happy Is Up, Sad Is Down
65 Metaphors for Design

Authors

Jörn Hurtienne, Diana Löffler, Clara Hüsch, Daniel 
Reinhardt, Robert Tscharn, and Stephan Huber are a team 
of psychologists, designers, computer scientists, business 
consultants, and researchers who came together at the 
Chair of Psychological Ergonomics at Würzburg University. 

Hurtienne discovered his love for metaphors in 2004, 
drew others into this, and they have been studying their 
usefulness for design ever since. They have successfully 
used metaphors in the design of automotive user interfaces, 
websites, medical systems, robots, industrial controls, 
consumer goods, and augmented reality systems.

•	 The authors frequently  
speak at international conferences,  

conventions and seminars 

•	 Authors are teaching the subjects related  
to the book at the University of Würzburg.  

Other universities like TU Berlin,  
Uni Konstanz and University of Twente  

are offering courses on designing  
with metaphors

Info

May 2021
Hardcover
304 pages  
6 x 6⅜ inches
$ 24.99  
ISBN 978 90 6369 593 4
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9 789063 695859

ISBN 978-90-636958-5-9

•	 Builds on the success of the  
1st edition (12,000 copies sold) 

•	 A popular title for course adoption at 
universities around the world 

•	 To support the book’s use as a  
teaching resource, each method comes 

with a slide deck template, available  
for free on the accompanying  

website

Info

February 2021
Paperback  
224 pages 
23 x 19 cm
$ 45.00
ISBN 978 90 6369 585 9

Authors

Martin Tomitsch, Madeleine Borthwick, Naseem Ahmadpour, Clare Cooper, 
Jessica Frawley, Leigh-Anne Hepburn, A. Baki Kocaballi, Lian Loke, Claudia 
Núñez-Pacheco, Karla Straker, and Cara Wrigley are educators and researchers 
bringing together various design perspectives. 

All authors are either currently working at the University of Sydney’s Design Lab 
or are Ph.D. graduates from the Design Lab. At the University of Sydney, they 
teach courses on interaction design, creative technology, design thinking, design 
innovation, and strategic design. The book is brought to life by their collective, 
multidisciplinary expertise based on decades of teaching and using design 
methods in their research and practice across institutions. 

This book introduces the reader to the changing role of design as a way of thinking and a
framework for solving complex problems and achieving systemic change. It documents 80
methods that cover all stages of a design process, providing actionable guidance for
applying the methods across a range of projects. The methods are complemented by seven
case studies to demonstrate their application in different domains, from designing interfaces
for autonomous vehicles to addressing health and wellbeing. Free templates and resources,
available at designthinkmakebreakrepeat.com, make this a great resource for design
educators as well as practitioners leading workshops in their organization or looking for
inspiration to transform their practice.

In this revised edition, the authors look beyond the human-centered design paradigm and
provide an introduction to life-centered design. This extended focus is reinforced through
design methods for considering the broader ecosystem in which products and services are
used, including the use of natural resources, ethical concerns, and the long-term impact of
design decisions.

Design. Think. Make. Break. Repeat. 
A Handbook of Methods  

 Revised Edition
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Info

March 2021
Paperback with flaps
128 pages
8⅜ x 5⅞ inches
$ 19.99 
ISBN 978 90 6369 586 6

Author

Joost Roozekrans is a designer, creative director, and senior 
design lecturer based in the Hague, The Netherlands. 
He has worked as a design professional for 30 years in 
The Netherlands, United Kingdom, and China, with a focus 
on designing visual brand identities and design education. 
Currently, he is active as an independent designer, teaches 
design, and gives workshops for professionals.
Roozekrans worked as a senior designer for The Guardian 
newspaper and Studio Dumbar, where he became the 
creative team leader and eventually the creative director 
for the Shanghai office. He is the co-founder of two design 
studios: NLXL (The Hague) and SparkyTiger (Shanghai). 
Next to his work as a designer, he also lectured on branding 
and identity design in Shanghai.

How to Create Better Ideas gives insight in the design process and how to create better ideas 
with examples ranging from Precious Plastic to the Sheltersuit. It is divided into two sections: 
the right and left brain. The first part analyzes the general design process. The second part 
introduces six methods that teach you to create more and better visual ideas relevant for all 
design disciplines.

This is a book for anyone looking for a deeper understanding of the design process. It dives 
into design fundamentals, creativity, and the mentality and conditions needed to guarantee 
a productive design process. This book is for design educators and students as well as 
professionals looking for inspiration and even clients working with designers.

How to Create Better Ideas
Connecting the Left and Right Brain in the Design Process 

•	 The author will give lectures  
and workshops based on the content  

of the book 

•	 Provides six methods to create  
more and better design ideas
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9 789063 695873

ISBN 978-90-636958-7-3

Related

Notes on Design,
page 34

Info

February 2021
Paperback 
128 pages
7 x 4⅝ inches 
$ 17.99
ISBN 978 90 6369 587 3

•	 Very strong designer gift book 
potential 

•	 Written by highly respected  
authorities in the  

Dutch design industry 

•	 The authors are acclaimed keynote  
speakers and have spoken at several 

international conferences

Authors

Mieke Gerritzen is founder of The Image Society in 
Amsterdam. She was director of MOTI, Museum of the 
Image in Breda. As designer in the early 90s, she was 
involved with digital media initiatives like Waag Society and 
VPRO Digital. She belongs to the Dutch new media pioneers. 
She published 10 books and organized conferences and 
events, such as Me You And Everyone is a Curator in 2011. 

Geert Lovink is a media theorist, internet critic, and author 
of Networks Without a Cause (2012) and Sad by Design 
(2019). Since 2004, he is researcher at the School for 
Communication and Media Design at the Amsterdam 
University of Applied Sciences (HvA), where he is the 
founding director of the Institute of Network Cultures. 

In today’s world, everything is destined to be designed, which causes most design to disappear 
into the everyday. We simply do not see it anymore because it is everywhere. This is the 
vanishing act of design. At this moment, design registers its redundancy: our products, 
environments, and services have been comprehensively improved. Everything has been 
designed to perfection and is under a permanent upgrade regime.

Within such a paradigm, design is taken over by the capitalist logic of reproduction. But this 
does not come without conflicts, struggles, and tensions. The most obvious of these, is 
that design is constantly being replaced. However, our dispense culture prompts a yearning 
for longevity. The compulsion to delete brings alive a desire to retrieve objects, ideas, and 
experiences that refuse to become obsolete. Society is growing more aware of sustainability 
and alert to the depletion of this world. For the ambitious designer, it is time to take the next 
step: designing the future with a more holistic consideration and approach.

The book is a critical look at the design world with its various design disciplines and how these 
have developed in the past 10 years. Made in China, Designed in California, Criticised in Europe 
is for professional designers that care about design, the environment, and how we live.

Made in China, Designed in California, Criticised in Europe
Design Manifesto
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9 789063 695941

ISBN 978-90-6369-594-1

Info

May 2021
Paperback
192 pages
7 x 4⅝ inches
$ 17.99
ISBN 978 90 6369 594 1

•	 Engaging, narrative-style writing 

•	 Provides insights into the  
contemporary, often hybrid, practice of 

the multi-talented graphic designer 

•	 Includes a 10-step method to start  
a social relevant project

Author

Renate Boere is a research based graphic designer
for the cultural and social sector since 1995. From 2000, 
Boere has been working as a design teacher at several 
(inter)national art academies. 
From 2008, Studio Renate Boere have been initating 
research projects with a focus on how to solve complex 
social questions through design. Over the past years, 
Studio Renate Boere has won several Dutch, European, and 
International Design Awards.

Beyond Design, 
The Game of Social 
Solutions
page 13

The time has come in which graphic designers are playing an important role in rendering 
ever more complicated information transparent and understandable for a wider audience. 
To stress this urgency, Renate Boere dove head first in the world of project management 
lingo, confidentiality statements, copyright, complicated rights contracts, the search for 
stakeholders, and grant applications. This journey resulted in the “designer’s novel” Beyond 
Design, a lively first person account of one designer’s experience juggling the multi-faceted 
world of social design.

The story tells how Boere decides to take matters into her own hands by working on socially 
relevant design projects and how she learned the diverse skill sets needed to take it all on 
herself. An exciting and informative book that gives insights into the designer’s do’s and don’ts 
while working on projects from start to finish.

Beyond Design
Making Socially Relevant Projects Successful

Related

BIS Publishers’ first novel  on design
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Research  
centers

Such as International Research Institute for Climate 
and Society (IRI), International Food Policy Research 
Institute (IFPRI), International Centre for Theoretical 

Physics (ICTP)

Cultural 
institutions
Such as a theater, opera, music producer, concert 

hall, publisher, artist, gallery, museum, art academy, 
broadcast (radio/TV)

Wholesale 
& retail

Such as a supermarket, department store, 
do-it-yourself store, clothing store, pharmacy, 

shoppingmall, thrift shop, webshop

Tourism 
sector

Such as a tour-boat, camping, hotel, Airbnb, tourist 
information office, spa and wellness resort, travel 

organization, leisure center, amusement park, beach,  
city guide

Industrial 
companies

For the production of: food, textile, wood, paper, oil, 
chemicals, plastic, glass, metal, machinery, electrical 

appliances, shipbuilding, construction, furniture,  
car parts

Info

May 2021
Boxed set 
120 cards + 10 action cards
7 x 4⅝ x 1½  inches
$ 19.99 
ISBN 978 90 6369 595 8

Related •	 Very strong gift potential –  
especially combined with the book 

•	 Can be used as a valuable workshop tool 

•	 The author will be actively involved  
with the promotion, and has a  

background in promotion  
and design

Author

Renate Boere is a research based graphic designer
for the cultural and social sector since 1995. From 2000, 
Boere has been working as a design teacher at several 
(inter)national art academies. 
From 2008, Studio Renate Boere have been initating 
research projects with a focus on how to solve complex 
social questions through design. Over the past years, 
Studio Renate Boere has won several Dutch, European, and 
International Design Awards.

While writing the designer’s novel, Beyond Design, Renate Boere discovered 10 steps that 
can be taken in order to set up one’s own project. These steps allow designers to render 
complicated information transparent and understandable for a wider audience. Boere wanted 
to make this easily accessible and transformed these 10 steps into a game. 

Beyond Design, The Game of Social Solutions guides you to set up your own socially relevant 
design project. This game navigates you through the 10 steps of setting up a project based 
on your idea. Or if you do not have an idea yet, the game can also be used as a valuable 
brainstorm tool.

Beyond Design, The Game of Social Solutions

Beyond Design,
page 12
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‘Why	are	we	not	rebelling?’	asked	Peter	Lang	in	2018,	precisely	
fifty	years	after	May	1968.	That	cataclysmic	event	on	Parisian	streets.	
Lang was referring to life in the throes of design education and how 
intensely	bureaucratic	is	has	become.	‘We’re	getting	better	and	better	
at	defining	what	the	threat	is,	but	at	the	same	time	we’re	having	a	hard	
and	harder	time	trying	to	define	what	the	ways	of	resistance	should	be.’	
Lang’s	meditation	describes	our	position	in	creative	work	too.

This section of this book shakes the complacency we see at 
every	turn.	It	wonders	how	much	of	that	motionlessness	is	imposed,	
and	how	much	is	self-inflicted.	Here	is	your	permission	to	reconsider	
that	 online-everything	 approach	 to	 creativity.	 Your	 backing	 to	 do	
things	differently.	To	hold	onto	creativity	as	you	want	it	to	be,	when	
worlds	 around	you	 say	 it’s	 data,	 algorithms	 and	 analytics.	This	 is	 a	
call	 to	 prioritise	 enjoyment	 of	 life	 and	 unreasoned	 imagination.	An	
advocation	 being	 outside	 the	 norm	 and	 proud	 of	 it.	 Just	 because	
‘everyone’s	 doing	 it’	 doesn’t	 mean	 there	 is	 something	 there.	 If	 you	
prefer	otherwise,	 follow	 it.	To	vouch	 for	human	connection,	 in-real-
life,	and	take	an	altruistic	viewpoint,	is	radical.

Non-conformity	can	be	lonely	place.	Fear	not,	you	are	not	alone.		
You	 have	 comrades	 in	 doing	 things	 differently.	 Ask	 the	 questions	
nobody’s	 asking.	 Provoke	 the	 possibilities	 nobody’s	 touching.	 Give	
yourself	the	opportunity	to	fill	in	a	blank,	undo	the	inclination	to	seek	
external	confirmation.	You	got	this.

PART 
TWO: 
RESIS-
TANCE

PART 
Limit

TWO: RESISTANCE
Input 

P018 P019

STILL NOT 

LOVING
 

WORKAHOLISM

PART 
Fake

ONE: REALITY
Busy 

P014 P015

BUSYNESS.FM

Lamenting ‘crazy schedules’ or ‘desperately needing a 
vacation’	are	the	soundscape	of	busyness	as	status.	Non-brags	are	the	
songs,	and	guiltlessness	the	station.	To	be	deficient	is	leisure	is	not	an	
embarrassment,	it	is	a	sign	you	are	living	right.	

	‘How	are	you?’,	the	simplest	question	we	ask	one	another,	now	
as	commonly	answered	with	‘busy!’	as	it	was	a	flat,	thoughtless	‘good.’.	
This busyness is virtually never assumed to mean anything other than 
busy	with	paid	work.	We	could	of	course	be	busy	with	household	tasks	
or	something	more	hedonist,	but	it	is	safe	to	guess	the	unspoken	subtext	
is	 work-work.	We	 indicate	 this	 life	 well	 lived	 at	 every	 opportunity	
because	it	shows	us	as	ethical	people.	The	role	of	‘hard	work’	is	key	
in	making	us	a	‘good	person’.	Paid	work	is	tightly	bound	to	right	life.	
Busy	=	good	and	virtuous.	Not	busy	=	lazy,	slacker,	unwanted.

OPTING-OUT IS NOT AN OPTION

If	you	refuse	to	see	busyness	as	cool,	you	do	not	get	a	welcome.	
Being critical of the busyness status means you must be inadequate to 
it,	and	thus,	became	anti.	If	you	could	function	within	it	you	would.	
Clearly,	you	can’t	find	enough	work	or	you	aren’t	popular	with	friends.	
If you were ambitious you would have a drive to create constant side 
projects.	If	you	were	creative	you	wouldn’t	choose	not	to	create	as	much	
as	possible.	If	you’re	not	trying	to	be	busy,	there	must	be	something	
wrong.	 ‘…people	 dread	 idleness	 and	 desire	 busyness	 in	 search	 of	
meaning	and	motivation	in	their	lives.

Under	 the	hypnosis	of	 living	correctly,	Busyness	bleeds	from	
performance	 to	 reality,	 and	 back	 again.	 It	 gets	 used	 for	 status	 and	
provides the perfect cover for the inner turmoil of precarious worker-
life.	This	unique	form	of	turmoil

ME: Hi Nana, how are you?
GRANDMOTHER:  I’m keeping myself busy
	 –	2nd	December	2019.	Phone	call.

default	constitutes	us	as	part	of	the	movement,	challenging	the	present	
state	by	thinking	and	doing	things	differently.	How	do	you	expect	this	
to	happen	when	you’re	perpetually	distracted?	The	more	information	
you	consume,	the	more	your	mind	and	thoughts	are	influenced.	You’ll	
begin	 to	only	 react	 to	 things,	 rather	 than	birth	 them	yourself.	Away	
from	distraction	 is	where	 originality	 generates.	 This	 is	why	 getting	
away	from	that	stimuli-whirlwind	is	so	essential.	

VIGILANCE IS KEY

In	 the	 infosphere,	 the	 potential	 for	 new	 creative	 thinking	
becomes	muddied	with	the	sheer	barrage	of	inputs	you	are	receiving,	
other	people’s	voices,	aesthetics,	opinions	and	tastes	-	which	itself	was	
probably	rehashed	and	recycled.	Hello	homogeneity!	This	 is	 the	cult	
of	the	same,	an	environment	expert	at	feeding	itself	and	belching	out	
something	that	will	quickly	be	redigested	once	again.

