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TWIRLING TIGER‰ MEDIA CASE STUDY

THE CHALLENGE
(ISC)2 began as a certification consortium for information security 
professionals and in the past decade has evolved into a thriving 
membership organization focused on professional development. 
As a member benefit, in the mid-2000s it began publishing a 
quarterly print and digital magazine for members that was produced by a midsize 
publishing house. While a popular asset, the publication’s content was similar to other trade pub-
lications and had a heavy emphasis on corporate news. Most articles were penned by professional 
writers outside the organization, who understood technology and business management but not 
the organization, its culture, or what members really wanted to read. Stock art was primarily used 
as a resource for visual content and often missed the mark in creating a synergy between imagery 
and words. 

In 2014, Twirling Tiger Media took over production of the magazine. Following an in-depth evaluation, Twirling Tiger 
Media determined that new columns and more member-contributed content needed to be introduced to align with the 
growth of the organization and needs of the readership. In addition, the magazine needed updating on typography, color 
palette, individual page designs, navigation, and overall visual pace from the front cover to the last page of editorial.

TWIRLING
TIGER media
creators of content you  
can sink your teeth into

CLIENT – (ISC)2

(ISC)2 is a Clearwater, Fla.-based global 
information security professional organi-
zation with almost 125,000 members.  
Its mission is to support and provide 
members and constituents with  
credentials, resources, and leadership  
to address cyber, information, software 
and infrastructure security to deliver  
value to society.

how to
redefine + redesign a  
publication to strengthen 
the connection between  
a brand and its audience
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TWIRLING TIGER MEDIA CASE STUDY
USING DESIGN + CONTENT TO CONNECT A BRAND AND ITS AUDIENCE

A REFRESHED LOOK
One of Twirling Tiger Media creative team’s first actions was to change the overall design of the magazine to create a 
better reader experience.

Our team approached the redesign in multiple dimensions with careful consideration to how the publication looks, 
sounds, thinks, performs and, ultimately, is.

We designed a publication that was inviting and engaging, making the content easily navigated and understood 
through a superior visual approach that focused the reader’s eye on what mattered first, and added impact to a  
publication that was now vibrant, sophisticated, authoritative and ready for business…and worthy of a design award. 

LOGO REDESIGN
The world of information security is constantly evolving, as are the professionals within it. To keep pace with the maga-
zine’s readership, we sought to create a logo that would reflect a streamlined and contemporary personality. But first, we 
wanted to redefine the mission of the InfoSecurity Professional logo. 

When designing a logo, it’s crucial to truly understand the client’s objectives, as this will guide your choices and help 
ensure that you accentuate the most important elements, create the correct hierarchy, 
convey the right tone and avoid veering off toward trendy solutions.

The previous logo (right) strongly accentuated “Info” by placing it in a bold-colored 
box. The word “Security” had great visual effect as well, but the word “Professional” 
was secondary. 

This magazine’s primary emphasis is on professional development, so we refo-
cused the visual hierarchy of the title (below). The redesigned logo accentuates the 
publication’s mission by prominently highlighting the word “Professional.” The word 
“InfoSecurity” is substantially smaller, but the boldness of the font creates a balance. 
The use of an underline creates a subliminal highlight on “Pro.” The new logo creates 
a contemporary brand that looks to the future with clarity, authority and confidence.

SOLUTION – Twirling Tiger Media prom-
ised to transform the publication from 
a corporate-centric magazine to a more 
communal one that better reflected  
the membership in all its diversity and 
provided unique content and design to 
strengthen the (ISC)2 brand.

We achieved our goal of creating a 
more membership-focused and dynamic 
magazine by:

• Establishing an editorial advisory 
board to help guide content.

• Redesigning the publication with a 
more contemporary appeal.

• Adding more member news and 
member-specific columns.

• Expanding the number of  
mobile-friendly viewing options.

The end goal was to better showcase 
members’ thought leadership, and to 
create content on professional devel-
opment. These initiatives would provide 
more value to an (ISC)2 membership. This 
also helps the organization recruit and 
retain promising professionals whose 
credentials strengthen the (ISC)2 brand 
at a time when other organizations also 
are seizing on cybersecurity’s popularity 
with their own professional development 
programs.

