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hen well-conceived and properly 

executed, great type and lettering designs 

have power. The power to jump out at the 

viewer, drawing more attention than all the 

other visual images that surround us. But 

what characteristics do these designs share? 

What makes them more worthy of attention 

than some other image? 

Here you'll find many examples of what 

makes great type and lettering designs. 

Throughout the book you'll see works by 

both well-known and not-so-well-known 

designers who have created typographic 

solutions that cut through the clutter. These 

designs stand out — and they stand up on 

their own. Some artists have accomplished 

this by mixing unexpected typefaces within 

a body of type. Others have illustrated their 

concepts through calligraphy. No matter 

what avenue of expression these designers 

have chosen, their designs are always 

stamped with their own interpretations of 

the message they are conveying. 

The works in this book are divided into 

three sections: “Type That Tells a Story,” 

“Type That Beautifies a Design” and “Type 

That Breaks the Rules.” The type and 

lettering designs you'll find in these three 

sections are a collection of some of the finest 

typographic solutions ever produced. They'll 

inspire you. They'll speak to you. And 

they'll help you use type to its greatest 

capacity in your next design. 
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INTRODUCTION 

t’s been said that a picture is worth a thousand words. Equally true, yet less well- 

known, is that a word is worth a thousand pictures. If you know the 

power of a word and how to manipulate a word to convey a mood, 

an idea, a story, a lifestyle or whatever, then you truly know the 

power of a word. 

A well-conceived and properly executed typographic solution 

has power—the power to cut through the morass of messages in 

today’s overcrowded media. Accomplishing this involves creating a 

fine balance between a technical understanding of typography and 

a strong sense of design in the translation of a concept into type. 

Throughout this book, you'll see works by both well-known 

and not-so-well-known designers, who have created typographic 

solutions that do cut through the clutter. Some have accomplished 

this by applying striking combinations of typefaces to traditional 

blocks of type. Others have drawn inspiration from calligraphic 

letterforms to create designs that display precision, daring and 

beauty—often simultaneously. 

In celebration of typographic excellence, therefore, I’ve brought 

together in Great Type and Lettering Designs a collection of some of 

the finest typographic solutions ever produced. It is my hope this 

volume allows you to discover the power of typography. 

David Brier 



TYPE THAT TELLS A STORY 

ype was invented to convey ideas with the same result as the spoken word: under- 

standing. At the very least, then, type must relay information in an 

easily understood, quickly comprehended manner. 

But type can do more than that. In the hands of talented 

designers, the type itself can become the message. The classic 

example of this is the logo work of Herb Lubalin—the words take 

on the shape and form of their subject. And the art of translating 

words into an image that not only tells but shows the reader what 

the piece is about continues today in the work of such designer/ 

letterers as David Quay and Oswaldo Miranda. 

At other times, the type conveys its message more subtly by 

establishing a mood, a feeling or an image. The design staff at 

Rolling Stone magazine has become justly famous for their pursuit 

of type that sets the mood or otherwise establishes a background 

for each article. 

In this first section of the book, you'll find these and many 

more examples where the type does the talking—either alone or in 

conjunction with artwork—for the designer and the client. 



“If ones work is not imita 

ted, ones work is not under 
stood...In the applied arts 

so much is derivative... often 
difficult to establish ee 

a single idea came from. 

all work were truly ee 
it would be in comprehen. 

sible. It is the nature of this 
business to communicate” 
MILTON GLASER 

“Type can bea tool,a oe e 
and a teacher; it can E 
vide a means of liveli oat a 
a hobby for relaxation,an logo 
intellectual stimulant - and c 
a spiritual satisfaction... e 
I believe an avid interest in x Ee 
type necessarily includes a y 

zest for everyday life”” 
BRADBURY THOMPSON r 

“Type and Iare good “The very bottom line for any 

friends We've been eee is solve athorough 

grounding and experience in 
FON ECs typography. Withourthis experi- 

A Z ‘ence, and love for it. theircom: 

constant friends. Type municative efforts will fall short 

is really my assistant. of the mark. Of all the communi- 
Ideas come first. Type cations devices and systems 

is a means to convey ever developed ~ typography, 
them The simpler the the printed word, is the most 

Hebter"= wonenowrs significant? — RUDOLPH de HARAK 

Designer: Mark Galarneau 
Design Firm: Galarneau & Sinn, Ltd. 
Headline Typeface: Compacta Light 

Text Typeface: Various 
Client: PM Typography 
Usage: Folder to house poster calendars 

‘Our discipline is commu: 
nication, Our material is 
ideas. We now have an 
unprecented set of new 

tools True craftsmen and 
great artists always work 

with the materials of their 
epoch. | firmly believe 
some will ride the com- 
puter to glory,” ~ Gun Peres 

“| hesitate and hate to alter 
type because it was origi 
nally designed as sepa- 
rote characters cast in met- 
al. Each individual letter 
has its integrity. You can't 

treat it as a shape os much 
as a piece of metal set on 
acomposing stick” * 
SEYMOUR CHWAST 

The origins of graphic de 
sign are rooted in the art 
movements that swept 
Europe in the ii st quarte 

of this century, Paintings 
poetry and architecture es 
tablished the primary force 
behind the innovations that 
characterize the beginning 
of moderr typo graphy.” 

‘In design and type you al- 
ways want to do better for 
1 ¢lient, but you also 
jave to please yourself. If 

you dont please yourself, 
yeu don't please anyone. | 

lieve that type is simply 
wenly six characters in 
search of an author.” 

=WILANTAUBIN: 

“Somewhere, but I can't 

remember where, | read 
an old adage that, ‘A pic- 

ture is worth a thousand 
words’ Similarly, in the 
hands of a good designer, 
a single typographic word 

can be worth a thousand 
pictures” - tomy psriawa 
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Designers: Robert Cipriani, 
Bruce Mcintosh 

Letterer: Tony DiSpigna 
Design Firm: Cipriani Kremer 

Design Group 
Headline Typeface: Hand- 

rendered 
Client: Chameleon Papers 
Usage: Promotion 

The beauty of these script 
letterforms results from 
a fluidity unlike any 
commercially available 
typeface. Nothing need 
be replaced or shifted— 
it’s perfect as it is. 

GREAT TYPE AND LETTERING DESIGNS/ 5 
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~ Designer: Herb Lubalin 
Design Firm: Lubalin Peckolick 
Headline Typeface: Franklin Gothic 

Client: New Leader 
Usage: Logo 

Families 
Designer: Herb wee 
Letterer: Tony DiSpigna 
Design Firm: Lubalin Peckolick 
Headline Typeface: Franklin Gothic 

Client: Reader’s Digest Corp. 
Usage: Magazine masthead 

M©THE 
Designer: Herb tubalin 
Letterer: Tom Carnase 

Design Firm: Lubalin Peckolick 
Headline Typeface: Goudy Old Style 
Client: Ladies Home Journal 
Usage: Magazine masthead 

6/GREAT TYPE AND LETTERING DESIGNS 



wl 
Letterer: Woody Pirtle 
Design Firm: Pentagram 
Headline Typeface: Hand-rendered 
Client: Mr. and Mrs. Aubrey Hair 

Usage: Logo 

GREAT TYPE AND LETTERING DESIGNS /7 
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Designer: David Brier 
Design Firm: DBD International, Ltd. 
Headline Typeface: Futura Light & Helvetica Extra Compressed 
Text Typeface: Futura Book & Bembo 
Client: Phoneworks 
Usage: Promotional mailer 

Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Primary Typeface: Hand-lettered 

Client: Old Tyme 
Usage: Soft drink label design 

GREAT TYPE AND LETTERING DESIGNS/9 



Designer: Tom Carnase 
Letterer: Tom Carnase 
Design Firm: Carnase, Inc. 
Headline Typeface: Hand- 

rendered 
Client: Big City Productions 
Usage: Logo 
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Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD 

International, Ltd. 
Headline Typeface: Hand- 

drawn 
Client: Lion Theatre 
Usage: Logo for play 

GREAT TYPE AND LETTERING DESIGNS/11 



As pessoas sempre dizem 
“tango argentino,’ 0 que éum 
pleonasmo. Como se pudesse 
existir um tango que nao fosse 
argentino! O que existe em 

outros paises sao adapta¢ées, 
débeis tentativas de simular 

o tango auténtico. 
Por exemplo: 

Tango Uruguaio - O mais 
parecido com o tango 
argentino, sO que o parceiro, 
como o rio da Prata, fica do 
outro lado. 

Tango Chileno - O homem 
enlaca a mulher pela cintura 
ea leva para um canto escuro, 
onde dois agentes da policia 
secreta a sequestram. Quando 
a ONU ameaca investigar 
o dono manda fechar a copa. 
Danc¢a-se com o toque de 
recolher. 
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Designer: Oswaldo Miranda 
Design Firm: Miran Studio 
Headline Typeface: Windsor 

Bold 
Text Typeface: Times New 

Roman Italic 
Client: Raposa Newspaper 

Usage: Double page spread 
in newspaper magazine 

GREAT TYPE AND LETTERING DESIGNS/13 



gts. he preceding spread is a small 
sampling of work designed and produced 
by Galarneau, Deaver and Sinn. 
F) Usually in a self-promotional piece 

~~ -l" of this sort, one is supposed to cover 
~ the process of creative problem-solving, under- 

standing the client’s communication and marketing 
objectives, generating results through innovative 
design, and all of those wonderful things. 

But we decided against that, for one simple 
reason: 

We were stuck. 
No matter how hard we tried, we just couldnt 

come up with anything that sounded nght. 
Which left us with three alternatives: 
1. Stick with it. Keep trying until the problem 

is solved, which would mean holding up the 
peedcion of this brochure, which 1n turn would 
e totally unacceptable because it was already two 

months overdue. 
2. Scrap the whole thing. Admit defeat. 

Meaning we'd have to find something to fill these 
two pages. Or delete them altogether. But who ever 
heard of a 30-page plus cover? 

Hace, erie 

a 
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3. Redefine the problem. Who knows, maybe 
there's an easier solution. Besides, we'd rather spend 
the time on the board anyway. 

We decided to go with number three. 
Well simply state what we believe in, what we do, 

who we are, and how we do it. 
The quotes on the front cover pretty much sum 

up our thoughts on design—so that takes care of that. 
We doubt very much anybody can say it better than 
those guys anyway. 

The samples on the following twenty-four pages 
demonstrate our capabilities. 

Which leaves us with only two more things: 
Who we are and how we do it. 
Now that’s simple. 
We are Mark Galarneau, Georgia Deaver and 

Paul Sinn—three designers with a very special 
interest in type and lettering. 

How we do it? Kay, 
Easy. We work. Hard. Le 
And love every minute of Ur ye 

GREAT TYPE AND LETTERING DESIGNS/15 

Designers: Paul Sinn, 
Mark Galarneau, 
Georgia Deaver 

Letterer: Initial cap: 
Georgia Deaver 

Design Firm: Galarneau, 
Deaver & Sinn 

Primary Typeface: 
Century Oldstyle 

Client: Galarneau, 
Deaver & Sinn 

Usage: Self-promotion 
piece for Galarneau, 
Deaver & Sinn 



«BY DAVID FRICKE> 

a 

SERRATE! 

