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Introduction 

If you’re reading this book because you aren’t 

satisfied with your ability to design with 

type, you are part of a very large and distin¬ 

guished group. Even top designers continue to 

develop their talents, and have pieces with which 

they are not pleased. A very good designer once 

told me that he welcomed the opportunity to 

redesign a publication that he had designed sever¬ 

al years earlier because “it...urn...hadn’t aged 

well.” 

This book cannot and should not be the last 

word on how to combine type to get a piece that’s 

not only attractive but that’s suitable for your 

client. It does, however, illustrate a number of 

combinations that do both with detailed specifica¬ 

tions for each piece. A brief description of the 

client, what look was created, and the role the 

type plays in creating that look puts the piece into 

context. You may not always agree with my inter¬ 

pretation of a face’s mood or of the look of the 

finished piece. Type design is a very personal 

thing, and what looks “friendly” to one person 

may look “cool” to another. The point here is to 

consider the effects you think you can achieve by 

combining typefaces. 

Combinations 

It’s not necessary to use more than one face for a 

project. But when the information should or 

could be digested in stages, it often helps the 

reader to have the copy organized by a change in 

weight or face. A headline has very little time to 

attract the reader, so a large or otherwise 

prominent treatment of heads is logical. Subheads 

and captions also play a key role in attracting 

readers. Typically, a bold sans serif will be used 

for heads and subheads, a roman face for the 

body type, and the bold italic weight of the 

roman body for captions. 

Since the difference between two serifs or two 

sans serifs of the same weight is pretty subtle, 

this combination usually isn’t successful at orga¬ 

nizing the copy. Even when the designer varies 

the weight, a type combination of all serifs or all 

sans serifs is difficult to bring off. (And some 

faces just don’t look good together-—Syntax with 

Gill Sans or Goudy with Garamond, for exam¬ 

ple.) The exception is when heads or subheads 

are set in a distinctive serif or sans serif display 

face. A cleaner, less stylized serif or sans serif 

that is reminiscent of the display face can be used 

successfully. 

Trends 

Great designers either appear oblivious to trends 

or anticipate them brilliantly. Breakthroughs that 

set trends are rare. Good type design can make 

use of fashionable typefaces and styling, but is 

faithful to the mission of the publication. Bad 

design loses sight of the mission while copying 

current type fashion. 

Some typefaces weather well. Others suffer 

from overuse or misuse and fall out of favor with 

designers quickly. For the sample pieces created 

as illustrations of type combinations in this book 

I limited myself to about twelve typefaces plus 

some condensed versions, so you won’t have to 

buy a whole type library to benefit from the ideas 

in this book. In choosing those core faces, I 

avoided those I feared wouldn’t “...urn...age 

well,” and kept the list to those generally 

acknowledged to be classics. 
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About Type Whether you sought a career designing 

with type, stumbled into it, or had it 

thrust upon you, you should realize 

that every day you get an education in its use 

from a variety of sources. Study all the printed 

pieces you see, and determine what makes them 

successful, then try to apply what you’ve learned 

to your own work. 

Most of us move through design styles just as 

fine artists move through stylistic periods. There 

is some pattern to our type solutions. This is a 

natural evolution and reflects our personal 

growth. The best way to achieve that growth is to 

experiment, learning by trial and error not only 

what faces look good together, but which suit the 

client’s needs. You will at times, however, be 

asked to follow a corporate style manual. 

Companies that build an identity with a strong 

corporate look will ask designers to work within 

previously established guidelines. But usually 

there’s room within the guidelines for a fresh 

design that will be in keeping with the corporate 

identity. 

Computers are great tools for working out an 

idea, but they have created some unrealistic 

expectations. Because they enable us to produce 

something typeset as quickly as it can be 

typewritten, schedules are compressed because 

there is no back and forth with the type house. It 

sounds simple, but you need to give yourself time 

to do a good type design and a good typesetting 

job. When you become a typesetter before you’ve 

designed the piece, you’ll be frustrated with the 

outcome most of the time. Explore several combi¬ 

nations of typefaces before settling on the one 

you’ll use. And then get the type to look right on 

the page. 

In this chapter, we’ll take a quick look at the 

sixteen typefaces that were used to create the 

examples for this book. They are Times, Palatino, 

Bodoni, Optima, Century, Garamond, Goudy, 

New Baskerville, Helvetica, Helvetica Con¬ 

densed, Helvetica Compressed, Helvetica Extra 

Compressed, Sabon, Syntax, Futura and Futura 

Condensed. Futura Black, which is a stencil-style 

display face, is used occasionally, and several dis¬ 

play faces are used in the chapter on display type. 

We’ll also examine some of the factors that affect 

your choice of type and the various looks you can 

create with type. 
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ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

A standard for newspapers, Times is very functional and a most economical serif for copyfitting. 

Because of its long association with journalism, Times is a good face to use when presenting factual 

material or if the copy should inspire confidence in the reader. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl234567890 

Palatino is more upright and less delicate than Goudy. A pretty face, it has a calligraphic 

quality that makes any copy look attractive. The italic (not shown here) is especially graceful 

and elegant. Palatino is useful when a design calls for an upscale or glamorous look. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghij klmnopqrstuvwxyz 1234567890 

With its thicks and thins, Bodoni is perfect for use as a headline type, but needs careful kerning. 

Whether condensed, expanded, all caps, or caps and lowercase, Bodoni communicates sophisti¬ 

cation. It is not as legible for large bodies of text as less dramatic serifs . 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

Optima is best described as a "serifless" rather than a sans serif face. It mixes well with virtually 

any face, and it adds a sparkling, fresh quality to a piece. Because it is very legible, it can be 

used for long blocks of text if given ample white space. 
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ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghljklmnopqrstuvwxyzl234567890 

A large, friendly, very legible face, Century is a good choice for small text. It reminds readers of 
schoolbooks, so it works when the audience is young children or parents. It also works where a 
large amount of information needs to be presented in a straightforward manner. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghij klmnopqrstuvwxyz1234567890 

Elegant, graceful Garamond has distinctive curved serifs and old style numerals. It’s an eco¬ 
nomical face—more condensed than Century or Bodoni—but still quite legible. Garamond can 
create a classic, timeless look or a very sophisticated one. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghij klmnopqrstuvwxyz1234567890 

With more decorative flair than Garamond, Goudy is a good choice for a traditional client. This face 
lends itself to being set in small caps and generously tracked, which makes it a very effective display 
face, as well as a text face. Goudy is a light design, so it doesn’t reverse as well as others. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl234567890 

A perfect choice for lengthy text, New Baskerville has a traditional, bookish quality. It is not 

boring, however, but a lively face that is a pleasure to read. It has a great distinction and deli¬ 

cacy that gives it presence on the page; the very attractive italic (not shown here) has warmth 

and charm. 
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ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

A very legible sans serif, Helvetica works for a modern or contemporary project and has 
many useful weights. Its universal character makes it easy to use in a wide variety of appli¬ 
cations. In the bold and black weights (not shown here) it makes headlines dynamic and 
forceful. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

Helvetica remains very legible even when condensed, and the condensed version is available in many weights. 
This makes it a good choice for long captions set on a narrow measure and other situations in which space may 
be at a premium. In the bold and black weights especially (not shown here) it stands out clearly on the page; this 
makes it a good choice for long subheads in narrow columns or for calling out small bits of information. 

ABCDffGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl234567890 

Helvetica Compressed is an even more condensed version of Helvetica. The letterforms have been greatly con¬ 
densed, which makes the internal spaces much smaller and the type much darker. Use this carefully, or you 
may emphasize an element with the type color when you don't mean to. This face will benefit from generous 
leading and loose tracking. 

ABCDEFGHIJKLMN0PQRS1UVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

Helvetica Extra Compressed is more condensed than Helvetica Compressed. It is still legible, but it does get tiring to 
read and should be avoided for long blocks of copy. It is, however, quite useful lor fairly long captions. You will need to 
set the tracking loosely for readabililty. 
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ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl234567890 

A good text face, Sabon is less economical than New Baskerville. In all caps, it is classic, and 

less common than Garamond. This face has attractive, very calligraphic letterforms that lend 

interest to any page. The italic (not shown here) has quirky, charming letterforms but is quite 
legible. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyzl 234567890 

Syntax has a casual, chiseled quality perfect where a casual sans serif is needed. It has more move¬ 

ment and spontaneity than most other sans serifs due to the calligraphic quality of its letterforms. It 

can be used for text as well as display purposes, but it does need ample white space for legibility. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyzl 234567890 
A delicate, round, sans serif, Futura can be classic or contemporary. Futura has a wide range of 

weights that are very useful. All of the weights have excellent round proportions. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdef ghijklmnopqrstuvwxyz1234567890 

A must for ad work, Futura Extra Bold has a lot of weight and impact for headlines and sub¬ 
heads. It also works well for very graphic initial caps. The condensed version shown here is 
exceptionally legible and useful in applications where space is at a premium, such as ads. 
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Type Tips 
The type combinations in this book are not the only 

solutions for the projects, but offer a method of arriv¬ 

ing at appropriate combinations. When you approach 

a type design, look at the whole project, including for¬ 

mat, audience and message, instead of trying to find a 

serif and a sans serif that “go together.” Certain 

“givens” will set clear parameters for both format and 

type decisions. 

The format of a piece is determined by where it 

will be seen and how it will be used. Letterhead must 

fit into a standard-size envelope, and brochures gener¬ 

ally need to fit into a file drawer. How much copy 

must be fit into the piece and how the audience will 

read it also affects type choice, as does the age and 

interest level of potential readers. The message and 

the mood that reinforce that message are another 

major consideration since these greatly affect the look 

of a piece. 

The average reader may not be able to differentiate 

between two serifs or recognize the names of the 

fonts, but will be affected by the mood they convey. 

The choice of the body and headline type make the 

clearest mood statement. The accent face, usually a 

sans serif, makes its statement with placement, weight 

and style. Do you want to give the consumer what he 

expects? For purposes of this book, I’m assuming the 

answer is, generally, “Yes.” The ad design appropriate 

for a rock radio station or pet store will not enhance 

the reputation of a hospital or law firm. Once you 

have determined the look you need, you’re ready to 

start designing. Here are a few guidelines for creating 

several typical looks for clients. 

Conservative, Traditional. A conservative 

approach calls for all things in moderation, including 

size, leading (not too generous, not too tight), kerning 

and tracking (ditto), horizontal scale, column measure 

and weight. Some serif fonts, Goudy for instance, are 

naturals for a conservative mood, but all work when 

styled conservatively. The accent face should not be 

an extreme weight, a bold rather than a black. 

Assuming a normal two- or three-column measure, 

Helvetica, Futura or Optima in their regular or bold 

weights add variety to a mainly serif approach with¬ 

out making too much of a graphic statement. 

Trendy, Graphic. The graphic approach to typogra¬ 

phy is defined by the interplay between black and 

white. Bauer Bodoni is a natural for trendy, graphic 

body copy. It’s not the most legible body face, but the 

thicks and thins in its letters keep the black and white 

play going. Generously leading a black or extra black 

sans serif doesn’t enhance legibility, but it does make 

a bold graphic pattern and provide relief from a gray 

page of text. You may use a condensed sans serif, 

even an extra compressed. Generously tracked letters, 

especially an extra bold geometric font like Futura 

Extra Bold set in caps, also create a patchwork of 

black and white. There is lots of variety in weights, 

ultra thins and extra bolds. 

Romantic, Nostalgic. This typographic treatment is 

similar to that for a traditional look. The romantic 

message is reinforced with the use of italics or a script 

display face. A serif with flourish, like Palatino, is a 

natural for body copy. (Palatino also has a lovely, 

scriptlike italic.) For a more nostalgic look, a face 

with an old-fashioned character, such as Goudy, helps 

set an appropriate mood. The accent face should be 

light and airy, perhaps Futura, generously leaded or 

kerned, or Optima, which is softer and less geometric 

than the other sans serifs. 

Naive, Playful. Size plays an important part in a 

naive or playful type design. Century used at a slight¬ 

ly larger size as body type reminds the reader of 

school books. In general, an upper- and lowercase set¬ 

ting of an open face with a large x-height has a direct, 

childlike quality. Syntax has more flair than Helvetica 

for an accent type, but both work well for the playful 

layout. Lean toward display type that is simple, fun 

and geometric (like Baby Teeth or Stencil). 