 InfoSecurity

 PROFESSIONAL
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FRONT COVER—CREATING GREATER VISUAL IMPACT, DIRECTION AND INTEREST

Old design problems:
• Oversized logo
• No tagline under logo
• Use of generic stock art
• Little synergy between cover image and headline
• Cover copy touted cover story only
• Confusing issue number; no date
• Lack of organization’s social media hyperlinks

Outcome: 
In the old design, there were many missed opportunities to draw attention to the publication’s mission and the 
issue’s features and columns. 

The new design is a dynamic and accessible presentation built to attract and engage the reader. There’s synergy  
between the custom photograph and its supporting cover copy. This happens only when designers and writers 
collaborate well.

New design solutions:
• Prominent logo, but balanced on the page
• A tagline under the logo
• Custom art and photographs
• Collaboration between art director and editor to  
 achieve strong connection between imagery and  
 headlines
• Combination of five articles and columns  
 touted to entice readers to look inside
• Issue’s months and year visible
• Hyperlinks to organization’s social media sites

HOW TO CAPTURE A  
BRAND’S SIGNATURE LOOK
Talk, talk and talk some more to your 
client and team members. These  
conversations inform a visual 
interpreter—your graphic designer. 

Next, take a holistic approach and 
consider how the following elements  
will work in harmony:

• Logo

• Typography

• Color palette

• Photography and illustration

• Structure and look

http://twirlingtigermedia.com
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TABLE OF CONTENTS—NAVIGATING AND PROMOTING A PUBLICATION

Old design problems:
• Overpowering-sized issue number
• Confusing issue number, year and volume
• Use of generic stock art
• Oversized page number with no caption
• No hierarchical system distinguishing feature articles  
 from columns

Outcome: 
In the old design, flashy style dominated over clarity and easy navigation. It’s not important to visually blast  
the issue and page numbers because that does not best assist the reader; a more subtle treatment is sufficient. 
Feature articles within a publication typically receive prominence over columns, and they were competing for 
attention here.

The new design creates easier navigation for the reader, which should be the mission of any contents page.  
The underlying page grid prioritizes the features by setting them apart in a wider column and larger point-sized 
headlines and page numbers. The departments take a secondary position in a narrower column with smaller-sized 
headlines and page numbers. There’s no splashy large fonts dominating the page with issue or page numbers.

New design solutions:
• The word “Contents” at top of page
• The volume and issue number visible
• Custom art and photographs
• A caption with page number under the imagery  
 to connect the two elements
• A hierarchical grid and differentiating font sizes  
 to clearly separate feature articles from columns 

The new design 
creates easier  
navigation for 
the reader, which 
should be the  
mission of any  
contents page.

http://twirlingtigermedia.com
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EDITOR’S COLUMN
Adding a personal voice, setting a tone, highlighting 
reader-related issues and promoting the content

Old problem:
• An editor’s column was nonexistent

New tactic:
• A new column, Editor’s Note, was introduced 

Outcome: 
It’s important to make a personal connection with readers and 
develop a trusted relationship with the editorial leaders.

Our editor-in-chief, Anne Saita, reports that the majority  
of correspondence she receives after an issue is published is in 
response to her column. This proves that an effective editor’s  
column promotes an ongoing conversation with readers.

EDITORIAL ADVISORY BOARD
Setting the agenda and mission of a publication with community input

Old problem:
• An editorial advisory was nonexistent. Most editorial input came from corporate channels, not members.

New tactic:
• The editor-in-chief established a five-member editorial advisory board to help shape future issues.

Outcome: 
The group meets online quarterly to determine editorial calendars, profiles and feature articles that members around 
the world want to read.

4 TIPS ON ASSEMBLING  
A KILLER ADVISORY BOARD
Choose wisely. When new to an organi-
zation, ask for recommendations from  
people you trust. Give them the criteria 
for selection, so everyone knows what 
makes a good fit for the group. And keep 
the group size manageable.

Set expectations—then be sure they are 
met. With each recruit, outline what’s 
expected in terms of time commitments 
and get formal sign-on before welcoming 
them aboard. Then honor each member’s 
time by meeting their expectations too.

