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Make something out of it! Something really good.
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EDITORIAL

Good work
What does it take to make something really good?
While preparing the latest issue of TrueColors, I considered
this question carefully – not for the first time either.
Our TrueColors team spoke with people who have their
own personal answer to this question.

Photo: Jörg Jäger

People like Hannes Rauscher and Verena Stierstorfer,
a top chef and designer couple from Straubing in Lower
Bavaria. Their project, The Taste of Color, is a culinary
celebration showcasing the beautiful colors of food.
Roman Niewodniczanski is one of Germany’s best winemakers. His motto: “quality is a result of hard work”.
Who can argue with that if the result is truly fine wine?
Our software is synonymous with high quality. In order to
produce high quality print products color has to be right.
Nothing less than perfect will do. So we ask ourselves this
question all the time: “what does it take to make something
really good?” Well, for starters we need people who have an
eye for detail and people who strive for perfection. Philip
Tröster is one of these people. He specializes in achieving
consistent presentation of color across different substrates.
Another is Johannes Betz, Director of the GMG Academy.
He loves helping even experienced color specialists sharpen their skills. And of course Simone Viscomi, who gives
us an insight into the world of sales and explains what he
believes makes a good salesperson.
We hope you enjoy the new issue of TrueColors.
Who knows, maybe one of these stories will inspire you to
make something really good.

Robert Weihing
Co-Founder GMG GmbH & Co. KG
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TrueColors
It’s all about color. In art. In culture. In life.
Color creates moments of surprise. It sends
important signals, creates boundaries and
unifies. When it comes to color, the most
exciting stories are definitely in the eye of
the beholder.

Photo: Mike Meyers

TrueColors
It might surprise you that the Game Boy was
launched only in 1998. It was all the rage then.
Compared with today’s game consoles the
resolution is laughable, of course, and the color
of the case was a lot more impressive than the
colors on the tiny display.

TrueColors
Who is to tell you what’s right and what’s
wrong. Particularly in uncertain times it might
pay off to follow your instinct. Not everyone
has to be a follower.

Photo: Rye Jessen
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ESSAY

No
Blue
Please
We tend to overestimate our sense of taste. We believe
that our palate is the judge of whether something tastes
good or not. In fact, we have often made our decision
before even putting the food in our mouths. How something looks definitely influences how we think it tastes.

Scientists at the Max Planck Institute put three glasses of
apple juice in front of their test subjects. The juice in two of the
glasses had been colored, one red and one green, with a tasteless dye. A large number of the testers indicated that they
drank three different kinds of juice: apple juice, blackcurrant
or cranberry juice and kiwi juice. How can that be? To what
extent does color manipulate our perception?
The same thing happened with yogurt. Many of the testers
identified plain yogurt, mixed with a tasteless red dye, as
“strawberry yogurt.” In other words, we taste what we are
already familiar with. We let ourselves be fooled. We don’t just
taste with our taste buds, we ‘taste’ with our eyes too. This is of
crucial importance to all food producers and providers.
Let’s take the color blue, for example. Blue food initially triggers a defense reaction in humans. Researchers believe this is
because we are genetically programmed to regard food in this
color as dangerous. Poison, rot, mold. The German fitness
magazine fit for fun recommended that readers who wanted to
lose weight should eat off blue plates because it would curb
their appetite.

When what is perhaps New York’s most famous restaurant,
the Four Seasons, opened again in April after a two-year
hiatus, nothing was as it used to be. Brazilian star architect
Isay Weinfeld had completely revamped the posh dining room
originally designed by Mies van der Rohe. The owners gave him
a US$ 30 million budget to work his magic: gold-colored
leather banquettes and aluminum curtains on the walls. Weinfeld’s architecture guides guests’ gazes without overwhelming
them. “One feels a sense of well-being without knowing exactly
why,” is his credo.
Cooking and art are somehow closely related after all. Swiss
artist Daniel Spoerri has made this connection between these
two fields his passion. He is considered the father of “Eat
Art”—edible art. Spoerri operated a restaurant in Düsseldorf
in the late 1960s where he fixed leftover food to the plates
with glue and preservatives and then nailed them to the wall.
Spoerri became world famous. Several of his successors
“refined” the recipes into the literary genre: Dieter Roth, for
instance, shredded the novel The Tin Drum and stuffed the
shavings, together with fat and spices, into a sausage skin.
Whether food-art is enjoyed on walls or actually eaten, our
eyes play a big role either way.

Color has long been used in fine restaurants as well. The food
on the plates is arranged not just by flavor but also by color.
And there’s more: Our surroundings while eating play an important role too. This has given rise to a new purism that tries
not to overload the eyes while eating by creating a simple nofuss environment. Instead of opulent table settings, plush
cushions and heavy silk curtains you find clean and simple
interiors that let the food speak for itself.
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GOOD WORK

A Feast
for the Eyes

Photo: Verena Stierstorfer

Verena Stierstorfer and Hannes Rauscher
—she a designer and he a chef—
have taken an old figure of speech at face value and written
The Taste of Color, the first cookbook with recipes arranged
according to the color wheel.
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He and his friend Ralf Jakumeit
have teamed up to form
a sort of culinary guerrilla group.
Now they take turns touring as
“Rocking Chefs.”

“Chefs rock the world,” says Hannes Rauscher.
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the taste of

COLOR

Das Kochbuch für Geschmacksjäger und Designliebhaber.
Von Verena Stierstorfer & Hannes Rauscher

“We wanted to turn our passion for our professions
into a joint project,” says Verena Stierstorfer. This is
how The Taste of Color was born.

The Rocking Chefs function more like a band.

Photo: Verena Stierstorfer

Color wheel? “Menu wheel!”
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“We always drew a meal first until we were ready to prepare it like we drew it.”