High Tech, Futuristic. A condensed sans serif is a 

possibility for body copy. Keep the layout clean. 

Instead of changing emphasis with size and weight, 

vary only the weight. Use a condensed, generously 

leaded serif like Garamond or Sabon in a narrow mea¬ 

sure for variety. Place short copy blocks in white 

space or reverse them out of black to simulate a star 

or planet in open space. 

Natural, Homespun. The primary font should be a 

serif like Goudy or Garamond, set in uppercase and 

lowercase or set in small caps for headlines. 

Garamond, slightly condensed and tightly tracked, is a 

good choice for a headline. The accent face should be 

used sparingly. Syntax Ultra Black has a chiseled 

quality. Try leading and tracking the accent face gen¬ 

erously to simulate park signage chiseled in wood. 
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Glossary 

Baseline. The invisible guideline upon which the 

characters of a typeset line, except the descenders, 

appear to sit. 

Body. The main copy or the text of a printed piece. 

Callout. This term is used instead of pull quote by 

many designers. See pull quote. 

Caps. Usually written with a small c. Type that is 

set in all uppercase or capital letters. 

Caption. The copy that accompanies and explains a 

visual. 

Color. The lightness or darkness of an area of type. 

Compressed. A typeface with characters designed 

to be narrower than the condensed version of that type 

family. See also condensed. 

Condensed. A typeface with characters designed to 

be narrower than the width of the characters of the 

regular weight in that type family. 

Dingbat. An ornamental symbol used for emphasis 

or decoration. The set of Zapf Dingbats is available on 

many computers and printers; special sets of other 

typographic ornaments can also be purchased. 

Display Type. Type set larger than the copy, gener¬ 

ally eighteen points or larger, that is intended to catch 

a reader’s attention. 

Expanded. A typeface with characters that are 

designed to be wider than the regular weight of that 

type family. 

Folio. A page number. 

Font. A single weight and design of a given type¬ 

face, including caps and lowercase letters, numerals, 

fractions (if available), accented characters and punc¬ 

tuation. See also typeface. 

Header. Copy that appears at the top (or head) of 

each page. 

Headline. Most important level of information; 

intended to summarize copy and attract attention. Set 

in display type. (See display type.) 

Horizontal Scaling. Manually altering the width of 

the characters in a typeface to make them set wider or 

narrower; usually expressed as a percentage. 

Initial Cap. Enlarged letter at the beginning of a 

block of copy or line of display type. 

Italic. Type in which the letters are slanted to the 

right; generally drawn to suggest handwriting. 

Although any type slanted to the right is often called 

italic, type that slants to the right but retains the char¬ 

acteristics of the regular style is technically termed 

“oblique,” and you may need to order a font using that 

term. 

Kerning. Adjusting the spacing between individual 

pairs of letters. 

Lead-in. Setting the first words of a paragraph in 

italic, boldface or all caps for emphasis or organiza¬ 

tion. 

Leading. The distance from the baseline of one line 

of type to the line above it. 

Letterform. The shape of the letter, the unique 

characteristics of its strokes. 

Masthead. The title of a newsletter, also called a 

nameplate, banner or logo. 

Measure. The length of a line of type. 

Old Style Numerals. Numerals that have ascenders 

and descenders. The numeral 1 is often written as I 

instead of the arabic numeral. 

Pull Quote. Also called a callout. A statement or 

quotation excerpted from an article that is set in dis¬ 

play or with some other decorative type treatment to 

attract attention. 

Reverse(d) Type. White or light-colored letters set 

on a dark background. 

Small Caps. Uppercase letters that are about 60 

percent of the full cap height used in place of lower¬ 

case letters for effect. 

Subhead. Secondary level of heading, usually 

located between the headline and the copy or between 

sections of the copy. 

Tagline. Descriptive copy set with a logotype. 

Tracking. Adjusting the spacing between all char¬ 

acters evenly. Page layout programs express this dif¬ 

ferently. The samples in this book were created with 

QuarkXPress, which allows you to add or subtract 

units of space in fairly small increments. This figure 

has been written as “tracking: +1” or “tracking -12”. 

Typeface. A named type design, such as Goudy, 

Garamond or Optima. 

Type Family. Complete set of styles and weights 

for a single typeface. 

Type Style. The variations of a typeface. Italic and 

outline versions are type styles; different weights, 

such as bold, are often considered styles or styling. 

Violator. A short block of text set apart for empha¬ 

sis, often at an angle or “stamped” into body copy. 

X-Height. The height of lowercase letters, exclud¬ 

ing the ascenders and descenders. 
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Newsletters 

Many designers get their first opportuni¬ 

ty to do corporate work with a 

newsletter project, but it isn’t always 

an easy job. The budgets are usually tight, and 

design considerations take a back seat to the 

piece’s function as a communication tool. The 

amount of copy fluctuates from issue to issue and 

often comes in late. The editor of the typical 

newsletter is either an overworked personnel 

coordinator or an administrator with little 

editorial experience who must squeeze writing a 

newsletter into an already full day. 

The content and length of the article depends 

on the type of newsletter. A small company’s 

employee newsletter relies on employee submis¬ 

sions, which are usually short and include choppy 

lists of elements such as birth announcements and 

bowling scores. The challenge here isn’t to make 

it lively, but to clean up and organize the disparate 

elements. 

A larger company or institution with a commu¬ 

nications department may use its house organ to 

disseminate long, dry, informational articles to 

employees, stockholders, alumni, etc. Here, the 

challenge is to make the information visually 

interesting without a budget for quality photogra¬ 

phy or illustration. 

Type Considerations 

Legibility is an important consideration. What is 

the age and education level of the audience? For 

example, older individuals may have physical dif¬ 

ficulty reading, so you’ll need to choose a very 

legible face and set it fairly large. A serif type 

with a large x-height is a good choice for the 

body type. If there are long, chatty captions with 

photographs, and you know these captions have a 

high level of readership, make the captions 

prominent and legible. Where you must run long, 

dry material, use pull quotes to pique curiosity. 

Remember that, unlike with an ad or billboard, 

your audience will be spending time with this 

material, and is probably predisposed to read it. 

So you won’t need blaring headlines. The excep¬ 

tion is the newsletter that will be displayed in 

common areas more like a poster, or where the 

editorial thrust is to ape tabloids or present “hot 

flash” bulletins. Usually the latter occurs when 

the newsletter is actually a promotion piece. 

Since your audience is small and perceives the 

newsletter as having some value, encourage loyal¬ 

ty by having a consistent typographic look. 

Display elements like new visuals, the table of 

contents, and a change of the second color to alert 

the reader that this is a new issue. 
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Healthcare... O U E 

a = 
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Iorem ipsum dolor sit 

amet, consec te tuer 

adipiscing elit, sed 

diam nonummy nibh et al 

euismod tincidunt ut erat al 

laoreel dolore magna et al 

aliquam erat volutpal. Utqu 

wisi enim ad minim quisqu 

veniam. quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. Erat 

duis autem vel eum iriure 

dolor in hendrerit 

in vulputate velit 

esse molestie et 

consequat, vel 

nium doiore eu therapy may 
feugiat nulla acit r J 

facilisis at vero 

eros el accumsan 

et iusto odio alia 

dignissim qui et 

blandit praesent 

luptatum zzril 

delenit augue te 

duis dolore alte 

feugait nulla nam 

facilisi. Lorem 

aliquam ipsum 

dolor sit amet, 

consectetuer adipiscing elit, 

sed diam 

Hypnosis on Trial 

"The new 

not be what 

the doctor 

ordered, but 

it works.” 

Mary Cropper 

INSIDE STORY 

Druismod tincidunt ut erat 

laoreet dolore magna et al 

aliquam erat volutpal. Ut 

wisi enim ad minim quis 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex 

eased diam dolor et vadis 

al nonummy nibh nisi ex. 

euismod tincidunt ut 

laoreet dolore turn 

magna erat aliquam 

erat volutpal alia. Lorem 

ipsum dolor sit sed amet, 

consectetuer ipso ut ipso 

adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut era laoreet 

dolore magna 

aliquam erat 

volutpat. Ut 

wisi enim ad 

minim veniam, 

quis nostnid et 

exercitation est 

ullamcorper ibi 

suscipit lobortis 

nisi ut aliquip 

ex ea commodo 

consequat.amet, 

consectetuer 

diam et ipsum 

adipiscing elit, 

sed diam nihil 

Lorem ipsum 

dolor sit amet, 

consectetuer diam et alit 

adipiscing elit, sed diam 

nonummy nibh eius quod 

euismod tincidunt ut que 

laoreet dolore 

Lorem ipsum dolor sit 

amet, consectetuer diam et 

adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

Lorem ipsum dolor sit 

amet. consectetuer diam et 

adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

NEW PAINKILLER? 

Duis autem vel eum iriure 

dolor in hendrerit in velit 

esse molestie consequat. 

vel ilium dolore eu feugiat 

nulla facilisis at vero eros 

et accumsan et iusto odio 

dignissim qui blandit erat 

praesent luptatum zzril et 

delenit augue duis dolore 

te feugait nullu facilisi. 

Lorem ipsum dolor sit 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

magna aliquam erat usque 

volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer diam et 

adipiscing elit. sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

amet, consectetuer diam et 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam 

nonummy nibli euismod tincidunt ut laoreel dolore magna aliquam 

erat volutpal. Ut wisi enim ad minim veniam, quis. nostrud exerci 

HEALTHCARE COMMUNIQUE 

dorem ipsum dolor 

sit amet, nonummy 

consectetuer adipiscing 

elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna 

aliquam erat volutpat. Ut 

wisi enim ad minim 

veniam, quis nostrud 

exerci tation ullamcorper 

suscipit lobortis nisi ut 

aliquip ex ea commodo 

consequat. 

Duis autem vel cum 

iriure dolor in hendrerit in 

vulputate velit esse 

molestie consequat, vel 

ilium dolore eu feugiat 

nulla facilisis at vero eros 

et accumsan et iusto odio 

dignissim qui blandit 

praesent luptatum zzril 

delenit augue duis dolore 

te feugait nulla facilisi. 

Lorem ipsum dolor sit 

amet, consectetuer 

Test Needed 
Adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

magna aliquam erat 

volutpat. Lorem ipsum 

dolor sit amet, magna est 

lauda consectetuer 

adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

magna aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis 

nostrud exerci tation 

ullamcorper suscipit dolor 

sit amet, magna est lauda 

consectetuer lobortis dolor 

sit amet, magna est lauda 

consectetuer nisi ut aliquip 

ex ea commodo consequat. 

Lobortis nisi ut aliquip ex 

ea commodo consequat 

ipso facto toto alia. 

Torem ipsum dolor sit 

amet, consecte tuer 

tuer adipiscing elit, sed 

diam nonummy nibh 

euismod tincidunt ut 

laoreet dolore magna 

aliquam erat domus 

volutpat. Ut wisi enim ad 

minim veniam, quis quid 

nostrud exerci tation ulla 

ullamcorper suscipit quod 

lobortis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum alit 

iriure dolor in hendrerit in 

vulputate velit esse elit al 

molestie consequat, vel sed 

ilium dolore eu feugiat ipso 

atque nulla facilisis at vero 

eros et accumsan et iusto 

Dr. Medicine will be supervising 

the initial trials. Anyone wanting 

more information should call 

him at his office. He is, at this 

lime, especially interested in 

locating patients who need or 

want relaxation therapy. 

HYPNOSIS ON TRIAL 

adipiscing elit, sed diam 

nonummy nibh euismod 

tincidunt ut laoreet dolore 

magna aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis nos 

trud exerci tation ullamcor 

per suscipit lobortis nisi ut 

aliquip ex ea commodo 

consequat. Duis autem vel 

eum iriure d olor in he 

ndrerit in vulputate velit 

esse molestie. 

Cconsequat, vel ilium sed 

dolore eu feugiat nulla et 

facilisis at vero eros et diam 

accumsan et iusto odio ave 

dignissim qui blandit odo 

praesent luptatum zzril vale 

delenit augue duis dolore te 

feugait nulla facilisi. 