Writing	on	the	art	of	self-preservation,	Nietzche	insisted	that	‘	
at times when I am deeply sunk in work you will see no books around 
me: I would guard against letting anyone speak or even think in my 
vicinity.’	 This	 is	 essential.	You	 need	 to	 cultivate	 a	 selectivity	 about	
what	you	let	in	and	how	much	of	it.	Besides	the	question	of	originality,	

life online triggers a comparison-reaction that more often results in 
feelings	of	inadequacy	than	boosting	of	self-belief.	Be	vigilant.

THE NECESSITY OF DEFENCE

Manning	your	boundaries	in	your	offline	space	and	protecting	
your	mind	when	online	both	 require	 radical	defence.	 It’s	 a	different	
kind	of	battle.	One	that	gets	easier	as	the	rewards	become	noticeable.	
It	does	not	take	long	to	feel	the	friction	start	to	subside,	to	feel	the	mud	
start	to	fall	away,	to	sense	that	the	curve	of	difficulty	has	become	less	
steep.	A	 levelling	 out	 occurs	 and	with	 it	 you	 start	 to	 see	 new	 ideas	
arrive.	 Suddenly	 different	 visions	 appear,	 visceral	 opinions	 emerge,	
exciting	 imaginings	 take	 flight.	 This	 is	 your	 new	 energy	 -	 and	 it	 is	
potent	 as	 hell.	Offline	may	 come	under	 siege	 but	 it	 is	 yours	 for	 the	
taking.

EVERY DAY

It’s	not	in	or	out,	nor	off	or	on.	It’s	an	everyday	radical	activity	
that	tunes	into	a	new	space.	Cracks	open	an	alternative.	This	is	how	to	
maintain	energies	–	the	soft	and	the	hard,	the	loud	and	the	quiet.	Use	
your	offline	to	manifest	what	you	know	you	can	do.	Or	what	you	want	
to	be	able	to	do.	It	already	lies	there.	Waiting.

  

When you’re creating your own shit, 
man, even the sky ain’t the limit. 
MILES DAVIS 

IS IT DIFFICULT TO DISCERN 
WHAT IS YOURS AND WHAT 
CAME FROM ELSEWHERE?

YOU ARE FULL OF NUANCES.
LIMIT YOUR INPUT.

DISTRACTING YOURSELF 
IS SELF-SABOTAGE.

RESTRICT STIMULI.
LIMIT INPUT.
UTILISE OFFLINE.

ATTACK THE WORLD
WITH A CRITICAL SENSIBILITY!
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1. WHAT ARE YOUR HOBBIES?
	 If	it	takes	you	longer	than	10	seconds	to	come	up	with	an	answer,	
	 that’s	too	long.	Reclaim	your	free	time. 

2. IS IT JUST ME OR…
	 ..	do	simply	the	words	‘social	media	strategy’	feel	old? 

3. BRAIN FOG IS BURNOUT
 When you sit down to a task and cannot separate your mind from
	 	scrambled	eggs,	that	is	a	sign	something	needs	to	change. 

4. SEARCH AND DESTROY
	 A	creativity	that	offends	middle	class	taste,	rather	than	appealing	to 
	 it.	That	is	what	we’re	looking	for.	Did	you	say	you	were	missing	a	 
	 hobby? 

5. WHY PR IS MADNESS 
 If	you	know	‘influencers’	buy	followers,	why	rank	their	‘influence’	
	 by	follower	count? 

6. LIFE IS AN OFFLINE PLATFORM
 Some	of	my	favourite	offline	platforms	include	life,	the	unforeseen	
	 delight	of	a	message	written	on	a	wall	(including	toilet	messages),	
	 book	exchanges	on	the	street,	the	sound	of	wind	outside	the	window,	
	 abandoned	grocery	lists,	hidden	notes	on	bar	coasters,	real	life	
	 conversations,	clothing,	and	faces. 

IT’S ALL MARKETING:
Recognising Reality 
and Living with Ourselves 

Being contrarian towards classical advertising is easy for 
creative	workers.	Clearly	our	work	is	above	that.	

Let’s	get	real,	it’s	all	marketing.
Marketing	 is	 the	 bedrock	 of	 the	 business,	 the	 cornerstone	 to	

making	a	living	from	‘creative’	pursuits.	Its	twin	directives	of	appeal	
(cool	 job)	and	return	(making	a	 living)	may	 take	 infinite	shapes	and	
forms,	some	more	subtle	 than	others,	but	 they	are	always	there.	The	
recognition of this is often painful as it touches on the deep horror of 
‘selling	out’,	a	verdict	that	we	are	quick	to	give,	but	slow	to	suspect	of	
ourselves.	We	identify	closer	with	being	artists,	not	advertisers.

EVERYTHING IS MARKETING 

Everything	 is	marketing,	 but	 creative	 labour	will	 continue	 to	
masquerade	as	anything	other	than	this.	After	all,	this	skit	is	necessary	
to	convince	creators	that	their	art	deserves	to	be	underpaid,	that	their	
expectations	should	remain	low,	and	that	 they	should	be	grateful	for	
any	 job	 they	 can	 get.	 Recognising	 ‘everything	 is	 marketing’	 is	 the	

‘I’m curating line-ups for festivals.’ 
‘I’m defining the visual language.’ 
‘I’m guiding the gallery’s publishing arm.’ 
‘I’m Head of Communication.’ 
‘I’m not living in Mad Men, this is cultural 
material we’re making here.’

first	step	to	seeing	through	this	charade.	Not	only	are	we	selling	out,	
we’re	 buying	 in.	 Jon	Monbiot	 tackles	 this	 discomfort	 in	 a	 piece	 for	
the Guardian aptly titled ‘Sucking Out Our Brains Through Our Eyes: 
Advertising	 trashes	 our	 happiness	 and	 trashes	 the	 planet.	 And	 my	
income	depends	on	it.’	In	its	final	paragraph	the	writer	acknowledges,

Like	 a	 form	 of	 class	 anxiety,	 we	 would	 prefer	 to	 fall	 under	
the much critiqued ‘Creative Class’ than anything associated with 
the	 square	 suits-and-ties	 world	 of	 advertising.	 Despite	 disliking	
advertising’s	‘normie’	non-cultural	reputation,	there	may	be	a	form	of	
acknowledgement	that	this	denial	is	missing	out	on.	I	don’t	mean	the	
social	acceptance	of	their	‘real	 job’,	I	mean	the	financial	recognition	
that	creative	work	so	commonly	lacks.	Perhaps	if	we	were	not	afraid	
to	attach	our	work	 to	marketing,	 the	work	we	do	would	be	asserted	
in the same category as those with explicit Marketing or Advertising 
titles,	and	thus	deserving	of	 the	same,	higher	remuneration.	Instead,	
we	settle	for	empty	but	cooler-sounding	titles,	a	false	sense	of	greater	
moral	good	from	our	work,	and	social	‘cred’	as	pay.

Reflecting	on	her	time	working	in	Silicon	Valley,	former	tech	
worker	Anna	Weiner	describes	a	similar	situation,

Quick to identify as artists or creatives before uttering ‘ad 
agency’,	how	do	we	live	with	the	reality	of	‘it’s	all	marketing’	when	it	
conjures	such	unease?	Creativity	has	been	co-opted	and	exploited	as	a	
means	to	sell	products,	fuel	gentrification,	and	strengthen	capitalism’s	
pathologies	–	to	name	just	a	few	of	its	achievements.	Anarchist	activist	
artist	Cindy	Milstein	grapples,	‘Our	rebellious	ad	busting	has	become	
indistinguishable from advertisements employing rebellion-as-sales-
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“I detest this poison, but I also recognise that I am becoming more 
dependent on it. As sales of print editions decline, newspapers lean even more 
heavily on advertising. Nor is the problem confined to the commercial media. Even 
those who write only for their own websites rely on search engines, platforms 
and programmes ultimately funded by advertising. We’re hooked on a drug that is 
destroying society.”

At the beginning, I bought into the industry’s stories about itself: its 
exceptionalism and moral superiority, its vision for a new and better world. I 
thought the industry was the future, and it felt really good to participate. After a 
while, though, this mentality started to show fault lines. I had a lot of questions, 
and qualms, about the endgame. Core values started to seem really pernicious. 
The idea that your economic output is equal to your value as a person, or to your 
value in society, is both pervasive and dangerous. ‡1

Related

Info

March 2021
Paperback with flaps 
160 pages
7⅛ x5¾ inches
$ 17.99
ISBN 978 90 6369 578 1

Author

Jess Henderson (pseud.) is a writer, theorist, and 
creative strategist. In 2017, at the age of 26, they 
founded Outsider – an insider-activist platform within 
the creative industries. Beginning as a subversive e-mail 
newsletter, Outsider has grown to garner a cult-following 
around the world with their anonymous writings, 
research, publications, experimental workshops, and 
offline-only events. 
Henderson is a fellow of the Institute of Network 
Cultures in Amsterdam and speaks about offline 
creativity around the world – including at NYCxDesign 
week, Parson’s Strategic Design Conference, the DuPho 
Awards, and Us by Night Festival.

Offline Matters is a handbook of radical strategies for today’s creative worker. The guide blows 
open the true state of today’s creative work where digital solutions are doctrine, overwork 
culture results in burnouts, and ideas are churned out into depressing marketing noise.

We are dreaming of offline and not in the sense of a romanticized past, a punishment, a quick
detox, or a WiFi-free café. Because being ‘offline’ is not a lifestyle, it’s a space of possibility.

A wake-up call for the digital age, Offline Matters is pro-flourishing rather than anti-technology. 
Take this countercultural ride through an offline-first approach to creative work. From ideas 
that unlearn the limiting habits of most workplaces, to insider advice on avoiding clichés, and 
reducing digital overwhelm. The book offers practical thoughts for a creative life that refuses 
to conform.

Sharp, intelligent, and subversive, this book is an essential resource for any creative
professional. 

Offline Matters
The Less-Digital Guide to Creative Work

“Offline Matters is a much 
needed take-down of the whole ‘cult  

of creativity’ from the inside. This rattle  
gun attack on the perniciousness of the 

creative digital work will leave you aghast  
and amused in equal measure” 

–Oli Mould, author of Against Creativity 

•	 Written under the pseudonym  
Jess Henderson, who is also  

the founder of the cult-offline  
creativity platform  

Outsider 

The Book of Do-ness,
page 39
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COINCIDENCE OR NOT? 
 
Sometimes when face-to-face with an artwork, you 
can get the feeling can that you are not only looking 
at something but also part of that something. This 
could be a coincidence. Or worse: you are but an 
artist’s plaything. Is this what this man is feeling as 
he gazes at Not to be Reproduced by the Belgian 
surrealist Magritte? Magritte was inspired by the 
mystery that lurked in everyday life. And in this 
case, real life transcends the riddle-like painting. 
After all, doesn’t the observer with his matching 
suit and haircut look remarkably like the man in the 
picture? Could it be the same man, 30 years older, 
revisiting his portrait? In this way the observer 
gives an extra dimension – and mystery – to the 
painting. Where does reality end and the painting 
begin? This is very much a Magritte question. And 
once again proves that art often shines the most 
when in the presence of an observer. 

16 17

22

INSTAGRAMMABLE 
 
Are these museum visitors posing in front of an exhibition 
of art candy? Or is it an attraction park? Those familiar 
with Andy Warhol’s flowers and bananas or Jeff Koons’ 
inflated balloon dogs may have doubts. Since isn’t this 
fifteen minutes of pop art fame at its best? The Museum 
of Ice Cream is a wonderland of interactive galleries 
devoted to scoops and sundaes, with everything adorned 
in millennial pink. Designed to be Instagrammed, the 
museum is a hit. Anyone looking for play, liveliness and 
social interaction in a museum will immediately feel at 
home. But if you’re also looking for depth and a challenge, 
this is not the place for you. Some see Instagrammable 
museums as diminishing to the appreciation for classic 
museums. But pleasure and depth don’t have to be trade-
offs. What the Museum of Ice Cream primarily reflects is 
the importance of entertainment and interaction for 
visitors – something art museums can learn from.

6 7

AT THE POOLSIDE 
 
In Leandro Erlich’s Swimming Pool, you can walk along the bottom of a pool of 
water without getting wet. Fantastically being able to walk and breathe 
underwater must appeal to the imagination of most any human. The playfulness 
this work generates among museumgoers is cheerful, even contagious.  
It matches Erlich’s idea that art only really functions in its use by the public. 
‘Without people, the work is not complete.’

This piece unmistakably falls into the increasingly popular category of ‘art you 
can walk through’. To call it photogenetic is an understatement; it’s a huge 
Instagram hit. However, by transforming everyday spaces into absurd situations, 
the artist also wants to make us think about the reality around us. ‘My work is 
just as real as the rest of your reality’, Erlich notes, hinting at deeper meanings 
than just optical illusion. But what that entails exactly is something very few 
seem to ponder. We enjoy immersing ourselves in this work physically, and 
rightfully so. But intellectually we safely stay at the side of the pool.

20 21

RES DOLORE TEM AS
Ut aut dolorpore eum eumende riscide ribusaniae acea cus magnimperum quo dolut 
estiam fuga. Nam quo voluptusam quis et omnis magnam voluptam enem erspis con 
repudaeria prae solupiet debis quid et ut magnam haribus molorio dolliquas dusa qui 
blaborepudae sequo tem lia nobis velestrum net voluptur sim estia quae pe dolupta 
dolorpo ssersperore, voluptam cus alibear ciatur mi, occaboreium quas eiciet etur, odio 
tem as dolorior simendunt optiorio dolorrum volores as moloritas maio. Feriam esto de 
nitaquid quuntius ad est aut plique rerspicit quam endisitas dipitae dolo officil. 
Imendam re, diempost vid coerfenam dum comnium sentiem furiam pore facia nonc 
maxim mus conficae des.
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VELIQUA SULTIUMENA 
 
Ut aut dolorpore eum eumende riscide ribusaniae acea cus magnimperum quo dolut 
estiam fuga. Nam quo voluptusam quis et omnis magnam voluptam enem erspis con 
repudaeria prae solupiet debis quid et ut magnam haribus molorio dolliquas dusa qui 
blaborepudae sequo tem lia nobis velestrum net voluptur sim estia quae pe dolupta 
dolorpo ssersperore, voluptam cus alibear ciatur mi, occaboreium quas eiciet etur, 
odio tem as dolorior simendunt optiorio dolorrum volores as moloritas maio.

Info

April 2021
Paperback with flaps 
192 pages 
7⅞ x 6¾ inches
$ 19.99 
ISBN 978 90 6369 590 3

Related

How to Be a Better 
Tourist,
page 39

•	 Visualizes contemporary  
trends, such as immersive art  

exhibitions, Instagram museums,  
booming art fairs and experience- 

hungry millennials 

•	 Previous book How to Visit an Art  
Museum is a bestseller (25,000 copies sold) 

•	 The author is a frequent keynote  
speaker and has spoken on  

conferences such as MuseumNext  
and ClassicalNEXT 

Author

Johan Idema is a passionate promoter of innovation in 
the art world. He works as a cultural entrepreneur, writer, 
and director for the foundation Art Public. Idema is the 
initiator of, among others, the theatrical art exhibition 
The Big Art Show and the award-winning classical music 
app Wolfgang. He was awarded an oeuvre prize as ‘New 
Radical’, in the Netherlands, where Idema is based.

Is there anything more entertaining, inspiring, and instructive than observing art? Yes, there 
is, watching an audience interact with it. This book may forever change your approach to art, 
urging you to always consider both the work and the response. Because, ultimately, artists 
create, but we – the audience – complete the work.