The meringue is not blue enough yet.
Hannes Rauscher takes another spoonful
of dried clitoria flowers and dissolves them
in Curaçao.
The liquid turns dark blue. After reducing it
again, he carefully pours the liquid into the
meringue mixture made from egg whites and
sugar and spreads it onto a baking tray. “Blue is
the most difficult color,” says Rauscher, “it occurs
much more seldom in nature than other colors.”
Two hours later, a shell-shaped plate is placed on
the kitchen table in an apartment in the Lower
Bavarian town of Straubing. A deep yellow saffron
mousse forms a line flanked by reddish-yellow
quince jelly, a gold-colored quince sorbet and the
blue meringue, garnished with green mint tips.
It is almost too pretty to eat.
For over half a year, Verena Stierstorfer’s kitchen became a laboratory where the designer and
the chef conducted their experiments with colors
and foods. “We wanted to turn our passion for
our professions into a joint project,” says Verena.

Thus was born the idea for The Taste of Color, a
cookbook that pays homage to color.
People have long known that appearance influences
how something tastes to us or even if we want to eat
it. This is why most top chefs always take the aesthetics of presentation on the plate into account.
A diner reacts to colors, they guide his or her visual
attention. And what we see even affects our metabolism. It has been proven, for example, that human
beings have a direct reaction to creamy beige and
berry tones. The body responds with a low blood
sugar warning. This can be measured and felt.
At the time, Verena was still studying communications design in Nuremberg while her boyfriend
Hannes was running the kitchen in the posh
restaurant Villa in Staubing. Every free day they
had, they worked on their project, searching for
ingredients and combinations that went well
together both in terms of color and taste. An
empty plate was like a piece of white paper: “We
always drew a meal first until we were ready to
prepare it like we drew it.”
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Two “Rocking Chefs:” Hannes Rauscher and Ralf Jakumeit (from left)

After all, color always signals the quality of a meal
as well. Scientific studies have proven that warm
colors (in addition to red and yellow these include
orange and brown) stimulate the appetite. Red is
especially effective, which is why many restaurants paint their walls this color. Cool and warm
are sensory distinctions made by both the palate
and the eyes.
A trip to visit Hannes Rauscher’s brother in Bali
gave the couple the final inspiration they needed:
“That was our ‘aha’ moment. The Asian cuisine,
with all its fruits and vegetables, is full of flavor and
color combinations which inspired me immensely.” Once they returned to Straubing, their passion
became an obsession. “When I think back on those
months,” says Verena, “I still shake my head. The
amount of work we put into this project is absolutely crazy.” In order to make sure that every tiny detail was perfect, both in terms of taste and appearance, the couple combed through hardware stores
and turned wallpaper samples into backgrounds
for plates.
Even the individual courses were divided into
carefully-coordinated color sequences: The greenish tuna tartare paired well with the orange-yellow
red snapper, followed by a violet black rice pudding for dessert. The ‘menu circle’ in the center of
the book can be taken out and used to combine
the individual dishes featured there into threecourse meals that harmonize both in terms of
flavors and colors.
Hannes Rauscher is a free spirit who laughs at
convention and looks for the fun factor in everything he does. He and his friend Ralf Jakumeit
have joined forces to form a sort of culinary guerrilla group that conjures up unusual meals in
unusual places. Where the stove is located
doesn’t matter. What is important is the uniqueness of the experience. They cook “where things
are happening,” says Hannes. Like his friend
Jakumeit, who most recently garnered 16 points
in the gourmet Bible Gault & Millaut, Hannes regularly swaps his luxury kitchen for a 300 kg stainless
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steel grill on a trailer. The Rocking Chefs function
more like a band anyhow. They play in a large or
small line-up, wherever the party is happening,
such as at festivals like Rock am Ring.
Their motto, “Köche rocken die Welt” (chefs rock the
world), is tattooed on Ralf Jakumeit’s lower arm.
Whether for VIP guests at the Rock am Ring festival or in the oven room of a small bakery—the
Rocking Chefs have their own unique view of
fine cuisine. And it is far from fancy restaurants
where chefs often remain hidden from customers’ view. “I want to see the people I am cooking
for and I want to talk to them about what I am
making,” says Hannes.
Several weeks ago, Hannes and Verena invited
nearly 20 hobby cooks to an empty brewery hall
in Straubing to cook a meal together. Their cooking school, which they started four years ago, is
a smashing success. Everything there revolves
around color: Guests are learning how to make
red pepper paint for a brown roasted guinea fowl
breast. The Rocking Chef demonstrates first,
reducing the pureed red pepper until it has
almost become a solid. “It’s actually quite easy,”
says a participant—and half an hour later there
are 18 works of art lined up on the table.
What a shame that they will all have to be destroyed
to be enjoyed.
www.thetasteofcolor.de
www.rocking-chefs.com

Photo: Mira-Media

“The Asian cuisine, with all its
fruits and vegetables, is full of
flavor and color combinations
which inspired me immensely.”
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WHO SAID IT?

20

God
is in the
details
L U D W I G M I E S VA N D E R R O H E
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01

Living
There are things that make life more beautiful, easier, more
worthwhile or at least more diverse. Products whose very
presence puts us in a good mood. Do we really need them?
Not necessarily. But the color sure is hot.
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05

06

Color
07

01 Rimowa Essential Trunk plus, 92 L, approx. 700 euros, www.rimowa.com 02 Swatch XX-RATED RED Iconic Swatch design and ribbed silicone strap, approx.
70 euros, www.swatch.com 03 Kaweco fountain pen Classic Sport – Sepp Herberger noted the tactics that led to the 1954 World Cup title with one, from approx.
20 euros, www.kaweco-pen.com 04 Fender Eric Clapton Stratocaster® Signature model including vintage tweed case, approx. 2,199 euros, www.fender.com
05 Eames Elephant Design: Charles and Ray Eames 1945, approx. 215 euros, www.vitra.com 06 Record player Xtension 9 Evolution High-end turntable, 9-inch
carbon-fiber tonearm, approx. 2,159 euros, www.project-audio.com 07 Brixton BX 125 R Café racer, approx. 2,800 euros, www.brixton-motorcycles.com
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PEEP SHOW

Hey, What
Are You Doing?
Creative people explain.