: BUT THE BLACK ROCK COALITION’ 
- BEST-KNOWN BAND WOLILDN’ a 
_ THINK OF RESTING ON ITS LAURELS 

IRST, THERE WAS the gold record: I and re will 
Calhoun , Corey G lover, ‘Vernon | Reid had sperit “nearly six years Vernen Rei band Mvz2 

SKiltings CFrom left) slamming his head againsta brick wall of. 

; ‘indifference, paying exorbitant dues:as he fought = his ‘galicabee 

right to rock. So wheri he was finally handed a plaque com 

memorating, a half-million sales of Living Coldur’ s fist i 
* t t 

50+ Rotting Strong, NovemsBer Ist, 1990 
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Designer: Gail Anderson 
Design Firm: Rolling Stone 
Headline Typeface: New Land Inline, Modified 

Text Typeface: Cloister 
Client: Rolling Stone 
Usage: Opening spread of magazine article 

GREAT TYPE AND LETTERING DESIGNS /17 
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BEXS 
Designer: Tim Girvin 
Letterer: Tim Girvin 
Design Firm: Tim Girvin Design, Inc. 
Headline Typeface: Hand-rendered 
Client: Boxes 
Usage: Corporate identification 

Designer: Tim Girvin 
Letterer: Tim Girvin 
Design Firm: Tim Girvin Design, Inc. 
Headline Typeface: Hand-rendered 
Client: Bloomingdale's 
Usage: Newspaper advertisement 

J NS P OK EA 

CIwef tor 
Designer: Tim Girvin 
Letterer: Tim Girvin 
Design Firm: Tim Girvin Design, Inc. 
Headline Typeface: Custom 
Client: Bloomingdale's 

Usage: Store concept / Dept. section 



Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD International, Ltd. 

Headline Typeface: Hand-drawn 
Client: Harold Danko, pianist 
Usage: Logo 

GREAT TYPE AND LETTERING DESIGNS/19 
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MEMBERS OF AEROSMITH CLEANED 

UD THE GROUD WAS BEEN BETTER THAN 

VER BEFORE De WIN WILD 
Eee Ser ee ee ee Re a 

Designer: Debra Bishop 

Design Firm: Rolling Stone 
Headline Typeface: Based on Shriften 

Text Typeface: Binner Gothic 
Client: Rolling Stone 
Usage: Opening spread of magazine article 
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Designer: David 
rier 

Letterer: David 

rier 

Design Firm: DB 
International, 

Ltd. 
Headline Typeface: 

Text Typeface: 

Goudy Oldstyle; 
Magnum Gothic 

Usage: Poster 

wm) \ DECADE OF TYPE 

mi may be the single docu- 

™] ment tochronicle, in 

© detail, the typographic 
»o<- revolution in editorial, 

promotional, corporate, and ad- 

vertising design of the’80s°* 

“By looking at what others have 

done, you find out about your 

own strengths and weaknesses. 

And if you want to look at every- 

body else’s work, you've got to 

show them yours. Gaaea 
KERM, Ni IN] 

always loved great typography. 

A DECADE OF TYPE offers every 



designer a-once-in-a-lifetime (or, 

at least, a once in a decade) op- 

portunity for recognitionof = 

work done in the past ten years” 

“In this age of computer 

aided typography, sound typo- | 

eraphic standards become even | 

more necessary. A DECADE OF 

TYPE will provide them. «=<. | 

Bverjone should patio 2 
ipate, as this will be the =. 

who's who reference [i 

for the’90s? ER) Your 

participation is welcome. 

GREAT TYPE AND LETTERING DESIGNS /23 
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Art Director: Lou Dorfsman, CBS 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 

Headline Typeface: Hand-lettered 

Client: CBS Records 
Usage: Logo 

GREAT TYPE AND LETTERING DESIGNS/25 



Designer: David Quay 
Letterer: David Quay 
Design Firm: David Quay 

Design 
Headline Typeface: Hand- 

rendered 
Client: Historical Pen Society 
Usage: Logo 

26/GREAT TYPE AND LETTERING DESIGNS 



LN 
Designer: Herb Lubalin 
Design Firm: Lubalin Peckolick 
Headline Typeface: Machine Bold 

Client: PBS 
Usage: TV identification 

GREAT TYPE AND LETTERING DESIGNS /27 



See the Garamond Bold a? 
Kind of boring, isnt it? Youve 
seen it JOO00 times already, 
It could hardly raise the blood 

pressure of 
anyone but 
the most 
confirmed 
typoholic. 
What if we 
gave you the 
power to 
transform 

it?'lomake 
it dimensional, or make it glow 
or seem to hover above the page? 
If you had the power, how 
would you use it? 

Design Firm: James 
Hellmuth Design 

Text Typeface: Garamond 
Client: Phil's Photo 
Usage: Envelope 
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Were now a communications link to the world, 
offering the capabilities of Spectrum Multi- 

Language Communications, a unique member 
our corporate family and North America’s 

rgest and oldest foreygn language translation 
and typography organization. Whether it’s an ad 
set in Arabic, a catalog m Chinese, aslide show in 
Spanish, a package in Portuguese, or the label in 
Lithuanian, you can count on work that’s correct 
and attractive in any language. There is no 
longer the need to search for sources or settle for 
second-best when your international project calls 
for any foreign language. From the most common 
tongues to the more exotic, expert translations 

and full service Dpeprap ave 
always available with the same 
convemence, quality, ana perfor- 
mance you've always depended 
upon. Just phone and we'll give 
you the world. ee 
Arrow Typographers Inc, ae 

Street < 
Newark, NJ 07102/622-0111 ite 

&) 

Designer: Bud Renshaw 
Design Firm: Arrow Typographers, Inc. 
Headline Typeface: Toronto Sans Serif (modified) 
Text Typeface: Galliard Italic and Helvetica Bold 
Client: Arrow Typographers, Inc. 
Usage: Mailing envelope 
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SIONS 

Art Director: James Cross 
Designer: Michael Mescal 
Design Firm: Cross Associates, Los Angeles 

Headline Typeface: Bodoni Bold 
Client: Simpson Paper Company 
Usage: Promotional brochure for Filare Paper 

FOR PASSAGE ON-~). 

Designers: Carol Fulton, Norman Orr 
Design Firm: Jacobs, Fulton Design Group 

Headline Typeface: Various 
Client: Simpson Paper Company 

Usage: Paper promotion 

GREAT TYPE AND LETTERING DESIGNS/31 
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Design Firm: Jacobs, Fulton Design Group 

Headline Typeface: Custom 
Client: Simpson Paper Company 

Usage: Paper promotion 

NEMTERPRISESY 
TTT UT ATL ett PiQperr 

This is a terrific period piece in which the type has been made 
symmetrical through considerable typographic cheating. The 
designer has used unorthodox letterspacing and manipulated 
the letterforms to create the illusion of perfect balance, i.e., the 
drop cap C has been compressed and slightly flattened while the 
O has been disproportionately enlarged. The result definitely 
justifies the means. 
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AN INTRODUCTION BY PRIMO ANGELI 

Art Directors: Eric Baker, Tyler Blik 

Designer: Michael Doret 
Design Firm: Eric Baker Design Associates 
Headline Typeface: Hand-rendered 
Text Typeface: Kabel 
Client: Chronicle Books 
Usage: Trade book 
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patie tnrccuction-bepStoveieesettick 
eee LERSITES DOTS LITTLE LPL LEDER EATS, 

Art Directors: Eric Baker, Tyler Blik 
Designer: Michael Doret 
Design Firm: Eric Baker Design Associates 
Headline Typeface: Hand-rendered 
Text Typeface: Poster Bodoni 
Client: Chronicle Books 
Usage: Trade book 

GREAT TYPE AND LETTERING DESIGNS/35 
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Designer: James Hellmuth 
Design Firm: James Hellmuth Design 

Headline Typeface: Modified Gothic/Blue Skies 
Client: Phil's Photo 
Usage: Title page of book 

77 
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WT 
Designer: David Brier 

Letterer: David Brier 
Design Firm: DBD International, Ltd. 
Headline Typeface: Hand-drawn 

Client: New York City Ballet 
Usage: Logo 
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Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD International, Ltd. 
Headline Typeface: Hand-drawn d ‘sri eile enantio 

Text Typeface: Hand-drawn Designers: Paul Sinn, Mark Galarneau, Georgia Deaver 
Client: Arlan Spring Design Firm: Galarneau, Deaver & Sinn 
Usage: Identity for water purifier Primary Typeface: Various 

Client: Galarneau, Deaver & Sinn 
Usage: Self-promotion piece for Galarneau, Deaver & Sinn 
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“Design is an attitude’ 
L Moholy-Nagy 

“It is a primary function of the designer 

to be an innovator: not to impose his 
fancies on a reluctant market, but to 

“Graphics need to reflect the nature extend the horizons and enhance the 
and purpose ofthe proposition. Design 

“A design is not to be confused with its end purpose. The end purpose 
of design is not necessarily aesthetically pleasing, it can be so, it often 
is so, but it need not be so. 
A desi is a plan to make something. If the plan works, then the 

is not merely a matter of ‘taste? it is 

anunderstanding of the problem.Does 
it fulfill the function? Will it capture 

attention? Can it sustain interest? If 
the solution doesn’t incorporate these 
criteria then it probably doesn’t work— 

it’s really as simple as that. Although 
graphic design is not necessarily an 
art, it is even less a science. In the 

end there is only one universal test, 
‘Does it work?’ and only one univer- 
sal principle, ‘Could it have been 
better?” John McConnell 

“For modern advertising and for the 
modern exponent of the form, the in- 
dividual element — the artist’s ‘own 
touch’ — is of absolutely no conse- 
quence’ El Lissitzky 

“There is an old romantic idea that intuition and intellect do not mix. There is an equally 
erroneous belief that ie takes the place of industry. Fortified with such misconcep- 

e that we tend to minimize the importance of learning the rules, 
the fundamentals, which are the raw material of the artist’s craft. 

In graphic design, as in all creative expression, art evolves from craft.In dancing, craft 
is mastering the basic steps; in music, it is learning the scales. 

In typographic design, craft deals with points, lines, planes, picas, ciceros, leads, quads, 
serifs, letters, words, folios, pages, signatures, paper, ink, color, printing, and binding. 