Lorem ipsum dolor sit sed 

amet, consectetuer elit, sed 

p diam nonummy est 

nibh patria euismod 

tincidunt ut aring laoreet 

This laboratory will be the setting 

for the clinical trials of the new 

hypnosis therapy. Those who are 

undergoing therapy will also be 

able to enjoy the benfits of the 

lovely gardens at the institute. It 

should be o pleasant experience. 

dolore magna carta aliquam 

erat volutpat. Erat lorem 

ugit in tempore o, mores. 

Atque vale al digni ssim 

dolor in hendrerit in velit 

vulputate velit esse diam 

diammolestie et cetera et 

alia. 

New Therapy 
qui arto et. Blandit praesent 

luptatum zzril delenit augue 

duis qui quod dolore te 

feugait nulla facilisi. Lorem 

ipsum dolor sit amet. 

nonummy nibh euismod ut 

tincidunt ut sed laoreet 

dolore magna. 

Copy Heavy & Attractive 
This client wanted an attractive newsletter packed with 

information. The amount of copy planned for each issue 

dictated either a three- or four-column format. The four- 

column format was chosen because it gives greater flexibil¬ 

ity in photo sizing. Newsletters often have poor quality 

photos because they rely on amateur photographers, so 

some photos may have to be run very small to hide their 

defects—an easier task with a four-column grid. 

This classic magazine look will help meet the goal of 

making this copy-heavy newsletter attractive. The informa¬ 

tion is not short and choppy; it may run throughout several 

columns. Times Roman is a classic serif font with a low 

x-height that works well for the body copy in this narrow 

column format. Large initial caps set in Times will give the 

newsletter a magazine feel and open up the long blocks of 

copy a little. Pull quotes, which are also set in Times, pro¬ 

vide visual variety within the editorial look. 

Masthead: Times Roman 96/19, horizontal scaling: 85%, 

and Futura Extra Bold 12/19, tracking: +18 

Heads: Times Roman 48 pt. 

Subheads: Futura Extra Bold 11/13 

Initial Caps and Callouts: Times Roman 18/24 

Body: Times Roman 11/13 

Captions: Times Roman Bold Italic 11/13 

Slick, Corporate 
For this client, a provider of health care services to large 

corporations, the newsletter needs a slick, corporate look. 

Using the extra bold weight of Futura has been a popular 

approach to corporate design, because you can emphasize 

with weight only, not size. The headline is only 18-point 

type, but the extra bold weight prevents it from getting lost 

on the page. Garamond body, with its large x-height type, 

is very legible, and makes the publication more inviting 

than a sans serif body type would. Its graceful appearance 

makes it an interesting contrast to solidly assertive Futura. 

This unusual headline treatment works here because 

there’s only one headlined article on the page, and the 

combination of the Futura Extra Bold type and the visual 

give the headline enough punch to stand out. This treat¬ 

ment is most effective when you have a well-organized 

page with only one or two articles. If there are several short 

articles on a page, an asymmetrical approach like this can 

backfire and leave readers guessing what headline goes 

with which article. 

Masthead: Futura Extra Bold and Futura, both 40 pt. 

Heads: Futura Extra Bold 18 pt. 

Subheads: Futura Extra Bold 11/14 

Initial Caps: Futura Extra Bold 24 pt. 

Body: Garamond 11/14 

Captions: Futura 9/14 
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HealthCareNews 
Hypnosis On TVial 

This laboratory will be the setting for the clinical trials of the new hypnosis 

therapy. Those who are undergoing therapy can also enjoy the benfits of 
the lovely gardens at the institute. It should be a pleasant experience. 

Rising Costs Studied 

Extensive clinical 

trials to test use of 

hypnosis for pain 

relief to begin soon 
Lorem ipsum dolor sit amet, al 

consectetuer adipiscing elit, sed 
diam nonummy nibh euismod ut 
tincidunt ut laoreet dolore sed 
magna aliquant erat volutpat Ut 
wisi enim ad minim veniant, quis 

nostrud exerci tation ullam nec 
corper suscipit lobortis nisi ut 
aliquip ex ea commodo corpo et 
consequaL 

Duis autem vel eunt inure 
dolor in hendrerit in vulputate 
velit esse molestie consequat, 

vel ilium dolore eu feugiat nulla 
facilisis at vero eros et atque est 
numquam accumsan et iusto al 
odio dignissim qui blandit benin 
praesent luptatum zzril delenit 
augue duis dolore te feugait num 
nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 

tincidunt ut laoreet dolore quod 
magna aliquam erat volutpat. et 

Lorem ipsum dolor sit amet, sed 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore nunc 
tamquam valore erat volutpat. 

Panel to review 

procedures and 

make extensive 

recommendations 

Lorem ipsum dolor sit amet, et 

consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 

tincidunt ut laoreet dolore est 
magna aliquam erat volutpat, Ut 
wisi enim ad minim veniam, quis 
nostrud exerci tation corper erat 

Risl ut aliquip ex ea nihil est 
commodo consequaL Duis aus 
autem vel eum inure dolor in 

hendrerit in vulputate velit esse 
molestie consequat, vel ilium et 
dolore eu feugiat nulla facilisis 
at vero eros et accumsan et. 

Iusto odio dignissim qui et 
blandit praesent luptatum zzril 
delenit augue duis dolore te alia 
feugait nulla facilisi. Lorem ipso 

ipsum dolor sit amet, consect 
etuer adipiscing elit, sed diam 
nonummy nibh euismod quod 
tincidunt ut laoreet dolore est. 

HealthCare Communique 

D 
uis autem atque 
vellum eum est 

iriure dolores in 
hendressrit 

inqui vulputate velit esse 
eius molestie consequat, 
vel os ilium dolore eu 
fugitatum feugiat nullam 

facilisis at vero eros et 
accumsan et iusto odio 

dignissim qui blandit 
praesent 

luptatum zzril delenit 

augue duis dolore te aus 
feugait nulla tumm quam 
facilisi. Lorem ipsum et 
dolor sit amet, consect et 
etuer adipiscing elit, sed 
diam nonummy nibh sed 

euismod tincidunt utque 
laoreet dolore magnam et 
aliquam erat volutpat. est 
tarn Lorem ipsum dolore 
sit amet, consectetuer et 

ipso adipis kcing elit, sed 
diam nonummy nibh. 

euismod tincidunt ut 
laoreet dolore magnam et 
aliquam erat volutpat. Ut 
wisi enim ad minim turn 
veniam, quis nostrud sed 
num exerci tation benigne 
ullamcorper suscipit est 
lobortis nisi ut aliquip ex 
ea commodo consequat. 
Duis autem vel leussm ex 
iriure dolore in hendrerit 
in vulputate velit esse oar 
molestie consequat, velo 

Hypnosis On Trial 
ilium dolores eius feugiat 
nulla facilisis at vero eros 
et accumsan et iusto odio 
dignissim qui blandit 
praesent luptatum zzril 

delenit augue duis dolore 
te feugait nulla facilisi. 

New Anaesthetic 
Lorem ipsum dolor sit 

amet, consectetuer adipo 
iscing elit, sed et diaming 
nonummy nibh euismod 
extincidunt ut laoreet qui 
dolore magna aliquam et 
erat volutpat. Lorem ipis 

ipsum dolores sit ammet, 
consectetuer adipiscing 

elit, sed diam nonnummy 
nibh euismod extincidunt 

ut laoreet dolore magnam 
aliquam erat volutpat. Ut 
wisi enim ad minim aliqu 
veniam, quis nossstrud al 
exerci tation ullamcorper 

suscipit iobrrortis nisi ut 
aliquip ex ea commmodo 
consequat. Duis autem et 
vel eum iriure dolores in 
hendrerit in vulputate ex 

Lorem ipsum dolore sit amet, consectetuer et ipso adipis kcing elit, sed diam nonummy nibh. ipsum dolore sit 

amet, consectetuer et ipso adipis kcing elit, sed diam nonummy ni, ipsum dolore sit amet, consectetuer et ipso 

adipis kcing elit, sed diam nonummy ni. 

Basic, Friendly 
Century and Helvetica are used here for a very basic, legi¬ 
ble newsletter. This look would be right for a newsletter 
with basic childcare information, or one for a primary audi¬ 
ence of older adults. Because both Century and Helvetica 
have an open, schoolbook primer quality, they fit comfort¬ 
ably together here. The three-column format has a longer 
line length for legibility than a four-column format would. 
This is important since neither Century nor Helvetica is 

economical. 
The larger Helvetica subheads pull the reader into the 

article. The type follows a clear hierarchy: The heads have 
the most emphasis—they’re set in a heavy weight of a con¬ 
trasting typeface and are almost twice as large as the sub¬ 
heads. The subheads get most of their emphasis from the 
extra leading. They fall squarely between the weight of the 
head and the body copy, creating a clear visual sense of 
what readers should read first, second and third. 

Masthead: Century 96 pt. 
Heads: Helvetica Extra Bold 30/34 

Subheads: Helvetica 18/30 

Body: Century 11/15 
Captions: Helvetica 11/15 

Soft-Sell, Editorial 
Optima and Palatino have a softer effect that’s right for a 
newsletter dealing primarily with women’s health care 
issues. You don’t have to hit anyone over the head with the 
headlines because the benefit in reading this helpful infor¬ 
mation is obvious. The headline is subtly emphasized by a 
change of typeface and the large amount of white space set¬ 
ting it off from other elements on the page. 

Health care organizations’ newsletters usually have 
longer editorial and a few human interest photos. Italic cap¬ 
tions and soft shadow boxes behind the initial caps work 
well with this soft-sell, editorial approach. In addition to 
their purely decorative function, initial caps guide the read¬ 
er. They should not be too distracting in a low-key layout, 
but their effect can be softened with the use of screens or 
color. They establish a starting point and break up unrelat¬ 
ed blocks of copy. As a general rule try to allow as much 
space to the right of the cap as you leave below it. 

Masthead: Optima 72 pt. and Palatino Italic 60 pt. 
Heads: Optima 30/34 
Subheads: Optima 11/15 
Captions: Palatino Italic 9/15 
Body: Palatino 11/15 
Initial Caps: Palatino 36 pt. 
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SmithCo 

Industries 

Quarterly 

Report 

Competition 

Abroad 

Breakthrough 

Technology 

Convention 

Highlights 

Duis autem vel eum iriure dolor 

in hendrerit in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eras ete Duis autem vel eum 

iriure dolor in hendrerit in vulpu¬ 

tate velit esse molestie consequat, 

vel ilium dolore eu feugiat nulla 

facilisis at vero eros etfigure rep¬ 

resents the studio's creative 

Competition 

Abroad 
Duis autem vel eum iriure dolor 

in hendrerit in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et 

Accumsan et iusto odio dig¬ 

nissim qui blandit praesent lupta- 

tum zzril delenit augue duis 

dolore te feugoit nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. 

Ut wisi enim ad minim veni- 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo con¬ 

sequat. 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui bland¬ 

it praesent luptatum zzril delenit 

augue duis dolore te feugait 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat.Requiem 

est in pace mea culpa. 

Breakthrough 

Technology 
Duis autem vel eum iriure dolor 

in hendrerit in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto 

odio dignissim 

Qui blandit praesent lupta¬ 

tum zzril delenit augue duis 

dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, con- 

sectetueret adipiscing eli tin¬ 

cidunt ut laoreet dolore magna 

aliquam erat volutpat. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. 

Ut wisi enim ad minim veni- 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo con- 

delenit augue duis dolore te feu¬ 

gait nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy non sequitor 

nibh euismod tincidunt ut laoreet 

non eram erat est sed volutpat. 

Hendrerit in vulputate velit 

esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto 

odio dignissim qui bland sec se 

Duis autem vel eum iriure 

dolor init praesent luptatum zzril 

AT COCOJUUUIUNIQUE 
Competition ex ea commodo con- amet, consectetuer luptatum zzril delenit 

sequat. Duis autem vel adipiscing elit, sed augue duis dolore te 

Abroad eum iriure dolor in diam nonummy nibh feugait nulla facilisi. 