STUTTGART/CAIRO: Rana Rmeily
I have been working as an experiential designer for approximately three years now. How can I explain what we do in
simple terms? My colleagues and I at the studio Atelier Brückner focus on exhibition designs and scenography. As a creative
person, what fascinates me about the discipline is in particular the open-ended way we work. We are not limited to a twodimensional working style or working on a piece of paper. There is never just one direction, just one purpose.
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ANTWERP:
Tomas Redray

MUNICH: Olaf Becker
The sun is a master of color design. Accordingly, photographing or filming architecture
requires a great deal of patience. It takes a while until the perfect moment arrives, creating a very special mood with color and light. Just add an interesting perspective, and
your photo is almost finished. But only almost—the color balance and contrast still need
to be optimized in post-production. Then the photograph is ready for publication—
ideally in print.

I am a tattoo artist at Brabo’s Hand.
Inspired by the first masters around 1900,
I create timeless designs that stay bold
and bright over the years. In order to
accomplish this I use a small, simple color
palette. The trick is ensuring that the skin
and the color complement each other.

BERLIN: Jenny Elmer

LONDON: Isabella Mars

Digitalization of artworks is something unique—
the originals are very valuable, after all. At RecomArt, we use reference scans to ensure the best conditions for exact color reproduction. Digital and
analogue—just as unique as the original.

I am a shoe designer. I love shoes. The crazier, the better. When I start a new
project, the first area of concentration is almost always color matching. For
instance, the color of my aerial boots for trapeze artists has to match the color
of a certain costume. You need a lot of experience to get just the right color in a
natural product such as leather.
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TIME MACHINE

Fortunately not everything always happens the way we foresee it.
When George Orwell penned his famous novel, he was looking
36 years into the future. At that time, the year 1984* was just as far
in the future for him as it is in the past for us now.

* GMG was founded in 1984.
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What was really happening on our planet in 1984? It was
the decade of opposites: a spirit of new beginning and optimism was balanced against a sense of impending doom.
While France cheered after winning the European Soccer
Championships, the Germans saw their beloved forest
threatened. “Le Waldsterben,” as the French jokingly referred
to the hysteria over forest dieback on the other
side of the Rhine, was all
anyone had been talking
about since the publication of the first “forest status report” in October 1984. Was
it still possible to drive a car with a good conscience? And a
Ferrari Testarossa F110 at that? The automobile was unveiled
about the same time as the forest dieback began and left
motorsport fans at the Paris Motor Show hyperventilating.
Next to it, new releases such as the Renault Espace or the
Chrysler minivans were just boring family coaches, but they
ushered in the automotive age of the van.

Horrifying news reports frequently threatened to disrupt
this idyllic world:
The Doomsday Clock, a symbolic timepiece that American
scientists used to illustrate the likelihood of atomic war,
was at three minutes to twelve in 1984. The world had not
felt that close to apocalypse since
1949. And for good reason. The arms
race between the USA and the USSR
was in full swing. World War III
appeared imminent, leaving the
Earth uninhabitable in its wake. No wonder that the end
times song “Forever Young” by Alphaville captured the spirit
of the age.

Forever Young

It was the year of spirits. A spirit of new beginning and optimism and a spirit of impending doom. The main thing was
spirit. Depeche Mode provided just that with their song
“People Are People”: Some people are one way, some are the
other. The words to the song are just as relevant today as
they were back then: “So we’re different colors / And we’re
different creeds / And different people have different needs.”
Music was saved and listened to primarily on cassette tapes.
Sony’s Walkman was a best seller.
The feeling of this era was captured on celluloid in Beat
Street, the breakdance movie from Hollywood that became
a smash hit even in East Germany, featuring gangsters who
took to the streets with their ghetto blasters after work to
rock the pavement with their wild hip-hop dance moves. It
didn’t matter that, in the real world, Reagan had just been
elected for his second term.
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Perhaps because of the external threat, people sought
solace in the cozy company of friends and family. On Friday
and Saturday evenings, the classic nuclear family gathered
in front of the TV and watched entertainment shows that
were exciting but never dangerous: “Dalli Dalli, Verstehen
Sie Spaß?, Wetten, dass ..?” were popular shows in Germany at the time.
West Germany was still so conservative that a German army
general was fired due to “proven homosexual contacts,”
reinstated due to lack of evidence and then sent into early
retirement. Unthinkable today, the back-and-forth over
the Kiessling affair in 1984 was a hot topic in West German
news for months.
Then, in September of 1984, a previously unknown but
already more liberated singer stepped into the spotlight at
the first MTV Video Music Awards in a white bridal gown to
sing “Like a Virgin”. Madonna’s daring appearance caused a
scandal in the USA.
Lots of Americans learned a new word: “nerd.”

When the movie Revenge of the Nerds became a hit, people
were left asking themselves what a “nerd” was. A misfit?
A person with special interests, a socially isolated yet highly intelligent, eccentric computer geek? The German film
distributors choose undoubtedly the most absurd translation possible for the title: Rache der Eierköpfe, meaning
“revenge of the eggheads.”

Like A Virgin

What the fashion world now
refers to as “the eighties” began
in 1984 with oversized sweaters and shoulder pads in women’s jackets, leggings, loud
makeup and brightly colored sunglasses. Hair was backcombed and dyed—preferably with washable hairspray
that, when used only to style hair for going clubbing at the
weekend, made it possible to be a rebel and an office worker at the same time. The first slogan shirts were launched
on the market. Simple label insignias from Coca-Cola, Nike
and Reebok were especially popular with a public as yet still
uncritical of brands. Brand wars began and were hardly any
less intense than the Cold War itself, driving advertising
costs and defense budgets to dizzying new heights.

our modern sneaker culture and the “sneaker heads,”
the obsessive collectors.
The most important events of 1984 passed by almost
unnoticed. There was little more than friendly interest in
the first e-mail, which arrived in Germany at the University
of Karlsruhe on August 3.
And when Marc Zuckerberg
was born on May 14, no one
dreamed of how he would
impact humanity 34 years
later. Apple alone knew that its new product, a bulky square
box, would trigger a revolution. The launch of the first Macintosh was accompanied by a commercial that has since
become a classic. It depicts a scene from Orwell’s novel:
Identical people with shaved heads and expressionless
faces listening to a televised speech by their dictator. A woman in brightly colored clothing appears and throws a sledgehammer at the screen. A voice from offstage announces:
“On January 24th, Apple Computer will introduce Macintosh. And you’ll see why 1984 won’t be like 1984.”

