
How to deconstruct & utilize your moodboard

There are different approaches you can take to understand your  
mood board more deeply and to share that mood board with others: 
teams/client, etc. The following samples will show you 3 approaches 
and then a guided questionnaire to help you review the moodboard(s) 
you created for this project.
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ABOUT TARO

Taro Magazine highlights different Asian-American 
Pacific Islander women who are role models in 
their industries and shows how a diverse the AAPI 
community can be. The features are a mix of 
interviews, editorial pieces, and stories. 
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ILLUSTRATION

ILLO STYLE
Bright, saturated colors
Complementary colors
Dynamic shapes
Exaggerated
Patterned
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PHOTOGRAPHY

PHOTO STYLE
Mostly portraiture
Illustrated elements
Bold background
Complementary colors
One person

READER 
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TYPE STYLE
Bold, san-serif headlines
Rectangular arrangements
Vertical/sideways type
Breaking up words
Blocky text 

TYPOGRAPHY

READERTARO — Amplifying AAPI Women’s Voices



PAGE LAYOUT

LAYOUT STYLE
Bold, expressive headlines
Crossing the gutter
Full bleed color fields & text
Overlapping, offset elements
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PHOTOGRAPHY

SCALE

PURE EXPRESSIVE

Bold headlines
Colorful illustration

Photos w/ illustration

Color fields
Color headlines
or subheads
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It built the city — 
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it to survive. 
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First Words

Women were 

laying their 

own claim to 

an adjective 

that has more 

often been 

wielded as 

a weapon.

Blake Shelton, was an aw- shucks vision 
of the homespun white American male:
plaid and beer and love handles, the 
kind of guy whose response to his win 
was ‘‘Y’all must be running out of peo-
ple.’’ When his selection was announced 
in the fall, many women shared that 
perspective — and mobilized, off ering 
‘‘sexy’’ alternates in lighthearted protest. 
The issue wasn’t how Shelton looked so 
much as how he presented: as the Every-
man, prized not in spite of his every-
day appearance but because of it. (As 
Entertainment Weekly’s Dana Schwartz 
tweeted, ‘‘Blake Shelton is, at best, the 
sexiest divorced dad at this barbecue.’’) 
The consensus replacements were 
the actors Idris Elba and Mahershala 
Ali, each more conventionally attrac-
tive, each also black. Other sugges-
tions included Taika Waititi (sartorially 
exceptional, Maori) and Jeff  Goldblum 
(charming, eccentric, 65 years old).

These women were laying their own 
claim to ‘‘sexy,’’ an adjective that — amid 
an endless stream of reports about sex-
ual assault and harassment — has more 
often been wielded as a weapon. See, 
for instance, Roger Ailes, the former 
chairman of Fox News, reportedly tell-
ing Megyn Kelly that he wished to see 
her in the ‘‘very sexy bras’’ he assumed 
she possessed. For certain men, sexy 
means sex; it is not the human being, it 
is the human body. The women exuber-
antly rejecting Shelton were declaring: 
We are the subject, not the object. We’ll 
decide what’s ‘‘sexy.’’

Originally, that which was ‘‘sexy’’ mere-
ly contained sex. The Oxford English 
Dictionary traces the word back to the 
British author Arnold Bennett and an 
1896 letter about a work of art deemed 
too ‘‘seksy’’ to display. (Spelling aside, 
the word off ered a much sleeker substi-
tute for ‘‘sexful,’’ which appeared in print 
two years earlier.) Impregnating materi-
al with sexuality would soon prove itself 
a potent tool for advertisers. A landmark 
1911 ad for Woodbury’s Facial Soap Com-
pany featured a man caressing a woman 
in a low-cut dress, with the tagline ‘‘A 
skin you love to touch.’’ Five years later, 
the ballerina Flores Revalles was front-
page news after being photographed at 
the Bronx Zoo in a form- fi tting gown 
with a snake coiled around her — her 
beauty, the story went, had tamed it.