Lorem ipsum dolor sit hendrerit in vulputate euismod tincidunt ut Nam liber tempor cum 

amet, consectetuer velit esse laoreet dolore magna soluta nobis eleifend 

adipiscing elit, sed aliquam erat volutpat. option congue nihil 

euismod tincidunt ut 9 veniam, quis nostrud Jill Henderson quod mazim placerat 

laoreet dolore magna Technology exerci tation ullamcor- facer possim assum. 

aliquam erat volutpat molestie consequat, per suscipit lobortis Lorem ipsum dolor sit 

Ut wisi enim ad minim vel ilium dolore eu nisi ut aliquip ex ea amet, consectetuer 

veniam, quis nostrud feugiat nulla facilisis at commodo consequat adipiscing elit. sed 

exerci tation ullamcor- vero eros et accumsan Duis autem vel eum diam nonummy nibh 

per suscipit lobortis nisi et iusto odio dignissim iriure dolor in hen- euismod tincidunt ut 

ut aliquip ex ea com- qui blandit praesent drerit in vulputate velit laoreet dolore magna 

modo consequat. luptatum zzril delenit esse molestie conse- Fred Marsh aliquam erat volutpat 

Duis autem vel eum irl- augue duis dolore te quat, vel ilium dolore Ut wisi enim ad minim 

ure dolor in hendrerit feugait nulla facilisi. eu feugiat nulla facili- veniam, quis nostrud 

in vulputate velit esse Nam liber tempor cum sis. exerci tation ullamcor- 

molestie consequat, vel soluta nobis eleifend molestie consequat, per suscipit lobortis 

ilium dolore eu feugiat option congue nihil vel ilium dolore eu nisi ut aliquip ex ea 

nulla facilisis at vero imperdiet doming id feugiat nulla facilisis at commodo consequat 

eros et accumsan et quod mazim placerat vero eros et accumsan Duis autem vel eum 

iusto odio dignissim qui facer possim assum. et iusto odio dignissim iriure dolor in hen- 

blandit praesent lupta- Lorem ipsum dolor sit qui blandit praesent Lynn Allen drerit in vulputate velit 

turn zzril delenit augue esse molestie conse- 

duis dolore te feugait quat, vel ilium dolore 

nulla facilisi. Lorem eu feugia 

Ipsum dolor sit amet, molestie consequat. 

consectetuer adipiscing vel ilium dolore eu 

elit, sed diam nonum- feugiat nulla facilisis at 

my nibh euismod tin- vero eros et accumsan 

cidunt ut laoreet dolore et iusto odio dignissim 

magna aliquam erat qui blandit praesent 

volutpat.Ut wisi enim luptatum zzril delenit 

ad minim veniam, quis augue duis dolore te 

nostrud exerci tation feugait nulla facilisi. 

ullamcorper suscipit Nam liber tempor cum 

lobortis nisi ut aliquip \ewproduct launch next month 
soluta nobis eleim- 

No-Nonsense 
This no-nonsense newsletter is aimed at investors as well 

as employees, with a factual account of the company’s and 

the industry’s news. A column of justified type looks more 

serious than one set rag right, and in this three-column for¬ 

mat the Futura doesn’t break badly. 

Body copy is usually set in a serif with a sans serif for 

visual variety. Here the serif, Sabon, in an italic breaks up 

the sans serif Futura body copy. Futura is a strong, legible 

typeface and when set with open leading as done here is 

quite readable. It also looks no-nonsense and restrained. 

The slightly quirky Sabon italic adds a lively accent with¬ 

out disturbing the overall look of the piece. 

The left column is used for the masthead and a table of 

contents. This airy approach provides relief from a gray 

page with no illustrations and lends emphasis to the deli¬ 
cate masthead. 

Masthead: Sabon 38/58, tracking: -5 

Heads: Sabon Italic 18/24 

Body: Futura 12/15, justified 

Table of Contents: Futura 18/24 

Graphic, Corporate 
A five-column grid with at least one open column in which 

only captions and graphics will appear adds interest to this 

corporate newsletter. In addition to visual interest, the nar¬ 

rower column format also solves the problem of coping 

with head shots. Remember, headshots shouldn’t be too 

large. 

Syntax Ultra Black has a little more flair than Helvetica 

for the masthead, but a condensed Helvetica is needed for 

bold heads that won’t break badly in this narrow format. 

The Garamond Italic contrasts with the Syntax and adds a 

warm, conversational quality to captions that have high 
readership. 

Masthead: Syntax and Syntax Ultra Black, both 54 pt. 

Heads: Helvetica Black Condensed 18/24 

Subheads: Helvetica Condensed 10/15 

Captions: Garamond Italic 10/15 

Body: Syntax 10/15 
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To our good friends: 

welcome to this 

latest issue of our 

newletter. As your editor. 

I’m delighted by the number 

of kindly compliments and 

helpful criticism we received 

about our last issue. You’ll 

find that we’ve acted on 

many of your comments 

here, except when half of 

you hated something and the 

other half loved it! 

Competition 
Abroad 
Nunc tumquam aliquet odio 

dignissim qui blandit prae- 

sent luptatum zzril delenit 

augue duis dolore te feugait 

nulla facilisi. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut et 

laoreet dolore rnagna alisiii- 

iquam erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna alerri- 

quam erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut et 

laoreet dolore magna alisiii- 

iquam erat volutpat. 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

Volume V, 

Number 2 

Edited by Abel 

and Joe liclker 

for our good 

customers and 

Duis autern vet eum iriure 

dolor in hendrerit in vulpu- 

tate velit esse molestie conse- 

quat, vet ilium dolore eu feu- 

giat nulla facilisis at vero et 

eros et accumsan et iusto alv 

odio dignissim qui blandit 

New Faces 
Nunc tumquam aliquet odio 

dignissim qui blandit prae- 

sent luptatum zzril delenit 

_ augue duis dolore te feugait 

- nulla facilisi. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut et 

laoreet dolore magna alisiii- 

iquam erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna alerri- 

_ quam erat volutpat. 

Jill Jones l/f wisi enim ad minim 

Bill White veniam, quis nostrud exerci 

Kim Rogers tation ullamcorper suscipit 

lobortis aliquip consequat. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc- 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna aliiii- 

iquam erat volutpat.lamcor- 

per suscipit lobortis nisi ut 

aliquip ex ea commodo nec 

nunc alia erat soli etque al 

vero sunt consequat. 

Duis autern vel eum iri¬ 

ure dolor in hendrerit in qui 

est querivu. Iputate velit esse 

molestie consequat, vel illutn 

dolore eu feugiat nulla facil¬ 

isis at. 

Breakthrough 

Technology 
Duis autern vel eum iriure 

dolor in hendrerit in vulpu- 

tate velit esse molestie conse¬ 

quat, vel ilium dolore eu 

feugiat nulla facilisis at. 

praesent luptatum zzril 

delenit augue duis dolore te 

feugait nulla facilisi. Lorem 

ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed 

diam nonummy nibh euis¬ 

mod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpat. Lorem ipsum dolor 

sit amet, consectetuer adip¬ 

iscing elit, sed diam nonum¬ 

my nibh euismod tincidunt 

ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wisi 

enim ad minim veniam, quis 

nostrud exerci tation ulla 

alique nec consequat. 

SteelTek 
Convention Highlights 

Lorain i|iMim dolor .nil uiiicl. 

ilium nonummy nilili iMiixniotl 

lint'-itlnnl III Itinret'l dolore ed 

ipso I'lirloonii <|nod nuignn ml 

iiliqimiii oral voliilpiil. 11| wisi 

enim ml minim veniam. <|tiis 

nosirntl exerci lalion nllameor- 

fier snsoi|ii( loliorlis nisi til ali 

t|tti|» ex ea commodo eoset|tial. 

mores o lempora ali<|ite ml al 

The launch of the latest product line from Steel Tek attracted much favorable 

attention from convention attendees. 

Competition Abroad 

The Lorem ipsum dolor sil 

elil. sed diam nonummy nihlt 

dolore miigiiu alitptam era) 

volnipal. I i al el wisi enim ad 

exerci lalion iillumcorpcr sns- 

cipil loliorlis nisi til aliipiip ex 

ea commodo eonsei|iial. 

Duis atileni vel eum iriure 

dolor in liendreril in viilpulnte 

velil esse molestie el ronseipinl. 

vel ilium dolore eu Peugial nulla 

nccumsan el iusin odio dignis¬ 

sim qui Mrnidii praesent Itiplu- 

lum zzril delenii augue qui duis 

dolore fe feugait nulla facilisi. 

I/Oivin ipsum dolor sil ac 

ainci. consciiclttcr ttve dipise- 

iug elii. sed nomunim mine esi 

nilili euismod liucidimf ill vale 

laoreel dolore magna aliquam 

oral volnipal. 

Izireni ipsum dolore fatal 

muel. eonscololuer adipiscing 

elii. sed diam iiomimmy nilili 

euismod liucidtml til laoreel esl 

dolore magna aliquam era el al 

volnipal. 

Ih wisi enim ad minim ad 

veniam. quis nnslriid exerci esl 

lalion ullamcorper suscipii veni 

loliorlis nisi ut aliquip ex ea ad 

commodo conscqual. Duis duis 

aulem vel com iriure dolor in 

liendreril in viilputnlc velil esse 

moleslie consequat, vel ilium 

dolore eu feugial nulla 

New Faces 
I/Orem ipsum dolor sil umel. 

consrclrlnrr adipiscing elii. sed 

diam nonummy nilili euismod 

lincidunl ill laoreel dolore vale 

magna aliquam oral volnipal.. 

Duis aulem vel cum iriure 

dolor in liendreril in viilpuiulc 

velil esse moleslie rnnsequnl. 

vel ilium dolore eu feugial nulla 

facilisis al vero eros el accum- 

suu el iusto odio dignissim qui 

lorem ipsum dolor sil umel. 

eonseeleltier adipiscing elii. sed 

diam nommuny nilili euismod 

lincidunl tuque vale uric ipso. 

Informal, Friendly 
This is a homier approach to a corporate newsletter. The 

Sabon Bold Italic body type set flush left suggests a hand¬ 

written letter. Although the rule says that you can’t set 

whole pages in italic, here it looks casual and friendly— 

and is comfortable to read. The loose leading gives it 

breathing room and all the articles are short, so readers 

won’t tire before they reach the end of one. The letter from 

the editor in the upper left-hand corner is an important part 

of the personal letter feeling the client wants to project. It is 

given emphasis with the large drop cap. 

Because the body is run in a bold italic, this copy would 

still be very legible in a color other than black. For a tradi¬ 

tional look on a gritty, recycled sheet, the type could run in 

two dark, earth colors. The narrow column of text, which is 

set caption-like at the top of the page, could be volume 

number and dateline information, company slogan, or brief 

introductory copy. 

Futura Bold captions draw the reader’s attention, and 

with their added weight will be legible in a second color. 

Masthead: Sabon Italic, “The” 42 pt., “Old Saw” 96 pt. 

Publication Information: Sabon Italic 14/24 

Heads: Sabon Italic 18/24 

Initial Caps: Sabon Italic 48 pt. 

Captions: Futura Bold 9/16 

Body: Sabon Bold Italic 11/16 

Factual, Journalistic 
This newsletter is devoted to informing the company’s 

stockholders and other investors about industry trends and 

company business developments. The no-nonsense design 

enhances the credibility of the information. Although this 

newsletter is sent outside the company, the word News, 

rather than the company name, is typographically empha¬ 

sized in the masthead. Also note the contrast between the 

old-fashioned, dignified quality of the Bauer Bodoni, 

which suggests the character of the company, and the hard- 

edged, modern look of the Futura, which is used to suggest 

urgency and immediacy. This reinforces the idea that read¬ 

ers are getting news and not just public relations fluff. This 

approach works because the primary audience is investors 

who know what Steel Tek is. 

The design borrows from newspapers the bold reversed 

mast and heavy sans serif heads. A column of Bodoni, one 

of the classic newspaper faces, reinforces the newspaper 

feel. 

Masthead: Bauer Bodoni and Futura Extra Bold 82 pt. 

Heads: Futura Extra Bold 24/26, tracking: -5 

Captions: Futura Bold 9/15 

Body: Bauer Bodoni 11/15 

Subheads: Futura Bold 12/15, tracking: -2 

Quick Solutions for Great Type Combinations 15 



BA&A Report 
Page 2 

Estate 

Planning 

Page 2 

Dollars 

and Sense 

Straight Talk in 

Tough Times 

Page 3 

Joint vs 

Individual 

New Choices 

Some 

Timely 

Advice 
Lorem ipsum dolor sit amet, est al ex 

consectetuer adipiscing elit, sed diam 

nonummy nibh euismos. 