Air Jordan

In one key battle, Nike was victorious over its rival Reebok,
signing the basketball player Michael Jordan when he
switched from the college league to the NBA. The company developed its Air Jordans, which would go on to sell
millions. Bright and with lots of cushioning support,
the shoes made Jordan rich as well, even though he
later revealed in his biography that he never liked
them. The Jordan/Nike coup unleashed a flood of brand
hype: Everyone wanted those shoes. “The serialization
and numbering of the shoes fueled expectations in them
and fitted perfectly into the male collection schema,” explains Elizabeth Semmelhack. The schema: “If possible,
I want one of everything, I want the first edition, I want
the best.” For many, 1984 therefore marked the birth of
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In a world in which every company, every brand, every product and every service requires
a strong visual identity, it is important for clients and creative service providers to work
together. The key to success, as in every relationship, is communication. In Dear Client, the
award-winning graphic designer Bonnie Siegler offers invaluable step-by-step instructions
for talking to creative people and getting them to listen. And it will teach you how to listen to
creative people as well. Artisan Books

Pages

BONNIE SIEGLER: Dear Client

PHILIP JODIDIO: Cabins
For everyone who longs for more personal freedom, for a return to the essentials and for a life
far from urban crowding, Philip Jodidio presents some 60 small, innovative and highly efficient
buildings from all over the world. Usually standing alone in a forest, nestled in the mountains
or perched on a cliff over the sea, they reduce architecture to a human scale without sacrificing
luxury. TASCHEN
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REPUBLIC OF FRITZ HANSEN:
IN PERFECT SHAPE
Visitors to the headquarters of the Republic of Fritz
Hansen in Allerød, northwest of Copenhagen, will find
themselves breathing in the spirit of a company that is
part of design history. The showroom features pieces
that have become icons in their own right: the Series
7 chair, the Swan chair and the Lissoni sofa. Again
and again, the Danish furniture maker has teamed up
with well-known and visionary designers such as Arne
Jacobsen, Poul Kjærholm and Piero Lissoni. In many
stunning photos, this thoughtfully-designed coffee
table book tells readers about the history of an exclusive brand, the marvelous pieces of furniture that have
made it so revered, and provides examples of how a
single piece of furniture can beautify an entire room or
building and spur the imagination of the people who
live there. teNeues

CRUSCHIFORM:
From Fuchsia to Midnight Blue
Our world is not just red, orange, yellow, green-blue, indigo or violet—the seven colors of the
rainbow represent only a small fraction of our color spectrum. This book features 120 color tones
from nature and human civilization, each printed individually on one entire right-hand side page
of the book. On the left side is the illustration of a plant, an animal or an object from our daily
lives, which matches in color and is accompanied by a written description. We are all familiar with
cardinal red, brick red or saffron yellow. The text under each illustration provides an easy and fun
explanation of how the color got its name and why it is related to the picture. Prestel Verlag
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GOOD WORK

At the Top,

Where the
Fun is
Van Volxem—
once the most famous winery in all of Germany.
It has been a long time, however,
and the vineyard’s storied history had almost been forgotten.
Then came Roman Niewodniczanski.
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“Sometimes, especially
when it is still young, it shimmers
a light green, signaling its freshness and
sparkling character.”

I

t sticks to him like malt. Whenever people speak or write
of him, Roman Niewodniczanski, the man with the
unpronounceable name, is referred to as the “offspring of
a beer brewing dynasty.” This is true. His grandfather
Theo Simon made the Bitburg Brewery a household name
throughout all of Germany. But “Niwo,” as his neighbors
call him for short, is anything but an “heir.” He was never
one to carelessly throw around the money his forefathers
worked so hard to earn. In fact, he has done the exact opposite—he has buried it.
The vineyards of the Van Volxem wine estate in Wiltingen
on the southern banks of the Saar extend across nearly
90 hectares of land, sloping steeply downward at an angle
of up to 60 degrees. The crumbly shale shimmers bluish
black and forces the roots of the vines to extend their search
for water meters below the surface. There, where the truly
good wines of the world grow, both vines and winemakers
must exert themselves more than their counterparts on flat
land. The steep slopes of the Mosel, Saar, Ruwer and Rhine
rivers have always been border regions. A living border of
vegetation between “still” and “no longer,” but also a quality
border between “good” and “sensational.”

“World-class wines are grown here,” says Niewodniczanski,
pulling old wine menus from fine restaurants out of a
drawer. Some of the wine menus are hundreds of years old,
and the Riesling wines from the Van Volxem winery are offered at top prices next to fine wines from the Bordeaux
region such as Chateau Lafite or Cheval Blanc. Most fairytales begin with “Once upon a time.” The fairytale of Roman
Niewodniczanski begins with “Once again.” The time will
come, he is certain, when his wines will regain their old
reputation.
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There are many authors of Roman N.’s biography. A few different
turning points at critical junctions and who knows where we would be
reading his name today. Perhaps on the party pages of celebrity gossip
magazines—after all, Roman has always been a ladies’ man. Or on a
tombstone at the cemetery—he was no stranger to wild races with fast
cars on country roads. But he always carried the words of a Catholic
priest in his head and a sense of respect for his forefathers’ achievements in his heart. “I didn’t know what to do with my life for a very long
time,” says the over two-meter tall giant with his hair pulled back in a
ponytail.

“I don’t want to sound arrogant, but I am
driven by perfection and excellence.”