A Spectator Is an Artist Too is a visual essay about human behavior around art: what happens 
when we are confronted with something immensely beautiful, challenging, or puzzling? 
Art historians only study objects, but how these objects are received, is also worthy of our 
attention. 

This book also captures how art museums are changing, as they draw increasingly diverse 
audiences. The way museumgoers respond to art is becoming more casual, creative, but also 
more swift or even banal. This momentum is increased by a whole new breed of Instagram 
‘museums’ worldwide, attracting experience-hungry, selfie-loving millennials with exhibitions 
defined by their Instagrammability.

A Spectator Is an Artist Too
How We Look at Art, How We Behave Around Art

How to Visit an 
Art Museum,
page 39

9 789063 695903

ISBN 978-90-6369-590-3
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You 
ain’t 
fully 

dressed 
if you 
don’t 

wear a 
smile

60

and the effort of the people that have made that skirt. So, I know my 
own taste, and that actually, I never wear skirts. Many people have 
said clever things about this. Pioneering fashion designer Vivienne 
Westwood says it best: ‘Buy less, choose well and make it last. In 
fact, don’t buy this collection at all.’ 

At nearly every workshop or lecture I give, it turns out that everyone 
wears about 20% of their wardrobe 80% of the time. We need to 
bring this more into balance. Being sustainable with your clothes, 
bags, shoes and jewellery is also about much more than buying new 
things. It’s about second-hand, swapping and sharing, repairing, 
washing and recycling. People sometimes think that most doors 
close if you want to be sustainable, that you aren’t allowed any-
thing anymore. But actually, all kinds of doors open: you discover 
new stores and brands, as well as possibilities. You have a lot more 
freedom, you no longer have to buy and wear everything the regular 
fashion chains want. Great! But what can you wear? And how do 
you find it? That’s what this chapter is about. 

euros is the minimum wage 
in the garment industry in 

Bangladesh, what they need 
to live from is around 

294 euros – so this is 20%
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85
million trees on average  

are cut down each year to 
make fabric (30% of which  

are from primary forests  
and threatened areas)

10%
the percentage of the total 

CO2 emissions caused by 
the fashion industry 

(in comparison: the aviation 
industry is responsible 

for 2.5%)

228 229

If you’re into exercise too, here some suggestions.
» Need sport shoes, a hockey stick, skis or 
skates? Take a look at second-hand, there are 
plenty of people who try a sport, but don’t enjoy 
it, or for some other reason don’t use their equip-
ment. I actually buy all my sport shoes on sites 
such as eBay.
» Jogging, cycling, yoga, working out in the park; 
everything you don’t need a lot of electricity or 
equipment for is a gain.  
» Increasingly more sport brands use recycled 
materials, for instance plastic bottles or fishing 
nets. Especially in the field of outdoor sports, a 
lot’s already available. Patagonia (see p. 230) is a 
pioneer, they go beyond recycling and also work 
on labour rights, nature conservation and animal 
rights. Vaude is also active in the areas of working 
conditions and environment, through membership 
of Fair Wear Foundation among other things. In the 
guide you’ll find more brands, including Houdini, 
MEC, Klättermusen, Paramo, Rapanui, Röhnisch 
and United by Blue. Girlfriend Collective is a cool 
yoga and leisurewear label made of recycled ma-
terials, that celebrates diversity and real shapes. 
O’Neill is collaborating with Pharrell’s Bionic Yarn 
on swimwear made of plastic waste. It’s still only a 

fraction of the collection but will hopefully become  
more. In the surf world more and more’s happe-
ning to protect the sea and beach. Icon Kelly  
Slater has started his own conscious brand and 
increasing numbers of boards and wetsuits are 
becoming more sustainable. Female-run brand 
Swish Suits makes eco-wetsuits (for women) – see 
p. 233 for more. There’s also a growing number of 
swimwear brands made from recycled materials,  
such as AURIA, Mara Hoffman (stylish fashion 
too), Shapes in the Sand, Summerlove, Woodlike 
Ocean and so on.
» Does your sport club have a canteen? Maybe 
you can help them transition to organic snacks or 
local ingredients? Is lots of paper used or waste  
not yet separated? They might not really have 
thought about it, and doing things differently may 
save money.
» Switching to green electricity is a step in the right 
direction, and perhaps savings are possible? Do 
the lights stay on when nobody’s on court? Do 
they have LED lighting, good insulation or maybe 
a roof that’s perfect for solar panels? Dutch in door 
ski-centre SnowWorld for example has mounted 
eight-thousand solar panels to their locations. Try 
asking around at the club – who knows, there may 
be experts among the members, or people who 
work at sustainable companies, and they can help. 
Sustainable Clubs is focused on the UK, but on-
line you’ll find general information (and an energy  
calculator for your club). Green Sports Alliance 
aims to make sport more sustainable. 
» A growing number of sport and yoga clubs are 
trying to be more aware of sustainable issues. Ask 
about it if you want to become a member and look 
around online – if clubs realise that they can diffe-
rentiate themselves and attract more clients, it’ll 
only trigger more improvement.  
» Your club can also have a profound social im-
pact. Maybe those on a minimum income can 
join for nothing, refugees are welcome, or sick 
children be given an unforgettable day? Bene-
fit tournaments for a charity or participating in a 
sustainable activity are fun, increase the sense of 
community and help the world.
» Check whether balls or equipment, that schools 
or refugee centres would be able to make use of, 
are thrown away at your club. Do you have to or 
want to stop playing your sport? Give away your 
clothes and accessories, sell them or donate them 
to a thrift store.

‘Realise that the adventure starts as soon as you step out the front door. You don’t always 
have to go far to have wonderful experiences. If you don’t see it here, you won’t see it on 
the other side of the world either. The only thing you’ll bring home, is the story that you’ve 

been. Discover your own back garden. Don’t fill up your weekend, but use the time between 
5 in the evening and 9 in the morning. Choose another route and another mode of transport 
to get from home to work. Stimulate your mind. Be open for new things and take your time. 

Embrace the slow lifestyle and discover how small things can be grand and compelling.’ 

Natasha Bloemhard, editor in chief Salt Magazine
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litres of water per minute is what you use less, if you replace 
your old shower head with a water-saving one  

hours a day, our 1.1 billion cars are doing nothing23
11.5

less often, employees with a healthy eating pattern report in sick27%

INTRODUCTION

Greed is one of the major causes of poverty. Perhaps ultimately 
the biggest. If we take more than our share, less remains for eve-
rybody else – or even too little. I can be quite greedy, I must admit. 
There are moments I catch myself taking the biggest slice of cake, 
the best part of the Saturday newspaper or the nicest spot by the 
window. Not terribly bad, and quite human, but it shouldn’t become 
too much. Especially as it turns out that sharing often makes me 
happier. Giving is at least as fun as getting.

Living and working pretty much concern our entire life. Many people 
are either at work or at home. In between, of course, with friends, 
at the theatre or at school, but these places also often have a roof. 
Everything costs energy, central heating’s everywhere, everyone has 
to shower, water’s in everything, we all cook, use devices all day, 
clean (okay, that’s only sometimes in my case), buy things, create 
waste, travel from A to B and back again or simply lounge in the 
garden or on the balcony, we want pets and work we enjoy – and 
so constantly influence our surroundings and the environment. And 
that’s good news, because we can then also direct this the right 
way.

Whichever way you look at it, it’s all about constantly making choi-
ces. Choices that appear minor have immediate, major influence. 
There’s just so many of us. And we’re far from all-knowing, so deci-
sions are often difficult and sometimes nearly impossible. But don’t 
let this stop us – debating about it is more important than mindless 
consumption. And that’s so tempting, but we actually need to try 
and break the habit. You probably recognise that difference be-
tween what you think or believe and what you actually do. But that’s 
precisely it! It’s about changing our behaviour and feeling reward 
for the better decision. And this shouldn’t be difficult anymore, as 
it’s often more fun and gratifying than what you were doing before. 
I prefer cycling to sitting in the car, I feel fitter and more alert at 
18.5°C than at 22, and I enjoy cooking with leftovers (because I’m 
just lazy). I’m sure you’ve got similar things.

In the Paris Climate Agreement, 195 countries agreed that the aver-
age temperature on earth may not rise more than 2°C compared to 
pre-industrial levels, and the emission of greenhouse gases must 
therefore be restricted. As I’m writing this, Dutch parliament is adop-
ting a motion to close all coal power-plants in the Netherlands by 
2020. So, it’s going in the right direction. But it’s time to let ac-
tions speak louder than words. Here are tips to protect our shared  
home – the earth – from human influence as well as we can. Let’s 
make it happen!

devices on average 
are constantly using power 
in an American household, 

even if they appear to be 
turned off – putting 16 billion 

euros onto the energy bill 
every year

50 

is the expected growth 
in worldwide energy 

consumption till 2040 
(that’s like an extra China 

being added)

28%

104 105

Let’s focus on 
the pay gap, not the 

thigh gap
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Try something else
Rinsing with water only seems to work very well 
for some hair types, or using products such as 
vinegar, soda or oil. The internet is full of sugges-
tions – olive oil masks to moisturise, for instance.

Non-toxic dyeing
Want to dye your hair? Avoid the standard pro-
ducts containing toxins, such as ammonia, peroxi-
de, formaldehyde, phenyl diamine and coal tar. 
There are few alternatives that truly achieve the 
same result (maybe natural henna), so you could 
consider dyeing less often (deep breath). Is that 
grey really that bad? 

Use less
Nowadays, we’re using five or six hair products a 
day, including mousse, gel, prep, spray, wax etc. 
Less is better and none is best, something like that.

Natural brands
Choose brands such as Intelligent Nutrients, 
Oway, John Masters Organic or Less is More (and 
find a green hairdresser) – see the guide at the end  
of this chapter. 

Nails and Varnish

If someone has a top tip for strengthening nails, 
then I’d love to hear it. I’ve had brittle nails that 
break easily my entire life – it doesn’t matter what 
I do: change my diet, take vitamins... This is why I 
like to wear nail varnish, as it looks better and the 
layer reinforces them a bit. It’s probably not the 
best thing for your body: even if you choose brands 
that don’t contain certain substances, you’re still 
applying something that sticks so well it stays on 
for days. While you shower, do the washing up or 
work out. Nail polish can’t actually be made com-
pletely without synthetic ingredients (yet). Just be-
cause there are less toxins in it, doesn’t mean it’s 
natural (and the substances may also end up in 
you or the environment). So if you go for it (my 
favourite is sky blue), keep this in mind:

— Make sure it’s at least ‘5-free’ (and preferably 7 
or 10-free): that it contains no toluene, DBP (dibu-
tyl phthalates), formaldehyde, formaldehyde resin 
and camphor (and no parabens, but that’s already 
quite the norm).

— Don’t apply out of habit: your nails also need 
rest (and you’ll then of course use less).

— Make sure you have a good base, making it 
less easy for the substances to enter your blood-
stream. Your varnish will stay on longer, too. 

— Keep your nail varnish in the fridge, it’ll stay ap-
plicable for longer. Mix with a basecoat or topcoat 
if it’s become too thick.

— Choose better brands such as Floss Gloss, 
Kester Black or Kure Bazaar (see the guide for 
more).

Free tip. Healthy eating, drinking enough water, 
sleeping well, little stress and lots of laughter  

is said to have the best effect on your appearance. 
Nothing shop-bought can compete.
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founded by forerunners Orsola de 
Castro and Carry Somers in the wake 
of the Rana Plaza factory disaster on 
April 24th, 2013. Annually organises 
activities on that date; on the site, 
you can find information and tips. 
Publish a Transparency Index about 
major players.
fashionrevolution.org

Fur Free Alliance
Makes people aware of the animal 
cruelty caused by fur, works to 
ensure that people no longer buy or 
wear fur and politics take measures 
against the industry. Tips, info and a 
list of fur-free brands and stores.
furfreealliance.com / furfreeretailer.com

Good On You
Australian app that rates the sustain-
ability of over 1,000 fashion brands. 
Also offers deals on labels that score 
well, the possibility to approach 
brands and a blog.
goodonyou.eco

Magnifeco
Blog, podcast, book and events 
about eco fashion and sustainable 
living. Brand profiles, emerging 
design ers and innovative develop-
ments.
magnifeco.com

Make it last
Stylish Swedish sustainable fashion 
blog, focusing on timeless quality, 
redefining modern luxury and smart 
choices.
makeitlast.se

Mochni
Well­curated blog with brand profiles, 
interviews, do’s and don’ts, green 
beauty guide and ingredient list,  
travel guides, a glossary and more.
mochni.com

Sustainably Chic
Stylish, comprehensive blog about 
sustainable fashion, eco lifestyle 
and clean beauty, full of lists, tips 
and profiles (bags, care, living, kids, 
etc.) and an overview of other blogs, 
podcasts and publications.
sustainably-chic.com

Wardrobe Crisis 
Clare Press is Australian Vogue’s 
sustainability editor-at-large, ethical 
fashion advocate and journalist; has 

written various books on the subject 
and hosts podcast series Wardrobe 
Crisis.
clarepress.com

AND ALSO
anniinanurmi.com /  
consciouschatter.com / 
ethicalwriters.co / garbagepilestyle.
com / mygreencloset.com /  
peta.org/living/fashion / remake.
world / sustainabilityinstyle.com / 
theecoedit.co.uk

Certification and organisations
apparelcoalition.org / bcorporation.
net / bkaccelerator.com /  
circle-economy.com /  
ec.europa.eu/environment/ecolabel / 
eco-age.com – see also p. 021 / 
ecofashionweek.nz / 
ecofashionweekaustralia.com / 
ethicalclothingaustralia.org.au / 
ethicalfashionforum.com / fairmined.
org / fairtrade.net / fairwear.org / 
fashionforgood.com / global-standard.
org / greenfashionweek.org / 
oeko-tex.com / made-by.org / 
naturtextil.de / redressdesignaward.
com / responsiblemining.net / 
thecircle.ngo / wfto.com

>> More? The chapter 6 guide fea tures 
websites and initiatives with information 
about a sustainable lifestyle. 

GREEN KIDS

Stores

BÖF
Copenhagen + webshop (Den)
Wide selection of timeless basics 
from small, independent brands. The 
international webshop is categorised 
according to material.
boefboef.com

Mamaowl
webshop (UK)
Beautiful children’s fashion made of 
organic materials.  
mamaowl.net

Brands

Disana
This brand was one of the first to 
receive GOTS certification for their 

products, and produces in Germany. 
Washable diapers, and children’s 
clothing made of organic cotton and 
mulesing-free wool. 
disana.de

ManyMonths
Finnish label with woollen basics that 
grow with your children: the Adventurer 
size fits from 1 to 2.5 years old.
manymonths.com

Milk and Masuki
Childrenswear with graphic animal 
prints for kids from 0 to 8 years of 
GOTS­certified cotton. Also offer 
other sustainable children’s brands in 
their webshop and physical store in 
Bowral, Australia.
milkandmasuki.com

Mini Rodini
An ode to the creativity and imagina-
tion of children. Made of sustainable 
materials and the Swedish brand is 
member of Fair Wear Foundation.
minirodini.com

Nature Baby
Shops and webshop in New Zealand 
with complete range of clothes, care 
products and furniture for the little 
ones.
naturebaby.eu

nOeser
Every Dutch nOeser collection is 
made from organic cotton, and in 
addition to the plain basics, there are 
beautiful prints, often animal themed. 
Almost everything is unisex.
noeser.eu

POPUPSHOP
Cool Danish children’s clothing 
(and swimwear), much in grey and 
black and featuring photographic 
prints. The organic cotton is grown 
in Turkey, where the clothes are also 
made. They now have a GOTS- 
certified collection and bright swim-
wear for women too. 
popupshop.com

Renting children’s clothes
Don’t buy, but rent – it’s possible in 
increasingly more countries, such as 
via vigga.us (Den), happykiddo.be 
(Bel) or bebethreads.myshopify.com 
(UK).
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THE DUTCH WEED BURGER

Mark Kulsdom (1976) is chief 
everything and co-founder of 
The Dutch Weed Burger.