Duis autem vel eum iriure dolore 

in hcndrerit inum vulputate velit esse 

molestie consequat, vel ilium dolore 

eu feugiat nulla facilisis at veto eras 

et accumsan et iusto odiom dignissim 

qui blandit praesent luptatum zzzzzril 

delenit augue duis dolore teu feugait 

nulla facilisi.. 

Duis autem vel eum iriure dolore 

in hendrerit in vulputate velisst esse 

molestie consequat, velo ilium dolore 

eu feugiat nulla facilisis aeet vero eros 

et accumsan et iusto odio dignissim 

qui blandit praesent luptatum zzzzzril 

delenit augue duis dolore te feugiiait 

nulla facilisi. est nulla nibh nnumy. 

Duis autem vel eum iriure dolor 

in hendrerit in vulputate velicct esse 

molestie consequat, vela ilium dolore 

eius feugiat nulla facilisis at vero eros 

et accumsan et iusto odio dignissim 

qui blandit praesent luptatum zzzzzril. 

Lorem ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed diam est 

nonummy nibh euismod tincidunt ut 

laoreet dolore magnam aliquam erat 

volutpat. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed diam 

Lorem ipsum dolor sit amet, et 

consectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt ut 

laoreet dolore magna aliquam erat ex 

volutpat. qui erat est ipso ex alia est 

tumquam. 

Lorem ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed diaamin 

ex ipso lorem at adipiscing quod quo- 

rum senatus popolusque decormum. 

401-k 

Opportunities 

The Self-Directed 

IRA Option 
Duis autem vel eium iriure dolore in 

hendrerit in vulputate velit esse deo 

molestie consequat, vel ilium dolore 

eu feugiat nulla facilisis at vero eros 

et accumsan et iusto odio 

Atque ale vale est dignissim qui 

blandit praesent et luptatum zzril est 

delenit augue duis eius dolore te feu- 

gait nulla facilisi. Lorem ipsum dolor- 

reet dolore magna allia et iquam erat 

volutpa ipsum dolor sit et amet, num 

cuius et alia est alia sed diamirinum. 

Fresh, Magazine-like 
While pretty straightforward, this newsletter takes some 

features from contemporary magazine design to give it a 

fresh look. The light and heavy weights of Futura are 

heavily leaded and set on a shorter measure for heads and 

subheads to leave some white space for a more graphic 

look. (Also note that the change from head to subhead is 

handled by changing only the weight of the typeface, but 

that’s enough.) The Palatino body copy is also generously 

leaded and run flush left, rag right. 

The BA&A in the masthead reflects the design of the 

company’s logo. Its chunkiness is balanced by the large, 

flowing letterforms of Report. Because the publication 

information needs to be kept small so as not to detract from 

the masthead’s overall design, it too has been set in Futura, 

which reverses out well in small sizes. 

Masthead: Palatino Italic 96 pt., and Futura and Futura 
Extra Bold 48 pt. 

Publication Information: Futura 10/12 

Heads: Futura Extra Bold 16/25 

Table of Contents: Futura and Futura Extra Bold, both 
16/25 

Subheads: Futura 16/25 

Body: Palatino 11/17 

The Bean Counter 
DOLLARS 

& SENSE 
Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse al 

molestie consequat, vel ilium est. 

Dolore eu feugiat nulla facilisis 

at vero eros et accumsan esst iusto 

odio dignissim qui blandit praesent 

luptatum zzrillires 

delenit augue duis 

dolore te feugait 

nulla nibh facilisi. 

Lorem ipsum est 

dolor sit amet, et 

consectetuer alias 

adipiscing elit, et 

sed diam nonum¬ 

my nibh euismod 

tincidunt ut mag 

laoreet dolore est 

magna aliquam erat volutpat. 

Lorem ipsum dolor sit amet, et 

consectetuer adipiscing aliquip ex 

ea commodo consequat. Duis ex ip 

autem vel eum iriure dolor in hen- 

drerit in vulputate velit esse 

molestie consequat, vel ilium 

Dolore eu feugiat nulla facilisis 

at vero eros et accumsan et iusto et 

odio dignissim qui dolore magna ex 

aliquam erat volutpat. Ut wisi enim 

ad minim veniam, quis nostrud quo 

exerci ration ullamcorpersuscipit 

lobortis nisi ut aliquip ex ea copor. 

Your Social 

Security will 

not give you 

the income 

to maintain 

your lifestyle 

during your 

Duis autem vel eum iriure et al 

dolor in hendrerit in vulputate erat 

velit esse molestie consequat, velis 

ilium dolore eu feugiat nulla facili¬ 

sis at vero eros et accumsan et iusto 

odio dignissim gue duis dolore teu 

feugait nulla facilisi. 

Lorem ipsum dolor sit amoet, 

consectetuer adipiscing elit, sed et 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. Lorem ipsume 

dolor sit amet, consectetuiier adip¬ 

iscing elit, nibh euismod tincidunt 

ut laoreet dolore magna aliquam. 

INDIVIDUAL 

RETIREMENT 

ACCOUNT 

The Self-Directed 

IRA Option 
Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse et 

molestie consequat, velo ilium sed 

dolore eu feugiat nulla facilisis alllt 

vero eros et accumsan et iusto odio 

dignissim qui blandit praesent lup- 

ratum zzril delenit augue duis dolore 

te feugait nulla facilisi. 

Lorem ipsum dolore situu amet, 

consectetuer adipisccing elititit, sed 

diam nonummy nibh esst euismod 

tincidunt ut laoreet dolore magnam 

aliquam erat volutpat. 

Lorem ipsum dolore sict amet, 

consectetuer adipiscing elititiit, sed 

diam nonummy nibh euismod tini- 

cidunt ut laoreet dolore magnat ali¬ 

quam erat volutpat.nm veniam, quis 

JOINT VS. 

INDIVIDUAL 
Lorem ipsum dolor sit amellt, con¬ 

sectetuer adipiscing elisst, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet dolore magnam aliquam 

erat volutpat. 

Ut wisi enim ad minim veniam. 

quis nostrud exerci ration ullamcor- 

per suscipit lobbbortis nisi ut aliquip 

ex ea commodo. 

Lighthearted 
This accountant’s newsletter takes a lighthearted approach 

to communicating tax and other information. The reversed 

pull quotes and heavy use of rules (between columns and as 

a border) have a seed package effect that suits the newslet¬ 

ter’s name and image well. Goudy has an old-fashioned, 

chiseled look that keeps the newsletter from being too cute, 

and contrasts well with Futura Extra Bold heads set in all 

caps. The Futura Extra Bold offers a nice contrast to the 

old-fashioned text face, and saves the newsletter from 

being too prim and fussy. 

Goudy has a small x-height, so it’s condensed slightly 

for display heads like the masthead and pull quote. The 

bold italic weight holds up well when reversed; the regular 

italic weight would have been too hard to read. Futura, 

especially, has a dramatically different effect in different 

weights. The Goudy Bold Italic captions echo the callouts 

and are beefy enough to run in a second color. 

Masthead: Goudy 80 pt. 

Heads: Futura Extra Bold 14/25, caps 

Subheads: Futura 16/25 

Captions: Goudy Bold Italic 9/15 

Pull Quote: Goudy Bold Italic 16/20 

Body: Goudy 11/17 
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BAILEY ★ ARNOLD & ASSOCIATES 

TaxTimes 
Forms Are Mailed 

Vero eras et accumsan et iusto exerci tation ullamcorper suscipit 

odio dignissim qui blandit praesent lobortis nisi ut aliquip ex ea com- 

luptutum zzril delenit augue duis modo consequat. 

dolore te feugail nulla facilisi. Ut wisi enim ad minim veniam, 

Lorem ipsum dolor sit amet. quis noslrud exerci tation ullam- 

consectetuer adipiscing elit, sed corpcr suscipit lobortis nisi. Duis 

diam nonummy nibh euismod tin- autem vel eum inure dolor, 

cidunt ut laoreet dolore magna cli- Nostrud exerci tation ullamcor- 

quam erat volutpat. Ut wisi enim per suscipit lobortis nisi ut aliquip 

ad minim veniam, quis nostrud ex ea commodo vel eum iriure. 

Filing Update 

Consectetuer adipiscing elit. sed 

diam nonummy nibh euismod tin- 

cidunt ut laoreet dolore magna ali¬ 

quant erat volutpat. Ut wisi enim 

ad minim veniam. quis nostrud 

exerci tation ullamcorper suscipit 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate velit 

esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eras et accumsan et iusto odio 

dignissim qui blandit praesent lup- 

tatum zzril delenit augue duis 

dolore le feugait nulla facilisi. 

Lorem ipsum aut ipso reque atque 

altos esl iram nam. 

Deadline 

Extended 
Lorem ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquant 

erat volutpat. Ut wisi enim ad 

minim veniam, quis nostrud exerci 

tation ullamcorper suscipit lobortis 

nisi ut aliquip ex ea commodo 

consequat 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate velit 

esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eras et accumsan 

et iusto odio dignissim qui bland¬ 

it praesent luptatum zzril delenit 

augue duis dolore te feugait nulla 

facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Ut wisi 

enim ad minim veniam, quis nos¬ 

trud exerci tation ullamcorper 

suscipit lobortis nisi ut aliquip ex 

CPA John Bailey Is ready to help you 

with the new tax forms. 

ea commodo consequatLorem 

ipsum dolor sit amet. consectetuer 

adipiscing elit, sed diam nonum 

volutpalobortis ex ea commodo 

consequali lorem ipso dolore est. 

Bailey, Arnold & Associates 

Update 

Some Timely Advice 
Lorem ipsum dolor sit amet, consectetuer adip¬ 

iscing elit, sed diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna aliquam erat 

volutpat. Ut wisi enim ad minim veniam, quis 

nostrud exerci tation ullamcorper suscipit lobor¬ 

tis nisi ut aliquip ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in 

vulputate velit esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at vero eros et 

accumsan et iusto odio dignissim qui blandit 

praesent luptatum zzril delenit augue duis dolore 

te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adip¬ 

iscing elit, sed diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali dolor sit amet, 

consectetuer adipiscing elit, sed diam nonummy 

nibh euismod tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Ut wisi enim ad minim 

veniam, commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in 

vulputate velit esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at vero eros et 

accumsan et iusto odio dignissim qui blandit est 

praesent luptatum zzril delenit augue duis dolore 

te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer alia 

adipiscing elit, sed diam nonummy nibh euis¬ 

mod tincidunt ut laoreet dolore magna ali non¬ 

ummy nibh euismod tincidunt ut laoreet dolore 

nonummy nibh euismod unt ut laoreet dolore et. 

Quis nostrud exerci ration ullamcorper sus¬ 

cipit lobortis nisi ut aliquip nonummy nibh est. 

New Faces 
Call John Bailey for the 
latest ratings of all the 
major mutual funds as well 
as new bond listings. 

Investment Analysis 
by )ohn Bailey 

Lorem ipsum dolor sit amet, consectetuer adip¬ 

iscing elit, sed diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna aliquam erat et 

volutpat. Ut wisi enim ad minim veniam, quis 

nostrud exerci tation ullamcorper suscipit lobor¬ 

tis nisi ut aliquip ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in 

vulputate velit esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at vero eros esst 

accums nonummy patria atque vale magum et 

smod tincidunt ut laoreet dolore magna a valore 

Official 
Times Roman is a natural for a clean, news-oriented publi¬ 

cation. Helvetica Bold subheads have less visual impact 

than the extra black weight of Futura Extra Bold, but the 

visual statement is made here by the prominent use of 

Times Roman. 

The carefully kerned and centered Times is reminiscent 

of an official government document. This look conveys a 

feeling of urgency and importance to Bailey Arnold’s 

clients. The official look is carried through with heavy bars 

over the heads, and the justified columns. When centering 

heads of varying lengths, a bar of the full column(s) mea¬ 

sure helps maintain the grid. The treatment of the bars over 

the heads is picked up for the masthead with a twist. The 

company name is reversed out of the heavy bar, which 

gives it enough weight to have equal emphasis with the 

title. 