The vocabulary of form (art) includes, among others: space, proportion, scale, size. 
shape, rhythm, repetition. sequence, movement, balance, volume, contrast, harmony, 

tions. it is understandab 

order, and simplicity. 
Just as there is no art without craft and no craft without rules, so too there is no art 

without fantasy, without ideas. A child’s art is much fantasy but little craft. It is the fusion 
of the two that makes the difference” Paul Rand 

“The use of words - their 

sounds, their meanings, and 
their cojlective letterforms — 
has been an intriguing aspect 
of design since the invention 
of the alphabet. Contemporary 

designers continue to use this 

play with words in their de- 
sign concepts. A picture may 
be worth a thousand words, 
but as one wit pointed out: It 
takes words to say that:’ 
Allen Hurlburt 

lives of the users. It is palpably true 
that no innovation worthy of the name 
ever resulted from market research 
or indeed any other enquiries into 
people’s needs and wants. The true 

innovator therefore is always the indi- 
vidual, answerable, in the first place at 
least, only to himself.” Kenneth Grange 

roduct (not the design, but the product) is appropriate, or truthful, or 
unctional or whatever. If the plan demands aesthetic standards, and 

it works, then the product is beautiful or elegant or whatever. If the 
purpose of the plan is to make something which was not there before, 
and it works, then the designer who is concerned with that process is 
creative. If the plan needs techniques and skills to succeed, and it suc- 
ceeds, then the designer can also be complimented as a professional’ 
Peter Gorb 

“Design comes from a combination of intelligence and artistic ability. A designer is some- 
one who should solve problems. He is a borrower, co-ordinator, assimilator, juggler, 
and collector of material, knowledge and thought from the past and present, from other 
designers, from technology and from himself. His style and individuality come from the 
consistency of his own attitudes and approach to the expression and communication 
of a problem. It is a devotion of the designer to the task of fully understanding the prob- 
lem and then expressing those ideas which come from this search in its appropriate 
form that make him a professional. 

There is a large body of designers, clients and consumers who don't really care very 
much about very much. The joy and pleasure of doing a good job for its own sake has 
not been discovered by enough people.” Ivan Chermayeff 

“The thing that is so hard for us to do 
is look at problems from something 
other than the designer's point of view. 
We agonize over the difference 
between Caledonia and Fairfield. 
The people that we deal with can 
hardly tell the difference between 
typewriter type and Futura. It’s hard 
to get away from limited perspectives 
that we have. If you are going to be 
any good as a designer, you have to 
have a tendency—and | think this is 
essential—to limit your view.” 
Lou Danziger 

“For a number of reasons — good and bad — design is a confusing subject. Among 
the good reasons is the elusiveness of definition: a person who does a line of dresses 

for a couturier house and someone who draws a plan for a jet engine are both called 
designers. Each arrives at solutions within a context: money limitations, materials 

available, skills and tools at hand, existing state of the art, competition. 
Adesign may be very beautiful, but it is not art; a design has to do something. 

The artist works to make a kind of visual statement that has, for him, some important 
connection with reality as he perceives it. The designer needs a client to present a 

problem, and a factory to make his design in quantity. 
The scientist believes that problems can be solved with his intellectual equip- 

ment plus instruments. His answers are always quantifiable. The designer goes along 

with this to a great extent, but he also relies on the evidence of his senses and his intui- 
tion. So his work falls somewhere between art and science” George Nelson 

“Type is a thing of constant interest... It is sometimes a serious and useful tool, 
employed to deliver a message, sell a specific article or give life to an idea. 

At other times it is a plaything that affords personal amusement and recrea- 

tion. It is fun to produce fresh designs and unexpected ideas with letters and 
numbers-by themselves, or together with other graphic objects. Type is a 

medium of philosophical enjoyment. It is interesting to discover typographic 
rules containing inconsistencies in logic, which are in use only because of 
tradition. It is also interesting to ponder the origin of these errors, the practical 

reasons for their perpetuation, and to suggest remedies. 
An interest in Type provides a broader knowledge of history, including the 

appreciation of such related arts as painting, architecture and literature - and 
even business and politics. This affords opportunity for pleasant romantic 

indulgence. At the same time, it develops confidence in one’s practical ability 

to specify appropriate type faces to accompany creative work of specific periods. 
In short, Type can be a tool, a toy and a teacher; it can provide a means of 

livelihood, a hobby for relaxation, an intellectual stimulation-and a spiritual 

satisfaction. 
I believe an avid interest in Type necessarily includes a zest for everyday 

life” Bradbury Thompson 

“The designer should not be led in 

his work by his egotistic urge to offer 
something radically new, to flatter, 
to comfort the reader with a sphinx- 

like enigma, but rather common 
sense should be the foremost guide 
in his work. For what may be accept- 

able to us experts may not be good 
for the largely untrained readers’ 

Max Caflisch 

“As designers we are, as a group, 
measurably responsible for the 
visual form of our culture. We 
are the funnels through which the 
possibilities of technology and 
the requirements of trade are ex- 
pressed in terms of experience of 
people. Perhaps one of our prob- 
lems is to learn how to provide 
people with experiences that will 
open them to growth. I suppose it 
is important to make people feel 
something; not just dangle an 
image bee their eyes, but open 
up a successful communication 
and if possible, transform some- 
body s attitude toward something. 
Saul Bass 

” 

“The printed page is not pri- 
marily a medium for eel 
expression. Design for print 
is not Art. At best it is a highly 
skilled craft. A sensitive, inven- 
tive, interpretive craft, if you 
will, but in no way related to 
painting, 
The immature avant-garde 

designer seems bitter about 
the mainstream of American 
advertising. He hates the ‘hard- 
sell’ and avoids clients who 
interfere with his freedom. He 
believes that the role of busi- 
ness should be one of patron 
of the Arts, and insists that his 
craft is art. 

I do not argue for the return 
to any form of traditionalism. 
I do argue for a sense of re- 
sponsibility on the part of the 
designer, and a rational under- 
standing of his function. 

I think he should avoid de- 
signing for designers. 

I suggest that the word 
‘design’ be considered as a 
verb, in the sense that we 
design something to be com- 
municated to someone’ 
William Golden 

“Americans, unlike the Europeans, are a homogeneous group 
made up of many nationalities and ethnic backgrounds. 
Because of this, we possess the most colorful language in the 
world. The American language is humorously voluptuous. 
It is a creative language that thus defies rigid typographical 
principles and encourages the many means of conceptual 
typographic exploitation. Precise intellectual design is not our 
bag; ideation is? Herb Lubalin 
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ULTRA 

OAKLAND+ MONTCLAIR 

Designer: Primo Angeli 
Letterer: Primo Angeli 
Design Firm: Primo Angeli, Inc. 
Headline Typeface: Hand-rendered; derived from Futura 
Text Typeface: Craw Clarendon 
Client: Ultra Lucca Delicatessens 
Usage: Logo 
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Art Director: Walter Bernard, New York Magazine 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Headline Typeface: Hand-rendered 
Client: New York Magazine 
Usage: Cover headline 
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Designer: David Brier 
Design Firm: DBD 

International, Ltd. 
Headline Typeface: Lubalin 

Graph 
Text Typeface: ITC Garamond 

Italic; various weights 
Client: Boardroom Reports 
Usage: Promotional poster 
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Famous last ;vords. The first raid Goering steps to the podium of the Sportspalast 
during a Nazi anniversary celebration. The second raid strikes at 4 p.m.as Goebbels takes the 
rostrum for a pep talk on how well things are going. he meeting is unceremoniously adjourned as spectators 
flee for cover. Wooden Wonder. The-Mosquito is a marvel of aeronautical engineering that stings before 
anyone knows it’s there. With a lightweight wooden fuselage and Rolls Royce Merlin engines, it flies. like a 
lightning streak and turns in mid-air on a dime—a handy feature when you discover a swarm of ME-109s on 
your tail. Get RAF training and go right into combat, During the pre-flight briefing, the squadron commander 
gives you two ways to go: training or missions. Choose training and within seconds youre zooming in and out 
of the clouds, engaged in a dogfight with enemy ME-109 fighters or JU-88 bombers. That's how you master the 
feel of the Wooden Wonder and its weaponry. For training outings, your ammunition and fuel are automatically 
supplied. But for missions, you load your own weapons. The goal: to lay in the right amount of cannon (machine 
guns ) for enemy bombers and fighters, bombs for trains and U-boats, and rockets for the most frightening 
weapon in the German arsenal, the V-] Buzz Bomb. During World War II, Mosquitos downed 659 enemy aircraft 
and 500 V-1 Buzz Bombs. Are you equal to the challenge? Intelligence reports back you up. When the intel- 
ligence report says “U-boats to strike Allied shipping? or “Enemy train heads for Berlin? you have to act 
quickly and decisively. You achieve Ace-hood only when you accomplish all missions. The highest honor. 
Your missions will send you after enemy bombers, U-boats, trains and V-1 Buzz Bombs. Select one or any 
combination. Or choose all four. If you complete the quadruple mission successfully and make it back alive, 
you become the most distinguished flight veteran of World War II, the Ace of Aces. 
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Designer: Mark Galarneau 
Design Firm: Galarneau & Sinn, Ltd. 
Headline Typeface: ITC Bookman Light 
Text Typeface: ITC Cheltenham Book 
Client: Accolade, Inc. 
Usage: Package for software game, “Ace of Aces” 
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Designer: Saul Bass 
Design Firm: The Page Group 
Primary Typeface: Helvetica Light 
Client: Mohawk Paper Mills 

Usage: Trade magazine advertisement insert Se g 9 Designer: Oswaldo Miranda 
Design Firm: Miran Studio 
Headline Typeface: ITC Didi ® 
Text Typeface: Garamond 49 Italic 
Client: Grafica magazine 
Usage: Promotional poster 
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Revista Grafica é a primeira € 

Unica revista internacional de artes 

grificas produzida na América do 
Sul, com um formato invejavel ¢ 
diferencial - 26x27cm. 

Caligrafos, diretores de arte, 
fotdégrafos, ilustradores si0 
apresentados em artigos portfolio 

onde vocé conhece um pouco da 
filosofia de trabalho de cada um 

Informagées profissionais, as 

tendéncias do amplo universo- das 

aftes graficas, os mais renomados 
artistas ¢ também os inéditos estao 

Presentes a cada edicao. 

A Revista Grafica tem 5 anos de 
existéncia ¢ publicou artistas que 
influenciam o mundo inteiro 

como Milton Glaser, Tim Girvin, 
Saul Bass, Greg Spalenka, 
Marshall Arisman, Roberto Giusti 
€ brasileiros que estao mudando 
© panorama grafico em nosso 

pais como Miran, Felipe Taborda, 
José Zaragoza, Petit, Luis Trimaro, 

Clémen, Rubem Grilo e Pojucan 

s6 para citar alguns. 
A Revista Grafica foi premiada no 
Brasil ¢ no exterior por seu 
contetido € por sua direcio de 
arte. Podem-se destar entre as 

dezenas de prémios: 
“Certificate of Excellence” no 

Anudrio do Art Directors Club 

(New York - 87), “Medalha de 
Ouro ¢ Prata” no Clube de 

Criagao de Sao Paulo, o “Lapis 

de Prata” na Bienal de Buenos 
Aires - 86/87, “Certificate of 

Excellence” no Type Directors 
Club (New York) sete anos conse 

Atencdo, Atencao! 