The soap ad was conceived by the 
infl uential executive Helen Lansdowne; 
the snake stunt came from Edward Ber-
nays, ‘‘the father of public relations,’’ 
who claimed in his 1928 book ‘‘Pro-
paganda’’ that ‘‘human desires are the 
steam which makes the social machine 
work.’’ Having seen how images could 
be used for mass manipulation, Ber-
nays proposed to maintain social order 
by sublimating individuals’ irrational 
impulses into capitalist consumption. 
Women’s desire to be autonomous, for 
instance, could be turned into a desire 
to buy smokes. ‘‘More women now do 
the same work as men do,’’ the psycho-
analyst A.A. Brill told him. ‘‘Cigarettes, 
which are equated with men, become 
torches of freedom.’’

And actual lust, it turned out, could 
be made almost indistinguishable from 
the lust for new products and new 
experi ences. In 1950, the columnist 
Walter Winchell noted that producers 

of a show called ‘‘Fire Island, New York’’ 
worried their title ‘‘wouldn’t sound sexy 
enough.’’ It was one of the earliest cases 
of a slippage that has only grown, to the 
point where almost anything with a little 
extra oomph can be described as sexy — 
from a sexy new sports car to a sexy new 
legislative proposal. In the 1970s, a print 
ad for a Penril modem described the 
device as ‘‘versatile, dependable, com-
patible (maybe even sexy).’’ Because it’s 
hard to fi nd the sensual side of a box, a 
woman in go-go boots served as a visual 
reminder. ‘‘Sexy,’’ more than anything, 
designates whatever we wish to acquire 
and consume, whether it’s an auto body 
or a human one.

According to the Online Etymolo-
gy Dictionary, the fi rst person iden-
tifi ed as sexy was the silent fi lm star 
Rudolph Valentino. His character the 
Sheik, based on an Edith Maude Hull 
fantasy, was marketed as ‘‘the great-
est lover that ever lived’’ — an exotic 
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Sexy women 

were for sale: 

Women with 

enough money 

could be them, 

and men 

with enough 

money could 

have them.

‘I hope you will understand 

that back there we were 

talking about the drama of 

good and evil, and about 

how, sad to say, there was 

no communication between 

the two, and how a single 

decisive detail in the world is,

 sad to say, enough to make 

the whole world intolerable.’

The Hungarian writer Laszlo 

Krasznahorkai does many fascinating 

things with his prose, and one of the 

most striking is the thing you see 

above: Starting a sentence hopefully, 

trying to say this or that, and then 

traveling inexorably, one clause after 

another, to the bleak and totalizing 

conclusion that all is lost, nothing is 

real, the world is intolerable. 

Like Beckett, it’s much funnier than 

you’d think. It’s as though there’s a 

black hole hiding behind the pages: 

No matter how innocently a sentence 

begins, no matter how elliptical its 

orbit, the laws of gravity will inevitably 

pull it back into the void. It will end 

where it was always fated to end, 

where everything is fated to end, in 

a pointless vacuum.

The speaker of the sentence here 

is being forced to give a series of 

lectures to a mysterious audience. In 

one he describes self- pity: ‘‘No one is 

harming you, you are fine, you sit in 

silence, alone in a desolate park after 

the rain, or in a cozy room abroad, 

before dawn or as darkness falls, and 

this self- pity ambushes and takes you 

by the rudest surprise, devouring and 

inevitable, because this is when 

you realize, without understanding 

it, that nothing exists.’’

It really should not be surprising, 

with this author, that a sentence 

might begin with a person sitting 

calmly and end with nothing existing 

at all. But it is surprising, every time 

— plus oddly satisfying. The void 

arrives with the tidy logic of a punch 

line: You reach it, and you realize 

there was no place else you could 

ever have been headed.

From ‘‘Universal 

Theseus,’’ a story in 

the new collection 

‘‘The World 

Goes On’’ (New 

Directions, 2017), 

by the Hungarian 

writer Laszlo 

Krasznahorkai. 

The collection 

was translated by 

George Szirtes, 

Ottilie Mulzet and 

John Batki.

New Sentences By Nitsuh Abebe

dandy with the passion to ravish even a 
white aristocrat. Valentino occupied an 
ambiguous space, with his masculinity, 
sexuality and race all intriguingly fl uid. 
The layman could not keep up. In 1922, 
the cartoonist Dick Dorgan made fun of 
Valentino’s superiority in a Photoplay 
editorial: ‘‘I hate him because he’s too 
good looking,’’ he wrote. ‘‘The women 
are all dizzy over him.’’