Masthead: Helvetica caps 16 pt. and Times Roman 110 pt. 

Heads: Times Roman 60 pt. 

Subheads: Helvetica Bold 18/24, centered 

Captions: Helvetica Extra Bold 9/15 

Body: Times Roman 12/15 

Kept for Reference 
Some newsletters are intended to be saved in a binder, so 

the inside margin must be deep to allow for hole-punching. 

The resulting narrower image area makes a two-column 

format a good solution. The wide columns can be divided 

for flexibility, as shown here, for photos, captions and other 

visual elements. 

The information being presented is not bulletin-like, but 

reference material. This is reinforced by modest head size 

and weight. The overall look is rather conservative and 

scholarly, reflecting the newsletter’s role as an informative 

reference document. The readable and dignified Sabon 

body copy is well suited for that type of look. To keep it 

from looking too dry and dusty, Optima has been used in a 

regular and a bold weight because it’s friendlier than 

Helvetica or Futura. 

Masthead: Optima and Optima Bold 42 pt. 

Heads: Optima Bold 24/25 

Captions: Optima Bold and Optima, both 9/11 

Body: Sabon 11/15 

Byline: Optima Italic 11/15 
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Copy Light & Rhythmic 
White space, which balances the text, and the choppy, gen¬ 

erously leaded bold heads, subheads and captions make this 

newsletter fun to read. An arts organization newsletter gen¬ 

erally has short pieces of copy about openings and other 

events. The Futura Extra Bold attracts the reader’s eye to 

the headline and allows the reader to hop around and read 

the articles and announcements of interest. Bauer Bodoni, 

with its thicks and thins, sacrifices some readability but 

makes for a very graphic presentation.Very generous lead¬ 

ing for display elements continues the choppy rhythm of 

black and white play between type and white space. 

The masthead has a bouncy rhythm that balances the 

more delicate Bodoni with generously tracked, smaller, 

heavier Futura Extra Bold. Emphasis is placed on the word 

Art, something the readers relate to and support, with place¬ 

ment, size, and a change of face. 

Masthead: Bauer Bodoni 120 pt., and Futura Extra Bold 

caps 14 pt., tracking: +12 

Publication Information: Bauer Bodoni 24 pt. 

Heads: Bauer Bodoni 24/28 

Subheads: Futura Extra Bold 11/25 

Captions: Futura Extra Bold 8/17 

Body: Bauer Bodoni 10/15 

Q u e e n C i t y Art S c e n e 

"Rumors" Last Chance to Register for 

Through September Fall Workshops 
Duis autcm vel cum iri- 

ure dolor in hendrerit in Lorem ipsumsss dolor ilium dolore eu feugiat nonummy nibh euismod 

vulputate velit esse mole sit amet, diam estt con- nulla facilisis at vero. tincidunt ut laoreet 

stie consequat, vel ilium sectetuer adipiscing elit. eros et accumsan et dolore magna aliquam 

dolore eu feugiat nullllla sed dialm nonummy iusto odio dignissim qui erat volutpat. 

et facilisis at vero erosss nibh euismod tincidunt blandit praedd sentemm Lorem ipsum dolor 

et accumsan et iusto ave ut laoreet dolore magnat luptatum zzzzzril delenit sit amet, et consectetuer 

odio dignissim qui eraat aliquam erat volutpat. augue duis dolore te sed adipiscing elit, sed diam 

blandit praesent sed est Duis autem vel eum feugait nulla facilisi. nonummy nibh euismod 

lupratum zzaaril delenit iriure dolor in hendrerit Lorem ipsum dolor tincidunt ut laorebbbbet 

augue duis dolore te ave in vulputate velit esse sit amet, consectet rttuer dolore magnam aliquam 

feugait nullamm facilisi. molestie consequat, vel adipiscing elit, sed diam erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer adip- 

iscing elit, sed diam sed “Fresh Faces" 

nonummy nibh euismod 

tincidunt ut laoreet. 

Through September 

“Soft Sculpture" 
ure dolor in hendrerit in 

R Gallery vulputate velit, vel ilium 

dolore eu feugiat nullass 

Through October facilisis at vero erossss et 

Duis autem vel eum iri- blandit praeds sent lup- 

ure dolor in hendrerit in tatum zzril delenit augu. 

vulputate velit esse mole ut aliquip ex ea commo- Italy, animated characters popu- 

stie consequat, vel ilium 
■ do consequat diam sed late the soft sculpture world of 

dolore eu feugiat nullam S eptur gerunt. Ima Artist. See her work through 
facilisis at vero eros et S Gallery Ut wisi enim ad 

accumsan et iusto 

odiot dignissim qui Through September 
uan, quis n 

blannndit praesent lup- Ut wisi enim ad minim 
trud exerci tation ullam- 

tatum zzril delenit veniam, quis nostrud corper suscipit lobortis 

augue duis sede dolore exerci tation ullamcorp- nisi ut aliquip ex ea com- 

te feugait nullam facilisi. er suscipit lobortis nisi modo consequat erat al. 

Restrained, Bauhaus 
A more rigid, but still flexible, approach is taken here. The 

emphasis in the masthead is achieved with tracking and 

weight—a clean, graphic approach. Although this is less of 

a fun look than many arts organizations newsletters have, 

it’s a good, restrained, “art” look in the classic Bauhaus tra¬ 

dition. It would be most appropriate for a more traditional, 

conservative institution. 

The Helvetica Black Condensed heads and captions are 

generously leaded for emphasis, but run in the same point 

size as the body. This solution to emphasizing copy is less 

predictable and more sophisticated than mixing sizes and 
weights. 

Masthead: Helvetica Condensed 50 pt., tracking: +42, and 

Helvetica Black Condensed 50 pt. 

Heads: Helvetica Black Condensed 11/25 

Subheads: Helvetica Condensed 11/17 

Captions: Helvetica Black Condensed 8/17 

Body: Sabon 11/15 
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QUEEN CITY MUSEUM CENTER 

“New Works” 

Q Gallery 

Through 

September 

Loren Impus ave atque 

vale luglt tempus erat est 

sed dlam nonummy duls 

aulem vel eum iriruire all- 

quam quo 

“History" 

R Gallery 

Through 

Lorem ipsum sed et dlam 

voluptal duis autem velisi 

eum inure dolors in dolore 

eumm feugiat esl ipsolle 

“Rumors" 

Q Gallery 

Through 

September 

Lorem ipsum sed itt diam 

volluptat duls aulem velis 

eum Iriure dolore In dolore 

eumm feugiates Upsolle. 

LAST CHANCE TO REGISTER FOR 

FALL WORKSHOPS 
Qorem ipsum dolor sic euismod tincidunt ut laorcct 

ainct, con- dolore magnamm ali- 

sectet tttucr quam crat volutpat. 

adipiscing elit, sed “Growth" Ut wisi enim ad ad 

diam estt nonummy minim veniam, quisus 

mbhy eiuismod tin- nostrud excrci tanon 

cidunt ut laoreet 1 ,e"lha',h,s wort<shoP ullamcorper suscipit 

dolore magna ali- oreally helghiened both loborcis nisi ut aliquip 

quam erat volutpat. my and my children’s ex ea commodo con- 

Lorcm ipsum eto creativity We ll all take It sequat quod, 

dolor sit amet, con- agaln very soon |0 bu||d Lorem ipsum dolor 

sectetuer adipiscing _ . , ... sit amet, consectetuer 
on what we did. 

elit, sed est dddiam adipiscing elit, sed 

nonummy nibh sed -jHfr diam nonummy nibh 

FEST A 
SUCCESS 

Ut wisi enim ad minim veni¬ 

am, quis nostrud cxerci seditt 

cation ullamcorper suscipit ct 

lobortis nisi ut aliquip ex ca 

commodo consequattttt. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate velllllit 

esse molestie conscquUt wisi 

enim ad minim veniam, quis 

nostrud exerci cation ullam¬ 

corper suscipit lobortis nisi ut 

aliquip ex ea commodo con- 

sequat. Duissss auttem vel est 

sed molestie conscquat estec. 

There were activities lor everyone in the family The evening concert by the kazoo band 

was a big hit—especially with the musicians. 

euismod tincidunt ut laorebet 

dolore magna aliquant eralect 

volutpat. Lorem ipsum dolor 

sit amet, conscctct tucr adip¬ 

iscing elit, sed diam iiiiimmy 

nibh euismod tincidunt ut sed 

laoreet dolore mognam etam 

diam nibh nonummy erat. 

SUMMER- 

QUEEN CITY CENTER FOR THE ARTS 

AUTUMN 

“Secrets" 

Main Auditorium 

Through September 

Ut wisi enim ad minim ad 

veniam, quis nostrud exer¬ 

ci cation ullamcorper sulstt 

cipit lobortis nisi ut aliquip 

ex ea commodo conscquat. 

Duis autem vel cum 

iriure dolor in hendrerit in 

vulputate velit esse molest 

stie consequat, vclitt ilium 

dolore eipsum dolor sit est 

amet, magna aliquam erat 

volutpat est sed diam. 

“Flames" 

Poole Hall 

Opens in November 

Ut wisi enim ad minim ad 

veniam, quis nostrud excr¬ 

ci tation ullamcorper sus¬ 

cipit lobortis nisi ut aliquip 

ex ea commodo consequat. 

Duis autem velitt eum 

iriure dolor in hendrerit in 

vulputate velit esse nullam 

facilisisss at. Lorem ipsum 

dolore erasst quod quid est 

quad laoreet dolore magna 

aliquam erat volutpat. 

Exotic Cuisine to “Masks" 

Highlight Opening Gala 
Buchanan Theater 

Ul wisi enim ad minim veniam, quis nostrud 

exerci tation ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo consequat. Duis 

autem vel eum iriure dolor in hendrerit In 

quod quo quis cuius cuius quod. 

Ulputate velit esse molestie consequat, 

vel ilium dolore eu leugiat nulla facllisls at 

vero eras et accumsan et iusto odlo dignls- 

sim qui blandil praesent luptatum zzril delenit 

augue duis dolore te leugait nulla facilisi. 

Lorem ipsum dolor sit amet. con¬ 

sectetuer adipiscing elit, sed diam nonummy 

nibh euismod tincidunt ut laoreet dolore 

Magna aliquam erat volutpat eros erat 

eram sine qua non ave atque vale nostro 

nostros erat quid qua. 

William Wiliam's am play >111 open In 

Buchanan Thoatui In October. 

Through September 

Ut wisi enim ad minim ad 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip exit 

earn commodo consequat. 

Duis autem vel cum iriure 

dolor in hendrerit in vul. 

“Saucers” 

Buchanan Theater 

Opens October 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonum¬ 

my nibh euismod tincidunt 

ut laoreet dolore magna 

Classic & Fun 
An arts organization newsletter can be classic and fun at 

the same time, so it can attract both conservative potential 

sponsors and young members with families. Sabon is con¬ 

densed and generously tracked for a classic look. Sabon is a 

classic typeface with traditional letterforms and chiseled 

serifs, and the masthead has been given a traditional set¬ 

ting—slightly condensed and generously tracked. 

The fun begins with the all cap serif heads reversed out 

of bars, complemented by simple graphic icons of the sun, 

run in a screen of black or a second color. Shorter, bulletin¬ 

like material is set centered on a narrow column (another 

classic typographic approach) to add a strong graphic 

accent from the patterns created by the lines of type and the 

white space. This narrow column dictates a legible con¬ 

densed font, such as the Helvetica Black Condensed and 

Helvetica Condensed used here, for the heads and copy. 

Masthead: Sabon caps 34 pt., horizontal scaling: 80%, 

tracking: +25 

Heads: Sabon caps 18/28, tracking: +12 

Subheads: Helvetica Black Condensed 11/25 

Pull Quotes: Helvetica Black Condensed and Helvetica 

Condensed, both 8/17 

Body: Sabon 10/15 and Helvetica Condensed 8/17 

Initial Caps: Sabon 24 pt. 