Day, Mark 
Spaienka, |. tturria, Escefia 

Felipe 
Takenobu Igarashi, 
Miranda (Miran), Mitton 
Glaser, Francesc 

Pojucan, Frances Jetter, Bea 
cutivos © mais Trabaihos Caricaturi Feltier (f Herb ¥ (Homenagem), 
recentemente, a citagao como avulsos de Caligrafos, Lubalin (Homenagem), 
uma das melhores publicagoes do Brasileiros, Argentinos, Vilma Slomp, Lisa Beck 
mundo ao lado de New Yorker, Americanos, Fotégrafos, Ellane Stephan, Ricardo 
Graphis, U&LC no livro especial Franceses, Japoneses, Artistas, Rousselot, ; 
“Graphic Design World Now" Espanhols 6 uma lustradores e Clardielio, 
(Vol. 5) editado pela Kodansha - Coutes Ferénc TEs AIR sc ee hoje Constante na Diretores de arte Pinter, Robert Cunninghan, 
ampla distribuigio nacional ¢ Don 
internacional. No Brasil, ela 
circula em livrarias especializadas 

¢ bancas de bairros mais 

abastados do pais. E no exterior, 

através da Rotovision, que 
mantém representantes em 60 
paises, desde o inicio de 1990 a 

Grafica concorre com as 
melhores publicagdes 

internacionais do género. 

A Grafica sempre dé boa 

impressaéo 

4 

5 anos atras a Grifica ja 

deslumbrava pelo seu formato e 

no mercado externo os leitores ¢ 
admiradores reconheciam 0 bom 

trabalho de impressao feito no 

Brasil, principalmente a coragem 

de trabalhar com um formato 

anti-econdmico e com papel de 
gramatura superior as revistas do 

genero. Hoje, aliada a Editora 
Graficos Burti, a “Grafica” 
continua a deslumbrar 

principalmente pelo seu nivel 
técnico que, em alguns casos, é 

até superior ao produto similar 

estrangeiro. E por issé que os 
trabalhos publicados sio motivo 
de orgulho para o artista ¢ 
consequentemente de veneraga0 
pelo leitor. 

i, 

Editora Fone Curitiba: (041) 223.4240 

GREAT TYPE AND LETTERING DESIGNS /47 



Designer: Tim Fisher 
Design Firm: Force Two Design 
Primary Typeface: Helvetica Condensed 

Client: Panda Group, Inc. 
Usage: Logo/Trademark 
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Art Director: Duane 
Hammond 

Designer: David Roberts 

Design Firm: Hammond 
Design Associates 

Primary Typeface: News 
Gothic Condensed 
Client: Architects Four 
Usage: Direct Marketing 

brochure and 
presentation folder 
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Art Director: Lee Cowell 
Designer: Kevin Weinman 

Design Firm: Cowell Design Group 

Text Typeface: Lubalin Graph 
Client: West Construction 

Usage: Logo 
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Designer: Tony Forster 

Design Firm: Tony Forster Typographics 
Headline Typeface: Various 

Client: The Reader's Digest Association Ltd. London 
Usage: Book cover 
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Designer: Fred Woodward 
Design Firm: Rolling Stone 
Headline Typeface: Rolling Stone Old Style-—Garamond Italic 

Client: Rolling Stone 
Usage: Magazine cover 
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Art Director: Nancy Hoefig, Nancy Hoefig Design 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Headline Typeface: Hand-lettered 

Text Typeface: Futura Extra Bold 
Client: Newsweek 
Usage: Direct mail promotion 
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TYPE THAT BEAUTIFIES A DESIGN 

ypography can not only enhance the message but be beautiful in and of itself. 

While this is sometimes simply a reflection of the product or ser- 

vice, at other times beautiful type brings an extra, special quality to 

a design solution—or becomes the design or message itself. 

Inherently beautiful letterforms can be created with hand-lettered 

or hand-rendered type or calligraphy. This decorative approach 

eraces the work of such superb letterers as Tony DiSpigna, Gerard 

Huerta and John Stevens. 

In other cases, traditional typefaces are used so well and with 

such care that they enhance a piece. Futura and Benguiat are miles 

apart typographically, but in the hands of Jennifer Morla and Ed 

Benguiat each becomes a thing of beauty. 

Finally the combination of type and images produces exquisite 

results as shown in Michael Brock’s work for LA Style, Tom Car- 

nase’s “Tin Can Typography” poster, or Bruce Hale’s poster for 

Mainly Mozart at Meany, where stunning script is combined with a 

classically inspired illustration depicting the composer. 

Many other examples in this section combine one or more of 

the above approaches, showing the infinite possibilities you can 

achieve. 
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PM TYPOGRAPHY. 2513 SOUTH WINCHESI ER vp -CAMPRELL CALIFORNIA 95008- TELEPHONE :(408) 374-073 

DESIGN: TONY DESPIGNA 

PRINTING BRC TE DOGRAPHERS SANTA CLARA CA 

Cover & Letterform Design: Tony DiSpigna 
Letterer: Tony DiSpigna 
Design Firm: Tony DiSpigna, Inc. 
Headline Typeface: Hand-lettered 
Client: PM Typography 
Usage: Promotional calendar 
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Designer: Fred Woodward 
Design Firm: Rolling Stone 
Headline Typeface: Goudy 

Forum 
Client: Rolling Stone 
Usage: Page from magazine 

spread 
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Art Director: Vasken Kalayjian, NBC 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Headline Typeface: Hand-rendered 
Client: NBC 
Usage: Promotion 
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Designer: Tom Carnase 
Letterer: Tom Carnase 
Design Firm: Carnase, Inc. 
Headline Typeface: Hand- 

rendered 

Client: World Typeface 
Center, Inc. 

Usage: Poster 



pn 

LEAL LL LLEVA LETTE TES, 

The way this inspired type 
~ treatment captures and 

recreates the feeling of an era 
is the tickler here. Note the 
beautiful use of swashes and 
how they are not overdone. 
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Designers: Jennifer Morla and Mariann Mitten 
Design Firm: Morla Design, Inc. 
Headline Typeface: Futura Inline, Futura Book 
Text Typeface: Futura Extra Bold, Futura Bold 

Condensed 
Client: Mercury Typography 

Usage: Poster 
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Designer: John Stevens 
Letterer: John Stevens 
Design Firm: John Stevens 

Design 
Headline Typeface: 

Hand-lettered 
Client: Vital Body 
Usage: Cassette packaging 
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Designer: Herb Lubalin, Editorial and Design Director 
Letterer: Tom Carnase 
Design Firm: International Typeface Corporation (ITC) 
Headline Typeface: ITC Didi ® 
Client: Upper & Lower Case magazine (published by ITC) 
Usage: Magazine editorial spread 

THIS ARTICLE WAS SET IN ITC DIDI CHAND-TAILORED) 
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" JULIAN WATERS LETTERFORMS 
Hand Kettering, Calligraphy & Design 9509 Aspenwood Place, Gaishersburg, (Maryland 20850 

Designer: Julian Waters 
Letterer: Julian Waters 
Design Firm: Julian Waters Letterforms 
Headline Typeface: Hand-lettered 
Text Typeface: Adobe Garamond 
Client: Julian Waters Letterforms 
Usage: Envelope for seasons greeting/self-promotion 
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The greatest challenge in 
creating two letters with the 
grace of a pair of dancers is 
first realizing this opportunity 
exists. Then comes exploring 
the various possible swashes, 
rhythms and positions to 
achieve that goal. Ultimately, 
the brilliance of this piece lies 
in its celebration of these two 
letters on this simple page. 
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RotiinG Stone, DECEMBER 131H-27TH, 1990+ 122 

Designer: Debra Bishop 

Design Firm: Rolling Stone 
Headline Typeface: Modern #20 with Excelsior Script 

Client: Rolling Stone 
Usage: Spread from magazine article 
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December 13TH-271H, 1990+ 125 Rottirnc Stone, 

Debra Bishop 
Jeannie Greco 

Designer 
Letterer 

: Rolling Stone Design Firm 
Script 1Or Modern #20 with Excels 

Rolling Stone 
Open 

Typeface: Ine Head| 
Clien t 

icle t INE ar ing page of magaz Usage 
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JOHNSEON'’S 

COUNTRY 

MATTERS 
tor ‘ 

Art Director: Kit Hinrichs 
Designer: Susan Tsuchiya 
Design Firm: Pentagram Design 

Photographer: Barry Robinson 

Headline Typeface: Bauer Bodoni (Mergenthaler system), Snell 

Roundhand, Century Nova (rubber stamp) 

Text Typeface: Granjon, Roman and Italic (Linotype); Initial 

caps—Commercial Script (American Type Founder's 

Foundry Type); and Garamont (Monotype) 

Client: Craig W. Johnson’s Country Matters 

Usage: Promotional portfolio of antique garden statuary 

GREAT TYPE AND LETTERING DESIGNS/69 



ee 

NAKK 

iE PRIVATE 
AMPAIGN 

70/GREAT TYPE AND LETTERING DESIGNS 



i" 
STORY OF 1) 
AT TAILE 

QO =e 

Art Director: Susan Lyster Armstrong, 
McCaffrey & McCall Advertising 

Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Primary Typeface: Hand-lettered 

Client: Exxon 
Usage: Television program title 
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ess Sete ere Sear DESIGN: ERNIE SMITH & TONY DISPIGNA 

Designer: Ernie Smith/Tony DiSpigna 
Letterer: Tony DiSpigna 
Design Firm: Tony DiSpigna, Inc. 
Headline Typeface: Hand-lettered 
Text Typeface: Poster 
Client: Hopper Papers, a Division of Georgia Pacific 
Usage: Paper promotion 

72/GREAT TYPE AND LETTERING DESIGNS 

RW BORA SEDER TOUSEN RR UAE PELE IESE ROTEL BELLE SE 

Letterform Designer: Tony 

DiSpigna 
Letterer: Tony DiSpigna 
Design Firm: Tony DiSpigna, 

Inc. 
Primary Typeface: Hand- 

lettered 
Client: Container 

Corporation of America 
Usage: Promotional poster 

for the Master Series 





Designers: David Poe, Jonathan Mulcare 
Design Firm: Emery/Poe Design 
Headline Typeface: Custom 
Text Typeface: Custom 
Client: Piedmont Grocery 
Usage: Gift packaging program for Specialty food company 
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This identity has all the 
personality of an old-time 
general store. The arched type 
and typographic adornments 
convey an innocent appeal 
that is, at once, universal. 
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Designer: Tony Forster 
Letterer: Tony Forster 
Design Firm: Tony Forster Typographics 
Headline Typeface: Hand-rendered 
Client: Willow House Gallery 
Usage: Stationery, carrier bags, signs, etc. 
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Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD International, Ltd. 
Headline Typeface: Hand-drawn 
Text Typeface: Hand-drawn 
Client: Park Ave Cafe 
Usage: Menu cover design 
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SASS SEH SRL UREN 

Designer: Michael 
Brock 

Design Firm: Michael 
Brock Design 

Headline Typeface: 
LA Style No. 1 

Text Typeface: 
Geometric Bold 
Condensed 

Client: LA Style 
Usage: Magazine 

fashion spread 
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ITC BENGUIAT| 
PHOTO-LETIERING INC TAKES 
GREAT PRIDE IN PRESENTING 
ITC BENGUIAT, THE SUPERBLY 
CRAFTED ALPHABET DESIGN 

| NOW AVAIIABLE IN 3 WEIGHTS 
COMBINING TEE FAMILIA, THE 
UNUSUAL, THE PRACTICAL AND 
THEAESTHETIC ITC BENGUIAT 

| ISAITRACTING DESIGNERS TTE | 
WORLD OVER. PIAN ATEADAND | 

| MAKE USE OF THE ASSORTED | 
| LOGO LETTERS THAT ADD DIS — 
TINCTION TO YOUR HEADLINE | 
©) SO) i140) cvaN (OTS cvalaal (or 
ITC BENQUIAT IS A WELCOME 

| ADDITION TO OUR EVERGROW | 
ING COLLECTION OFALPHABET 
DESIGNS.WE/RE PREFARED TO 
MEET YOUR GRAPHIC NEEDS! » 
ITC BENGUIAT BOOK: 