How do you want to change our food and the 
industry? 
‘The Dutch Weed Burger is a 100% plant-based 
burger concept, enriched with seaweed. We also 
make other products and have a restaurant. Sea-
weed is a plant full of nutrients, such as proteins, 
amino acids, minerals and vitamins. It’s a source of 
protein that’s relatively simple to grow, with virtu-
ally no waste, misery and pollution. The difference  
with the old, animal-protein industry is enormous.  
We want everyone to know and taste that plant- 
based food’s an enrichment for your culinary world.  
It’s a fully-stocked kitchen providing you with every-
thing you need.’

What are your tips for people who want to eat 
(more) plant-based? 
‘Buy a few good vegan cookbooks and get stuck 
in. Plant-based eating is so much more than sa-
lads, lentils and beans, although these can be pre-
pared deliciously too. Run through one with your 
partner or room-mate during breakfast, decide 
who’s going to make what and compile a list so 
you know what you’ve got to get. You may sud-
denly end up eating soccas with fried asparagus,  
onion and garlic – a dish you’ve never made be-
fore. Allow yourself to be surprised and don’t think:  
I must be a vegetarian from now on and can’t have 
anything anymore. But rather, think: I’m going to 
eat plant-based food as often as possible. This 
way, you keep true to your intention and don’t 
have to feel guilty if you don’t always completely 
manage.’

What really needs to change about the way 
we approach food and animals?
‘We must learn to acknowledge and appreciate 
animals. Many animals play a really important role 
in maintaining a healthy ecosystem. The ocean 
supplies more than 70% of our planet’s oxygen. 

Exploit or decimate species, as we’ve unfortuna-
tely been doing for the last seventy years, and you 
create acute danger for the continuation of our 
own race. Insanely short-sighted. Animals don’t 
deserve to die prematurely in a slaughterhouse, 
after a life of suffering in the bioindustry. It’s time 
to put this misery behind us. Live and let live.’

What annoys you?
‘People’s inattentiveness when it comes to the 
simple things. Like turning your moped’s engine 
off when waiting to pick up a friend, and if you do 
still smoke, not flicking the filter into the gutter. It’s 
just so incredibly dumb and irritating when people 
are so lazy and spoil it for the rest.’

Do you have a hero?
‘My hero is Gerrit Jan van der Veen. He was a 
sculptor and became one of the leaders of the re-
sistance in the Second World War. I find it fasci-
nating when people revolt against injustice and am 
curious about what drives them. Gerrit was almost 
entirely apolitical before the war, but he felt he had 
to do something and went for it completely. I find 
that very admirable.’

Around half of Europeans want more animal-friendly products in the shops. 82% think farm 
animals should be treated better, and nearly two-thirds want more information. Sweden is 
frontrunner in terms of how many people are willing to pay extra for more animal-friendly 

products (93%). 

SLOW FOOD

The slow-food movement is a response to fast-food addiction. Food should taste good and be made 
without harm to environment, animal wellbeing and health, and producers should receive fair compensa-
tion. Diversity, growing locally and contact between farmer and customer is important. You can become 
a member of Slow Food International, which has many local branches and organises activities.
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Info

February 2021
Paperback
288 pages
9⅛ x 6¾ inches
$ 29.99
ISBN 978 90 6369 588 0

 

•	 Sustainability and  
global warming are important  

and ongoing topics 

•	 The hardcover edition 
 is a bestseller  

(30,000 copies sold worldwide) 

•	 The book gets a lot of social media  
attention due to its stylish design 

•	 It has received many  
international  

reviews

Author

Marieke Eyskoot is a sustainable fashion and lifestyle 
expert, she puts contemporary and conscious living 
on the map. Eyskoot is a sought-after speaker,  
presenter, and consultant, and co-founder of  
international fashion trade show MINT. With almost 
20 years of experience, she has an extensive global 
ethical network. She is featured in several top-women 
lists and was nominated as Amsterdam Citizen of the 
Year. For the media, Eyskoot is the go-to person for all 
things sustainable.

This is a Good Guide – for a Sustainable Lifestyle
Revised and Paperback Edition

“The sustainability bible.“ 
– Glamour NL

This is the definitive and comprehensive guide for what you can do about climate change and 
how to contribute to a better world. It contains international lists of go-to shops, beautiful 
brands, inspiring insights, surprising facts, and useful solutions. Through in-depth interviews 
with leading pioneers, such as Livia Firth, Green Kitchen Stories, and Katharine Hamnett, you 
will find exactly what you need to live a more sustainable life. After all, doing good and feeling 
good at the same time: does it get any better than that?

This revised edition is the newly updated version of the international bestseller This is a 
Good Guide – for a Sustainable Lifestyle (30,000 copies sold worldwide). All stores, brands, 
addresses, and initiatives are up-to-date with new shops and labels added. The book has extra 
interviews and revised facts and figures.
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•	 Aid to creatives, from students  
to professionals in the industry 

•	 Author is accomplished both in  
Fine Art and Graphic Design 

•	 Very strong gift book potential  
for all creatives

Info

September 2020
Paperback
192 pages 
8⅜ x 5⅞ inches 
$ 19.99
ISBN 978 90 6369 597 2

Author

Gemma Lawrence is an artist and designer working and 
living in the UK. She graduated from the Univeristy of 
Brighton with a degree in Fine Art Painting.

Creative Block is a book set out to ruffle feathers, get you out of your ruts, and start those 
creative juices flowing. Focussing on creative process and theory, it is filled with over 100 
tasks to get your head into a conceptual and creative space, encouraging experimentation, and 
playfulness in art. 

Ideal for artists, industry creatives, and individuals who simply want to delve deeper into their 
own creativity. This book helps to improve your process and technique when approaching 
art, in all its forms. Intriguing, fun, and challenging, Creative Block will have you distorting, 
abstracting, morphing, reinventing, and, above all, leaving the box behind. 

Creative Block
Over 100 Tasks to Get Your Head Into a Creative Space
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April 2021
Boxed set 
99 cards + booklet
6⅛ x 5⅜ x 1⅝ inches
$ 19.99
ISBN 978 90 6369 580 4

•	 This game is suitable for a  
broad audience. It can be used by  

individuals, but also by companies and 
schools looking to explore social  
structures and personal identity 

•	 Conversation starting game that is  
designed around visualizations

Author

Studio Lisa is owned by Lisa den Teuling, who is a visual 
concept developer from the Netherlands. After completing 
an education in fashion, she studied International Lifestyle, 
resulting in a Bachelor of Arts. For six months during this 
bachelor’s degree, she attended an art school in Vilnius 
(Lithuania) as part of an exchange program. Inspired by her 
passion for illustrating and her experiences in Vilnius, she 
started her own company called Studio Lisa.  
As a self-taught artist, Lisa mastered a variety of different 
styles and techniques throughout the years. This resulted 
in not only making her personal artwork versatile and 
innovative, but it also enables her to work successfully for 
clients. 

Imagine Me is a game that enables players to talk about the complicated and intimate subject 
of identity in a playful and accessible manner. This is done by using visualizations, instead of 
words and questions, to start an (open) conversation. The various cards are displayed in order 
to create a moodboard representing your identity.

The game consist out of 99 cards, each card has an authentic illustration that represents a 
particular trait. The cards are divided into three groups; Personality Traits, Character Traits and 
Color Traits. The goal of this game is to compile and build a collage consisting out of 7 cards 
that represent your, or someone else’s Visual Identity.

The game can be played in various environments to uncover different social structures, for 
example, in a professional setting, at school, or during a fun evening with friends and family. It 
can also be a helpful tool in the process of self-development as it is possible to play the game 
alone.

Imagine Me
Visualising Your Identity 
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See, hear or experience any of these Bullshit Buzzwords and mark
them o�! Play this card if you’re living your best single life but can’t
face being the only single person at the couples’ dinner any more.

MY DATE
OFFERED

ME A
SPACE
CAKE

(74)

THEY
ACTUALLY
LOOKED

LIKE THEIR
PROFILE
PICTURE

(21)

WAS MY
2ND COUSIN

(26)

I STAYED
AT HOME

(1)

AWKWARD
CHEEK KISS

(33)

MENTIONED
HAVING A

THREESOME
(65)

MEAT
SWEATS

(12)

WE DRANK
BOOZE

IN A PARK
(7)

GAVE ME
THE HORN

(44)

LOOKED 
LIKE

USHER
(85)

MY EX
WAS AT

THE SAME
VENUE

(1)

THEY
TOUCHED
MY BUM

(5)

BROUGHT
PARENT/

 GUARDIAN
(13)

WORE AN
ANKLE

TAG
(62)

THEY
STOLE MY
WALLET

(55)

WE GOT
TATTOOS

(25)

 GOT A
2ND DATE!

(100)

PETROL
STATION

FLOWERS
(23)

DIDN’T
CALL ME

BACK
(38)

SEXUAL
TENSION

(19)

WANTED
TO SHARE

FOOD
(-15)

“I THINK
I LOVE
YOU”

(30)

ENDED IN
HOSPITAL

(25)

THEY HAD
JUST COME

FROM
ANOTHER

DATE
(75)

BULL
SHIT

T H E

FIRST
DATE
C A R D
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IMPOSTER
SYNDROME

(33)

BEING TOLD
TO “JUST 
BREATHE”

(1)

SELF-DOUBT
(13)

OPENING UP
ABOUT IT

(77)

SWEATY
PALMS

(17)

PANIC
ATTACK

(30)

NOT 
SLEEPING

(31)

WRAPPING
UP IN A

BLANKET
(21)

BETA
BLOCKERS

(7)

WISHING  
INVISIBILITY 

CLOAKS
WERE REAL

(30)

OVER
THINKING

ABOUT
OVER

THINKING
(32)

PROCRA-
STINATING

(5)

BEN & 
JERRY’S
BINGE

( 19)

DISNEY
MOVIES 

(50)

FEELING
ALONE

(1)

ACTING
FINE

(10)

NOT 
ACTING

FINE
(30)

NOT 
KNOWING

WHY YOU’RE
ANXIOUS

(10)

THERAPY
OVER
ZOOM

(19)

CATASTRO-
PHISING 

(23)

CHRONIC
STRESS

(39)

FORGETTERY
FOR A

MEMORY
(68)

SELF-
SABOTAGE

(13)

BULL
SHIT

CRUSHED
CHEST

(40)

See, hear or experience any of these Bullshit Buzzwords during
a month of living with anxiety and mark them o�! Play this card if
you’re anxious by nature and want to see how bad you’ve got it.

T H E

ANXIETY
C A R D

BS Bingo for print_July 20.pdf   15   20/07/2020   12:43 PM

LOVE HANDLES
(42)

COMPLAIN-ING ABOUTNEIGH-
BOURS

(25)

IGNORINGBIRTHDAYS
(43)

BISCUITS
(5)

RED
WINE

BEFORE
BED
(47)

ADDING
SALT TO
EVERY-
THING

(20)
BUYINGA MOTOR-
BIKE
(35)

NO CREDITCARD DEBT
(44)

SELLINGA MOTOR-
BIKE

(1)

TELLS
THE BESTBEDTIMESTORIES

(100)

FIRST
TATTOO

(51)

ELABORATE FACEBOOK CAPTIONS
(22)

VOTINGCONSER-VATIVE
(17)

SPORADICBLADDERCONTROL
(6)

CREAKY 
BITS

(7)

MAKING ANOISE WHENYOU STAND
(15)

EVERYTHINGHURTS
(20)

INCREASINGTHE TEXTSIZE ON
YOUR

PHONE
(12)

FALLINGASLEEP ONTHE SOFA
(63)

YOU DON’TGET THEDIFFERENCEBETWEEN SNAPCHATAND TIK TOK
(35)

VHS PLAYERIN THE ATTIC
(16)

HAIRY
EARS
(24)

HOT
FLUSHES

(22)

BULL
SHIT

FARTINGOPENLY
(1)

See, hear or experience any of these Bullshit Buzzwords on a day

you’re feeling particularly old and mark them o ! Play this card if

 you want to feel justified for being a grumpy twat.

T H E
GETTING

OLD
C A R D
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STARTS

WRITING

A BOOK

(10)

PANICKING

ABOUT

PAYING

RENT

(25)

CV_LATEST

(33)

CV_LATEST

_FINAL

_FINAL

(55)

BECOMING 

NOCTURNAL

(27)

PEOPLE

ASKING

WHAT YOU

DO ALL

DAY
(27)

ANXIETY

(35)
YOU

COMPLETED

NETFLIX

(22)

LINKEDIN

SUDDENLY

BECOMES

IMPORTANT

(4)

STARTED

GARDENING

(20)

GETTING

IN SHAPE

(22)

NOT

MISSING

THE RAT

RACE

(52)

JOB

INTERVIEWS

(14)

FOUNDED

A START-UP

(65)

MOVES

BACK IN

WITH

PARENTS

(1)

ACCEPTS

TEMP JOB

WITH

FAMILY

MEMBER

(25)

APPLY FOR

JOBS WELL

BENEATH

ABILITY

(20)

ATTEMPTED

TO BRIBE THE

INTERVIEWER

(10)

LEARNING

A LANGUAGE

(18)

COUCH

SURFING

(23)

DEPENDING

ON FRIENDS

(46)

MORE TIME

WITH KIDS

(47)

REALISING

IT’S THE BEST

THING

THAT EVER

HAPPENED

TO YOU

(52)

BULL

SHIT

CV
(2)

See, hear or experience any of these Bullshit Buzzwords while

unemployed and mark them o�! Play this card if you’re sans occupation

and need a break from applying for jobs that are clearly beneath you.

T H E

UNEMPLO
Y-

MENT
C A R D

BS Bin
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Bullshit Bingo is the 1-player party game that transforms the BS of everyday life into a party  
for 1. By encouraging people to gamify real life, it offers a refreshing reminder not to take life 
too seriously. The game is a bit like therapy, but way less expensive. 

With 21 tearable and single-use cards, Bullshit Bingo is the perfect companion to life’s most 
generic occasions: weddings, the gym, first dates, vacation, parenting, break-ups, death, 
turning 30, Hollywood movies – you name it.

Author

Sandy McIntosh is an advertising writer, whose work has 
been featured in Adweek, Huff post, Grazia, and Vogue. 
Dad of 2 and husband of 1, Sandy went to 9 different 
schools growing up. As the perpetual ‘new kid’, it is fair 
to say that he struggles making friends. Hence this 
game.

•	 Very strong gift potential 

•	 The author has an extensive  
background in branding & marketing  

and will be actively involved with  
the promotion 

•	 Expansion packs are planned,  
enabling repeat business from  

existing customers

Bullshit Bingo
The 1-Player Party Game 

Info

April 2021
Boxed set + dauber
20 cards
7⅜ x 6⅜ x 1 inches
$ 17.99
ISBN 978 90 6369 582 8
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ognising that all the different theoretical 
perspectives on the paradoxical duality of 
play represent a certain tension between 
the orderly and the unruly as shown by 
Figure 1. 

While being based on a well-established 
cross-disciplinary academic body of 
knowledge, this approach makes for a sin-
gle general perspective on play that aims 
to be accessible and useful to play design-
ers by reducing the theoretical complexi-
ty to a model that fits the practice of play 
design as shown in Figure 2.

Understanding the Playful  
Tension Perspective

Based on the above, the Playful Tension 
perspective proposes that play is charac-
terised by its unique capability to allow 
for the state of the orderly and the state 
of the unruly to co-exist by bringing these 
opposites together and creating tension. 