Captions: Helvetica Condensed 8/17 

Modern, Urban 
Although this newsletter for a performing arts center uses 

the same typefaces as the first one on this page, the look is 

completely different. Helvetica set all caps (slightly 

expanded, and generously tracked) provides a sophisticat¬ 

ed, understated approach for the masthead, while Helvetica 

Black Condensed is a weightier solution for heads and sub¬ 

heads. Notice how the heads clearly dominate the gener¬ 

ously leaded subheads, not with drastically larger propor¬ 

tions, but with tighter leading to enhance their weight. 

The Sabon body type is made more interesting by the 

generous leading. A wider column accommodates the 

longer feature articles. For variety, this copy is set in down¬ 

sized Helvetica with the same leading as the Sabon. 

Masthead: Helvetica Expanded 20 pt., horizontal scaling: 

120%, tracking: +22, and Helvetica Bold 20 pt., horizontal 

scaling: 120%, tracking: +22 (NEWS) 

Issue Date: Helvetica 16 pt., manual letterspacing 

Heads: Helvetica Black Condensed 14/16 

Subheads: Helvetica Black Condensed 11/25 

Pull Quotes: Helvetica Black Condensed 11/25 

Body: Sabon 10/17 and Helvetica 9/15 

Captions: Helvetica Black Condensed 7/15 
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WATCH 

The Aerobics Debate: 
High vs. Low Impact 
M orem ipsum dolor sit amet, consectetuer adipiscccing 

elit, scd diam nonummy nibh euismtxxl tincidunt ut 

laoreet dolore magna aliquam erat volutpat. Ut wisi cnim 

ad minim veniam, quis nostnid exerci tation ullamcorper 

suscipit lobortis nisi ut aliquip cx ea comnuxio consequat. 

Duis autem vel cum iriure dolor in hendrerit in vulpu- 

tate velit esse molestie consequat. vel ilium dolore eu feu- 

giat nulla facilisis at vero eros et accumsan et iusto odiom 

dignissim qui blandit praesent luptntum zzril delenit augue 

duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectet truer adipiscing 

elit, sed diam nonummy nibho euismcxl tinciduerutnt ut 

laoreet dolore magna aliquant! 

erat volutpat. Lorem ipsuma 

dolor sit amet, consectetuer 

adipiscing elit, sed diam non¬ 

ummy nibh et euismood ticit 

ncidunt ut laoreet doloremus 

magna aliquam erat volutpat. 

Lorem ipsum dolor situm 

amet, consectetuer adipiscing 

elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. Lorem ipsum dolor 

sit amet, consectetuer adipiscing elit, sed diam nonummy 

nibh euismod tincidunt ut. Ut wisi enim ad minim veni- 

am, quis nostrud exerci tation ullamcorper suscipit 

NEW MEMBERS 

tis nisi ut aliquip ex ea sed 

commodo erat consequat. 

Lorem ipsum dolor situ est 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonum¬ 

my nihh euismcxl tincidunt 

ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wisi 

enim ad minim veniamlm. 

SUMMERFEST PLANNED 

FOR EXTRA MIDSUM¬ 

MER FUN FOR MEMBERS 

AND THEIR FAMIUES 

SUMMERFEST 

ACTIVITIES 

PLANNED 

Lorem ipsum dolorem situ 

amet, consectetuer adipisc¬ 

ing elit, sed diamo nonum¬ 

my nibh euismcxl rincidunt 

ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wisi 

enim ad minim al ventiam, 

quis nostrud et exerci t us 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum iri- 

ure dolor in hendrerit in et 

vulputate velit esssse moles 

tie consequat, vel ilium or 

dolore eu feugiat nullam et 

facilisis at vero eros et alia 

accumsan et iusto odio dig¬ 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi. 

Lorem ipsum dolor situs 

amet, consectetuer adipisc¬ 

ing elit, sed diamo nonum¬ 

my nibh euismod tincidunt 

ut laoree lobortis nisi ut ad 

aliquip ex ea commodo est 

consequat dolor situs amet 

sed diam nonmmy nibh. 

Welcome New Members 

Lorem ipsum dolor sit amet. el 

consedeiuer adipiscing elit. sed 

diam nonummy nibh euismod 

lincidunl ut laoreet dolore 

magna aliquam era) volutpat 

Ut wisi enim ad minim veni- 

_ am. quis nostrud exerci tation 

/Vpic member ullamcorper suscipit lobortiels 

Duis autem vel ad eum iriure dolore le leugait nulla lacilisi. 

dolor in hendrerit in vulputalest Lorem Ipsum dolor sit amet. 

velit esse molestie el consequat. consectetuer adipiscing elit. sed 

vel ilium dolore eu leugiai nulla allqual deliquam ipso (ado hoc 

facilisis at vero eros et lorem dolore magna est alia el 

Accumsan et iusto odio dig- valorem corper nulla ilia est ad. 

nissim qui blandit praesent tup- Lorem ipsum dolor sit amet est 

latum zzril delenit augue duis et consectetuer adipiscing elit, sed 

Child Care Available 

Dam nonummy nibh euismode 

tincidunt ut laoreet dolore sed 

magna aliquam erat volutpai. 

Ul wisi enim ad minim veni¬ 

am. quis nostrud exerci tatione 

ullamcr per suscipit lobortis 

Duis autem vel eum iriure 

dolor In hendrerit in vulputate 

velit esse molestie consequat, 

vel ilium dolore eu leugiai nulla 

Racllists at vero eros el 

accumsan et iusto odio dignis¬ 

sim qui blandit praesenl lupta¬ 

tum zzril delenit augue duis est 

Lorem ipsum dolor sit amet. el 

consectetuer adipiscing elit. sed 

Summerfest Activities Planned 

Dam nonummy nibh euismoum Loralion ullamcorper suscipit 

tincidunt ut laoreet dolore est et lobodis nisi ut aliquip ex ea hoc 

magna aliquam erat volulpal commodo consequat corper et 

Ut wisi enim ad minim venm. huius hie haec hoc 

quis nostrud exerci tation haeec Duis autem vel eum iriure et 

ullamcorper suscipit lobortis et dolor in hendrenl in vulputates 

nisi ut aliquip ex ea commodo velit esse molestie consequat. 

consequat. vel ilium dolore eu leugiai nulla 

Duis autem vel eum iriure el lacilisis at vero eros et 

dolor in hendrerit in vulputates Accumsan el iusto odio dig- 

velil esse molestie consequat, nissim qui blandit praesent lup- 

vel ilium dolore eu leugiai nulla latum zzril delenit augue duis et 

ladlisis at vero eros et accusan dolore te leugait nulla lacilisi 

_ el iusto odio dignissim qui est Lorem ipsum dolor sit amet. 

At you mn tee from this photo taken nt but year't blandit praesent luptatum zzril consectetuer adipiscing etiL sed 

Siunmerfesl. there are plenty afactivUiet for every- delenit augue duiS dOlOTB 16 etiam lumquam null necque est 

one to try. The uheclbarrmc mce wat one of the Lorem ipsum dolor sit amet. turn ipso lorem dolore magna et 

mott popular events. consectetuer adiprscmg etit. sed es dolore magna es! cum eL 

Attracting Attention 
This newsletter is aimed at the club’s young (roughly ages 

twenty-one to thirty) members, who are more likely to flip 

through it than to read it. It features some previously pub¬ 

lished general health and fitness information in order to 

flesh out an otherwise choppy calendar of events. The four- 

column grid allows for more use of photos. 

The design borrows some attention-getting features of 

magazine and ad design to help pull the readers in. The 

treatment of the “Health Watch” article is similar to a mag¬ 

azine format. Ditto the bold initial cap. The condensed and 

tightly kerned Garamond masthead is ad-like, especially 

the “New” violator. The Futura Extra Bold holds up well 

when reversed and gives needed emphasis to the cap¬ 

tions—skimming readers want to check out the pictures 

and captions first—and the motto without overpowering the 

primary elements of the design. 

Masthead: Garamond 96 pt. 

Violator: Futura Extra Bold 48 pt. 

Motto: Futura Extra Bold 12/18 

Department Head: Futura Extra Bold caps 11/17 

Heads: Garamond 36/30 and Futura Extra Bold caps 11/17 

Captions: Futura Extra Bold caps 9/17 

Body: Garamond 11/17 

Initial Cap: Futura Extra Bold 24 pt. 

Sophisticated, Graphic 
This newsletter targeted to sophisticated, urban profession¬ 

als relies on club happenings and photos for its content. 

The layout is graphic, allowing lots of options for photo 

sizing. The audience for this publication is generally 

young, so legibility is not a primary concern. The overall 

look is less editorial than calendar-like. The masthead that 

runs down the length of the front page is borrowed from 

calendar layout. 

The Helvetica Bold Condensed body type works here 

because the approach is graphic and the articles are short. 

Otherwise, legibility would be an issue. Bauer Bodoni is a 

natural for an urban, sophisticated look. The Bauer Bodoni 

heads are tightly kerned and condensed for emphasis, and 

receive further emphasis from heavy rules. The captions are 

emphasized by the heavy leading and the white space creat¬ 

ed by centering them under each photo. 

Masthead: Bauer Bodoni and Helvetica Compressed Black, 
both 60 pt. 

Heads: Bauer Bodoni Condensed 30 pt. 

Captions: Bauer Bodoni Italic 9/15 

Body: Helvetica Bold Condensed 9/15 
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Welcome 
New Members 

Lorem ipsum dolor sit amet, 

consectctuer adipiscing elit, 

sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna aliquant erat 

esse volutpat. 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobonis nisi ut aliquip ex ea 

commodo consequat.Lorent 

ipsum dolor sit amet, con- 

secietuer adipiscing elit, sed 

diam nonummy nibh euis¬ 

mod tincidunt ut laoreet 

Child Care 
Available 

Ut wisi enim ado est minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequa. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali¬ 

quant erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali¬ 

quant erat volutpat. 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat.Ut 

wisi enim ad minim veni¬ 

am, quis nostrud exerci 

Dm/iilr llir hoi Wnilhrr. ninny iiirnibrrM Mil'll rhinmr In pnixh 

Ihrir irnrknnls irilh u rinil In llir m/iii. I I’m n gmil way In rrlnj- 

mill iiinkr urw fririnls! 

Fitness Club 
Happenings 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex . 

Duis autem vei eum 

inure dolor in hendrerii in 

vulputate velit esse 

molestie consequat et ali¬ 

quant lumquam est, 

Vel ilium dolore eu 

feugiat nulla facilisis at 

vero eras et accumsan et 

'llir nr.il ursninii nf ulr/i urr- 

ubirx brains mi July I. 

linrtill ill llir frmil ilrxk nnir 

bmiiixr xrxxion will Jill 

iuslo odio dignissim qui 

blandit pracsent luptatum 

/-zril delenit augue duis 

dolore te fcugait nulla. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali¬ 

quant erat volutpat. 

■ 

SummerFest 
Activities 
Planned 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali¬ 

quant erat volutpat. 

Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullamcorper 

suscipit lobortis nisi ut 

aliquip ex ea commodo 

consequat. Duis autem vel 

eum iriurc dolor in hen- 

drerit in vulputate velit esse 

Molestie consequat, 

vel ilium dolore eu feugiat 

nulla facilisis at vero eras et 

accumsan et iusto odio dig¬ 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla. 

Lorem ipsum dolor sit 

amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali- 

quam ipso ullam corrper 

suscipit in henrerit velit 

lorem ipso ullam corper 

M I D T O 

F 
New 

Members 

This system features the client's new 

mark, which depicts the school's 

one-to-one studen 

^ gdrcrit in vulputate velit 

esse molestie eonse(|uat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui 

blandit praesent luptatum zzril 

delenit augue duis dolore te feu¬ 

gait nulla faeilisi. Lorem ipsum 

dolor sit amet, consectetuer adip- 

iscing elit. sed dium nonummy 

nibh euismod tincidunt ut laoreet 

dolore magna aliqunm era! volut¬ 

pat. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit. sed 

dinni nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquant erat volutpat. Ut wisi 

enim ad minim veniam, quis nos¬ 

trud exerci tation ullamcorper 

suscipit lobortis nisi ut aliquip ex 

ea commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerii in vulputate velit esse 

molestie consequat, vel ilium 

Summerfest 

Activities Planned 

This system features the client's new 

mark, which depicts the school's 

one-to-one student-teacher relation 

Tdrcrit in vulputate velit 

esse molestie consequat. vel 

ilium dolore eu feugiat nullu 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui 

blandit praesent luptatum zzril 

delenit augue duis dolore te feu¬ 

gait nulla faeilisi. Lorem ipsum 

dolor sit amet, consectetuer adip¬ 

iscing elit, sed dium nonummy 

W N 

This system features the dlent's new mark, 

which destem features the dienfs new 

mark, which d 

nibh euismod tincidunt ut 

laoreet dolore magna aliquam 

erat volutpat. Lorem ipsum dolor 

sit amet.wanted: trendy. 

