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It may be more legend than fact but when it was time to choose a 
symbol for our new nation it is said that Benjamin Franklin preferred 
the turkey to the bald eagle.

Wish granted.

The new $100 note that the Treasury introduced on Wednesday is a 
missed design opportunity. It was created with the criminal mind in 
mind and it looks it. It is a kitchen sink of high-tech security features 
including a 3-D ribbon, color shifting images, watermarks, raised 
intaglio, security threads, and micro printing. Very bling bling. The 
final result looks like “design by committee” with each technical de-
vice vying for a prominent position on the bill. Every element seems 
randomly placed and begs for some sense of structure. Couldn’t the 
blue 3-D security ribbon at least be centered on the bill? Does its odd 
position make it more secure?

Even Franklin’s pursed lips seem to express frustration.



To be fair, I’m certain that the creative brief for this assignment was 
daunting. I’ve never designed currency but have created credit cards 
and understand the design rigor that is demanded in such assign-
ments. In these cases, it’s best to be as diligent about the design 
features as the security requirements.

It is interesting to see how other nations deal with these issues. The 
Swiss Franc for example, has very deep security features, yet it is stun-
ning currency. Some of these bills feature cultural icon like Alberto 
Giocometti and Le Corbusier.

The U.S. $100 note is a tempting target for counterfeiters and the 
enormous effort the Bureau of Engraving and Printing undertook to 
protect our currency should be appreciated. It is for this effort that I 
don’t give them a lower grade.

Besides, maybe I shouldn’t be so harsh on Ben when a real “design 
crime” is in the possession of any American who travels abroad-- 
The U.S. Passport!
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