By the middle of the century, ‘‘sexy’’ 
had landed on stars like Marilyn Monroe. 
It was feminine, one- dimensional and not 
at all ambiguous — the woman as Venus. 
Valentino’s image was more powerful for 
his silence; Monroe’s was the opposite, 
boosted by her dumb- blonde act and 
baby- doll voice. Who better to appear 
on the fi rst cover of Playboy, the offi  cial 
Entertainment for Men? ‘‘She was the fi f-
ties’ fi ction,’’ wrote the fi lm critic Molly 
Haskell in 1974 — ‘‘the lie that a woman 
has no sexual needs, that she is there to 
cater to, or enhance, a man’s needs.’’

This was not how women saw them-
selves. ‘‘What is a sexy woman?’’ Helen 
Gurley Brown asked in ‘‘Sex and the Sin-
gle Girl’’ in 1962. ‘‘Very simple. She is a 
woman who enjoys sex.’’ When Brown 
became the editor of Cosmopolitan, she 
delivered sex to women the same way 
Playboy did to men, with characteris-
tic cover lines like ‘‘What’s Most Sexy 
About Men’’ and ‘‘Are You Sexy?’’ This 
was meant as an empowering alterna-
tive to the images found elsewhere, but 
its rapprochement of women and sex 
also wound up transforming both into 
one commodity. Sexy women were for 
sale: Women with enough money could 
be them, and men with enough money 
could have them. You, too, could be a 
modern woman, but only if you put in 
the man hours between the sheets. Even 
in the hands of women, ‘‘sexy’’ was still 
wrapped in the embrace of the market. 

In 1972, Cosmopolitan presented its 
fi rst male centerfold: a furry Burt Reyn-
olds, reclining nude on an equally furry 
rug. And yet ‘‘sexy’’ would continue, 
in the main, to be defi ned by the male 
gaze, fi ltered through a consumer mar-
ket dominated by men, most of them 
white. Its images were predictable; its 
attainment directly proportional to buy-
ing power and never fully achieved. ‘‘Ads 
do not sell sex — that would be counter-
productive, if it meant that heterosexual 

women and men turned to one another 
and were gratifi ed,’’ Naomi Wolf wrote 
in ‘‘The Beauty Myth’’ in 1990. ‘‘What 
they sell is sexual discontent.’’

The market trades particularly on 
women’s dissatisfaction with them-
selves, reducing them to objects of 
allure that can always be improved 
with the purchase of a new lipstick. 
A sexy woman thus becomes bait — a 
line of thinking that, among this fall’s 
stories of predation, prompted sever-
al remarkable opinions. The designer 
Donna Karan wondered: ‘‘Are we ask-
ing for it by presenting all the sensuality 
and sexuality?’’ When the market holds 
both that women should aspire to be 
sexy and that a sexy woman equals sex, 
the moment a woman chafes at sexual 
attention is seen, to some, as a problem 
of her own making.

After more than 120 years of use, 
‘‘sexy’’ resists overnight reconstruc-
tion. We may try to chip away at Venus’s 
stone curves, but the transformation is 
slow and complex. Women can lay their 
claim to it — Gurley Brown, Lansdowne, 
swooning Valentino fans — but a tra-
dition of objectifi cation persists. The 
women cheerily replacing Blake Shelton 
were reframing sexiness, but only very 
slightly; their choices still adhered to 
an obstinate commercial ideal. We can 
imagine deifying diff erent bodies or a 
wider variety of them; we might even 
imagine a post-gaze society, where we 
lust after personality and spirit rather 
than external appearance. But all of this 
would require reimagining centuries of 
culture — and reconfi guring the billions 
of dollars of powerful market forces 
built atop them.�  
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Science for changing minds 
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Metanoia is a quarterly print publication that exists at the 
intersection of science, philosophy, and culture. It’s content 
is broad by nature, but applicable to the complexities of the 
human condition. Recent advancements in science and 
technology have given us unprecedented insight into our 
inner- workings, while coincidentally raising more questions 
than ever before.

