
Images
Choosing Images for Print and Web Design



What Makes an Image Good?
The overall characteristics of effective imagery aren't hard to spot. 
“Good” images tend to have clarity in terms of both visual and psychological 
comprehension. They communicate.
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What Makes an 
Image Good?

• Lifestyle Images
• Images that Promote 

a Product or a Service

When choosing images, 
you might find they will 
often fall into one of 
two categories:



What Makes an Image Good?
Choosing images can be both an enjoyable and a daunting experience. 
This guide will give you something new to consider to help make 
the process lean more heavily towards the former.



Lifestyle Images
Lifestyle images tend to answer questions such as: 
“What does it look like?”  “How is it used?”
“When would I use it?” and “Who is it for”



Lifestyle 
Images

Lifestyle images can be very 
helpful to website visitors and 
applications in print because they 
provide context. 

If the information is about a place 
(such as a holiday destination) then 
an image can literally help the reader 
visualize the location. 

If the information is about an object 
(such as an item of clothing) then the 
lifestyle image can show it in use. 



Lifestyle 
Images

Lifestyle images also tend to try 
to sell an idealized view of a particular 
aspect of life, so the subjects of 
the photograph are often shot in a 
scenario that the visitors to the site 
or ad viewer would like to be in, too.

Even if the user might not ever find 
themselves in that place, it could be 
a situation that they aspire to (hence 
the product or service would help 
them attain that) or one that they 
simply respect or admire.



Lifestyle 
Images

• Lifestyle images work best when 
they reflect the advertised brand 
faithfully. 
• When choosing images for a website 

or print ad or publication, the task 
can be made easier by allowing the 
brand’s values to guide you. 
• If the brand is playful, then it might 

be fitting to opt for bright colors and 
light-hearted scenarios. 
• If the brand is serious then you 

might opt for a more somber palette 
and realistic subject matter.



This image of Patagonia outdoor 
clothing successfully depicts both the 
clothing being worn, and the setting 
suggests that it is suitable for those 
who spend time in harsher weather 
conditions. The shot is modern and 
masculine and the gritty, broken 
rocks evoke the rugged outdoors 
very effectively. 

The people in this shot are also 
relaxed and enjoying a break, while the 
equipment around them indicates that 
they are serious about their activity.

Lifestyle Images

http://www.patagonia.com/


Here is an example of a very different 
kind of product (a Ford vehicle) but, as 
you can see, it appears to be evoking a 
very similar lifestyle to the Patagonia shot 
above. In this case, the makers might be 
suggesting that the vehicle is suitable for 
use on all kinds of roads. Even if there are 
a significant number of sales of this type 
of vehicle in urban areas, many customers 
are attracted to the vehicle because it can 
be driven in any conditions. You might 
also note that a lifestyle image doesn’t 
necessarily have to have a person in it to 
have “personality.”

Lifestyle Images

http://www.ford.com/


This lifestyle image is promoting a 
holiday destination off the coast of 
Australia called Hamilton Island. 

Although it is a beautiful location all by 
itself, by including a family in the 
photograph the designer is helping visitors 
to the website imagine themselves relaxing 
and having fun on the beach.

Lifestyle Images

http://www.hamiltonisland.com.au/


The first photograph 
shown on the homepage 
slideshow for the
Four Seasons hotel in 
Paris could have been 
an exterior shot of the 
hotel itself or an interior 
shot of a suite (as is 
often the case with 
accommodation sites). 
Instead, the designer 
opted to firstly show a 
lifestyle image portraying 
the excitement and 
romance of visiting this 
enchanting city.

Lifestyle 
Images

http://www.fourseasons.com/


The About page is where 
the site visitor can get 
more information about 
the interior of the hotel.

Lifestyle 
Images



The details about the hotel 
venue continue by scrolling 
below the feature header 
of the bedrooms on the 
About page as a visual 
menu with enticing interior 
shots where you can click 
and select articles for more 
information about each 
featured item.

Lifestyle 
Images



Lifestyle 
Images
The About page continues 
with information about 
how to get to the hotel and 
where it is located within 
the city of Paris.



Lifestyle 
Images
The About page ends with 
credentials of the staff, 
testimonies and other 
human-interest stories.

The footer serves to 
provide the address and 
contact information and a 
typographic menu along 
with social media links.

A quick link to make 
reservations is included in 
a footer bar as a CTA. 

The hotel logo is displayed 
at the bottom of the page/



Promoting a Product or Service
Product images have a tough job to do. 
They are competing with our memories and expectations of evaluating products 
in the flesh. For this reason, they need to provide us with as much of the sensory 
information that a two-dimensional image is capable of mustering as possible.



Promoting a Product or Service



Promoting a 
Product or Service

• With one grab for a tennis racket we can see 
how the grip feels, know the weight of it, 
pretend to serve and hear its swish. In short, 
we can interact with it. This helps us to 
visualize ourself using the product. 

