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Contents 3 Communicating with Images 
If your images don’t grab the reader’s attention, your text 
may never get the chance to do so.

If you are reading this on-screen, please note that all hyperlinks are 
highlighted in blue. 

CREATIVITY & DESIGN is sent out as a way to serve national Bible 
Societies. While I’ve written and designed the material in this 
newsletter, you’re invited to submit suggestions or manuscripts (less 
than 1,000 words) for future editions. Case studies showing good 
design in the UBS fellowship are especially welcome!

Since the focus of this issue is on free sources of stock 
photography, almost all the images come from these websites.

If you have any questions about the content of this newsletter, or 
if I can provide a consulting service to you in the area of design and 
creativity, please feel free to write. 

Randolph Capp
Design Consultant
UBS World Service Center
randolphcapp@biblesocieties.org
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6 Quality Stock Photography for Free! 
You don’t have to spend a lot of money to get quality 
images...if you know where to look!

9 Creative Commons Licenses 
The images may be free, but some limitations can still 
apply. Find out what these might be. 

mailto:randolphcapp%40biblesocieties.org?subject=Creativity%20%26%20Design
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Since the beginning of written communi-
cation, images have served to illustrate or 
illuminate the text. In fact, the first decorative 
images in ancient manuscripts were called 
“illuminations.”

But in the last century, this experienced a 
major shift. In many cases, images have be-
come as or more important as the text itself, 
and if we are going to compete in the market-
place of ideas, we must adapt to this shift. 

Bible societies traditionally place the empha-
sis on text and rightly so. But once a new transla-
tion is available to the market, the emphasis 
must shift toward visuals.

Why? The answer, oddly enough, is evi-
denced by professional wine tasters. 

Red or White?
John Medina is a molecular biologist. In his 

fascinating book Brain Rules, he described 
an experiment carried out on 54 professional 
wine tasters in the heart of the wine-tasting 

world, the University of Bordeaux. Since wine 
tasters have a specific vocabulary to describe 
white wines and a different vocabulary to de-
scribe red wines, what would happen if taste-
less, odorless red food coloring was put into 
white wine, turning it red? Which vocabulary 
would these wine tasters – who should know 
the difference in white and red wines by taste 
– use to describe the quality of the wine? 

Every single one used the vocabulary of red 
wines to describe white wines turned red with 
food coloring. This proved Medina’s point:

“Vision trumps all other senses.” (p.231)

The visual cortex – the area responsible for 
images – is the most massive part of the brain. 
Half of the brain’s resources are devoted to 
processing what we see. That’s why our recall 
of images is much higher than text. Medina 
writes that the “more visual the input becomes, 
the more likely it is to be recognized – and 
recalled.” (p.233)  

Plus, readers see images first. Before 

ommuniCating with images

http://www.johnmedina.com
http://www.amazon.com/Brain-Rules-Principles-Surviving-Thriving/dp/0979777747/ref=sr_1_1?ie=UTF8&qid=1291815960&sr=8-1
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making an unconscious 
commitment to read the text 
of – for example – one of your 
Scripture portions, a reader 
will scan the images and article 
length to decide if the journey 
will be worth the effort. 

Therefore, if your images don’t 
grab the reader’s attention, your 
text may never get the chance to 
do so. 

How They Work Together
Words and images communi-

cate in different ways. 
In general, images are vague. 

We can read into images what 
we want to see. The text that 
accompanies the photograph 
often directs the reader toward 
a particular understanding of 
the image. The HSBC advertis-
ing campaign Different Values 
is an fine example (figure 1, 
above). Three identical pictures 
all communicate different ideas 
because of the accompanying 
text. 

Here’s a general rule: Words 
communicate at a deeper intel-
lectual level. Images communi-
cate at a deeper emotional level 
and with greater immediacy. 

Ideally words and images 
should work together to create 
an impact greater than each 
component by itself. The best 
way to achieve this is to have 
words and images that are in-
complete without each other.