AABCDEFGHIJKLMMNOPQRSTUVW. 
XYZabcdefghijklmnoparstuvwxyzfil 
2345678908 ABEAAAAAPASSS 

TCO Seaeooceoer(* G/==—) (2) 

VAG DEFGH IJALMMNOPFQKSTUV 
ii) WXYZabcdefghijklmnopgqrstuvwxyz 

lil Wer toler {siel0) SAAB EAL 

SMCOMScaeeEStl7o(? )/=-—)(z;2) 

AABCDEFGHIJ KLMMNOPQRST 
UVWXYZabcdefghijkImnopgqrst 
uvWwxyZfil234567890&ABAA 

| ARAB AS HOCOES LOO Set 

ITC. BENGUIAT BOOK ITALIC 

7pVaV 61 ©) Bo) RO) gt 0/01 Big dlb(O) xO) stoy RONAN 
XYZabedefghijkimnoparstuvwxyzfi |i} 
1254567890&ABAAHAMKARA 
SSITCOEBcacce£S¢!20("* 9 Nit 4) 

7aVa¥ 5} @) D) of a GHIJKLMMNOPORSTU! V 
WXYZabcdefghijkimnopqrstuvwx |jj) 

ARAN Yyzl2545678908&ABAAAMNAM 

ASST. COE Bc ecoeES¢12(79 %/ Ii f) 

AABCDEF GHIJKLMMNOPQRST 
UVWXYZabcdefghijkimnopgqrst 
UUWXYZfi1234567/890G&A BAA 

Bitiskeotth COAScxooEss | 

"PHOTO-LETTERING 
216 EAST AS5ST- ROE Y) OA \\ 092920) 50) 
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Designer: Ed Benguiat 
Design Firm: Photo-lettering, 

Inc. 
Headline Typeface: ITC 

Benguiat 
Text Typeface: ITC Benguiat 
Client: Photo-lettering, Inc. 

Usage: Poster 

PT eT 

Ed BaNgUGE inisaee! his 
new typeface to the world with 

this poster. Note the skillful 
use of ligatures and the even 
type color throughout, which 
was created through the 
consistent letterspacing. 
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Designer: Mark Steele 
Letterer: Mark Steele 
Design Firm: Design Studio of Steele Presson 

Headline Typeface: Hand-rendered 
Text Typeface: CG Omega (modified) 
Client: The 500, Inc. 
Usage: Poster 
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Designer: Primo Angeli 
Letterer: Primo Angeli 

Design Firm: Primo Angeli, Inc. 

Headline Typeface: Hand- 

rendered 
Text Typeface: Korinna and 

Windsor Outline 
Client: Molinari & Sons 

Usage: Label 
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Columbia @:
 

or: John Berg, CBS Records Direct Art 

Gerard Huerta igner/Letterer: 
Design Firm: Gerard Huerta Design 
Des 

nc 

-lettered Primary Typeface: Hand 
Client: Columbia/Odyssey 
Usage: Album cover 
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ES 
Designer: John Stevens 
Letterer: John Stevens 
Design Firm: John Stevens Design 
Primary Typeface: Hand-rendered 
Client: 361 Design Group 
Usage: Logo 
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Sn 
Designer: Daniel Pelavin 
Letterer: Daniel Pelavin 
Design Firm: Daniel Pelavin 
Headline Typeface: Hand- 

rendered 
Text Typeface: Hand- 

rendered 

Client: Smithsonian Institute 
Traveling Exhibition 

Usage: Poster to accompany 
traveling exhibition 
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ISSUE 580 + JUNE 14TH, 1990 * $2.50 + CAN $2.95 + UK £2.00 

| AGthing (Gmpares to 
et 

oINGAL 
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Designer: Fred Woodward 
Letterer: Dennis Ortiz-Lopez 
Design Firm: Rolling Stone 
Headline Typeface: Hand-lettered 
Text Typeface: Garamond 49 italic 
Client: Rolling Stone 
Usage: Magazine cover 
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Designer: Skip Johnston 
Design Firm: Skip Johnston 

Warrers & Actors te 
READ FROM Books BEING BANNED IN 

AMERICA Text Typeface: Various 
Client: P.E.N. 

I Usage: Meeting 

B DDEN iat 

a 

EDWARD ALBEE THE CATCHER 
IN THE RYE CHARLES REMBAR | TONI MORRISON 
INVISIBLE MAN DONALD BARTHELME (1 ERICA JONG 
E.L. DOCTOROW THE FIXER LEE GRANT HUCKLEBERRY 
FINN ARTHUR SCHLESINGER,,JR. A FAREWELLTO ARMS 
SLAUGHTERHOUSE FIVE FRANCES FITZGERALD (1GAY 
TALESE DEATH OF A SALESMAN JOHN IRVING ANDRE 
GREGORY (| JUNE JORDAN THE BEST SHORT STORIES OF 
NEGRO WRITERS RICHARD GILMANLIRENE WORTH 
JAMAKE HIGH WATER (JOHN SIMON THE AMERICAN 
HERITAGE DICTIONARY SCOT'T SPENCER, BRAVE NEW WORLD 
JACK GILFORD THE SCARLET LETTER STUDS TERKEL 
CALVIN TRILLIN _]GRACE PALEY THE GREAT GATSBY 
GRAPES OF WRATH TOMMY GATES THE MERCHANT OF VENICE 

THE PUBLIC THEATRE: 425 LAFAYETTE STREET 
TO BENEFIT “THE AMERICAN RIGHT TO READ’”’A PROJECT OF PEN AMERICAN 
CENTER, 47 5TH AVE.N.Y., N.Y. 10003 TICKETS $10.00 AVAILABLE AT THE 
PUBLIC THEATRE BOX OFFICE. FOR TICKET INFORMATION CALL 598-7150 
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Designer: Julian Waters 
Letterer: Julian Waters 
Design Firm: Julian Waters Letterforms 
Headline Typeface: Hand-lettered 

Client: Waterways Calendar 
Usage: Wall calendar logo 

Designer: Alan Peckolick 
Letterer: Tony DiSpigna 
Design Firm: Pushpin Lubalin Peckolick 
Headline Typeface: Hand-lettered 
Client: Pushpin Lubalin Peckolick 
Usage: Corporate logo 

Letterform Designer: Tony DiSpigna 
Letterer: Tony DiSpigna 
Design Firm: Tony DiSpigna, Inc. 
Primary Typeface: Hand-lettered 
Client: Jason and Janet Calfo 
Usage: Wedding invitation 
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BGO ODORANTS SNORE TE MNES INET 

Todd Nesser 

‘onsen 

Designer 
McCoo! & Company Design Firm 

Oakland 15 
Trump Mediaeval 

Weyerhaeuser Company 

Headline Typeface 
Text Typeface 
Client 
Usage Sales material, packaging, point of purchase 
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CITy COUN@#2 
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Designer: Tony Forster 
Letterer: Tony Forster 
Design Firm: Tony Forster Typographics 
Headline Typeface: Hand-rendered 
Text Typeface: Berthold, Caslon Bush Caps 
Client: Oxford City Council 
Usage: All printed material 
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Cis 

Designer: Tom Carnase 
Letterer: Tom Carnase 
Design Firm: Carnase, Inc. 
Headline Typeface: Hand- 

lettered 
Client: New York Art 

Directors Club 

Usage: Logo 
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| ye baby, have I gota 
| case for you.” It was the voice of Phil Font, MAD (Mad Art 

Director) grating from the telephone. Sam Serif, 
typographical investigator, got up to sit on the side of his 

bed. He blinke ed, then sighed..."Ican’t 

elieve that you're 
calling me at three in the morning, Phil buddy, MAD or 
not. This better be good. With friends like you..." Sem 
hung up the phone, and muttered his way, to the coffee 

pot. resigned to Phil Fonts impending visit. 

- “--rist!” Sam profaned as 
he rubbed the sleep out of his eves, stretched, and gazed 
affectionately toward a very graceful form in his bed. He 
waited restlessly for the rich coffee to perk, reaching over 

to switch on his tuner... . 

a D Dee Dee Dom!” The 
commanding strains of Beethoven’ fifth resounded from 
his high-powered speakers. “Ah, Ludwig,” Sam mused. 

Just then, a knock on the door echoed the fateful chords, 
and Phil Font burst suddenly into the room. 

Fe E..... abrupt 
and disheveled appearance had startled Alpha Bett, girl 
type house rep and Serifs main squeeze. for the Ss 
dramatic entrance was a sly assault on her modesty. 

“What the...” (Note: We do not allow the 

i EF. in this 
publication as a matter of policy. Sorry, but watch your 
mouth. Signed, The Editors.) “Excuuuse me! What ‘he 
heck is the matter with you Phil.” Sam glared at his 

friend. “I don’t understand it, the widow just vanished. 

jee whiz Sam, one 
paragraph in somc body copy, justified margins, the 

second time it had been set. The first time, there was a 
widow at the bottom. The second proof, it was gone! Its 

wacko! What's happening to me?” “Hey, what the 

...” (Note: We do not 
allow the “H" word either please. This is a professional 
publication! Warmest personal regards, The Eds.) “All 

right, all right. What the dickens is so goldurned 
important about a widow?” Sam sputtered. 

checked the copy, not a 
word Tees I checked the letter spacing, not a 

centimeter’s difference. It was a nice respectable face. 
Gaudy—from your shop, Alpha. Sam you gotta help me. 

The same width. Everything was ad- 

J. just like before. 
But the widow vanished into nowhere. I'm desperate, 
Samela old buddy.” "Calm down Phil. Listen, I'll come 

down to the office tomorrow and take a look. We'll work it 
all out. Just take it easy, O 

K. Sorry doll, but I 
fete et on this case.” Alpha pouted prettily. “Hurry 

ick Sugah” she sighed huskily. But Sam was gone, 
hopping a cab downtown. His destination on the east 

side was marked by a huge sign: Welcome to He- 

1 BS ca, neatly inscribed 
in the famed Swiss type face on the side of a gutted 

building. This was Antsy Alley. The bottom. Last refuge 
for all graphic artists who had gone over the edge. Sam 

heard a voice at his elbow. "E- 

M barrassing, This is 
embarrassing.“ It was Rags Right. Formerly known as 

“Flush” Left, super-star art director. Now a pitiful shadow 
of his past giory, but still one of the greatest minds ever to 

design a design. “Sam, I got 

othing. You have any 
retail, even display stuff? I'll take anything!” “Rags, ifyou 
can help me,!'ll get you a full page, four color spread in 
the Times fashion supp.” Serif drew his friend into a 

doorway. “Now Rags, listen carefully.” 

x hI see,” said Rags, 
having absorbed the gist of Sam's biz: story. “First of 
all, have you seen the first type proof?” “Why no,” Sam 

exclaimed. “Get ahold of it. Look for opticals, one - 
dimensional shrinkage. Check out all the 

s & QS. It could be a time- 
space warp. But the only way you'll ever find that widow 
is to find the firs: procf.” “Rags, thanks, you'll be seeing 
me.” Sam slipped away into the dawn. It occurred to him 

that this case might be on the 

-T. Anyway, it was 
breakfast time, and Sam hungered. 