One of the course-setters in Roman Niewodniczanski’s life was a priest:
to be more exact a Salvatorian monk named Pankratius Kekebus, the prefect at Roman’s monastery boarding school in the Eifel region. “Panki,” as
the students affectionately referred to him, sometimes sat in a boxwood
arbor in the garden and more than once said a prayer for the tall yet
unambitious boy. Roman had the ability “to fight his way to the very top,”
Panki told him, but only if Roman truly put his mind to it. One could also
naturally stay at the bottom, “but at the top is much more fun,” said
Panki. These were the words that have stayed with Roman until today.
Eighteen years ago, he made “the decision of his life.” “I wanted to do
something that I fully believed in and supported and that I wanted to
devote all my energy to.” By accident, he stumbled across the somewhat
run-down vineyard with the legendary name “Van Volxem.” “It looked
sad, but I knew I could make something out of it.”

All grapes are
harvested by hand
Today, Niewodniczanski is one of the most successful winemakers in
Germany. He says: “I don’t want to sound arrogant, but I am driven by
perfection and excellence.” Every day he can be found on the steep slopes
among his grapevines or in the cellar, always pondering how to make his
Riesling grapes develop even fuller flavor. To enable the roots to penetrate even further into the rocks from which they draw their mineral
power, he churned deep into the hard slate soil of the Scharzberg.
“Our wine is light and yet full-bodied at the same time. We have developed our own unique style.”
The Van Volxem winery has once again joined the top of its league. Even
though the prices are still far removed from what some wine connoisseurs are willing to spend on a bottle of Bordeaux, the Saar Rieslings
from “Schwarzhofberger” or “Wiltinger Braunfels” or “Volz” are among
the best ever to caress a palate. “‘Leidenschaft,’ the German word for ‘passion,’ is a combination of the German words to ‘suffer’ and to “create”
(‘leiden’ and ‘schaffen’),” says Roman. Everything that he and his team do
in the vineyards has an impact on the quality of their wines.
While tractors and harvesters plow through perfectly flat vineyards in
other locations, the winemakers on the Saar toil on their steep slopes.
Even where caterpillar vehicles can be used, they have to be secured with
ropes. All grapes are harvested by hand. There is a different task to perform each season: cutting, cultivating the soil, binding, protecting the
plants—and even if everything is done correctly, the weather can still
wreak havoc.

In the past several years, international wine connoisseurs
have sung the praises of the wines from the Van Volxem
estate, and always in the same tones: “mineral-rich structure,” “elegant complexity,” “caresses the palate with ripe,
refreshing acidity.” Roman Niewodniczanski is currently
reaping awards by the dozen. “Thank you” he says at each
awards ceremony, then he hurries back to his grapevines.
The Van Volxem estate grows almost exclusively Riesling
grapes, which some claim are the best white wine grapes
there are. Riesling flourishes best in northern wine regions
because the stark difference between daytime and nighttime temperatures here facilitates a diversity of aromas.
Niewodniczanski swirls a young Riesling from Scharzhofberg in a crystal glass. “Its color is not nearly as deep
golden yellow as a Chardonnay. Sometimes, especially
when it is still young, it shimmers a light green, signaling
its freshness and sparkling character.”
On some evenings, his neighbor from the Othegraven winery comes to visit. They drink together and put the world to
rights. The man’s name is Günther Jauch, a famous German
TV presenter with many stories to tell from a very different
world. Jauch and his wife purchased the winery several
years ago. On those evenings, Roman listens to Jauch’s stories or comments on the fast-paced media business. Some
of his grapevines are 120 years old, the fruit of the labor of
earlier generations. In his garden he has found Roman roof
tiles and the remains of pillars. For him, wine-growing is
also a way of preserving a cultural heritage. “You assume
responsibility for something and do everything necessary
to ensure that the next generation can continue the work.
There is nothing more sustainable than that.”
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Johannes Betz, Director of GMG Academy

GMG ACADEMY

Hungry for
Knowledge?
The developments in color management are breathtaking.
Rapid, radical and fascinating all at the same time—because
change creates opportunities. Today, knowledge of processes,
automation and digitalization is a pivotal success criterion
in the printing industry.

Expertise and technology are naturally key competencies for a leading software company such as GMG. As a
partner to the graphic industry, GMG Academy is able
to share this knowledge from first-hand experience.
Its director, Johannes Betz, offers some interesting
insights into the academy's work.
“In addition to training courses on our own software solutions, the academy also offers workshops covering much
more extensive industry content such as solutions in the
workflow and the latest techniques in the sector. A few
examples: What norms and standards are important in
production and how can they be implemented? What does
the complete print production process entail? How can I
optimally develop my own color profile in order to achieve
the best possible results in color communication with suppliers and customers?”
As Johannes Betz sees it, the core competencies of GMG
Academy are presenting content in an appealing manner
and in particular providing first-hand experience at solving practical tasks. This is why the training courses usually

work on real projects with genuine data. When real production conditions are a must, the workshop may even visit
the printing machine. Modern gamification methods also
help to illustrate important material. For GMG Academy, it
is crucial to always keep pace with the times. It therefore
regards representation in all of the key working groups—
Fogra, ICC, ERA and the DFTA—as crucial. The content of
the training courses is continually being tailored to new
trends and findings. Current topics are always directly
integrated into the material.
When you ask Johannes Betz what topics are of special importance in the printing industry at the moment, he does
not have to think about his answer for very long. He notes
three areas from his daily work experience.
The first is the work being done by innovative companies to
connect digital and analogue printing systems. Color management is crucial when it comes to rendering small print
runs in the most consistent colors possible, both digitally
and conventionally. In particular in the packaging sector,
the combination of conventional and digital systems is still
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The training courses at GMG Academy use practical tasks to help
participants acquire first-hand knowledge and experience.