The warning against drunk 
driving (figure 2) is a good 

example. The headline is a 
statement that we all know 
to be true. The typeface was 
chosen because it resonates 
with the direct no-nonsense 
message in the text.  But when 
you add a photograph (figure 3, 
next page), the headline makes 
a much more powerful impact 
than it ever had on its own. 

Another example is a cover 
design I did for a UBS publica-
tion several years ago (figure 
4, next page). The title carries a 

Figure 1

Figure 2



CrEATIvITy & DESIgN 5/11

certain amount of impact: “The 
Bible is About You! Targeting a 
New Generation.” But it is the 
image that elevates that title’s 
power to a higher level. 

So when you’re designing 
your publications, ask yourself 
the following questions:

Do the words and images work 
together to communicate a single 
message?

Do the images raise the text’s 
impact to a higher level? If not, 
your images are probably just 
visual decoration and not true 
communication. 

No Turning Back
We cannot go back to the 

old days when images only 
“illuminated” the text. Today 
images and words are equally 
important. 

And if we’re going to 
compete in the marketplace, 
Bible societies must adapt 
accordingly. 

Figure 3 Figure 4
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When searching for free stock photography (including 
all the images on this page), there’s an easy way and a 
hard way.

The easy way begins with Everystockphoto (www.
everystockphoto.com). While you could search oth-

er sources of free images one by one, Everys-
tockphoto will save you a lot of time because 
it will search them for you!  See page 10 for 
tips on how to use this website. Everystock-
photo concentrates on images that are either 
in the public domain or carry a license called 
Creative Commons (for more information on 
Creative Commons, see page 9). The selection 
available through Everystockphoto is amazing. 
A search with the keyword “church” retrieved 
over 29,000 images. Each image is displayed 
along with its source, license and resolution. 

If you identify an image for possible use, drag 

Quality Stock
Photography

...for Free!Yes...
free!

All Images from morguefile.com and photoxpress.com

http://www.everystockphoto.com
http://www.everystockphoto.com
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its tiny picture to the bottom of 
the screen into one of the blank 
boxes next to “Current Collec-
tion.” If you sign up for a free 
account, you can save these 
collections for later viewing and 
see the images in any collection 
together on one page. 

If you click on the “Advanced 
Search” link next to the regular 
search box, you can limit your 
searches to specific licenses, 
sources, minimum resolution 
and even whether the photo-
graphs are portrait or landscape 
in orientation.

Now that’s the easy way! But 
for those of you with more time 
on your hands, you can check 
out various sites one by one. In 
my opinion, here are the best:

Stock.XCHNG (http://www.
sxc.hu) carries almost 400,000 
images and the number is 
growing daily.  Most images 
are royalty free with minimal 
restrictions. You can read the 
legal agreement for using 

these images by clicking here.  
Since both Stock.XCHNG and 
the commercial stock photo 
site istockphoto are owned 
by Getty Images, any search 
for images in Stock.XCHNG 
will also bring up images from 
istockphoto. Be careful where 
you click!

Morgue File (http://www.
morguefile.com/) gets its name 
from the newspaper industry. 
A morgue file is a storage place 

for reference materials. Morgue 
File has over 250,000 free im-
ages which can be adapted 
and used commercially without 
even the need to credit the 
source.  The site collaborates 
with the commercial stock 
photo site Dreamstime, so any 
search in Morgue File will also 
bring up a tab containing simi-
lar Dreamstime images. 

StockVault  (http://www.
stockvault.net/)  images can be 

used only in non-commercial 
materials. The selection is lim-
ited, but many of them are high 
quality. 

Free Range Stock Photo 
(http://freerangestock.com/
index.php) is an advertising-
supported photographic com-
munity. All the photographs are 
free to registered users – and 
the registration process is easy 
and immediate – because 
contributing photographers 

only get paid when users click 
on the advertisements next to 
their photographs. 