• Where clothes are concerned, we can try 
them on and see how they look on our body, 
with our weight, height, and coloring. We can 
examine the texture and feel of the material, 
see how it moves as we move.

• With food, we can inhale the aromas. 

• With gadgets we can press the buttons. 
We can explore.

In real life, we can observe a 
product from multiple angles.

Depending on its size and 
weight we can pick it up. 



Promoting a 
Product or Service

• Use multiple images showing the product 
from multiple viewpoints
• Add close-up images of products, or allow 

them to be viewed at a large size
• Show the product in the context 

in which it is likely to be used
• Be sure to include images of any variations 

in color and size etc.

To mimic this behavior in 
images alone is difficult, 
but here are some tips 
for achieving this:



This example shows a quilt from a shop 
called Anthropologie. As you can see, 
little thumbnail images within the 
product description allow the visitor 
to view the quilt in a variety of ways.

Product Images

http://www.anthropologie.com/


One of these viewpoints shows 
the quilt in situ on a bed.

Product Images



The large version of the image is very 
large indeed. This is helpful in order to 
evaluate different aspects of the product 
such as its quality and texture.

Product Images



With products that can be worn, it is very 
helpful to see real people actually 
wearing them. In this image for Boden 
we can see a range of their collection 
at a glance, and then explore further to 
see the garments in detail.

Product Images



With products that can be worn, 
it is very helpful to see real people 
actually wearing them. 

In this image for Boden we can see 
a range of their collection at a glance, 
and then explore further to see the 
garments in detail.

Product Images



This example is from a shop called
Mungo & Maud, which sells upscale 
clothes and other products for dogs. 
It portrays the item being modelled 
which is important for any kind of attire, 
be it human, canine, or other.

Images to promote services are different. 
With images to promote services, the 
messages we need to portray are less 
material, less physical. They are more 
psychological. The user will be asking, 
“Can this company provide this service 
in a way that is reliable, capable, 
trustworthy?” They will be looking 
for reassurance. 

Product Images

http://www.mungoandmaud.com/


Product Images
Continued screenshot of webpage.



Product Images
Continued screenshot of webpage.



Companies tend to focus on the best 
aspects of the services they provide. 

Note this example for Blue Cross Blue 
Shield health insurance. The photography 
featured on their website shows healthy, 
happy, vibrant people in the outdoors and 
not those who are sick or injured and 
cooped up in hospitals or waiting rooms.

Product Images

http://www.bcbs.com/


The homepage of the United States 
Postal Service features this image to 
complement its address redirection 
service. It shows a mother unpacking 
boxes and finding her child’s teddy bear.

I’m not sure moving is always this 
relaxed, but this choice of photograph 
suggests that their service helps make 
a move more stress-free, and promotes 
feelings of safety and wellbeing, 
as well as confidence in the service 
that is being offered.

Product Images

http://www.usps.com/


People and/or Animals
When an image contains a face, 
there are a few things you might like to keep in mind.



People and/or Animals
Direction of Gaze: When observing another individual, humans are naturally inclined to 
follow the direction of their gaze. Perhaps this is an evolutionary measure tapped into our 
survival. In any case, we can use it to our advantage when combining images with 
information. If you take note of your eye movements in the next two examples, 
you will see that your eye is drawn to different areas.



This screenshot from the Nike 
Women website demonstrates 
how by following the direction of the 
person's gaze, your eye can automatically 
be directed towards the most important 
information on the page.

People & 
Animal Images

http://www.nike.com/nikewomen/home?locale=en_US


Here is a screenshot from the same 
website in which the head is in the same 
rough location, but the face is cast 
downwards slightly. 

This subtle change results in the user 
most likely noticing the buy button 
(and also the Facebook “like” button) 
before scanning up to read the headline.

People & 
Animal Images



This phenomenon is not just true 
of human subject matter. We tend 
to follow the direction of any kind 
of face whatsoever. 

In this screenshot from the
American Bird Conservancy
website, our gaze is directed 
towards the donation button 
in the top right corner.

People & 
Animal Images

http://www.abcbirds.org/


And here is the same website again. 
This bird is clearly pointing us in 
the direction of the logo and the 
headline below it.

People & 
Animal Images



Just to prove this device really does 
apply to all types of faces, here is a 
screenshot from The Metropolitan 
Museum of Art which shows an ancient 
sculpture looking obediently at the 
text on the left.

People & 
Animal Images

http://www.metmuseum.org/


Body Language
Body language doesn’t just work in real life. 
We are constantly “reading” other human’s movements 
and positioning whether they appear to us in three dimensions or only two.



Both of these photographs are fashion 
shots from the Levi's website. 

Generally speaking, in terms of body 
language the crossing of arms can be 
seen to be a defensive maneuver. 
In contrast, the model on the right 
looks more outgoing and is 
communicating a sense of fun.

People & 
Animal Images

http://us.levi.com/


Reflectivity
It can often help to draw in your audience when they can see their own likeness 
reflected back at them. It tells them in an instant that your site is relevant and 
that they are in the right place.