quite new—with the exception of labels. GMG recently presented a pioneering strategy for mastering this challenge
to the “Digital Package Printing” working group (initiated
by the DFTA). “GMG has demonstrated how well the new
color management tools are able to combine the two systems. The results were presented publicly for the first time
at the FachPack trade fair in Nuremberg.”
Johannes Betz touches on yet a further issue: “The use of a
set color range (extended color gamut printing) also plays a
key role in digital and packaging printing. In conventional
packaging printing procedures, it is still very common to
use various spot colors in addition to or in combination with
CMYK. This helps achieve the desired process reliability, but
requires significant effort, and long set-up and make-ready
times . Additional process colors—usually orange, green and
violet—are added to CMYK. This also enhances separation of
the background, graphics and images. The most important
questions for implementation of this solution are: What are
the resulting differences in the appearance of the printed
material? What tolerances will the customer accept? How can
the data be prepared for this type of printing? What aspects
of process control are important during printing?”
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The director of the academy also regards a third topic of great importance: Agencies and prepress companies often work in a media-neutral
manner and with exchange color spaces. But what exactly do industry
terms like “media neutral” and “exchange color spaces” mean? In today’ s
world, media are prepared for a wide variety of channels. This is why
the files should stay in the RGB color space as long as possible before
conversion into the output color space. Conversion to the various output
color spaces does not take place until the very end. However, if conversion to a CMYK color space must take place earlier due to the technical
nature of the process, special exchange color spaces such as Fogra53 or
the GMG ColorMaster concept are ideal. Despite conversion, the data
then remain in a large color space.

Photos: Jörg Jäger

The specialists at GMG Academy provide relevant,
practical knowledge in the fields of color management and proofing. As a result of the close cooperation with industry associations, universities and
customers, the training courses and webinars are
user-oriented and based on the latest thinking.

In addition to training courses on its own software solutions, GMG Academy also
offers workshops covering more extensive industry content.

The training courses are usually held at the GMG
Academy premises. Individual training courses can
also be conducted at company sites.
Webinars in the GMG Mediathek:
www.gmgcolor.com/know-how/academy/webinars/
GMG Academy Training:
All training can be found on our website
www.gmgcolor.com/know-how/academy/

The training courses conducted by GMG Academy are attended by brand
owners, prepress specialists, printers as well as print managers, production consultants, print buyers and designers. “It is not unusual to see
someone return for a second or third workshop,” says Betz with a satisfied smile. “And I am not talking about participants who repeat a training course because they didn’t understand everything the first time.”
“One of the best training courses I have ever taken part in. The trainers present
their wide-ranging industry knowledge in an appealing way—recommendable
for anyone who works with color management!”
Jose Luis Becerra, Tetra Pak

“If you are interested in learning more about what happens to colors during printing, I strongly recommend paying a visit to GMG Academy. The trainers at GMG
Academy have extensive specialist knowledge and outstanding teaching skills.”
Przemyslaw Wodzynski, Saueressig

39

COLOR MANAGEMENT

Consistent
Color
Appearance

Consistent color reproduction
across different output media

40

Nowadays, an advertising motif can be published through
many channels at the same time. The objective of color
management is to make sure that the designer’s creative
ideas are output consistent to the reference across all
media and that all images are consistent with one another
as well.

“Wherever a color goes, it stays that color.”
This is a GMG slogan that contains not just one but two promises: First the GMG portfolio of color management software
enables the user to accurately assess the expected brilliance
and quality of the print output across a wide variety of printing procedures and substrates. Second, the slogan is also a
promise to preserve and showcase the designer’s creative
ideas in any output procedure. In other words, to keep the
color appearance of image content consistent across all media and in harmony with the designer’s reference.
Because of their technical parameters, the various procedures and media used for output of a motif can have very
different color spaces. For example, simultaneous output
in newspaper print and on an RGB screen. If you want to
make use of the screen’s full color range, the two outputs

will necessarily have stark differences in color due to the
small color space for newspaper printing. In the case of
an ad, that is almost always viewed in isolation, this effect
is generally not a big problem. Although it is important to
transport the designer’s creative ideas to the output procedure, consistency across different outputs is not really
significant as long as they are not viewed side by side.
However, there are cases in which outputs of a color or
a motif will be visible side by side on various media, such as
in sales rooms or company concept stores. Here the company color or company logo are usually displayed on all
kinds of different substrates and screens. The situation is
similar at points of sale in supermarkets, where the stillpackaged products are arranged next to various displays.
Today, packaging can often consist of a wide array of
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A test person at the Fogra institute takes part in the soft proof version of the psychophysical experiment on common appearance.
The varying color ranges under different output conditions are recognizable here.

different materials. Despite the unavoidable color differences in the various materials, the overall impression of the
product should be harmonious and consistent.
Until now, however, there has been no suitable metric for
color consistency. It is possible to measure color differences
(ΔE76 or ΔE00) but from a certain size onward these metrics
no longer provide any information about the consistency of
two outputs. In other words, if there are two reproductions
of a reference motif and one has a color difference of ΔE = 4 in
the gray or skin tone area and the other a difference of ΔE = 5
in the saturated area, this does not mean that the first reproduction is necessarily more consistent with the reference.
Attempts are currently being made in the graphic industry
to develop such a metric. One example is the creation of
the CIE working group CIE TC 8-13 Consistent Colour Appearance. In this working group, which can be found online
at www.color.org/resources/commonappearance.xalter,
a panel of experts including GMG employees discusses
various suggestions for development of a metric to measure the parameter of consistent color appearance (i.e. the
consistency of colors to each other). Key suggestions are
being offered by the research facilities in Japan, the USA
and Norway as well as the Fogra institute in Munich. A twoyear research project is currently being carried out at Fogra
in Munich with this goal. GMG is actively participating in
the research work. The core approach to this research project
consists of two steps that are explained briefly below.
Just like for all psychophysical metrics, the first thing needed
is measurement data from comparison experiments. Each
test subject must be shown two different sets of reproductions of a reference motif and asked which set is more consistent within itself and to the reference. If a significantly
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larger number of test subjects choose one strategy, it can
be said to have greater consistency compared to the other
strategy. Not until this kind of data has been collected for
several strategies can an attempt be made, in the next step,
to assign numeric values for consistent appearance to the
individual strategies and to create a metric.
Fogra initiated just such a large-scale experiment at the
Color Management Symposium in late February. Three
test motifs that are available as Adobe RGB references were
selected for this experiment. Each of these was converted
into six different output color spaces using conventional
color management solutions. The output color rooms contain print conditions as varying as the exchange color space
Fogra53 and the CRPC1 color space for newspaper printing.
The data were separated for the various color spaces and
then output next to each other, both as a hard proof on GMG
proof paper and as a soft proof. The test person was asked
to evaluate the consistency of a strategy in comparison to
a displayed reference and compare it with the consistency
of the other strategy. He or she was then asked to choose
a strategy or call a tie between the two strategies. If one
collects this data from a large number of test persons, statistically different results should emerge pointing to better
or worse visual consistency. This experiment is currently
still ongoing in the Fogra building in Munich.