“What to do next?” Sam pushed aside his meal of runny 
eggs and headed for Dancer, Prancer, Simple & Simon 

Advertising where Phil Font labored. Outside Phil’ door, 
Sam heard: 

Seay Al It was 
only Phils copywriter, who had just been asked to rewrite 
copy to fit a layout. Not a very happy man. Dodging the 
angered creative, Sam got right to the point. “Phil, I 

wanna scc that first proof. You got?” 

crowed. “This is it. the answer to the mystery. The widow 

Sf ‘sssssssssss,” Phil 
hissed, afraic. “Sam, | don't know where it is. Someones 
hiding it. Something very funny is going on.” "Well, who 

would have it?” Sam asked. "Anthony Italic, my 
supervisor. I'm sure he's got it. Ill bet my 

= ~square on it” Phil whis- 
pered. “Tony Ital?” The same guy who tried to take copy 
out of advertising? Mr. Pure Graphic himself? The word 

hater? No wonder he’ sitting on it.” “The vanishing 
widow must be part of a plot. What are yo- 

C joing to do, Sam?” 
“We're going to steal it, natch, what else? But we need a 
plan. Now, how can we get into ‘Tony Ital’s office?” “It 

won't be easy Sammy, Old Tony’s right in the fast lane. As 
a matter of fact, he just made 

< eep. If hes not in his 
Office, his secretary guards it like a watchdog.” “Is she a 
dog, Phil?” “Far from it, she’s really contoured.” “Alright 
stud, just take her out to lunch, ll do the rest.” Sam 

picked up an issue of 

= “and seated himself in 
the reception area, waiting for Tony Ital to leave for his 
noon tennis match. But thirty minutes passed, and Ital 
never appeared. Sam was worried. “Well,” he said. “Ill 

put on my initial thinking cap and 

re out plan ‘A’. This is 
turning into a lower case. I'll craw] down this corridor 

here, and check out what's going on. It’s lunch hour, and 
the place is like a morgue. I guess this is my big chance. 

Then Sam saw a beautiul vision. “Wh- 

~ Alpha Bett, what are 
you doing here?” “Making my rounds, like always, You 
never came back.” “Forget that for now doll. | need your 
help. I've gotta get that first proof out of Ital’s office for 

Phil. Keep a2 lookout here, and stay quiet!” 

N tzezz222z." Tony lial 

snored loudly. Sam sneaked into his sanctum. saw the 
first proof, and scanned it intently, carefully. “Aha” he 

vanished right here. It just disappeared and turned into 

BY DAVID AMES 

PENS ARES MLE LETT R IT IE SRL 

Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD 

International, Ltd. 
Headline Typeface: ITC 

Bookman & hand lettering 
Text Typeface: ITC Bookman 
Client: Graphic Relief 
Usage: Spread in promotion 
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CERARD SCHWARZ. 
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Art Director: Mary Macenka, 
Seattle Symphony 

Designer/Letterer: Bruce Hale 
Design Firm: Bruce Hale 

Design Studio 
Headline Typeface: 

Calligraphy 
Text Typeface: Hand- 

rendered 
Client: Seattle Symphony 
Usage: Promotion 



This piece has a grace and 
rhythm rarely captured in 
posters. Note how the down- 
stroke of the y in Mainly 
forms the upstroke of the 
M in Mozart. 

Sa 
\ 

NS 
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Designer: Terry Laurenzio 
Letterer: Terry Laurenzio 
Design Firm: 246 Fifth Design Associates 

Headline Typeface: Hand-lettered 

Text Typeface: Korinna 
Client: Yoseikan Bodo Association 

Usage: Poster 

Ottawa-Hull » Canada 

May 20-28, 1989 

Birmingham, Alabama 
| - 2 
JUNE 3-4, 

June 9-1] 

1 
t 989 

MiSsion Viejo, California « 
meyer 
i 989 

° GS pay 

(ISA 
fe EF ome 
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Designer: Alan Peckolick 
Design Firm: Lubalin 

Peckolick 
Headline Typeface: Lettera 

Gothic 
Client: Mobil Corporation 
Usage: Bus shelter poster 

WHITNEY AN 

GUGGENHEIM MUSEUM OF WHITNEY 
MUSEUM — AMERICAN FOLKART 

89ST &AFTHAVE. 49WESTS3ST. 755K ADSON 

MADE POSSIBLE BYA GRANT FROM 
bil 
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Se 
Designer: David Quay 
Letterer: David Quay 
Design Firm: David Quay Design 
Headline Typeface: Hand-rendered 
Client: Fashion House 
Usage: Logo 

Cw 

Letterer: Tony DiSpigna 
Design Firm: Lubalin Peckolick 
Headline Typeface: Hand-rendered 
Client: Zeitung F 

Usage: Newspaper masthead 
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The idea behind this paper promotion was to demonstrate the 
dignity, grace and traditional beauty inherent in the parchment 
stock. The use of muted, tonal colors applied by foil stamping 
helps establish this feeling and complements the flourishes and 

A TA script letterforms. 
Designer: David Brier 
Letterer: David Brier 
Design Firm: DBD International, Ltd. 
Headline Typeface: Administer Light & Hand Lettering 

Client: Hopper Papers 
Usage: Promotional brochure 
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Art Director: Kit Hinrichs, Jonson, Pedersen, Hinrichs & Shakery 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Headline Typeface: Hand-rendered 

Client: Potlatch 

Usage: Magazine article on belt buckles 
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Art Director: Paul Omin, Reader’s Digest 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Headline Typeface: Hand-rendered 
Client: Reader’s Digest 
Usage: Album cover 
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SOCIETY OF SCRIBES LTD. 10TH. ANNIVERSARY 

\ 

the Master Pagiefballery 

Ol. Floor 

BVO Averl@eett) Melero 

New York Cityg 1OO1O 

CALLIGRAPHY IN THE GRAPHIC ARTS SEPT.6-OCT. 4 

Designer: John Stevens 
Letterer: John Stevens 
Design Firm: John Stevens Design 
Headline Typeface: Calligraphy 
Text Typeface: Hand-rendered 

Client: Society of Scribes 
Usage: Poster commemorating S.0.S. 10th Anniversary 
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Designers: Jack Anderson, Luann Bice, Mary Hermes 

Design Firm: Hornall Anderson Design Works 
Headline Typeface: Customized Times Roman 

Client: Tradewell 
Usage: Corporate identity system for grocery store 
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Designer: Jurek Wajdowicz 
Letterer: Ted Szumilas 
Design Firm: Emerson, 

Wajdowicz Studios, Inc. 

Headline Typeface: Hand- 

rendered 
Text Typeface: Franklin 

Gothic Condensed 
Client: Emerson, Wajdowicz 

Studios, Inc. 
Usage: Self promotion 

card/poster 

Designer: John Stevens 
Letterer: John Stevens 
Design Firm: John Stevens 

Design 
Headline Typeface: Hand- 

lettered 
Text Typeface: Calligraphy 
Client: Headliners Identicolor 
Usage: Calendar/Poster 
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John Stevens is one of the finest modern masters of calligraphy 
in the world. He can create a complex, multi-level piece such as 
the one shown here and give its seemingly disparate elements 
an otherwise invisible harmony. At first, there is one striking 
visual image. Beyond that initial impression, each type treatment 

attracts the eye in turn. This is more like a movie than a print. 
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EERIE NUT PRAMAS NC REE ACTER. 

Art Director: Warrick Hutton, 

United Airlines 
Designer/Letterer: John 

Stevens 
Design Firm: John Stevens se Ip) Et N FROHES | 

4] i DM Me) ae ge R! rate 

A, Seer alligraphy 

M 

ie ZYe ee Ca, ZG ee aa “a ) Text Typeface: Calligraphy 

Z | and hand-lettering 
Client: United Airlines 
Usage: “Thank You” for 

members of Mileage Plus 

Club 
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FROM ALL‘OF US IN THE 
UNITED: FAMILY“ WORLDWIDE, tee ee 

Design Firm: Lance Anderson THANK YOU FOR YOUR BUSINESS pau 
AND: WARMEST WISHES FOR: Sa 

atin Bo 
PEt e N EW Ne AR Text Typeface: Bank Gothic, 

Copperplate Gothic, hand- 
lettering and calligraphy 

Client: Rainier Brewing and 
Chiat Day/Mojo 
Advertising, San Francisco 

Usage: Packaging 
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TYPE THAT BREAKS THE RULES 

ften type must challenge preconceptions in approach or introduce something 

unique in order to communicate. Solutions that incorporate this 

approach challenge notions of what type can—or should—hbe. 

Rules such as “Use only one typeface” or “All type should be hori- 

zontal” are often abandoned. 

The works displayed here involve considerable manipulation of 

type—unusual letterforms or letter spacing, the creation of words 

within words, or the unusual positioning of type in vertical or 

abstract arrangements. 

The common thread linking such a disparate group of works is 

an exploration of the patterns formed by words and letters. This is 

a hallmark of the work done for Phil’s Photo by James Hellmuth 

and in the poster series done for PM Typography by Tim Girvin, 

Milton Glaser, Joseph Essex and Seymour Chwast. 

In typography, as in any art form, limits must generally be 

observed. But at times, testing these boundaries leads to new, 

important growth of the art form. 
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PHOTOGRAPHY BY 

CHRISTINE ALICINO 
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Designer: Michael Brock 
Design Firm: Michael Brock 

Design 

Headline Typeface: LA Style 
No. 1 

Text Typeface: Magnum 
Gothic Medium 

Client: LA Style 
Usage: Opening page of 

magazine's food section 

This simple treatment is very 
effective. The headline dis- 
plays a delicate flair and quiet 

grace. 

GREAT TYPE AND LETTERING DESIGNS/119 



Designer: James Hellmuth 
Letterer: James Hellmuth 
Design Firm: James Hellmuth Design 
Primary Typeface: Hand-rendered 
Client: Phil's Photo 
Usage: Book's section openers 
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Designer: Louise Fili 
Design Firm: Louise Fili, Ltd. 
Headline Typeface: Eagle Bold 
Client: Society of Publication 

Designers 

Usage: Call-for-entries poster 



YOU ARE INVITED 

TO PARTICIPATE 

iN THE S§:P:D: 

20T" ANNUAL 

COMPETITION 

CELEBRATING 

EXCELLENCE 

IN PUBL Ie 

CATION 

DESICN 

ALL ENTRIES 

MUST BE 

RECEIVED 

BY JAN. 