In an orderly state, we feel safe and ca-
pable but it may be trivial and mundane, 
while in the state of the unruly, we feel 
in danger and incapable and it may be 
scary for us. In general, we try to live 

Figure 2: Playful Tension Model

PLAYFUL
TENSION

          Calm · Certain 
    Collaborative 
         Conform 
      Controlled 
   Directed · Easy 
 Familiar · Known 
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Orderly · Peaceful 
Planned 
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our lives in the state of the orderly know-
ing what will happen next and what we 
should do. We create appointments in 
our calendar, we follow the rules of traf-
fic and we interact with one another ac-
cording to social conventions. From an 
evolutionary perspective, we arguably 
seek the orderly because it increases our 
chances for survival. We find ourselves 
in the state of the unruly when things go 
wrong, when accidents happen or when 
we are in a situation that we are not 
equipped to handle. At best, this feels 
uncomfortable and, at worst, we are run 
over by a truck. 

As much as we want to stay in a state of 
the orderly, the state of the unruly will 
present itself sooner or later, so we have 
to prepare ourselves somehow. This takes 
us back to the state of play. In play, we 
are able to create an experience where 
we allow ourselves to be surprised and to 
throw ourselves at new challenges while 
keeping the experience harmless, as play 
enables the orderly and the unruly states 
to co-exist. 

Play is both orderly and unruly by nature. 
Too much of one or the other, and the 
play experience will come to an end. If an 
experience is too orderly, we know what 
will happen next, we know exactly what 
to do, there is no chance of failure, op-
tions are limited. If an experience is too 
unruly, we don’t understand what is go-
ing on, we become insecure and genuine-

ly scared, behaviour seems irrational, the 
situation is incomprehensible, options are 
overwhelming. As a play designer, your 
job is to help people sustain this dou-
ble-sided nature of play trying to make 
sure that the scales don’t tip too much in 
favour of one or the other. The aim is to 
achieve and sustain a critical point of en-
tropy, or what we may call playful ten-
sion.

In this perspective, you may think of 
a play experience as trying to hold two 
magnets that are repelling one another 
close together. It creates the powerful 
force or tension (that equals the central 
play area in Figure 2), but we must ex-
ert effort to maintain this tension, or the 
magnets will slip away from each other. 
This promotes a view of play as being a 
volatile state that requires considerable 
effort to sustain by the players. As play is 
inherently in danger of breaking down at 
any moment, it takes both skill and effort 

 

“Play is characterised by its 
unique capability to allow for the 
state of the orderly and the state 
of the unruly to co-exist by bring-
ing these opposites together and 
creating tension” 

60

vide opportunities for meaning-making 
through stories or scenarios, creativity, 
fantasy play, but also for social interac-
tion, negotiating and sharing practices.

We will illustrate the potential of digital 
play environment explaining an interac-
tion scenario with the GlowSteps. Glow-
Steps (Valk et al. 2013b) is an open-end-
ed, interactive play environment that 
consists of interactive tiles that react with 
light output on the player’s actions. 

In this scenario, Lisa comes up with the 
goal of stepping on the green light. She 
also mentions the rule that stepping on 
the ground is not allowed. The scenario 
shows competitive play (Lisa and Dave 
trying to be the first to step on the green 
light and Mike obstructing them) and 
cooperative play (Lisa cheering for Dave 
when he catches the green light).

‘Lisa and Dave are playing with Glow-
Steps. Lisa points at the green light: “We 
have to step on green!” She jumps over the 
tiles towards the green light. Dave runs 
over the floor and is faster at the light 
than Lisa. “You’re out”, she says. “You 
are not allowed to touch the floor”. Dave 
shrugs his shoulders but does not protest. 
After a while, their friend Mike joins them.

He likes to obstruct Dave and Lisa. Dave 
makes a diversion and tricks Mike. He 
cheers and Lisa shouts: “Yes!” when Dave 
jumps on the green light’.

The Lenses of  

Play As a Design Tool
The Lenses of Play approach is a design 
framework that provides a set of lenses 
that play designers and facilitators can 
use in thinking about play solutions. The 
Lenses of Play is a card-based design tool, 
consisting of a total of twenty-six cards 
that provide design knowledge.

Play can be seen from various perspec-
tives. These can all be inspirational and 
informative. In design, it is good to switch 
from one perspective to the next to ex-
amine how to develop a well-balanced 
interactive solution that is suitable for the 
context and user groups and is appealing 
for a longer period. 

The five play lenses include:

1. Open-ended play. This perspective is 
related to properties of play such as 
the amount of structure that is provi-
ded, whether (end) goals have been 
defined, to what extent the rules are 
fixed, and the flexibility to allocate 
meaning to the play activity. It descri-
bes the space between more rule-ba-
sed activities (also called Ludus) 
and free play (also called paidia). 
This lens is grounded in game theory 
about rules that can be more defined 
in the mechanics (such as in chess) or 
emerging from its (physical) properti-
es, such as in the case of toys (Valk et 
al. 2013). 
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2. Forms of play. This lens is informed 
by different types or forms of behavi-
our that children and adults can enga-
ge in. Different forms of play include, 
constructive or creative play, pretend 
or socio-dramatic play, physical or ac-
tive play and play with provided and 
invented rules. This lens is grounded 
in child development, game and play 
theories (Bekker et al. 2014a). 

3. Stages of play. This perspective 
addresses the fact that play can go 
through three different phases. How 
does play start and how does it end? 
The first stage is related to conside-
rations about how play contexts can 

invite players to start playing. The se-
cond stage of exploration covers how 
players slowly discover the opportu-
nities for play, such as how to incor-
porate different objects, players and 
storylines. The third stage includes 
how a play environment can provide 
more complex interactions between 
players, objects and meaning; where 
players become fully immersed in the 
interaction. This lens is grounded in 
communication and interaction the-
ories and models (Valk et al. 2015).

4. Playful experiences. This lens ad-
dresses play from the user experience 
perspective. It supports the designer 

Figure 1: Glowsteps

Our globalizing world, with interconnected societies 
and worldwide cooperation and with migration and 

ever-increasing digitization, brings together a complexity 
of cultural groups that need to live together. Consequently, 
it confronts designers with the challenge of facing cultural 

diversity in design. This book offers a detailed overview 
of both theory and practical methods to become culture 

sensitive in the 21st century design culture. 

Author: Annemiek van Boeijen | 160 pages |
9⅛ x 7½ inches | Flexicover | $ 45.00 |  
ISBN 978 90 6369 561 3

Culture Sensitive Design

Presents an overview of product design approaches and 
methods used in the Bachelor and Master curriculum at 
the Delft University of Technology. Due to its complexity, 

designing requires a structured and systematic approach, 
as well as moments of heightened creativity. The 

methods and techniques are each described in a practical 
one-page text, illustrated for further clarification, and 

enriched with further reading suggestions.

Authors: Annemiek van Boeijen, Jaap Daalhuizen 
and Jelle Zijlstra | 224 pages | 10⅛ x 7⅞ inches | 
Flexicover | $ 45.00 | ISBN 978 90 6369 540 8

Delft Design Guide
Revised Edition

The effect play can have on participants and 
surroundings can be extremely effective. This book 

provides operational design guidelines on how to find 
strong balances in the making of specific play-based 

designs as well as how to involve users and stakeholders 
in the process of play design making. This book provides 

frameworks and theories at a more operational level.

Authors: Sune Gudiksen and Helle Skovbjerg | 
192 pages | 9⅞ x 8⅜ inches | Paperback | 
$ 45.00 | ISBN 978 90 6369 572 9

Framing Play Design

What is inspiration? Can there be a method for finding 
inspiration? This book is both a guide to and a source 
of inspiration. Designing involves individuality and a 

systematic approach, which we may apply consciously or 
subconsciously, depending on the project. The 5D-method 
for inspiration is an incisive little tool that you can use in 
any design process. It takes away the fear of starting a 

new project. 

Author: Alexandra Martini | 240 pages |  
8⅞ x 7⅜ inches | Paperback | $ 45.00 | 
ISBN 978 90 6369 573 6 

Inspired by Method
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This book explores ways to create a project that focuses 
on accessibility. It is a reminder that serves as a checklist 

for those who design everyday spaces we live in. It is a 
random (but not too random) collection of indications to 

make cities more accessible. We are not alone and as 
long as we take this into consideration, we will design 

welcoming, inclusive, and functional spaces. 

Author: Baires Raffaelli | 160 pages |  
6 x 4¼ inches | Paperback | $ 16.99 |
ISBN 978 90 6369 571 2 

The Fast Guide to  
Accessibility Design

Authors: Paulina Larocca and Tony Ibbotson | 
112 pages | 9⅛ x 7½ inches | Paperback | 
$ 24.99 

This book helps us to more easily spot the “holes” in 
our thinking. The book shows how you can deliberately 

orchestrate personal and professional breakthroughs, but 
it does not promise creative enlightenment. Yet, it does 
provide detailed guidance on what you can do to prime 

your brain for more discoveries that can encourage your 
creative enlightenment.

The Holey Bible

Author: Jan Karel Mak | 160 pages |  
7⅛ x 5¾ inches | Paperback with flaps | 
$ 16.99 | ISBN 978 90 6369 569 9

This edition in the Think Like a Pro... series displays the 
wonderful world of engineers. This bundle of insights 
shows why no one can hold you responsible for the 

impact of gravity, what Gerrit Rietveld can teach you about 
going against the flow, that Donald Trump says more than 
you think, and how Netflix goes beyond binge-watching. 

This book is for anyone who wants to broaden their 
horizons.

Think Like an Engineer,  
Don’t Act Like One

Author: Ana Bender | 6⅛ x 4¾ x 1¼ inches |
Boxed set | 65 cards | $ 24.99 | 
ISBN 978 90 6369 568 2

This kit a four-step process for creating content strategy. 
Each stage contains a set of cards with methods, 

content types, platforms, and tools. The deck of cards 
is made for content professionals and non-specialist 

to ideate, test, and solve content problems. It provides 
a helpful visual structure to ease communication in 

planning alone, with your team, and clients. 

Creative Content Kit
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SMALL TALK

In what way do 
you look like 

your mom or dad 
even though you 

don’t want to?

What would you 
still like to learn?  

DEEP DISH

What’s the  
biggest thing 

you have  
accomplished in 
your life (so far)?  

What do you 
think people 

will say at your 
funeral?

PRIVATE MATTERS

Have you ever 
broken the law? 

What did you 
do?

What does being 
dependent mean 

to you?  

a chocolate river  
runs through your garden

your socks come out of the laundry 
all sorted

you can teleport you get to have a robot butler you have a magic tap that contains 
all the drinks you want 

you get to pick your own dreams  

For this happy edition, we have only selected positive 
dilemmas. The kind that put a smile on your face, but 

that also cause heated debates and feisty duels. One way 
to play the game is to create difficult dilemmas for the 

other players and to become the Dilemmaestro. The other 
option lets you play in teams and you have to try to guess 
what your teammates will choose. It is a way to really get 

to know your friends and family!

Lay Your Cards on The Table consists of 60 cards with 
conversation starters. Choose questions from 3 different 

categories and you will be having great conversations 
in no time. You can start the conversation by randomly 

asking or answering some of the questions or, if you 
need some more guidance, you can use the game rules. 

Although in the end, there really is just one rule: Whatever 
is discussed at the table, stays there! 

Make creative connections and have fun. This memory 
game is made of visual connection sets. The idea is 

simple and based on the theory that by enhancing your 
ability to see connections, you can enhance your creativity. 

So, the main goal is to find two matching cards that are 
visually connected. The photographs on the cards are 
observational art photos, which helps the players see 

things in new and unexpected ways.

Asking questions makes us human, it helps us to 
establish connections, learn, and transform. This book 

puts the spotlight on the craft of asking questions. Learn 
the ropes from all walks of life, such as Socrates, a 

hairdresser, Einstein, a helpdesk employee, Lao Tse, and 
a police detective. Full of practical tips and fun facts. 

Turn your focus to the other person, ask questions, listen 
better, and in the end: learn more.

Author: Dilemma op Dinsdag | 65 cards |
5¼ x 3⅞ x 2 inches | boxed set | $ 19.99 |
ISBN 978 90 6369 564 4

Author: Een van de Jongens |  
4¾ x 3⅜ x 1⅝ inches | boxed set | 60 cards | 
$ 19.99 | ISBN 978 90 6369 565 1

Authors: Dorte Nielsen and Katrine Granholm |  
5⅞ x 3 x 2 inches | boxed set | 50 cards | $ 19.99 |
ISBN 978 90 6369 563 7

Authors: Els Dragt and Jeroen Timmer | 
144 pages | 7⅛ x 5¾ inches | Paperback | $ 19.99 | 
ISBN 978 90 6369 562 0

Dilemmarama - The Happy EditionLay Your Cards on the Table

Dare to Ask Creative Thinker’s Connection 
Memory Game
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Dilemmarama the Game: 
The Happy edition |
Concept: Dilemma op 
Dinsdag | 64 cards in a 
box | 5¼ x 3⅞ x 2 inches | 
$ 19.99 | 
ISBN 978 90 6369 564 4

Don’t Buy This Book |
Authors: Donald Roos and  
Anne de Bruijn  | 
160 pages |  
8½  x 5¾ inches |  
paperback | $ 19.99 |  
ISBN 978 90 6369 537 8

Fizz |
Authors: Barbara Serulus 
and Elise van Iterson | 
paperback | 144 pages |  
8½ x 6⅛ inches | $ 19.99 |
ISBN 978 90 6369 544 6

Linjaa |
Concept: Renske Solkesz
80 cards in a box |  
4¾ x 4¾ x 1¼ inches | $ 19.99 |  
ISBN 978 90 6369 503 3

Highlighted Gift
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Pregnancy Cookbook |  
Author: Pascal Rotteveel | 
hardcover |  112 pages |  
9⅞ x 7⅞ inches | $ 24.99 | 
ISBN 978 90 6369 548 4

How to Be a Better Tourist | 
Author: Johan Idema |
hardcover  | 144 pages |  
7⅛ x 6 inches | $ 17.99 |
ISBN 978 90 6369 493 7

The Empathy Game | 
Authors: Saskia Herrmann 
and Jorik Elferink |  
boxed set | 4¾ x 6 x 1¼ 
inches | 150 cards |  
$ 24.99 |
ISBN 978 90 6369 524 8

My Photography Toolbox |
Concept: Rosa Pons-Cerdà  
and Lenno Verhoog |  
72 cards in a box |  
4⅝ x 3¼ x 1¾ inches | 
$  19.99 |
ISBN 978 90 6369 504 0 
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Visual Thinking |
Author: Willemien Brand |
144 pages |  
9⅞ x 8⅜ inches |
paperback with flaps | 
$ 24.99 | 
ISBN 978 90 6369 453 1 

Know Your Onions:  
Corporate Identity | 
Author: Drew de Soto |
200 pages | 8⅜ x 6 inches | 
paperback with elastic 
band | $ 19.99 | 
ISBN 978 90 6369 539 2

Visual Doing |
Author: Willemien Brand |
144 pages |  
9⅞ x 8⅜ inches |
paperback with flaps |  
$ 24.99 | 
ISBN 978 90 6369 499 9

The Secret of the Highly 
Creative Thinker | 
Authors: Dorte Nielsen  
and Sarah Thurber | 
paperback | 192 pages | 
9¼ x 6⅛ inches | $ 19.99 | 
ISBN 978 90 6369 532 3
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Branded Protest |
Authors: Ingeborg Bloem and 
Klaus Kempenaars | paperback 
with flaps | 208 pages | 10¾ x 7⅛ 
inches | $ 45.00 | 
ISBN 978 90 6369 541 5

How to Survive the 
Organizational Revolution | 
Authors: Ard-Pieter de Man, 
Pieter Koene and Martijn 
Ars | paperback with flaps 
| 216 pages | 8½ x 7 inches 
| $ 45.00 |  
ISBN 978 90 6369 521 7

Delft Design Guide Revised Edition | 
Authors: Annemiek van Boeijen, 
Jaap Daalhuizen and Jelle Zijlstra |  
flexicover | 224 pages |  
10⅛ x 7⅞ inches | $ 45.00 | 
ISBN 978 90 6369 540 8