The three screenshots above are 
from the Kellogg’s website. 

The rotating slideshow samples a 
cross-section of the breakfast food giant’s 
target market, making sure to visually 
represent families of various ethnicities.

People & 
Animal Images

http://www.kelloggs.com/


Consistency
Ensuring that images are styled consistently across a range of images can help to 
give your design project a considered and professional appearance. We will explore 
some ways to achieve this using e-commerce stores to demonstrate key concepts.



Color
Images spanning a wide variety of subjects can be grouped together visually 
with a consistent use of color (and/or lighting).



By far, the most popular way designers 
achieve consistency when displaying a 
variety of products is to “cut them out” 
(also referred to as “die-cutting,” a term 
borrowed from the print vernacular for 
trimming paper to a specified shape or 
referred to as silhouettes, a photographic 
and artistic technique). These images are 
displayed on a white background. 

People & 
Animal Images



This has several advantages, not least of 
which is the ability to add to an array of 
products over time or via several locations 
with no visual markers to differentiate
these factors. 

As shown here, the Terrain gardening 
supplies store displays all their products 
on a white background.

People & 
Animal Images

http://www.shopterrain.com/


Of course, the background needn’t 
be white, as shown in this screenshot from 
the Astier de Villatte website.

People & 
Animal Images

http://www.astierdevillatte.com/


To create a cohesive directory of team 
members for its website, Digital Media 
Stockholm shot (or post-processed in 
image-editing software) the photographs 
in black & white and did away with any 
background detail. 

This can be a very effective way to 
make disparate-looking portraits come 
together to emphasize the collective 
nature of a group of people.

People & 
Animal Images

http://dm11sto.com/


Context
The same setting or backdrop creates both visual 
and psychological consistency by evoking 
a singular place and/or time. 



The Restoration Hardware website 
takes a different approach, not using a 
singular color as in the products above 
but rather using a consistent backdrop 
to provide consistency.

.

People & 
Animal Images

http://www.restorationhardware.com/


Here is another example from 
the Anthropologie website, showing 
that a simple backdrop setting can 
help to give a range of products 
both personality and polish.
.

People & 
Animal Images

http://www.anthropologie.eu/


Mood
Less tangible than color and context, 
but no less important, is a consistent 
approach to mood.



This example is from an online stationery 
store called Present and Correct. 

Although each backdrop is different, the 
playful composition and props provides a 
consistently light-hearted mood throughout.

People & 
Animal Images

http://www.presentandcorrect.com/


Creativity in Images
Images that provide unique and imaginative perspectives 
are more memorable than those that don’t. 

Here are some things to consider to give your design projects the creative edge. 



Composition
Creative composition can be achieved by several means. 
Don’t underestimate the power of an unusual vantage point, 
an unexpected cropping or an interesting use of negative space. 
Thoughtful juxtapositions and collage techniques can also provide interest.



The flower photography featured on 
the Saipua website utilizes interesting 
angles, crops and close-ups to create 
beautiful diptychs.

Composition

http://www.saipua.com/


The Bonpoint children’s wear store 
displays their clothes in a way that 
not only communicates playfulness 
but also helps customers to visualize 
and coordinate whole outfits.

Composition

http://www.bonpoint-boutique.com/en/


Lighting
The way a scene or an object is lit can tell a story all its own. 
Lighting can be dreamy or dramatic, innocent or sinister, 
gentle or harsh, and many variations besides.



Both photographs depict bedlinen 
from the Toast online store. On the 
left, the natural daylight provides a 
clean and relaxed look. The bedding 
on the right, however, is lit carefully 
to create high contrast between the 
subject matter and the background. 
This lends the shot an air of 
drama and mystery.

.

Lighting

http://www.toast.co.uk/


The slightly sepia tones combined 
with the bright, yet soft daylight 
gives this photograph from
Sessun a nostalgic feel.

Lighting

http://www.sessun.com/


This photograph from the same 
website uses a similar technique 
but is rosier and softer looking 
which evokes a dreamy, 
romantic mood.

Lighting



Symbolism
Don't be afraid the go beyond the literal. 
Objects can inspire and inform when placed 
in hypothetical or unexpected settings.



By taking this bed out of the bedroom and 
hanging it from trees in misty woods, the 
product is transformed into something 
magical and dreamlike. This example was 
shot by Ditte Isager for Bloomingdale's.

Symbolism

http://www.ditteisager.dk/
http://www.bloomingdales.com/


Using a photographic collage technique, 
these socks (from Japanese label, Antipast) 
are transported to a fantasy-land filled with 
flowers and balloons.

Symbolism

http://www.antipast.jp/


From the same website comes these whimsical 
interjections of illustration. They serve both as 
an informative measure (for example, to show 
that the sports shirt is designed for golfers) 
and as a decorative element which also 
offers a little humor and personality..

Symbolism