3 07T# 

1985 
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Annual 

Report 

ANNUAL 

; . REPORT 
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Designers: David Brier, Paul 
A. Minigiello 

Design Firm: DBD 
International, Ltd. 

Headline Typeface: 

Garamond Bold & Hand 
Lettering 

Text Typeface: Garamond 
#49 Italic 

Client: Karr Graphics 
Usage: Page from brochure 

Designer: Neal Zimmermann 
Design Firm: Zimmermann Crowe Design 

Headline Typeface: Customized type based on 

Grecian XXX Condensed 
Text Typeface: Customized type based on 

Grecian XXX Condensed 
Client: Levi Strauss & Co. 

Usage: Levi’s Week retailers promotional 

poster 
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Design Firm: James Hellmuth Design 
Headline Typeface: Various 
Client: Phil’s Photo 
Usage: Mailer/New Year card 

Designer: James Hellmuth 
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Se Sa LAGS EA TERN 

Art Director: Freeman Lau 
Designer: Benny Au 
Design Firm: Kan Tai-keung Design & Associates, Ltd. 
Headline Typeface: Mixed 
Text Typeface: Helvetica 
Client: Christco Professional Photo Services 
Usage: Promotion 
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a a 

Designer: Julian Waters 
Letterer: Julian Waters 
Design Firm: Julian Waters Letterforms 
Headline Typeface: Hand-lettered 
Text Typeface: Diotima Caps (address line) 
Client: Julian Waters 

Usage: Self-promotion/season’s greetings poster 



9423 GENTLE CIRCLE * GAITHERSBURG * MARYLAND 20879 x 301 977 5314 

Julian Waters Letteringand. Design 
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Art Director: Harry Fremantle, Atlantic Records 
Designer/Letterer: John Stevens 
Design Firm: John Stevens Design 
Headline Typeface: Hand-rendered 
Client: Atlantic Records 
Usage: Album cover/CD packaging 

\ 

- Pantt ss 
2 

Designer: Tim Girvin 
Letterer: Tim Girvin 

Design Firm: Tim Girvin Design, Inc. 
Headline Typeface: Dominic's/Girvin Custom 
Client: PM Typography 
Usage: Promotion 
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PM TYPOGRAPHY 
2513 50 Winch 
Compbed, © = 4 = ‘ 
Phare 4081 Printing: BEC Lithographers, Sante Clara, CA Designed for PM Typogrophy by: Tim Givin, Seattle Pap: ss Sidiare$ Larivs Brillone and Mo t A 3 2 SSupertine Plates & Film: Eastman Kodak Co. ©) Tim Girvin Design 

——— 
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Designer: Milton Glaser 
Letterer: Milton Glaser 
Design Firm: MG, Inc. 
Headline Typeface: Hand- 

rendered Gothic Bold 
Text Typeface: ITC 

Cheltenham and ITC 
Avant Garde 

Client: PM Typography 

Usage: Promotion 

Designer: Joseph Michael 

Essex 
Design Firm: Essex Two, Inc. 
Headline Typeface: Futura 
Text Typeface: Futura 
Client: PM Typography 
Usage: Promotion calendar 
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AIDSHOULDIE 
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Designer: Rick Valicenti 
Design Firm: Thirst 
Headline Typeface: Franklin 

Gothic 
Client: Thirst 
Usage: AIDS benefit 

PHOTOGRAPHED BY 

ALBERT WATSON 

PRODUCED BY 

RAYMOND LEE 

Designer: Michael Brock 
Design Firm: Michael Brock 

Design 
Headline Typeface: LA Style 

No. 2 
Text Typeface: Univers Extra 

Bold 
Client: LA Style 
Usage: Magazine fashion 

spread 

THE NEW MENSWEAR REFLECTS A CONFIDENT APPROACH TO PERSONAL STYLE ~ 

STYLED BY 

JODI NAKATSUKA 

AND DENISE 

TERESE SOLIS 

GREAT TYPE AND LETTERING DESIGNS /133 



| 58+ Rottinc Stone, November Isr, 1990 

S 

T 

) ze ° : 
Fr NM 

i. 
MARTIN SCORSESE’S apartment sits seventy-five 

L. V 
floors above midtown Manhattan and offers an imperi- 

a 
i al view that encompasses Central Park and the Upper 

N East Side, extending out toward the borough of = 

G Queens, where Scorsese was born in 1942. The calm- w 

ing grays and blacks and whites of the living room’s 

By A thoy Ne Curtis 
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Designer: Fred Woodward 
Design Firm: Rolling Stone 
Headline Typeface: Grecian 
Text Typeface: Cloister 
Client: Rolling Stone 

Usage: Opening spread of magazine article 
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Designer: Steve Curry 

Design Firm: Curry Design 

Headline Typeface: Onyx, Helvetica Medium Extended, Bank 
Gothic Medium 

Text Typeface: Bank Gothic Medium 
Client: Skil-Set/Alpha Graphix Type House 
Usage: Promotion for Skil-Set/Alpha Graphix Type House 



Designers: Steve Curry/Jason Schiedeman 
Design Firm: Curry Design 
Headline Typeface: Craw (numbers) 
Text Typeface: Bembo 

Client: Skil-Set/Alpha Graphix Type House 
Usage: Promotion for Skil-Set/Alpha Graphix Type House 
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Designer: Seymour Chwast 
Design Firm: The Pushpin 

Group 
Headline Typeface: Various 
Text Typeface: Futura 
Client: PM Typography 
Usage: Calendar 

Sat eS LEE 

Designer: James Hellmuth 

Design Firm: James Hellmuth Design 
Headline Typeface: Altered Gothic 
Client: Phil’s Photo 
Usage: Price list cover 
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Color Proofing Price List 
3 4 5 6 

61.00 81.40 127.15 165.30 
Additional Print 27.75 37.00 = 57.60 75.15 
Upto10x 12 106.80 165.30 
Additional Print ; 48. 55 ee PISSED; 

Up to 12x18 
Additional Print L 60. 92.45 115.00 
Upto20x24 y 18805. 21615 270.00 341.95 
Additional Print j : 104.00 L227 15 155.45 

Computer Cc) Typography 

(212) 674-1185 

Designer: Tom Carnase 
Letterer: Tom Carnase 
Design Firm: Carnase, Inc. 
Headline Typeface: Hand-rendered 
Text Typeface: Garamond Ultra & Book Italic 
Client: Carnase Computer Typography 
Usage: Promotion 
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Color Proofing Price List 

nal Print 

Up to 10 x 12 42.50 63.00  —-84.00 105,00 130.00 
Additional Print 

Up to 12 x 18 

Additional Print 

Up to 20 x 24 

Additional Print 

130.00 

65.00 

160.00 

80.00 149.50 

‘Prices subject to change without prior notice. 

No charge for matching primary PMS colors. 
There will be a charge of $1.00 per color for mixing and matching 
special colors. 

Separation and negative opaquing will be charged at the prevailing 

hourly rate, or product charge. 

Estimates Avatlable for volume work. 

Above Schedule ts for 18 to 24 Hour Service. 

Custom Rub Off Transfers available from your art or from our vast 

library of type faces in our photo library. 

For special services: 

6 bour service add 100% to above. 

7 to 12 baur service add 75% to above. 

13 to 18 bour service add 30% to above. 

Computer @) Typography 
(212) 679-9880 
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Art Director: Mary Macenka, Seattle Symphony 
Designer/Letterer: Bruce Hale 
Design Firm: Bruce Hale Design Studio 
Headline Typeface: Hand-rendered 
Client: Seattle Symphony 
Usage: Promotion 
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P H oO 
T 

BUG 

Designer: Gail Anderson 
Letterer: Dennis Ortiz-Lopez 

Design Firm: Rolling Stone 
Headline Typeface: Poster Gothic; Subhead: Marla 
Text Typeface: Cloister 
Client: Rolling Stone 
Usage: Opening spread of magazine article 



THREE IN THE MORNING, soft 

light in a sound booth, downtown, 

underground. Ice Cube in the 

THE WORLD house, on the mike. Headphones, 

knit cap, arched brow and a scowl, 

At ( Wl | N F TO a spiral notebook on the music 

stand, CUBE’S MONEY scrawled 

AMERIKKKAS st ae 

MOST-WANTED eyes 
rip shit, you know what I mean? Yo. 

RAPPER To flow and throw and show. Drop 

BY MIKE SAGER 
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Designer: David Brier 
Letterer: David Brier 

Design Firm: DBD International, Ltd. 
Headline Typeface: Hand-drawn 
Client: Lasercraft 

Usage: Promotional brochure cover 

NENARSREEN SIA 

\, 
Ni 
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‘ 
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SeenON ION PU RAEN NS RUNS HD ROS SSR ITS SST OS OREN 

Art Director: Abie Sussman, David Mann Advertising 
Designer/Letterer: Gerard Huerta 
Design Firm: Gerard Huerta Design, Inc. 
Primary Typeface: Hand-lettered 
Client: Polydor Records 
Usage: Album cover 
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Designers: Julian Waters, 
Jessica Wilson 

Letterer: Julian Waters 
Design Firm: Julian Waters 

Letterforms 
Headline Typeface: Hand- 

lettered 
Text Typeface: Helvetica 
Client: Washington Post 
Usage: Employee benefits 

cover 
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A classica figura dos titulos de al 

Mickey, o rato que trabalha 
somente nas revistas e como 

porteiro do parque de 
diversdes mais famoso do 
mundo: Disneylandia. 
Hoje com nostalgia 
voltamos as velhas 

peliculas de desenhos 
animados com Mickey 

e Cia. 
Essas obras de arte pouco 
mostradas ja fazem parte 

da historia do cinema, 
Mickey é agora a marca 

registrada a figura 
simbolica do império 

Disney. 
Quando em 1928 Walt 

Disney pediu mais dinheiro 
para o distribuidor de sua 
série “‘Oswald”’ recebeu 
como resposta uma baixa 
nos seus honorarios ea 

ameaga de continuarem 
sem ele, 

Entao com alguns dos seus 

mais fiéis colaboradores 
Disney criou em seu 

pequeno estudio, numa so 
noite uma nova série de 

desenhos animados e com 

uma nova figura. 
Era um rato, parecido com 

aqueles que se apreciava de 

4 . @ ) Walt Disney Produc 
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enhos animados de Mickey, 

vez em quando como figuras 

secundarias nas peliculas de 
“Alice no Pais das 

Maravilhas’’ em 1925, 
O desenhista principal, 
Ub Iwerks, realizou os 

primeiros filmes de Mickey 
quase que sozinho, 

A primeira pelicula de 
desenhos animados com o 
rato Mickey foi intitulada: 
“Plane Crazy”’ (um jogo de 

palavras que podem 
significar tanto como 

totalmente louco ou louco 
aviao), “‘¥he Gallopin 
Gaucho” ja estava 

terminada mas Disney nao 
tinha ainda uma 

distribuidora quando 
apareceu o primeiro filme 
sonoro ‘‘Jazz Singer’’ de 

All Jolson. 
Walt Disney entusiasmou-se 
eo terceiro filme de Mickey 

foi sonoro. “Steamboat 
Willie’’ teve sua estréia em 

18 de novembro de 1928 no 
Colony Theatre em 

Nova York. 
Ao contrario dos filmes de 
Oswald’, Disney assegurou 
todos os direitos sobre o 
rato. O resto é historia, 

Aguse. 
ED SOE L IES DE TOTS mene 

Designer: Oswaldo Miranda 
Design Firm: Miran Studio 
Headline Typeface: Windsor Bold 
Text Typeface: Times New Roman Italic 

Client: Raposa Newspaper 

Usage: Newspaper layout 
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Designer: Alan Peckolick 
Letterer: Tony DiSpigna 
Design Firm: Lubalin 

Peckolick 
Headline Typeface: Hand- 

lettered 
Client: [dea magazine 
Usage: Cover design 



P. 3 — © 1991 PM Typography. Used by 
permission. 

Pp. 4-5 — © Cipriani Kremer Design Group. Used 
by permission. 