Good Services |  
Author: Lou Downe | 
paperback | 224 pages |  
7¾ x 5⅛ inches | $ 23.00 |
ISBN 978 90 6369 543 9
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Author(s): Deepika Jeyakodi and
Mirjam Ros |
136 pages | 7⅞ x 6¾ in |
Paperback | $45.00 |
ISBN 978 90 6369 520 0

9HSTAQD*gjfcaa+
Visual Thinking
Author(s): Willemien Brand |
144 pages | 9⅞ x 8⅜ in |
Paperback with flaps | $24.99 
|ISBN 978 90 6369 453 1

9HSTAQD*gjefdb+
Visual Thinking
Workbook
Author(s): Willemien Brand |
32 pages | 11½ x 8⅜ in |
Paperback | $12.99 |ISBN 
978 90 6369 511 8

9HSTAQD*gjfbbi+
Visual Doing
Author(s): Willemien Brand |
144 pages | 9⅞ x 8⅜ in |
Paperback with Flaps | $24.99 
|ISBN 978 90 6369 499 9

9HSTAQD*gjejjj+
Visual Doing
Workbook
Author(s): Willemien Brand |
32 pages | 11¾ x 8⅜ in |
Paperback | $12.99 |ISBN 
978 90 6369 500 2

9HSTAQD*gjfaac+

How to Create Better
Ideas
Author(s): Joost Roozekrans |
128 pages | 8⅜ x 5⅞ in |
Paperback with Flaps | $19.99 |
ISBN 978 90 6369 586 6

9HSTAQD*gjfigg+
The Secret of the 
Highly Creative 
Thinker (paperback)
Author(s): Dorte Nielsen and Sarah 
Thurber |
192 pages | 9¼ x 6⅛ in |
Paperback | $19.99 |
ISBN 978 90 6369 532 3

9HSTAQD*gjfdcd+
Creative Thinker’s
Exercise Book
Author(s): Dorte Nielsen and Katrine 
Granholm |
112 pages | 9½ x 7½ in |
Paperback | $19.99 |
ISBN 978 90 6369 438 8

9HSTAQD*gjedii+
Little Creative 
Thinker’s Exercise 
Book
Author(s): Dorte Nielsen and Katrine 
Granholm |
112 pages | 9⅛ x 6½ in |
Paperback | $17.99 |
ISBN 978 90 6369 491 3

9HSTAQD*gjejbd+
The Divergent and 
Convergent Thinking 
Book
Author(s): Dorte Nielsen |
152 pages | 9⅞ x 5 in |
Triangular hardcover | $17.99 |
ISBN 978 90 6369 439 5

9HSTAQD*gjedjf+

Creative Content Kit
Author(s): Ana Bender |
65 pages | 6⅛ x 4¾ in |
Boxed set | $24.99 |
ISBN 978 90 6369 568 2

9HSTAQD*gjfgic+
75 Tools for Creative
Thinking
Author(s): Menno Huisman and
Wimer Hazenberg |
75 pages | 5⅛ x 3¾ in |
Boxed set | $24.99 |
ISBN 978 90 6369 275 9

9HSTAQD*gjchfj+
Don't Buy this Book
Author(s): Anne de Bruijn and
Donald Roos |
160 pages | 8½ x 5¾ in |
Paperback | $19.99 |
ISBN 978 90 6369 537 8

9HSTAQD*gjfdhi+
Don’t Read This Book
Author(s): Donald Roos |
160 pages | 8½ x 5⅝ in |
Paperback | $16.99 |
ISBN 978 90 6369 423 4

9HSTAQD*gjecde+
Don’t/Do This - Game
Author(s): Donald Roos |
156 pages | 7⅛ x 3⅝ in |
Box with sleeve | $19.99 |
ISBN 978 90 6369 484 5

9HSTAQD*gjeief+

Offline Matters
Author(s): Jess Henderson |
160 pages | 7⅛ x 5¾ in |
Paperback with Flaps | $17.99 
|ISBN 978 90 6369 578 1

9HSTAQD*gjfhib+
When the Box is the
Limit
Author(s): Walter Vandervelde |
192 pages | 7⅞ x 6¾ in |
Paperback | $35.00 |
ISBN 978 90 6369 512 5

9HSTAQD*gjfbcf+
Pitching Ideas
(paperback)
Author(s): Jeroen van Geel |
128 pages | 8⅜ x 5¾ in |
Paperback | $19.99 |ISBN 
978 90 6369 529 3

9HSTAQD*gjfcjd+
Dare to Ask
Author(s): Els Dragt and Jeroen
Timmer |
144 pages | 7⅛ x 5¾ in |
Paperback with flaps | $16.99 |
ISBN 978 90 6369 562 0

9HSTAQD*gjfgca+
Creativity +
Author(s): Paulina Larocca |
60 pages | 7⅞ x 4 in |
Flipboard | $19.99 |
ISBN 978 90 6369 488 3

9HSTAQD*gjeiid+

Creative Personal
Branding
Author(s): Jürgen Salenbacher 
|
228 pages | 8½ x 5⅝ in |
Paperback | $19.99 |
ISBN 978 90 6369 315 2

9HSTAQD*gjdbfc+
Get Agile!
Author(s): Pieter Jongerius, Anton
Vanhoucke and Anna Offermans |
176 pages | 8⅜ x 5⅞ in |
Paperback with flaps | $35.00 |
ISBN 978 90 6369 302 2

9HSTAQD*gjdacc+
Blue Is the New Black
Author(s): Susie Breuer |
232 pages | 9⅛ x 7 in |
Paperback With Key Dates Calender
Insert | $45.00 |
ISBN 978 90 6369 340 4

9HSTAQD*gjdeae+
Event Design
Handbook
Author(s): Roel Frissen, Ruud 
Janssen and Dennis Luijer |
204 pages | 8⅜ x 8⅜ in |
Paperback | $45.00 |
ISBN 978 90 6369 434 0

9HSTAQD*gjedea+
Worlds of Wonder
Author(s): Erik Bar and Stan
Boshouwers |
272 pages | 10¾ x 8⅜ in |
Paperback with Flaps | $45.00 
|ISBN 978 90 6369 464 7

9HSTAQD*gjegeh+
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Augmenting Alice
Author(s): Galit Ariel |
256 pages | 9⅞ x 8⅜ in |
Hardcover | $45.00 |
ISBN 978 90 6369 470 8

9HSTAQD*gjehai+
Made in China, 
Designed in California, 
Criticised in Europe
Author(s): Mieke Gerritzen and Geert 
Lovink |
128 pages | 7 x 4⅝ in |
Paperback | $17.99 |
ISBN 978 90 6369 587 3

9HSTAQD*gjfihd+
Notes on Design
Author(s): Kees Dorst |
208 pages | 8¾ x 6 in |
Paperback | $19.99 |
ISBN 978 90 6369 465 4

9HSTAQD*gjegfe+
Strategic Design
Author(s): Gerda Gemser, Giulia
Calabretta and Ingo Karpen |
228 pages | 7½ x 9½ in |
Paperback with Flaps | $45.00 |
ISBN 978 90 6369 445 6

9HSTAQD*gjeefg+

Make Design Matter
Author(s): David Carlson |
160 pages | 7⅛ x 4¾ in |
Paperback with flaps | $16.99 |
ISBN 978 90 6369 304 6

9HSTAQD*gjdaeg+
Beyond Design
Author(s): Renate Boere 
|192 pages | 7 x 4⅝ in |
Paperback | $17.99 |
ISBN 978 90 6369 594 1

9HSTAQD*gjfjeb+
Beyond Design: The
Game of Social 
Solutions
Author(s): Renate Boere |120 
pages | 7 x 4⅝ in |
Playing cards | $19.99 |ISBN 
978 90 6369 595 8

9HSTAQD*gjfjfi+
The Designer As…
Author(s): Steven McCarthy |
248 pages | 9½ x 7 in |
Paperback with flaps | $45.00 
|ISBN 978 90 6369 292 6

9HSTAQD*gjcjcg+
Design Transitions
Author(s): Joyce Yee, Emma
Jefferies and Lauren Tan |
224 pages | 9½ x 7 in |
Paperback with flaps | $45.00 
|ISBN 978 90 6369 321 3

9HSTAQD*gjdcbd+

Transformations
Author(s): Emma Jefferies, Joyce
Yee and Kamil Michlewski |
376 pages | 9¼ x 6⅛ in |
Paperback | $45.00 |
ISBN 978 90 6369 457 9

9HSTAQD*gjefhj+
Products That Flow
Author(s): Siem Haffmans, Ed van
Hinte and Marjolein van Gelder |
128 pages | 10⅛ x 7⅞ in |
Paperback | $45.00 |
ISBN 978 90 6369 498 2

9HSTAQD*gjejic+
Products That Last
Author(s): Conny Bakker, Ed van
Hinte and Marcel den Hollander |
128 pages | 10⅛ x 7⅞ in |
Paperback | $45.00 |
ISBN 978 90 6369 522 4

9HSTAQD*gjfcce+
Sustainist Design
Guide
Author(s): Michiel Schwarz and
Diana Krabbendam |
144 pages | 9¾ x 7 in |
Paperback with flaps | $19.99 |
ISBN 978 90 6369 283 4

9HSTAQD*gjcide+
Connect
Author(s): Sabine Wildevuur, Dick 
van Dijk and Thomas Hammer-
Jakobsen |
192 pages | 7⅞ x 6 in |
Paperback with flaps | $45.00 |
ISBN 978 90 6369 331 2

9HSTAQD*gjddbc+

Designing for the
Common Good
Author(s): Kees Dorst |
216 pages | 7½ x 9½ in |
Paperback with flaps | $45.00 
|ISBN 978 90 6369 408 1

9HSTAQD*gjeaib+
Designing With and 
Within Public 
Organizations
Author(s): Andre Schaminee |
208 pages | 9⅞ x 7⅞ in |
Paperback | $45.00 |
ISBN 978 90 6369 497 5

9HSTAQD*gjejhf+
The Politics of Design
Author(s): Ruben Pater |
192 pages | 7 x 4⅜ in |
Paperback | $16.99 |
ISBN 978 90 6369 422 7

9HSTAQD*gjecch+
Culture Sensitive 
Design
Author(s): Annemiek van Boeijen 
and Yvo Zijlstra |
160 pages | 9⅛ x 7½ in |
Flexibind | $45.00 |
ISBN 978 90 6369 561 3

9HSTAQD*gjfgbd+
Happy Is Up, Sad Is 
Down
Author(s): Jorn Hurtienne, Diana 
Löffler, Clara Hüsch, Daniel
Reinhardt, Robert Tscharn and 
Stephan Huber |
304 pages | 6 x 6⅜ in |
Hardback | $24.99 |
ISBN 978 90 6369 593 4

9HSTAQD*gjfjde+
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CO LAB: Collaborative
Design Survey
Author(s): Elizabeth Herrmann and 
Ryan Shelley |
240 pages | 9½ x 7 in |
Paperback with flaps | $45.00 |
ISBN 978 90 6369 373 2

9HSTAQD*gjdhdc+
Design My Privacy
Author(s): Tijmen Schep |
160 pages | 7⅛ x 4¾ in |
Paperback | $16.99 |
ISBN 978 90 6369 437 1

9HSTAQD*gjedhb+
Meta Products
Author(s): Wimer Hazenberg,
Menno Huisman and Sara Cordoba 
Rubino |
160 pages | 9⅛ x 7½ in |
Paperback  | $24.99 |
ISBN 978 90 6369 251 3

9HSTAQD*gjcfbd+
The Form of Design
Author(s): Josiah Kahane |
240 pages | 9⅞ x 7⅞ in |
Paperback with flaps | $45.00 |
ISBN 978 90 6369 375 6

9HSTAQD*gjdhfg+
Simplicity: A Matter of
Design
Author(s):  |
192 pages | 11⅝ x 6⅜ in |
Hardcover | $45.00 |
ISBN 978 90 6369 402 9

9HSTAQD*gjeacj+

ViP Vision in Design
Author(s): Paul Hekkert and Matthijs
van Dijk |
208 pages | 7½ x 6 in |
Paperback | $39.00 |
ISBN 978 90 6369 371 8

9HSTAQD*gjdhbi+
Design. Think. Make. 
Break. Repeat -
Revised Edition
Author(s): Martin Tomitsch, 
Madeleine Borthwick, et al. |
224 pages | 9⅛ x 7½ in |
Paperback | $45.00 |
ISBN 978 90 6369 585 9

Paperback | $45.00 |
ISBN 978 90 6369 585 9

9HSTAQD*gjfifj+
Delft Design Guide
(revised edition)
Author(s): Annemiek van Boeijen,
Jelle Zijlstra and Jaap Daalhuizen 
|224 pages | 10⅛ x 7⅞ in |
Flexibind | $45.00 |
ISBN 978 90 6369 540 8

9HSTAQD*gjfeai+
Framing Play Design
Author(s): Sune Gudiksen and Helle
Marie Skovbjerg |
192 pages | 9⅞ x 8⅜ in |
Paperback | $45.00 |
ISBN 978 90 6369 572 9

9HSTAQD*gjfhcj+
Inspired by Method
Author(s): Alexandra Martini |
240 pages | 8⅞ x 7⅜ in |
Paperback | $45.00 |
ISBN 978 90 6369 573 6

9HSTAQD*gjfhdg+

Dynamic Identities
Author(s): Irene van Nes |
192 pages | 9⅞ x 8½ in |
Paperback | $45.00 |
ISBN 978 90 6369 339 8

9HSTAQD*gjddji+
LOIS Logos
Author(s): George Lois |
204 pages | 9½ x 7½ in |
Paperback with Flaps | $35.00 
|ISBN 978 90 6369 399 2

9HSTAQD*gjdjjc+
Logo Life
Author(s): Ron van der Vlugt |
312 pages | 8⅜ x 5⅝ in |
Hardcover | $29.99 |
ISBN 978 90 6369 260 5

9HSTAQD*gjcgaf+
Anthon Beeke
Author(s): Lidewij Edelkoort |
448 pages | 10¾ x 8⅜ in |
Paperback with Flaps | $49.99 
|ISBN 978 90 6369 330 5

9HSTAQD*gjddaf+
Sketching: the Basics
(paperback)
Author(s): Koos Eissen and Roselien
Steur |
204 pages | 9⅝ x 7½ in |
Paperback | $29.99 |
ISBN 978 90 6369 534 7

9HSTAQD*gjfdeh+

Sketching (paperback)
Author(s): Koos Eissen and Roselien
Steur |
256 pages | 9½ x 7⅝ in |
Paperback | $29.99 |
ISBN 978 90 6369 533 0

9HSTAQD*gjfdda+
Sketching Product 
Design Presentation
Author(s): Roselien Steur and Koos 
Eissen |
192 pages | 10¾ x 8⅜ in |
Hardcover | $45.00 |
ISBN 978 90 6369 329 9

9HSTAQD*gjdcjj+
The Exceptionally 
Simple Theory of 
Sketching
Author(s): George Hlavacs |
48 pages | 8¾ x 6¾ in |
Paperback | $14.99 |
ISBN 978 90 6369 334 3

9HSTAQD*gjdded+
HotchPotch
Author(s): Richard Burkhardt |
192 pages | 7 x 4⅜ in |
Paperback | $16.99 |
ISBN 978 90 6369 455 5

9HSTAQD*gjefff+
Know Your Onions -
Graphic Design
Author(s): Drew de Soto |
186 pages | 7⅞ x 6 in |
Paperback with elastic band |
$19.99 |
ISBN 978 90 6369 258 2

9HSTAQD*gjcfic+
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Know Your Onions -
Web Design
Author(s): Drew de Soto |
212 pages | 7⅞ x 6 in |
Paperback with elastic band |
$19.99 |
ISBN 978 90 6369 312 1