So as we learn to cope with the challenges of the 21st 
century, Metanoia presents fresh ideas, perspective-shifting 
research, and thought-provoking stories that shed light, 
inspire hope, and help deepen our understanding of 
ourselves and of the world around us. It is a call to action in 
our collective pursuance of a healthier, happier, and more 
meaningful life; a call to action in pursuance of Metanoia.

Noun: ) A fundamental change of mind 
 ) A spiritual conversion

Ω
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Visual Tone
Inspired by the black & white photography, 
photomontage, and abstract aesthetic of 
vintage science journals...
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Visual Tone
...but with a more contemporary take, 
textural and surreal. Bauhaus minimalism 
with a vintage modern bent.
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Elegant and expressive.

Headline

abcdefghijklmnopqrstuvwxyz

123456789

Contemporary and stylish humanist sans.

Body copy. Humble, authentic, and classical. 10.5/12

Lorem ipsum, avocado toast. Bacon fig jam dolor. Mealy abor 
con liqueur. Rum taco qui secus, skirt steak volum, cheese fried 
egg. Status quo. Que okay. Milkshake bus iquis velit. Pancake 
remoulade doluptium, et balsamic con reduction. Ferios re 
nectar? Quia tangerine si to curry. Beef explaut ceviche liquid 
extract, odiscit apple cinnamon pie quident lacto popcorn non-
dairy gluten free veg poremo es asinum quae corn re vanilla. 
Tiam noodle es et ut chicken stix dem inverume remquiae con.
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Sub Header

Miller

Le Monde Sans

Garamond Premier Pro

Typography
Chosen typefaces will evoke humble authenticity from 
classical, humanist type, while exploring the expressive 
beauty and elegance of a more contemporary aesthetic. 

Calm, refreshing, and vibrant. 

Colors
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Layout Inspiration
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Moodboard Recipe

Pure Expressive

Visual and typographic tone, layout, and 
graphic style across the spectrum from 
pure to expressive. 

Garamond
Simple patterns
Soft, pastel colors
B&W photography
Solid, geometric shapes 

Photo collage
Le Monde Sans
Darker, reserved colors
More active photography
More intereseting patterns

Le Monde Sans

Garamond Miller

Surrealism
Complex patterns
Bright, funky colors
Abstract photo collage

Miller
Psychadelia
Bold, expressive colors
Experimental photography
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FIND DESIGN ”RECIPES” FROM 
YOUR MOODBOARD.

Start building your magazine’s brand style 

for images, text, patterns, use of space  

by analyzing what you have collected in 

your moodboard.

First think about which adjective from  

your mood board should lead the brand.  

Then choose how much (and what specific 

aspects) of the other adjectives can 

influence the tone.

Photography/illustration of People:

◊ �Is it primarily studio shots or natural 

environments?

◊ �Are the environments cluttered, 

comfortable, sterile, minimal, etc?

◊ Is it primarily candids or more formal?

◊� Are the subjects aware of the camera/

viewer being there?

◊ Are they looking at the viewer/camera?

◊ �Are they friendly, goofy, serious, 

thoughtfully engaged with something  

they are working on, etc?

Photography/illustrations in general:

◊ �Is there a trend with how photos/

illustrations are cropped?

◊ �Is there a trend with simple, single 

object in the frame shots?

◊ �Is there a trend for minimal color 

palettes, or are they varied?

◊ �Is there a tendency for lots of negative 

space / empty space or does it feel 

active and cluttered?

◊ �Is there a trend for unique camera 

angles or perspectives?

◊ �Is there an entry point for the viewer into 

the picture or is the viewer more of an 

outside observer. Do the photographs 

invite the viewer into the spaces?

◊ �Do many of the photographs/illustrations 

have a similar stylistic approach?

◊ �Look at your photography/illustrations 

for sources of light. Is the light often 

directional, illuminating something, soft/

fuzzy, filled with texture, morning light, 

evening light, etc. Is there a pattern you 

can recognize?

Type:

◊  �If your moodboard samples showcase 

type what do you notice about the scale 

relationship of body text to headlines?