Make sure you outline the WIIFMs. Most 
people you approach don’t need the 
advisory board on their resume; they 
are serving because they care about the 
organization. But if your board members 
need more incentive, consider adding 
their names to a page on your website or 
in your publication for more visibility (and 
accountability). 

Honor opinions; act on good suggestions. 
Good meeting management means not 
only does everyone get a chance to have 
their say, but that at the end action items 
are developed and assigned. This holds 
members and management accountable. 
And when members see action being  
taken, even those initially outvoted  
generally will respect the process.

http://twirlingtigermedia.com
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EXECUTIVE LETTER COLUMN
Establishing leadership and a platform to promote an organization’s initiatives

Old design problems:
• The scale of the column’s title, Executive Letter,  
 visually competes with the headline
• The column’s tagline lacked intention

Outcome: 
Color palette, font size and placement of elements play an important part in establishing this column’s successful  
format and eliminating competition with the column’s headline. In addition to placing the author’s name, title 
and contact information under his photo, the new layout uses a relevant image to add interest along with a visual 
breather facilitated by white space in the lower left-hand column.

New design solutions:
• The column title, Executive Letter, author and  
 tagline are designed to appear as a unit 
• The tagline better informs the reader of the  
 column’s intention

…the new layout 
uses a relevant  
image to add  
interest along with 
a visual breather 
facilitated by  
white space…

http://twirlingtigermedia.com
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COLUMNS
Creating awareness about (ISC)2’s programs and benefits, members and 
industry-related coverage

Field Notes and #nextchapter. What was an abbreviated news section in the old design  
is now four or more pages of a comprehensive roundup of news happening in (ISC)2 com-
munities worldwide. From coverage of awards, member discounts, recommended reading, 
industry-leader quotes, data facts, chapter spotlights to Q&As, this section is chock-full of 
easily digestible and graphics-driven content.

Members’ Corner. The old design featured a column titled Moderator’s Corner, which 
highlighted one industry event from a moderator’s point of view each issue. The author’s 
portrait was the featured image. The new design was transformed into a column that show-
cases rotating members’ points of view. Much like the Executive Letter format, this column 
is designed to display a member’s portrait and contact information, and photographic or 
illustrative imagery related to the column’s topic.

Center Points is the refreshed column (formerly Giving Corner) that now puts a face to an 
(ISC)2 affiliate closely linked to the membership. Typically, a  related image and pullout are 
added to this page to add entry points of interest.

The former Q&A is now a more visually lively and balanced 5 Minutes with… column. It 
features a deck describing the interviewee, his or her portrait, approximately six to eight 
questions and answers, and touts the extended interview online, which appears in an 
(ISC)2 e-newletter the following month. 

New designs for news-related columns 
reflect a cohesive design and palette.

Imagery plays a key role 
in connecting the global 
membership of (ISC)2.

http://twirlingtigermedia.com
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FEATURE ARTICLES
Designed to attract and engage for presentation in multiple formats 

The old design consistently utilized stock imagery, giving the publication a less sophisticated look. The openings of the 
articles were designed as two-page spreads, which worked for print versions only. 

The publication is currently produced for print, single-page PDF, flip book, and the ePub and Mobi platforms. Two-
page spreads are obsolete for the majority of these file formats, so each article must open on a single page. The feature 
article design elements offer the art director great flexibility for expressing creative solutions while also maintaining a 
consistent look overall. Features are peppered with engaging entry points such as pull quotes, sidebars, infographics, 
illustrations, photographs and lists.

The font selection includes a san-serif font family, a slab-style font family and a serif body copy—all of which when 
used in conjunction and varying sizes allow the art director to create a hierarchy and consistency throughout the pages.

The base color palette for the entire publication is a contemporary reflection of technology for today and into the 
future that is intended to appeal to a professional global audience.

SETTING THE PACE
From the magazine’s front cover to the last page of editorial, the new overall design employs a balanced visual pace. The 
cover introduces the publication with some punch, enticing the reader to look further. The table of contents offers easy 
navigation and detail of what’s inside. Next, leadership columns Editor’s Note and Executive Letter ease the reader into 
the lively presentation of the news section that follows. The design of the more copy-intensive Members’ Corner prepares 
the reader for the climactic feature well, beginning with the impactful cover story. The issue wraps up with two quieter 
column formats—the last, 5 Minutes with…, adding still more personality to this global community-focused publication. 