And then there’s Flickr…
Flickr (www.flickr.com) is an 

incredible source for free pho-
tography. But pay attention to 
the image resolution. Regular 
Flickr contributors are limited to 
uploads measuring 1024 pixels. 
This is enough for small interior 
photographs, but is a bit small 

What the Bible says about

Caring
for the
Elderly

Merry Christmas
from the

Brian Jeffery Beggerly  (from Flickr.com)  www.forestwander.com  (from Flickr.com)

http://www.sxc.hu/
http://www.sxc.hu/
http://www.sxc.hu/help/7_2
http://www.morguefile.com/
http://www.morguefile.com/
http://www.stockvault.net/
http://www.stockvault.net/
http://freerangestock.com/index.php
http://freerangestock.com/index.php
http://www.flickr.com
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for book covers and many 
Scripture portions.

To search for free photo-
graphs on Flickr, click on the 
“Advanced Search” hyperlink 
just to the right of the main 
search box. Type in your search 
text, then scroll down to the 
bottom of the screen and click 
on all three boxes next to the 
following options:

 ; Only search within Creative 
Commons-licensed content.

 ; Find content to use 
commercially 

 ; Find content to modify, adapt, 
or build upon 

Of course there are many other 
sources of free photography, 
and the options are changing 
continually. Please write to me 

if you have other suggestions!  
In a future issue of Creativity 

& Design, we’ll look at sources 
of cheap photography, such as 
istockphoto. But why pay any-
thing if you can get what you 
need for free!

Study page 10 to see how 
to search for images on 
Everystockphoto.

A LIFE OF

PRAYER

Above:   Stockvault.com     Right:  Stockxchng.com



Creative Commons is a nonprofit organization that 
has created standardized licenses for creative work, 
including music, videos, scientific documents...
and photographs. Examine the options below 
and compare them to the search results on 
Everystockphoto (next page).  

You can freely use photographs from websites 
mentioned in this newsletter without copyright 
infringement, as long as you follow by the conditions 
specified for each image.
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Public Domain: 

This is not a license, 
since a license is 
unnecessary. The image 
can be used freely. 
However, free stock 
photography sites may 
have different terms of 
use. Check with each 
site individually. For 
example, stock.xchnge 
(L symbol above)
prohibits the use of its 
images for “unlawful 
or immoral purposes” 
and that “you also 
agree to…do your best 
to show the work you 
created with the image 
to the photographer.” 

Attribution:

You can freely use 
the image in both 
commercial and 
non-commercial 
publications, and 
adjust it as needed as 
long as you credit the 
photographer.

Attribution, Share 
Alike:

You can freely use 
the image in both 
commercial and 
non-commercial 
publications, and 
adjust it as needed 
as long as you credit 
the photographer and 
license the adapted 
image to others under 
the identical terms. 

Attribution, No 
Derivatives:

You can freely use 
the image in both 
commercial and 
non-commercial 
publications, as long 
as you credit the 
photographer and do 
not adjust the image in 
any way.

Attribution, Non-
commercial

You can freely use the 
image only in non-
commercial publications, 
and adjust it as needed 
as long as you credit the 
photographer.

Attribution, Non-
commercial, Share 
Alike:

You can freely use 
the image only in 
non-commercial 
publications, and 
adjust it as needed 
as long as you credit 
the photographer and 
license the adapted 
image to others under 
the identical terms.

Attribution, Non-
commercial, No 
Derivatives:

You can freely use 
the image only in 
non-commercial 
publications, as long 
as you credit the 
photographer  and don't 
alter the image in any 
way.
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Each image is displayed with the 
following information: type of 
License, resolution (number of 
pixels), source and user rating.

See “Creative Commons Li-
censes” on page 9 to understand 
these symbols. 

Drag the thumbnail down here 
to save in your collection, or click 
the green + button and choose 
“Save to a collection.”

Click here for ways to narrow 
your search options, including 
source and size orientation.