9HSTAQD*gjdbcb+
Know Your Onions -
Corporate Identity
Author(s): Drew de Soto |
200 pages | 8⅜ x 6 in |
Paperback with elastic band |
$19.99 |
ISBN 978 90 6369 539 2

9HSTAQD*gjfdjc+
Reading Letters
Author(s): Sofie Beier |
182 pages | 9⅞ x 8½ in |
Hardcover | $45.00 |
ISBN 978 90 6369 271 1

9HSTAQD*gjchbb+
Type Tricks
Author(s): Sofie Beier |
208 pages | 6⅜ x 4¾ in |
Paperback | $19.99 |
ISBN 978 90 6369 458 6

9HSTAQD*gjefig+
Shaping Text
Author(s):  |
176 pages | 8¾ x 6⅛ in |
Flexicover | $45.00 |
ISBN 978 90 6369 223 0

9HSTAQD*gjccda+

Work Hard Play
Harder
Author(s): Studio Kluif |
144 pages | 8¾ x 6⅛ in |
Hardcover in slipcase | $24.99 
|ISBN 978 90 6369 298 8

9HSTAQD*gjcjii+
Dutch Design
Cowboys
Author(s): Studio Kluif 
|176 pages | 8⅜ x 6 in |
Hardback | $25.00 |
ISBN 978 90 6369 538 5

9HSTAQD*gjfdif+
Graduation Guide for
Design Students
Author(s): Moniek Paus |
144 pages | 6⅛ x 4¾ in |
hardcover with er as dust jacket |
$17.99 |
ISBN 978 90 6369 286 5

9HSTAQD*gjcigf+

2nd
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2nd
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2nd
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Operative Design
Author(s): Anthony Di Mari and Nora
Yoo |
152 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 289 6

9HSTAQD*gjcijg+
Conditional Design
Author(s): Anthony Di Mari |
156 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 365 7

9HSTAQD*gjdgfh+
The Fast Guide to
Architectural Form
Author(s): Baires Raffaelli |
144 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 411 1

9HSTAQD*gjebbb+
The Fast Guide to
Accessibility Design
Author(s): Baires Raffaelli |
160 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 571 2

9HSTAQD*gjfhbc+

Innovative
Architecture
Strategies
Author(s): Gerasimos Vamvakidis |
160 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 456 2

9HSTAQD*gjefgc+
Composing
Architecture and 
Interior Design
Author(s): Gerasimos Vamvakidis 
|160 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 487 6

9HSTAQD*gjeihg+
Performative
Geometries
Author(s): Asterios Agkathidis and
Gabi Schillig |
160 pages | 9⅜ x 6¾ in |
Paperback with Flaps | $19.99 |
ISBN 978 90 6369 250 6

9HSTAQD*gjcfag+
Digital Manufacturing
Author(s): Asterios Agkathidis |
136 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 232 2

9HSTAQD*gjcdcc+
Computational
Architecture
Author(s): Asterios Agkathidis |
160 pages | 6 x 4¼ in |
paperback | $16.99 |
ISBN 978 90 6369 287 2

9HSTAQD*gjcihc+

Bio-structural
Analogues in
Architecture
Author(s): Joseph Lim 
|232 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 204 9

9HSTAQD*gjcaej+
Eccentric Structures in 
Architecture
Author(s): Joseph Lim 
|160 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 242 1

9HSTAQD*gjcecb+
Folding Architecture
Author(s):  |
144 pages | 6 x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 059 5

9HSTAQD*gjafjf+
The Spontaneous City
Author(s): Gert Urhahn |
176 pages | 11⅞ x 9½ in |
Paperback | $45.00 |
ISBN 978 90 6369 265 0

9HSTAQD*gjcgfa+
Inspiration
Author(s): Mark Mückenheim 
and
Juliane Demel |
274 pages | 11⅝ x 9⅜ in |
Hardcover | $45.00 |
ISBN 978 90 6369 267 4

9HSTAQD*gjcghe+
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Think Like A Lawyer,
Don’t Act Like One
Author(s): Aernoud Bourdrez |
160 pages | 7⅛ x 5¾ in |
Paperback with flaps | $14.99 |
ISBN 978 90 6369 307 7

9HSTAQD*gjdahh+
Think Like a Manager,
Don't Act Like One
Author(s): Harry Starren |
160 pages | 7⅛ x 5¾ in |
Paperback with flaps | $14.99 |
ISBN 978 90 6369 347 3

9HSTAQD*gjdehd+
Think Like an Artist,
Don’t Act Like One
Author(s): Koos de Wilt |
160 pages | 7⅛ x 5¾ in |
Paperback with flaps | $14.99 |
ISBN 978 90 6369 468 5

9HSTAQD*gjegif+
Think Like a Designer,
Don’t Act Like One
Author(s): Jeroen van Erp |
160 pages | 7⅛ x 5¾ in |
Paperback with flaps | $14.99 |
ISBN 978 90 6369 485 2

9HSTAQD*gjeifc+

Think Like an
Engineer, Don't Act 
Like One
Author(s): Jan Karel Mak |160 
pages | 7⅛ x 5¾ in |
Paperback with flaps | $16.99 |
ISBN 978 90 6369 569 9

9HSTAQD*gjfgjj+
What Are They
Saying About You?
Author(s): Frank Peters |
144 pages | 7⅜ x 5⅜ in |
Paperback | $14.99 |
ISBN 978 90 6369 400 5

9HSTAQD*gjeaaf+
Dare to Ask
Author(s): Els Dragt and Jeroen
Timmer |
144 pages | 7⅛ x 5¾ in |
Paperback with flaps | $16.99 |
ISBN 978 90 6369 562 0

9HSTAQD*gjfgca+
Once Upon a Time I
Was...
Author(s): Lavinia Bakker |
144 pages | 8¾ x 6¾ in |
Paperback | $16.99 |
ISBN 978 90 6369 421 0

9HSTAQD*gjecba+
Once Upon a Time I
Wanted to Be...
Author(s): Lavinia Bakker |
144 pages | 8¾ x 6¾ in |
Paperback | $16.99 |
ISBN 978 90 6369 419 7

9HSTAQD*gjebjh+

Once Upon a Time I
Went To...
Author(s): Lavinia Bakker |
144 pages | 8¾ x 6¾ in |
Paperback | $16.99 |
ISBN 978 90 6369 454 8

9HSTAQD*gjefei+
Don’t Read This Book
Author(s): Donald Roos |
160 pages | 8½ x 5⅝ in |
Paperback | $16.99 |
ISBN 978 90 6369 423 4

9HSTAQD*gjecde+
Don’t/Do This - Game
Author(s): Donald Roos |
156 pages | 7⅛ x 3⅝ in |
Box with sleeve | $19.99 |
ISBN 978 90 6369 484 5

9HSTAQD*gjeief+
To Don't List
Author(s): Donald Roos 
|200 pages | 5⅝ x 3⅝ in 
|Paperback | $12.99 |
ISBN 978 90 6369 505 7

9HSTAQD*gjfafh+
Logo R.I.P.
Author(s): The Stone Twins |
192 pages | 6¾ x 4¾ in |
Hardcover | $19.99 |
ISBN 978 90 6369 290 2

9HSTAQD*gjcjac+

Creative Thinker’s 
Exercise Book
Author(s): Dorte Nielsen and Katrine 
Granholm |
112 pages | 9½ x 7½ in |
Paperback | $19.99 |
ISBN 978 90 6369 438 8

9HSTAQD*gjedii+
Little Creative 
Thinker’s Exercise 
Book
Author(s): Dorte Nielsen and Katrine
Granholm |
112 pages | 9⅛ x 6½ in |
Paperback | $17.99 |
ISBN 978 90 6369 491 3

9HSTAQD*gjejbd+
Little Creative 
Thinker’s Connection 
Dominoes
Author(s): Dorte Nielsen and Katrine
Granholm |
28 pages | 4⅜ x 4⅜ in |
Boxed set | $17.99 |
ISBN 978 90 6369 513 2

9HSTAQD*gjfbdc+
The Divergent and 
Convergent Thinking 
Book
Author(s): Dorte Nielsen |
152 pages | 9⅞ x 5 in |
Triangular hardcover | $17.99 |
ISBN 978 90 6369 439 5

9HSTAQD*gjedjf+
Frame Your
Imagination
Author(s): Caroline Ellerbeck |
192 pages | 5⅛ x 6¾ in |
Paperback | $14.99 |
ISBN 978 90 6369 542 2

9HSTAQD*gjfecc+
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Your Work and Your
Life
Author(s): Krist Pauwels |
128 pages | 7¾ x 5⅜ in |
Hardcover | $16.99 |
ISBN 978 90 6369 469 2

9HSTAQD*gjegjc+
Connecting
Author(s): Paulina Larocca and
Tony Ibbotson |
160 pages | 7½ x 7½ in |
Hardcover | $24.99 |
ISBN 978 90 6369 526 2

9HSTAQD*gjfcgc+
The Holey Bible
Author(s): Paulina Larocca and
Tony Ibbotson |
112 pages | 9⅛ x 7½ in |
Paperback | $24.99 |
ISBN 978 90 6369 566 8

9HSTAQD*gjfggi+
Creativity +
Author(s): Paulina Larocca |
60 pages | 7⅞ x 4 in |
Flipboard | $19.99 |
ISBN 978 90 6369 488 3

9HSTAQD*gjeiid+
Creativity Works!
Author(s): Joris van Dooren and
Coen Luijten |
160 pages | 6¾ x 6¾ in |
Paperback | $19.99 |
ISBN 978 90 6369 506 4

9HSTAQD*gjfage+

The Book of Do-ness
Author(s): Sara van de Ven |
240 pages | 6 x 5¾ in |
Hardcover | $19.99 |
ISBN 978 90 6369 451 7

9HSTAQD*gjefbh+
Don’t Eat The Yellow
Snow
Author(s): Marcus Kraft |
516 pages | 7⅛ x 4¾ in |
Hardcover | $19.99 |
ISBN 978 90 6369 288 9

9HSTAQD*gjciij+
Don't Talk Just Kiss
Author(s): Marcus Kraft |
516 pages | 7⅛ x 5⅛ in |
Hardcover | $19.99 |
ISBN 978 90 6369 452 4

9HSTAQD*gjefce+
Philographics
Author(s): Genis Carreras 
|208 pages | 7⅞ x 6¾ in |
Paperback | $24.99 |
ISBN 978 90 6369 341 1

9HSTAQD*gjdebb+
Creative Block
Author(s): Gemma Lawrence |
192 pages | 8⅜ x 5⅞ in |
Paperback | $19.99 |
ISBN 978 90 6369 597 2

9HSTAQD*gjfjhc+

Create with Artists
Author(s): Rixt Hulshoff Pol and
Hanna Piksen |
120 pages | 7⅞ x 9⅞ in |
Hardcover | $19.99 |
ISBN 978 90 6369 416 6

9HSTAQD*gjebgg+
Trashures
Author(s): Tineke Meirink and Anja
Brunt |
80 pages | 8⅜ x 11⅛ in |
Paperback with Flaps | $16.99 |
ISBN 978 90 6369 425 8

9HSTAQD*gjecfi+
Art Is Everywhere
Author(s): Lorenzo Servi |
112 pages | 8¾ x 5¾ in |
Paperback | $16.99 |
ISBN 978 90 6369 418 0

9HSTAQD*gjebia+
Museum Art Cards
Author(s): Lise Lotte ten Voorde and
Naomi Boas |
52 pages | 5 x 3⅜ in |
Boxed set | $24.99 |
ISBN 978 90 6369 549 1

9HSTAQD*gjfejb+
A Spectator is an
Artist Too
Author(s): Johan Idema |
192 pages | 7⅞ x 6¾ in |
Paperback with Flaps | $19.99 
|ISBN 978 90 6369 590 3

9HSTAQD*gjfjad+

How to Visit an Art
Museum
Author(s): Johan Idema |
128 pages | 7⅜ x 6 in |
Paperback | $17.99 |
ISBN 978 90 6369 355 8

9HSTAQD*gjdffi+
How to be a Better
Tourist
Author(s): Johan Idema |
144 pages | 7⅛ x 6 in |
Hardcover | $17.99 |
ISBN 978 90 6369 493 7

9HSTAQD*gjejdh+
This is a Good Guide -
For a Sustainable 
Lifestyle
Author(s): Marieke Eyskoot |
288 pages | 9⅛ x 6¾ in |
Paperback | $29.99 |
ISBN 978 90 6369 588 0

9HSTAQD*gjfiia+
Food Futures
Author(s): Chloe Rutzerveld |
120 pages | 9⅛ x 7½ in |
Paperback with Flaps | $35.00 
|ISBN 978 90 6369 517 0

9HSTAQD*gjfbha+
Creative Chef
Author(s): Jasper Udink ten Cate |
240 pages | 10⅛ x 8¼ in |
Hardcover | $24.99 |
ISBN 978 90 6369 414 2

9HSTAQD*gjebec+
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FIZZ
Author(s): Elise van Iterson and
Barbara Serulus |
144 pages | 8½ x 6⅛ in |
Paperback with flaps | $19.99 |
ISBN 978 90 6369 544 6

9HSTAQD*gjfeeg+
Home Made Food
Notebook
Author(s): Yvette van Boven |
160 pages | 8⅜ x 6⅜ in |
Flexibound with ribbon and elastic
band | $14.99 |
ISBN 978 90 6369 397 8

9HSTAQD*gjdjhi+
Dear Fashion Diary
Author(s): Emmi Ojala and Laura de
Jong |
160 pages | 8¾ x 6¾ in |
Paperback | $14.99 |
ISBN 978 90 6369 310 7

9HSTAQD*gjdbah+
Save the Humans
Author(s): Mieke Gerritzen and Koen
van Mensvoort |
160 pages | 5⅞ x 4¼ in |
Paperback | $16.99 |
ISBN 978 90 6369 401 2

9HSTAQD*gjeabc+
Do It Yourselfie Guide
Author(s): Willem Popelier |
160 pages | 6 x 4¼ in |
Paperback | $12.99 |
ISBN 978 90 6369 387 9

9HSTAQD*gjdihj+

The Social Climber’s
Handbook
Author(s): Nimrod Kamer |
112 pages | 6¾ x 4¾ in |
Hardcover | $12.99 |
ISBN 978 90 6369 483 8

9HSTAQD*gjeidi+
The F***ing History of
Swearing
Author(s): Anna Maria Kiosse |
168 pages | 9⅛ x 6¾ in |
Paperback | $19.99 |
ISBN 978 90 6369 467 8

9HSTAQD*gjeghi+
Pregnancy Cookbook
Author(s): Pascal Rotteveel |
112 pages | 9⅞ x 7⅞ in |
Hardcover | $24.99 |
ISBN 978 90 6369 548 4

9HSTAQD*gjfeie+
Football Baby Names
Author(s): Boudewijn Bosman and
Tim Nikken |
112 pages | 6⅜ x 6⅜ in |
Hardcover | $14.99 |
ISBN 978 90 6369 523 1

9HSTAQD*gjfcdb+
The Art of Parenting
Author(s): Drew de Soto |
60 pages | 6¾ x 6 in |
Hardcover | $9.99 |
ISBN 978 90 6369 480 7

9HSTAQD*gjeiah+

Read Nothing in Here
Author(s): Seema Sharma |
144 pages | 7⅜ x 5⅜ in |
Paperback | $16.99 |
ISBN 978 90 6369 441 8

9HSTAQD*gjeebi+
Write Nothing in Here
Author(s): Seema Sharma |
160 pages | 9⅜ x 6⅜ in |
Paperback   | $16.99 |
ISBN 978 90 6369 403 6

9HSTAQD*gjeadg+
Never Touch a
Painting When It's 
Wet
Author(s): Anneloes van Gaalen 
|160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 280 3

9HSTAQD*gjciad+
Never Leave the
House Naked
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 214 8