P. 6 — © Lubalin Peckolick. Used by permission. 

P. 7 — © Pentagram. Used by permission. 

P. 8 — © Old Tyme. Used by permission. 

P. 9 — © DBD International, Ltd. Used by 
permission. 

P. 10 — © Carnase, Inc. Used by permission. 

P.11— © DBD International, Ltd. Used by 

permission. 

Pp. 12 -13 — © Oswaldo Miranda/Casa de Idéias. 
Used by permission. 

Pp. 14 - 15 — © 1991 Galarneau & Sinn, Ltd. Used 
by permission. 

Pp. 16 - 17 — © Rolling Stone Magazine. Used by 
permission. Photography © Mark Seliger. 

P. 18 — © Tim Girvin Design, Inc. Used by 
permission. 

P. 19 — © DBD International, Ltd. Used by 
permission. 

Pp. 20 - 21 — © Rolling Stone Magazine. Used by 
permission. Photography © Mark Seliger. 

Pp. 22 - 23 — © DBD International, Ltd. Used by 
permission. 

P. 24 — © 1988 David Vogler. Used by permission. 

P. 25 — © CBS Records. Used by permission. 

P. 26 — © David Quay. Used by permission. 

P. 27 — © Lubalin Peckolick. Used by permission. 

P, 28 — © James Hellmuth Design. Used by 
permission. 

P. 29 — © Arrow Typographers, Inc. Used by 
permission. 

P. 30 — © 1986 Simpson Paper Company. Used by 

permission. 

P. 31 - 33 — © Jacobs, Fulton Design Group. Used 

by permission. 

CREDITS 

Pp. 34 - 35 — © Eric Baker, Tyler Blik. Used by 
permission. 

P. 36 — © James Hellmuth Design. Used by 

permission. 

P. 37 — © DBD International, Ltd. Used by 
permission. 

P. 38 — © DBD International, Ltd. Used by 

permission. 

P. 39 — © 1991 Galarneau & Sinn, Ltd. Used by 

permission. 

P. 40 — © Primo Angeli Inc. Used by permission. 

P. 41 — © New York Magazine. Used by 
permission. 

Pp. 42 - 43 — © DBD International, Ltd. Used by 
permission. 

Pp. 44 - 45 — © Accolade, Inc. Used by 
permission. 

P. 46 — © Bass/Yager & Associates. Used by 
permission. 

P. 47 — © Oswaldo Miranda/Casa de Idéias. Used 

by permission. 

P. 48 — © 1991 Panda Group, Inc. Used by 
permission. 

P. 49 — © Hammond Design Associates. Used by 
permission. 

P. 50 — © Cowell Design Group. Used by 
permission. 

P. 51 — © The Reader’s Digest Association Ltd., 

London. Used by permission. 

P. 52 — © Rolling Stone Magazine. Used by 
permission. 

P. 53 — © Newsweek Magazine. Used by 
permission. 

P. 55 — © PM Typography. Used by permission. 

P. 56 — © Rolling Stone Magazine. Used by 
permission. Photography © Matt Mahurin. 

P. 57 — © NBC. Used by permission. 

Pp. 58 - 59 — © Carnase, Inc. Used by permission. 

P. 60 — © Morla Design, Inc. Used by permission. 

P. 61 — © 1990 John Stevens Design. Used by 
permission. 

Pp. 62 - 63 — © 1979 International Typeface 
Corporation. Reprinted with permission from 
Upper & Lower Case, the International Journal of 
Type and Graphic Design. 

Pp. 64 - 65 — © Julian Waters. Used by 
permission. 

Pp. 66 - 68 — © Rolling Stone Magazine. Used by 
permission. Photography © Richard Avedon. 

P. 69 — © 1991 Craig W. Johnson. Used by 
permission. 

P. 70 - 71 — © Exxon. Used by permission. 

P. 72 — © Tony DiSpigna, Inc. Used by permission. 

P. 73 — © Tony DiSpigna, Inc. Used by permission. 

Pp. 74 - 75 — © 1990 Emery/Poe Design, Inc. Used 
by permission. 

P. 76 — © Tony Forster. Used by permission. 

P. 77 — © DBD International, Ltd. Used by 
permission. 

Pp. 78 - 79 — © LA Style Magazine. Used by 
permission. Photography © Stuart Watson. 

Pp. 80 - 81 — © Photo-lettering, Inc. Used by 
permission. 

Pp. 82 - 83 — © Mark Steele. Used by permission. 

P. 84 — © Primo Angeli Inc. Used by permission. 

P. 85 — © Columbia/Odyssey. Used by permission. 

P. 86 — © 1989 John Stevens Design. Used by 
permission. 

P. 87 — © 1986 Daniel Pelavin. Used by 
permission. 

P. 88 — © Rolling Stone Magazine. Used by 
permission. Photography © Herb Ritts. 

P. 89 — © Skip Johnston. Used by permission. 

P. 90 — © Julian Waters. Used by permission. 

P. 90 — © Pushpin Lubalin Peckolick. Used by 
permission. 

P. 91 — © Tony DiSpigna, Inc. Used by permission. 
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Pp. 92 - 93 — © Frederick B. Dempsey. Used by 
permission. 

P. 94 — © Tony Forster. Used by permission. 

P. 95 — © Carnase, Inc. Used by permission. 

Pp. 96 - 97 — © DBD International, Ltd. Used by 
permission. 

Pp. 98 - 99 — © Bruce Hale Design Studio. Used 
by permission. 

Pp. 100 - 101 — © 246 Fifth Design Associates. 
Used by permission. 

P. 102 — © Lubalin Peckolick. Used by permission. 

P. 103 — © David Quay. Used by permission. 

P. 103 — © Lubalin Peckolick. Used by permission. 

P. 104 - 105 — © 1989 Georgia-Pacific 
Corporation. All rights reserved. Reprinted with 
permission of Georgia-Pacific Corporation. 

P. 106 — © Potlatch. Used by permission. 

P. 107 — © Reader's Digest. Used by permission. 

P. 108 — © 1984 John Stevens Design. Used by 
permission. 

P. 109 — © Hornall Anderson Design Works. Used 
by permission. 

P. 110 — © Emerson, Wajdowicz Studios, Inc. Used 
by permission. 

Pp. 111 - 113 — © 1988 John Stevens Design 
Used by permission. 
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P. 114 — © 1990 John Stevens Design. Used by 

permission. 

P. 115 — © Rainier Brewing Company, Seattle, 
Washington. Used by permission. 

P. 117 — © Lubalin Peckolick. Used by permission. 

Pp. 118 - 119 — © LA Style Magazine. Used by 
permission. Photography © Christine Alicino. 

P. 120 — © James Hellmuth Design. Used by 

permission. 

P. 121 — © Louise Fill. Used by permission. 

P, 122 — © DBD International, Ltd. Used by 
permission. 

P. 123 — © 1987 Levi Strauss & Co. Used by 
permission. 

Pp. 124 - 125 — © James Hellmuth Design. Used 
by permission. 

P. 126 — © Kan Tai-keung Design & Associates 
Ltd. Used by permission. 

P. 127 — © Julian Waters. Used by permission. 

P. 128 — © 1990 John Stevens Design. Used by 
permission. 

P. 129 — © Tim Girvin Design, Inc. Used by 
permission. 

P. 130 — © MG Inc. Used by permission. 

P. 131 — © Essex Two, Inc. Used by permission. 

P. 132 — © 1990 Thirst. Used by permission. 

P. 133 — © LA Style Magazine. Used by 
permission. Photography © Albert Watson. 

Pp. 134 - 135 — © Rolling Stone Magazine. Used 
by permission. Photography © Albert Watson. 

Pp. 136 - 137 — © 1989 Curry Design, Los 
- Angeles, California. Used by permission. 

P. 138 — © James Hellmuth Design. Used by 
permission. 

P. 139 — © The Pushpin Group. Used by 
permission. 

Pp. 140 - 141 — © Carnase, Inc. Used by 
permission. 

Pp. 142 - 143 — © Bruce Hale Design Studio. Used 
by permission. 

Pp. 144 - 145 — © Rolling Stone Magazine. Used 
by permission. Photography © Brian Smale. 

P. 146 — © DBD International, Ltd. Used by 
permission. 

P. 147 — © Polydor Records. Used by permission. 

Pp. 148 - 149 — © Julian Waters. Used by 
permission. 

Pp. 150 - 151 — © Oswaldo Miranda/Casa de 
Idéias. Used by permission. 

P. 152 — © Lubalin Peckolick. Used by permission 
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DAVID BRIER 

s President and Creative 

Director of DBD International, Ltd., 

David Brier, a self-taught designer and 

typographer, has an impressive list of clients 

and awards. In addition to being published 

in a host of professional magazines including 

Step-by-Step Graphics, Graphis, HOW 

magazine, Graphica (Brazilian magazine) 

and Art Direction, he has also designed a 

number of magazine covers ranging from 

Rolling Stone to the New York Times 

Magazine. He also publishes the award- 

winning “Graphic Relief, A Quarterly 

Indulgence,” a publication that showcases 

the work of artists, designers, photographers 

and writers in a creative, innovative and 

highly aesthetic format. 

His client list includes Prudential, The 

Trump Organization, Turner Broadcasting, 

Mercedes-Benz, Mobil Oil and Merrill 

Lynch, among others. He lives and works in 

Rutherford, New Jersey. 



ART REFERENCE 

A LENE ng 
OF was invented to convey ideas with the same result as the spoken word: to communicate. In this book you'll see more than 

130 great examples that do just that. The work here is divided into three sections, and below are some samples of the great type and 

lettering designs you'll see inside: 

From the section, From the section, From the section, 

“Type That Tells a Story” “Type That Beautifies a Design” “Type That Breaks the Rules” 

re. this section, you'll find examples 

of type that takes on the shape and form 
oA and lettering must often’ 

challenge preconceptions in approach or 
of its subject, as in this design. 

SA URaSRCRER H introduce something unique in order to ! 

LN L : communicate, challenging the notions of k E 

HAG eee | what type can — or should — be. i 

O = S. Zs ype That Beautifies a Design shows x = 

you how beautiful type can bring an extra, o= 
534.95 special quality to a design solution, as a 

ISBN O-a9ba4-4u SS 
900Uu 

done here by David Brier. | 

30419 9°780891"344407' | 