PROOF OF ELEVATED COMMUNITY ENGAGEMENT
In 2015, (ISC)2 conducted its biennial membership survey. The magazine was again voted the No. 1 asset in the organiza-
tion’s portfolio but this time, in addition to voicing approval for the publication, hundreds of members added comments 
about what they liked and what they wanted to see in future issues. In fact, there were 19 pages of comments, the vast 
majority positive. 

We now hear from members with unsolicited feedback and suggestions for future articles, as well as requests to share 
issues with their teams and colleagues outside the organization. Such information-sharing in an industry that values 
guardedness and privacy like none other can be slow to get going, but as our initiative to use the magazine to promote 
more thoughtful and thought-provoking exchanges has shown, it can happen. InfoSecurity Professional now has a more 
unique feel and content reflective of those who make (ISC)2 what it is. 

There’s a stronger sense of community and greater value in members proudly pronouncing they are part of (ISC)2. •
Custom art and photography create  
synergy with headlines and concepts. 

http://twirlingtigermedia.com
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TWIRLING TIGER MEDIA
HOW WE SERVE YOU

Contact ghunt@twirlingtiger.com for a sample of InfoSecurity Professional magazine.

The Twirling Tiger‰ Media Case Study series is produced by Twirling Tiger Media. Contact by email: mjoyce@twirlingtigermedia.com. No 
part of this document print or digital may be reproduced, stored in, or introduced into a retrieval system, or transmitted in any form by 
any means (electronic, mechanical, photocopying, recording or otherwise), or for any purpose, without the express written permission 
of Twirling Tiger Media, in the United States and/or other countries. The names of actual products and companies mentioned herein may 
be the trademarks of their respective owners. For information, please visit www.twirlingtigermedia.com. To obtain permission to reprint 
materials, please email mjoyce@twirlingtigermedia.com. ©2017 Twirling Tiger Media. All rights reserved.

CONTENT CREATION FOR MARKETERS
Creating powerful narratives and imagery that draw people to your brand.

H O W  W E  W O R K
We collaborate with clients to communicate their brand with clarity and impact— 
one story and design at a time. By following our proven process workflow, we:

• Make the complex simple to reach all levels of expertise. 
We distill specialized material into language and imagery that resonates with  
your target customers.

• Use our journalism skills to create unique content. 
With backgrounds in journalism, our writers are seasoned interviewers trained  
to ask the right questions—and enough of them to accurately and authentically  
reflect a brand’s goods, services and thought leadership.

• Provide both writing and graphic design services. 
From concept to deliverable, our creative team collaborates to find  
the perfect balance between powerful style and impeccable clarity.

• And, we are 100% women-owned (and certified!), bringing more supplier diversity  
to your workforce. Twirling Tiger Media is certified as a women’s business enterprise  
by the Women’s Business Enterprise National Council (WBENC) and is a federally  
designated Women-Owned Small Business (WOSB).

*The Tabbies are annual editorial and design awards run by Trade, Association and Business Publications International (TABPI).

D E L I V E R A B L E S

• Advertisements

• Articles

• Blog Posts

• Case Studies and Success Stories

• Ebooks

• Magazines

• Media Announcements

• Newsletters

• Social Media

• Web Content and SEO Copy

• White Papers and more!

S K I L L S

• Writing

• Copy Editing

• Graphic Design and Art Direction

• Brand Identity Design (brand name, 
logo, style and visuals)

TWIRLING
TIGER media
creators of content you  
can sink your teeth into

2017
WINNER  

GOLD TABBIE AWARD 
FOR EDITORIAL  
EXCELLENCE*

2016
WINNER  
TWO BRONZE  

TABBIE AWARDS  
FOR DESIGN  

AND EDITORIAL  
EXCELLENCE*

Put a winning 
team behind 
your brand!

‰

2018
WINNER  

TWO HONORABLE  
MENTION TABBIE 

AWARDS FOR DESIGN 
AND EDITORIAL  
EXCELLENCE*
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