9HSTAQD*gjcbei+
Never Photograph
People Eating
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 277 3

9HSTAQD*gjchhd+

Never Use White Type
on a Black Background
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 207 0

9HSTAQD*gjcaha+
Never Use Pop Up
Windows
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 217 9

9HSTAQD*gjcbhj+
Never Use More Than 
Two Different 
Typefaces
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardcover | $14.99 |
ISBN 978 90 6369 216 2

9HSTAQD*gjcbgc+
The Medium is the
Message
Author(s): Anneloes van Gaalen |
160 pages | 6¾ x 4¾ in |
Hardback | $14.99 |
ISBN 978 90 6369 215 5

9HSTAQD*gjcbff+
This Is My Paris
Author(s): Petra de Hamer |
128 pages | 9⅜ x 6⅜ in |
Paperback | $16.99 |ISBN 
978 90 6369 394 7
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This Is My London
Author(s): Petra de Hamer |
128 pages | 9⅜ x 6⅜ in |
Paperback | $16.99 |
ISBN 978 90 6369 395 4

9HSTAQD*gjdjfe+
This Is My Berlin
Author(s): Petra de Hamer |
128 pages | 9⅜ x 6⅜ in |
paperback   | $16.99 |ISBN 
978 90 6369 396 1

9HSTAQD*gjdjgb+
This Is My New York
Author(s): Petra de Hamer |
128 pages | 9⅜ x 5⅝ in |
Paperback | $16.99 |
ISBN 978 90 6369 420 3

9HSTAQD*gjecad+

Pixel-Art Game
Author(s): Vanessa Catalano 
|32 cards | 5⅛ x 2⅜ x 0⅞ in |
Box with sleeve | $12.99 |
ISBN 978 90 6369 482 1

9HSTAQD*gjeicb+
Pixel-Art Game
Author(s): Vanessa Catalano 
|32 cards | 5⅛ x 2⅜ x 0⅞ in |
Box with sleeve | $12.99 |
ISBN 978 90 6369 481 4

9HSTAQD*gjeibe+
Old Masters Memory
Game
Author(s): Mieke Gerritzen |
2 x 30 cards | 5¾ x 2⅞ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 386 2

9HSTAQD*gjdigc+
Collage Memory Game
Author(s): Anja Brunt |
2 x 30 cards | 5¾ x 2⅞ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 466 1

9HSTAQD*gjeggb+

Optical Illusions Game
Author(s): Paul Baars |
4 x 20 cards | 5⅝ x 5⅝ x 0⅞ in |
Boxed set | $19.99 |
ISBN 978 90 6369 388 6

9HSTAQD*gjdiig+
Numbers Game
Author(s): Paul Baars |
4 x 20 cards | 5⅝ x 5⅝ x 0⅞ in |
Boxed set | $19.99 |
ISBN 978 90 6369 370 1

9HSTAQD*gjdhab+
Mezza Card Game
Author(s): Thomas Michaël 
|68 cards | 2⅞ x 8⅜ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 472 2

9HSTAQD*gjehcc+
Mozaa
Author(s): Renske Solkesz |
64 cards | 4¾ x 4¾ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 296 4

9HSTAQD*gjcjge+
Linjaa
Author(s): Renske Solkesz |
80 cards | 4¾ x 4¾ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 503 3

9HSTAQD*gjfadd+

The Startup Game
Author(s):  |
68 cards | 5⅝ x 4⅜ x 1½ in |
Boxed set | $19.99 |
ISBN 978 90 6369 442 5

9HSTAQD*gjeecf+
Don’t/Do This - Game
Author(s): Donald Roos |
156 cards | 7⅛ x 3⅝ x 0⅞ in |
Box with sleeve | $19.99 |
ISBN 978 90 6369 484 5

9HSTAQD*gjeief+
Creative Thinker’s 
Connection Memory 
Game
Author(s): Dorte Nielsen and 
Katrine Granholm |
2 x 25 cards | 5⅞ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 563 7

9HSTAQD*gjfgdh+
Little Creative 
Thinker’s Connection 
Dominoes
Author(s): Dorte Nielsen and 
Katrine Granholm |
28 cards | 4⅜ x 4⅜ x 1¾ in |
Boxed with sleeve | $17.99 |
ISBN 978 90 6369 513 2

9HSTAQD*gjfbdc+
Imagine Me
Author(s): Lisa den Teuling | 
99 cards | 6⅛ x 5⅜ x 1⅝ in | 
Boxed set | $19.99 |
ISBN 978 90 6369 580 4
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The Empathy Game
Author(s): Saskia H. Herrmann and
Jorik Elferink |
3 x 50 cards | 5⅛ x 6⅜ x 1¼ in |
Boxed set + 2 dice | $24.99 |
ISBN 978 90 6369 524 8

9HSTAQD*gjfcei+
Lay Your Cards on The
Table
Author(s): Een van de jongens |
3 x 20 cards | 5 x 3¾ x 0¾ mm |
Boxed set | $19.99 |
ISBN 978 90 6369 565 1

9HSTAQD*gjfgfb+
My Photography
Toolbox
Author(s): Rosa Pons-Cerdà and 
Lenno Verhoog |
72 pages | 4⅝ x 3¼ in |
Boxed set | $19.99 |
ISBN 978 90 6369 504 0

9HSTAQD*gjfaea+
My Photography 
Game
Author(s): Lenno Verhoog and 
Rosa Pons-Cerdà |
52 cards | 4 x 2⅝ x 1½ in |
Boxed set | $19.99 |
ISBN 978 90 6369 552 1

9HSTAQD*gjffcb+
Dilemmarama the
Game
Author(s): Dilemma op Dinsdag 
|64 cards | 3⅞ x 5¼ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 424 1

9HSTAQD*gjeceb+

Dilemmarama the
Game: Happy Edition
Author(s): Dilemma op Dinsdag |
64 cards | 3⅞ x 5¼ x 1⅝ in |
Boxed set | $19.99 |
ISBN 978 90 6369 564 4

9HSTAQD*gjfgee+
Bullshit Bingo
Author(s): Sandy McIntosh |
20 cards + dauber | 7⅜ x 6⅜ x 1 in |
Boxed set | $17.99 |
ISBN 978 90 6369 582 8

9HSTAQD*gjfici+
Robot Memory Game
Author(s):MiekeGerritzen|
2 x 30 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 525 5

9HSTAQD*gjfcff+
Street Style Memory
Game
Author(s): Barbara Iweins |
2 x 25 cards | 5⅛ x 4 x 1¼ in |
Boxed set | $17.99 |
ISBN 978 90 6369 231 5

9HSTAQD*gjcdbf+
Street Style Memory
Game III
Author(s): Barbara Iweins |
2 x 25 cards | 5⅛ x 4 x 1¼ in |
Boxed set | $17.99 |
ISBN 978 90 6369 336 7

9HSTAQD*gjddgh+

Street Art Memory 
Game
Author(s): Janne Ettwig and Lilian 
Van Dongen Torman |
2 x 30 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 322 0

9HSTAQD*gjdcca+
Brand Memory Game
Author(s): Hendrik-Jan Grievink |2 
x 30 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 262 9

9HSTAQD*gjcgcj+
You Are What You
Eat Memory Game
Author(s): Marije Vogelzang |
2 x 25 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 272 8

9HSTAQD*gjchci+
Can You See What I
See Memory Game
Author(s): Tineke Meirink |
2 x 30 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 299 5

9HSTAQD*gjcjjf+
Twins Memory Game
2
Author(s): Maaike Strengholt |
2 x 30 cards | 5¾ x 3 x 2 in |
Boxed set | $19.99 |
ISBN 978 90 6369 301 5

9HSTAQD*gjdabf+

Creative Chef
Postcards
Author(s): Jasper Udink ten Cate |
25 pages | 6 x 4 in |
card book | $9.99 |
ISBN 978 90 6369 440 1

9HSTAQD*gjeeab+
Creatures of
Creativeland
Author(s): Jana Pejkovska and 
Adrian Flores |
20 pages | 6½ x 4¾ in |
card book | $9.99 |
ISBN 978 90 6369 390 9

9HSTAQD*gjdjaj+
Free Your Mind 
Postcard Block
Author(s): Marcus Kraft 
|20 pages | 6½ x 4¾ in |
Booklet | $9.99 |
ISBN 978 90 6369 507 1

9HSTAQD*gjfahb+
Eat Your Heart Out
Postcard Block
Author(s): Marcus Kraft |
20 pages | 6½ x 4¾ in |
Booklet | $9.99 |
ISBN 978 90 6369 508 8

9HSTAQD*gjfaii+
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CONTACT

How to contact us

General enquiries
BIS Publishers
Het Sieraad building
Postjesweg 1
1057 DT Amsterdam
T: +31 (0) 20 515 0230
E: bis@bispublishers.com
www.bispublishers.com

Publisher / 
Editorial submissions
Bionda Dias
E: bionda@bispublishers.com

Marketing
Sara van de Ven
E: sara@bispublishers.com

Press / Publicity
Alexandra Vassiliadis
E: press@bispublishers.com

Academic
E: press@bispublishers.com

Follow us here
www.bispublishers.com
www.issuu.com/bis_publishers
www.linkedin.com/company/ 
bispublishers
www.facebook.com/bispublishers
www.instagram.com/bispublishers
www.twitter.com/bispublishers

Distribution details 

Distribution inside the US, 
Canada and Mexico
Chronicle Books
680 Second Street
San Francisco, CA 94107
United States of America
T. (+1) 415 537 4200
E. hello@chroniclebooks.com
www.chroniclebooks.com

Customer Service Resources
Call toll free:
T. 800 759 0190
8:30 AM – 5:30 PM EST
Fax toll free:
F. 800 286 9471

Email
Regarding existing orders:
E. customer.service@hbgusa.com

To place new orders
E. order.desk@hbgusa.com

Credit Department
T. 800 234 5226
9:00 AM – 5 PM EST

Chronicle Books is pleased to offer 
online customer service
Log on to http://pubeasy.books.
hbgusacom/pls/pubeasy/pubeasy.intro_
page to check price, availability, order 
status, or to place orders 24 hours a day, 
7 days a week

Free to join, PubEasy is your own full 
service customer self-service center.

Residents of all states except AK, DE, MT, 
NH, and OR, please add local sales tax.

For information on distribution outside 
the US, Canada, and Mexico, please 
contact bis@bispublishers.com

Returns policy
(RETURNABLE CUSTOMERS ONLY)

Chronicle Books Returns
c/o Hachette Book Group USA
322 S. Enterprise Blvd
Lebanon, IN 46052

Please include account number and 
a packing list or chargeback with all 
returns. Written permission is not 
required for “returnable” accounts. 
Returns must be In Print, or, if Out of 
Print, returned within 6 months of the OP 
date, in saleable condition, and whole 
copy (except for strippable titles).

No authorization is required for 
overstock returns or damaged/defective 
merchandise. Returns are credited at the 
same price and discount at which they 
were most recently purchased.



45

CONTACT

Sales representation

Bookstore representatives

California
Dave Ehrlich
T. (+1) 323 346 7498
E. Dave_ehrlich@chroniclebooks.com

Pacific Northwest
WA, OR, UT, AK, AZ
Jamil Zaidi
T. (+1) 425-985-5657
E. jamil_zaidi@chroniclebooks.com

CO, ID, MT, UT, WY, NM
Chickman Associates
T. (+1) 650 642 2609
E. chickmanis@comcast.net

Midwest
IA, IL, IN, KS, KY, MI, MN, MO,
ND, NE, OH, SD, WI
Abraham Associates
T. (+1) 800 701 2489
F. (+1) 952 927 8089
E. info@abrahamassociatesinc.com

New England
CT, NH, MA, ME, RI, VT, PA
Emily Cervone
T. (+1) 860 212 3740
E. Emily_Cervone@chroniclebooks.com

New York Metro, NJ, and Select DC and 
PA Accounts
Melissa Grecco
T. (+1) 516 298 6715
E. melissa_grecco@chroniclebooks.com

Mid-Atlantic
DC, DE, MD, PA, WV
Chesapeake and Hudson
T. (+1) 800 231 4469
F. (+1) 800 307 5163
E. office@cheshud.com

Southeast
AL, AR, FL, GA, LA, MS, SC,
NC, OK, TN, VA, TX
Southern Territory Associates
T. (+1) 772 223 7776
E. Rizzosta@gmail.com

Library and Educational Accounts
Anna-Lisa Sandstrum
T. (+1) 415 537 4299
F. (+1) 415 537 4470
E. Annalisa_sandstrum@chroniclebooks.
com

Latin America (excluding Caribbean)
Jennifer Gray
Hachette Book Group
1290 Avenue of the Americas
New York, NY
10104
T. (+1) 212-364-1515
E. Jennifer.Gray@hbgusa.com

Canada
Raincoast Books
2440 Viking Way
Richmond, BC
Canada V6V 1N2
T. (+1) 604-448-7100
F. (+1) 604-270-7161
E. info@raincoast.com
www.raincoast.com

Canada BC to Manitoba
Ampersand Inc.
West Coast Office
T. (+1) 604-448-7111
Toll-Free Phone: 888-323-7118
F. (+1) 604-448-7118
E. info@ampersandinc.ca

Ampersand Inc.
Toronto Office
T. (+1) 416-703-0666
Toll-Free Phone: 888-323-7118
F. (+1) 416-703-4745
E. info@ampersandinc.ca

Canada Quebec
Hornblower Group Inc.
T. (+1) 514-704-3626
F. (+1) 800-596-8496
E. kstacey@ hornblowerbooks.com
T. (+1) 514-239-3594
E. lmsimard@ hornblowerbooks.com
www.hornblowerbooks.com
Toll Free Phone: 1-855-444-0770

Canada Atlantic Canada
Hornblower Group Inc.
T. (+1) 416-461-7973 
Toll Free Phone: 1-855-444-0770 ext. 2
F. (+1) 416-461-0365
E. lmartella@ hornblowerbooks.com
www.hornblowerbooks.com

Gift representatives

West and Southwest
AZ, CA, CO, HI, NM, NV, UT, WY
Stephen Young & Associates
Los Angeles, CA
Showroom
T. (+1) 800 282 5863
F. (+1) 888 748 5895
E. info@stephenyoung.net

Pacific Northwest
AK, ID, OR, MT, WA
Bettencourt
Seattle, WA Showroom
T. (+1) 800 462 6099
F. (+1) 206 762 2457
E. info@bettencourtgroup.com

Midwest
IL, IN, KY, MI, OH
Kelley and Crew Inc.
Chicago, IL Showroom
T. (+1) 800 373 1712
F. (+1) 773 442 0810
M. (+1) 773-294-3203
E. kcrewreps@gmail.com

Midwest
MN, ND, SD, WI
Anne McGilvray & Company
Minneapolis, MN Showroom
T. (+1) 800-527-1462
F. (+1) 214-638-4535
E. info@annemcgilvray.com

Mid-Atlantic
DC, DE, MD, Eastern PA, VA
Harper Group
T. (+1) 888-644-1704
F. (+1) 888-644-1292
E. support@harpergroup.com

New York Metro, New Jersey &
New England: CT, MA, ME, NH,
NJ, NY, RI, VT
Harper Group
New York, NY Showroom
T. (+1) 888 644 1704
F. (+1) 888 644 1292
E. support@harpergroup.com

Southeast
AL, FL, GA, MS, NC, SC, TN
The Simblist Group
Atlanta, GA Showroom
T. (+1) 800 524 1621
F. (+1) 404 524 8901
E. info@simblistgroup.com

South and Midwest
AR, IA, KS, LA, MO, NE, OK, TX
Anne McGilvray & Company
Dallas, TX Showroom
T. 800 527 1462
F. 214 638 4535
E. info@annemcgilvray.com

West Virginia and Western PA
Pamela Miller
PDM Enterprises
T. (+1) 412 881 7033
F. (+1) 412 881 7033
E. repref23@aol.com
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