Online experiment on color naming research: www.colornaming.net

The second step, identification of a suitable correlate
and a metric for common appearance, is being developed at the same time. One highly promising candidate
was inspired by color naming research. The basic idea is
that high consistency exists within one strategy in the experiment when the colors differ within the group but the
same color name could still be used for all of the colors.
Findings from experiments on everyday use of color names
have shown that these names always encompass whole
ranges of the color space, while CIELab measurements
represent individual points in the color space. This means
that one can change the color and still use the same name
for it. A good example of this is “white.” Because of color
adaptation, this word is always used for the lightest point
in the color space visible at a particular time. If one were to
see all of the white points together, however, a newspaper
print white would suddenly appear to be “light yellow.” This
could be an indication of lack of consistency between the
two outputs.

correlation between color names and culture and genderspecific backgrounds, and has developed an online experiment for this purpose. Anyone interested can take part at
www.colornaming.net.
Mylonas, Dimitris & Paramei, Galina & Macdonald, Lindsay. (2014).
Gender differences in colour naming. 225–239. 10.1075/z.191.15myl.

Dr Philipp Tröster
R & D Software Engineer,
Technical Development

In order to study such a metric that uses color names,
Fogra has teamed up with scientist Dr Dimitris
Mylonas from University College London. He is studying the

The online experiment designed by Dimitris Mylonas for identification of color names based
on their position in the color space and their relationship to sociocultural backgrounds.
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PORTRAIT

Every Day
is the First Day!

Photo: Max Nehlich

On the go with Simone Viscomi,
salesman at GMG
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Simone Viscomi: “The team spirit at GMG is fantastic. That is something really unique.”

S

o that is what a salesperson looks like. Casually
elegant, definitely likable. Perhaps it is his Italian
heritage that enables him to come across as so calm
and relaxed. It can’t be the job, because it is a hectic
one. As a salesman, as he likes to call himself, he is always
on the move. Here today, there tomorrow. Yet Viscomi does
not seem restless. Enough about his outward appearance,
however. Since joining GMG, the Italian has spent a lot of
time traveling. Europe, Turkey, the Middle East. In between
trips, he usually spends a few days at GMG headquarters in
Tübingen. And then he is off again. How he finds the quiet
time to think up clever sales strategies remains his secret.
After all, travel alone doesn’t bring in business. But somehow he seems to manage. And so he had the idea—most
likely on one of his trips—to pay a visit to the Middle East
and Turkey. “I really wanted to acquire new business partners—for regions in which we weren’t really represented
yet.” No sooner said than done. Viscomi traveled, presented,
negotiated and ultimately established the contacts he sought.
The fact that he had been active in the region in prior years
for a former employer was doubtless an advantage. A gift.
But what really sets him apart is his professionalism when
it comes to making efficient use of these contacts. Viscomi
tries to support his business partners whenever he gets the
chance: new ideas and intelligent sales strategies are helpful. But the key factor, continues Viscomi, is sharpening the

“As a teenager,
I already knew that I wanted
to work in sales one day.”
partner’s focus. He believes that this focused approach is of
utmost importance, especially in the run-up to a trade fair
such as Eurasia Packaging in Turkey. When you listen to
Viscomi you notice where this conviction comes from. He
walks the walk and practices what he preaches to his partners. He always stays focused on the future, he says with
self-assurance. And when he says it, you believe it. At the
moment, he adds, he is preparing for an upcoming seminar
in Italy before heading off to the United Arab Emirates for
another seminar. Of course he is.

had. It was an important, exciting time in my life during
which I learned a lot.”
When asked what a typical week at GMG is like for him,
his answer comes as no surprise. It is “bursting at the
seams” with visits to customers, coordination with channel partners and development of new strategies and plans.
“I spend an incredible amount of time traveling. The majority of my work is abroad. Just recently I was in Istanbul again to lay the groundwork for future sales activities.
In Dubai, we just finished organizing the seminar ‘Coloraccurate samples on real substrates.’ That was fantastic!
Some 40 participants came from India, Pakistan, Saudi
Arabia and the Emirates. Together with my colleagues
Paul, Roger and our partners on site, we introduced GMG
OpenColor and its importance to the packaging industry.
The participants were thrilled.”
When Viscomi speaks, people listen. He likes to talk,
describe and explain, but we have already long since intuitively sensed what makes a good salesman—putting your
whole self into what you do. And that is exactly what he
does, in his own Italian way. “I love traveling through my
native country. Our new vision for the Italian market is currently taking shape in dialog with customers and partners.
We want to set things in motion here in 2019, just like we
did in Turkey and the Middle East in 2018.”
Viscomi looks at his phone. Instead of immediately moving on, he takes a moment to sum things up: “What I like
most about working in sales? Every day is different. I am
someone who always needs a challenge. And I love new experiences. The job in sales has enabled me to travel all over
the world. I work in different cultures, encounter different
personalities and discover lots of interesting places. One of
my absolute favorites is Beirut. The people are fantastic and
the food is amazing. The Lebanese have a long, rich history
and you can savor an incredible mixture of culture and religion on a walk through Beirut. You can experience Arabic
culture up close and personal here. I am also very fond of
southern Italy. The people there are incredibly hospitable.
A single sentence is all I need to summarize why I like working in sales so much: Every day is the first day!”