◊  �Do your samples use graphic elements to 

highlight text anywhere in the designs? 

◊  �How do the text samples utilize color, 

position, scale, and/or weight to make  

the text work?

Textures/Layers/Patterns/Color:

◊  �Is your inspirational items simple/

modern with hardly any elements on  

the page touching each other?

◊  �Is your inspirational items layered or 

textured with elements touching/ 

overlapping each other?

◊  �If elements on the page interact with 

each other, what are the scale  

relationships of the elements and is 

there any pattern that you see?

◊  �How are patterns or graphic elements 

used? (e.g. to emphasize, separate 

information, used as a connector, to 

add tension, to add movement)

◊  �How is color used?

Use of Space:

◊  �Look at the negative space of your 

mood board samples and note down  

what you notice. 

◊  �Now look at the positive items of your 

mood board samples and note  

down what you notice about their 

groupings and alignments.

Moodboard — Creating your recipe



MAGAZINE

Moodboard — Creating your recipe — We’ll try it out together



Color Palette

Typefaces Magazine Description

intelligent
inspirational
vibrant
bold
strong
modern
sleek
sophisticated
High-tech

Images/Illustrations

This magazine will feature bold, bright colors and utilize 

white space and black rules to lead the reader through the 

magazine with ease. The target audience is a busy, active 

woman. She most likely has many activities, but running is 

part of her everyday life. She wants to make sure she’s eating 

properly and stretching and training correctly. Her goals 

include improving her half-marathon time and finding a 

way to make her training fit in with her busy schedule. She 

doesn’t want a magazine with a lot of fluff, she doesn’t care 

about which waterproof mascara is best for long runs. What 

she does want is info about what vitamins are essential for 

her body when training includes running long distances, 

and how to use speed workouts to lower her 10k time. 

MOOD BOARD

Moodboard — Creating your recipe — We’ll try it out together



Type:

◊  �If your moodboard samples showcase 

type what do you notice about the scale 

relationship of body text to headlines?

◊  �Do your samples use graphic elements to 

highlight text anywhere in the designs? 

◊  �How do the text samples utilize color, 

position, scale, and/or weight to make  

the text work?

Textures/Layers/Patterns/Color:

◊  �Is your inspirational items simple/

modern with hardly any elements on  

the page touching each other?

◊  �Is your inspirational items layered or 

textured with elements touching/ 

overlapping each other?

◊  �If elements on the page interact with 

each other, what are the scale  

relationships of the elements and is 

there any pattern that you see?

◊  �How are patterns or graphic elements 

used? (e.g. to emphasize, separate 

information, used as a connector, to 

add tension, to add movement)

◊  �How is color used?

Use of Space:

◊  �Look at the negative space of your 

mood board samples and note down  

what you notice. 

◊  �Now look at the positive items of your 

mood board samples and note  

down what you notice about their 

groupings and alignments.



MORE INSPIRATION
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Photography/illustration of People:

◊ �Is it primarily studio shots or natural 

environments?

◊ �Are the environments cluttered, 

comfortable, sterile, minimal, etc?

◊ Is it primarily candids or more formal?

◊� Are the subjects aware of the camera/

viewer being there?

◊ Are they looking at the viewer/camera?

◊ �Are they friendly, goofy, serious, 

thoughtfully engaged with something  

they are working on, etc?

Photography/illustrations in general:

◊ �Is there a trend with how photos/

illustrations are cropped?

◊ �Is there a trend with simple, single 

object in the frame shots?

◊ �Is there a trend for minimal color 

palettes, or are they varied?

◊ �Is there a tendency for lots of negative 

space / empty space or does it feel 

active and cluttered?

◊ �Is there a trend for unique camera 

angles or perspectives?

◊ �Is there an entry point for the viewer into 

the picture or is the viewer more of an 

outside observer. Do the photographs 

invite the viewer into the spaces?

◊ �Do many of the photographs/illustrations 

have a similar stylistic approach?

◊ �Look at your photography/illustrations 

for sources of light. Is the light often 

directional, illuminating something, soft/

fuzzy, filled with texture, morning light, 

evening light, etc. Is there a pattern you 

can recognize?