As you would expect, he already knew as a teenager that
he wanted to work in sales one day. He went looking for a
job as soon as he finished school. The search was successful—a leading manufacturer of precision instruments offered him an opportunity. Viscomi seized it. It was here
that he met his mentor, he says, going on to describe an
older, elegant Italian salesman. “He coached me and shared
lots of his secrets with me. He taught me everything I needed to know about being a good salesman. And that was
exactly what I wanted to be. He saw in me the son he never
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Martina Schmid
Executive assistant and event planner

Yellow makes you hungry
If you want to lose weight, don’t paint your kitchen
yellow. Yellow and orange are regarded as especially stimulating to the appetite. That is also why
many fast food restaurants use a combination of
red and yellow in their logos and interior design.
(www.asklubo.com)
Mummy brown
Mummy brown was a pigment commonly used by
artists from the middle of the 16th century onward.
Especially valued for oil painting, it was one of the
most popular pigments among the Pre-Raphaelites.
As the name implies, the recipe for making mummy brown was somewhat macabre. It was produced
from the remains of ancient Egyptian mummies.
(www.asklubo.com)
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Surgical clothing
Surgical clothing is green because it prevents the
appearance of afterimages. If you look at a certain color for an extended period of time and then
at a white surface, you will see a spot in the complementary color. After looking into a red wound,
a surgeon will therefore see a green afterimage.
Green clothing essentially masks this effect. However, that is only one of many reasons for green
surgical clothing. Green is, for example, relatively
glare-free in the light of surgical lamps. The color
is also said to having a calming effect. (www.geo.de)

What is your favorite color? Red.
Your most important work tools? A laptop and … a phone or pen.
What are you reading at the moment? All the Missing Girls by Megan Miranda. It is

a thriller about the disappearance of two young girls. It is interesting because
the plot is told backwards. A good read, but you have to get accustomed to the
narrative style.
Something most colleagues don’t know about me: When I have the chance, I like to
go horseback riding.
What color best describes you? And why?

Sunny yellow. I always try to think positive. I love life and I love people.
Sea or mountains? The sea. The more water, the better.
How do you spend your time when you are not at GMG?

With my family of course; and gardening, reading and hopefully more traveling
in the future as well.
Where did you go on your last vacation and what is your next vacation destination?

Synesthesia
Synesthesia is the word scientists use to describe a
peculiar phenomenon when a person sees letters or
numbers in colors, or experiences a piece of music
not just as a combination of musical notes but as a
symphony of colors and lines that appear in front
of the eyes or perhaps even associates the letter “A”
with a taste. (www.faz.net)

I spent my last vacation in Cape Town, South Africa. Cape Town is like a second home to me. If I haven’t been there in a while, I always have to go back.
I have booked a weekend trip to Stockholm to celebrate my husband’s birthday.
We are thinking about traveling to Cuba in 2019. I don’t plan my trips very far in
advance. Usually we decide where to go shortly before we leave.
What was your first job?

After training as a hotel administrator, I worked as the reception manager at
a five-star hotel in Cape Town.
Your favorite artwork …

I cannot decide on just one painting, sculpture or piece of architecture. I like
paintings with strong colors and very clean lines in architecture.
Dogs or cats?

Definitely dogs—big dogs like our family dog Leo, a Bernese Mountain Dog.
In what area of your life are colors most important?

Everywhere—starting in the morning when I select the color of my clothing.
Then on my drive to work it’s the color of the sky, of the surroundings. The more
colorful the start to my day, the better my mood. And naturally at work as well.
After all, GMG is a developer of color management tools.
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GMG ColorProof 5.10.1

Binding and comprehensive
quality control of digital color
proofs on the basis of defined
standards

• Production reliability
through quality control
• Supports international
industry standards and the
digital standard Fogra PSD

• Automatic assessment
of control strips
• Documentation with
self-adhesive label

GMG ColorServer 5.0.5

Our solution for automated
color conversion ensures optimum
color results and stable printing
processes. Also available with
ink-saving profiles

• Includes device-link profiles
for all conventional industry
standards. Supports even the
most current standards:
– Fogra 54/PSO SC-B Paper v3
– Fogra 53/eciCMYK
– PSR LWC plus v2 M1
• Integrate the GMG ColorServer
seamlessly into your
workflow system (via REST API)
with a standardized interface.
Ready-to-use implementations
are available for some common
workflow systems.

• With the SmartProfiler, you now
have the option of printing
your print data without the
black channel. This speeds up
the printing process with your
digital printing machine and
saves additional costs in the
form of clicks/impressions.

GMG OpenColor 2.2

Patented spectral data profiler
for color-accurate prediction of
the interaction between colors
and the substrate

• Preparation of measurement
data on the basis of spectral
algorithms
• One characterization,
two outputs: proof and
separation profile
• Direct connection with
the GMG ColorPlugIn and
the hybrid software PACKZ
for multi-color separation

• Support of DotProof
on the EPSON WT

• MinDot tools for checking and
adaptation of minimum tonal
values in flexo printing
• ChannelRemover for removing
and compensating individual
channels in one image or one
selection
• ChannelChanger for replacing
CMYK channels with special
color channels

• GMG OpenColor Preview for
generating a color-accurate
preview of process and special
colors right in Photoshop
• New Photoshop palette

Simple generation of precise
proof and separation profiles

GMG ColorPlugIn 1.3

Color conversion with color
management from GMG in
Adobe Photoshop
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FASHION, HOME + INTERIORS

JUMP INTO

203 NEW

COLORS

on Polyester

Introducing 203 new colors uniquely curated for
polyester. Stay one step ahead with Pantone Fashion,
Home + Interiors: the right colors on the right materials.

BE ON COLOR.
PANTONE® and other Pantone trademarks are the property of Pantone LLC. Pantone Colors may not match Pantone-identified
standards. Consult current Pantone Color Publications for accurate color. Pantone LLC is a wholly owned subsidiary of X-Rite,
Incorporated. © Pantone LLC, 2018. All rights reserved.