Consectetuer adipiscing elit, 

sed diam nonummy nibh euis¬ 

mod tincidunt ut laoreet dolore 

magna aliquum erat volutpat. L't 

wisi enim ad minim veniam. quis 

nostrud exerci tation ullamcorp¬ 

er suscipit loln>rtis nisi ut nliquip 

ex ea commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugint nullu facisis at. 

A Retail Look 
Fitness clubs compete for the same market—young adults 

who want to improve their appearance and meet members 

of the opposite sex. This means their newsletters all need to 

have short blocks of copy and lots of photos and could easi¬ 

ly look like a bunch of clones. To stand out from the 

crowd, the overall look reflects retail merchandising; the 

compressed lettering and centered format are borrowed 

from hang tags in clothing stores. 

The body copy carries out the theme. This would be tire¬ 

some to read if there were a lot of copy, but it’s fine for 

short text blocks. Heads are in Helvetica Ultra Compressed, 

so they’ll have a strong presence on the page but still fit the 

narrow columns and be legible. Ultra compressed faces are 

trendy and impactful, another retail fashion device. The 

captions are Times Italic because there will be a high level 

of readership for the chatty captions. Awkward spaces left 

by short copy are filled with tilted callouts in Helvetica 

Compressed. 

Masthead: Helvetica Black Compressed 60 pt. 

Heads: Helvetica Black Compressed 24/30 

Callouts: Helvetica Black Compressed 18/24 

Captions: Times Roman Italic 9/15 

Body: Times Roman 11/15, centered 

“Pumping Iron” Look 
A traditional three-column format and beefy masthead 

works for a club whose membership is primarily business¬ 

men. The “Club News” stamp plays on a connection to 

crate stamps and safaris—a sort of “he-man,” macho look. 

The initial caps in Bodoni Bold carry through the crate 

stencil look. 

Bodoni says “business” and the Syntax Ultra Black is 

rounder than Futura Extra Bold but just as strong. The 

rounder quality makes it more distinctive for the masthead 

and reinforces the “pumping iron” connection. Bold sans 

serifs like Syntax Ultra have been popularized in packag¬ 

ing, including vitamins and other medicines, so there’s a 

subliminal reinforcement. The contrast in faces, tracking, 

and overall treatment emphasizes the benefit of joining the 

club while keeping the club name in front of the reader. 

Masthead: Syntax Ultra Black 120 pt., and Bodoni 36 pt., 

tracking: +26 

Heads: Syntax Ultra Black 18/27 

Subheads: Syntax 11/27 

Captions: Syntax 9/13 

Initial Caps: Bodoni Bold 36/16 

Body: Bodoni Bold 11/16 

Club News Stamp: Bodoni Bold caps 24/28 
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Library 

ENEUM 
5-A i tixl vxiij 

ruction Update 

T JL he new wing ipsum dolor sir 

amet, consectetuer adipiscing elit, 

sed diam nonummy nibh euismod 

tincidunt ur laoreet dolore magna 

aliquam erat volutpat. 

Ut wisi enim ad minim veni- 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo conse- 

quat. 

Duis aurem vel eum iriure 

dolor in hendrerir in vulputate 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla facili- 

sis at vero eros et accumsan et 

iusto odio dignissim qui blandit 

praesent luptatum zzril delenit 

augue duis dolore te feugait nulla 

facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna 

aliquam erat volutpat. Nihil nisi 

bonum quod ipso facto erat num. 

Ut wisi enim ad 

minim veniam, quis 

nostrud exerci tation 

ullamcorper suscipit 

lobortis erat nisi ut 

aliquip ex ea commo¬ 

do consequat. 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, vel 

A 
jL\.member of the class ipsum 

dolor sit amet, consectetuer 

adipiscing elit, sed diam nonum¬ 

my nibh euismod tincidunt ut 

laoreet dolore magna aliquam 

erat volutpat. 

Ut wisi enim ad minim veni¬ 

am, quis nostrud exerci tation 

Hum dolore eu feugiat nulla facil- 

sis at vero eros et accumsan et 

usto odio dignissim qui blandit 

praesent lupta¬ 

tum et delenit 

augue et dolore 

tc feugait facilis 

volutpat fugit 

fugis est. 

The new wing wJI provide slock spoce for 30,000 books 

and fifty more carreis. 

ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo conse¬ 

quat ullamcorper. 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate 

velit nulla facilisis at vero eros et 

accumsan euismod tincidunt ut 

laoreeterat volutpat. 

Alumni News 

AtheneumAfeww 
The new wing will 

provide stack 

space for 30,000 

titles and fifty 

more carrels. 

LIBRARY 

CONSTRUCTION 

UPDATE 

Lorem ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed erat 

diam nonummy nibh euismod est 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Ut wisi et 

enim ad minim veniam, quis nos¬ 

trud exerci tation ullamcorperum 

suscipit lobortis nisi ut aliquip ex 

ea commodo consequat. 

Duis autem vel eum iriure nis 

dolor in hendrerit in vulputatetal 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla num 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui bland¬ 

it praesent luptatum zzril delenit 

augue duis dolore te feugait nulla 

facilisi. Lorem ipsum dolor sit et 

amet, consectetuer adipiscingtam 

elit, sed diam nonummy nibh nil 

euismod tincidunt ut laoreet quo 

dolore magna aliquam erat volut¬ 

pat. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit. sed 

diam nonummy nibh euismodem 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Ut wisilet 

enim ad minim veniam, quis nos¬ 

trud exerci tation ullamcorper sus¬ 

cipit lobortis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum iriuretam 

dolor in hendrerit in vulputate est 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla facil¬ 

isis at vero eros et accumsan et et 

iusto odio dignissim qui blandist 

praesent luptatum zzril delenissst 

augue duis dolore te feugait nulla 

facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elitttt, sed 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wisi enim 

ad minim veniam, quis nostmdzz 

exerci tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea com¬ 

modo consequat. 

Duis autem vel eum iriure est 

dolor in hendrerit in vulputate et 

velit esse molestie consequat, vel 

ilium dolore eu feugiat nulla num 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui bland¬ 

it praesent luptatum zzril delenit 

augue duis dolore te feugait nulla 

facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit. sed 

diam nonummy nibh euismodos 

tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Vero eros 

et accumsan et iusto odio dignis¬ 

sim qui blandit praesent luptatum 

zzril delenit augue duis dolore te 

feugait nulla facilisi. 

Traditional, Elegant 
This newsletter works for a small college with a traditional 

look for its logo and print materials. A number of elements 

contribute to the classic look. It draws on the traditional 

three-column grid and several elements of nineteenth cen¬ 

tury typography. But the grid is interrupted by the visual 

and its offset caption, and the arrangement of the white 

space is quite modern. The college logo is screened back 

behind the title in the masthead and suggests the dignified 

elegance of monogrammed stationery. 

Sabon has a delicate, old-fashioned look while the initial 

caps and the italic in the headline evoke nineteenth century 

typography. The italic “script” accents in the masthead 

complement the Futura and Sabon. The use of small caps 

and generous tracking on the heads give the Futura a clas¬ 

sic feel. 

Masthead: Sabon 70/50 and Sabon Italic (The) 36/50, track¬ 

ing: +28, and (Quarterly) 60/50, tracking: +28 

Logo: Sabon Italic 192 pt. 

Heads: Futura Condensed 36 pt. 

Captions: Futura Bold 11/18 

Initial Caps: Sabon 36/18 

Body: Sabon 11/18 

Clean, Conservative 
This clean, conservative newsletter will appeal both to new 

graduates with trendy tastes and to older alumni who want 

a more traditional look. The mix of Times Roman and 

Helvetica Black Condensed is a traditional one. However, 

the heads and captions are set small but black and gener¬ 

ously leaded, creating some white space and making a 

more contemporary graphic statement. The subheads are 

stacked into short lines of flush left/rag right type to open 

up the page. 

The three- or six-column grid offers opportunity for lay¬ 

out variety. Very short blocks of copy such as birth, mar¬ 

riage and death announcements, coming events, or a table 

of contents could occupy one or two small columns. Any 

copy more than a paragraph or two long will still need to be 

set over two of the six columns as shown here, however. 

Setting the captions in the black weight of a condensed face 

allows for readability in the narrow column. The word 

News is set in italic rather than continuing with the roman 

because the italic looks more active. 

Masthead: Times Roman and Times Roman Italic, 
both 96 pt. 

Heads: Helvetica Black Condensed caps 16/24 

Captions: Helvetica Black Condensed 9/18 

Body: Times 12/18 

22 Quick Solutions for Great Type Combinations 



Library Construction Update 

The figure represents the _ 

studio's creative spirit; the 

pencil, its tools and craft; 

and the bull's-eye, the goal 

of meeting client objectives. 

Diivm ipsum ilolnrsii ttiiicl. 

miiMVleliMT ndi| •isniig <*lil. snl The figure rep¬ Dim II i|ISI mi doll,mil in i»**i- ■ mnswti'l „i>r 

iliiim n<illinium uilili mismod lldipi: -.. •*lil. si'il ilium nouunuuN uilili mi 

liitddiiiil in Innr i***i dullin' resents the mod linriduul ul limivi'l • loin ... "li- 

Miiigiin iiliqiiiiin i mu vuliilpui. qium i mu voluquil. 

l l wisi mini i ul minim vmii- studio's ire- hi ill'll! i psum dolor sil nun •i. (•onsirli'iui'i 

nm. quis iiusimi 11’M'iri Inlion ilium nnniimim uilili mi ! I iiii*ii luiil ul 

tllllllllC<ir|M‘l' sll.M ■ipil Inl mil is ative spirit; liu.n-i I'l dot mi' miignii uli. |iiim i mil volulpnl. 

nisi ill nliqni|> m : i‘ii rnmmiidn l l \vi isi mi m ml minim v m. quis nosiriii 

mitx-quiil. the pencil, its I'.M'IV i Inlii hi ulliunrorpi'i r susi -ipil loborlis ui 

Duis m.lom vc •1 mill irimv III llli M"'l" i'X rn I'omnioil In I'm isrquul. 

dolor in limdivr il in viilpulnlt' tools an l)l •is uni im. v.'l oiiin i. inn* dolor in lini- 

vi-lil esse inolesli il* I1IIISI'1|IUII. ilivril I in vi ilpuliHr vi'lil i ■SSI' 11 i mil's! ic ,-unsi- 

vi»l ilium «lulun-. m Imigim quill. VI'I il llllll ill,lllll' I'll Imig iui null.. In,'ili.* 

niillii r.irilisis ,u vein mis Ill VI'I m mi, s I'l m-munsim i'l in isio ndiii iligui* 

iUTIHIISCIII I'l illSl :o iiiliti ilignis- sim < |iii l>li mdii pmi'si'iil lupl, ilium zzril ili'li* 

sim qui lilmidil | mirsi'ii! Inplu- Minis diiliirr lr I’m; •nil ii iiiIIii rurilisi. 

linn zzril di'lrnil iliigur iluis l.un'1 " i|wi mi dolor sil in *»«*«- .. 
ilnloiv H* liugiiii millii fnmlisi. . si'ing I'lil. Si'll dilllll unnuuum uilili mi 

Atheneum 
NEWSLETTER 

LIBRARY CONSTRUCTION UPDATE 

Work is now well underway on 

the modern wing that will 

increase the stack and carrel 

space in Buchanan Library by 

50,000 square feet. 

Lorem ipso magna carta adipiscing 

alia est quod quern euius eius nos¬ 

tro damus et aliate dolore est sed 

magna etiam vale atque ave est alia 

consequetatur domina doino quod 

adipso facto. 

Duius alique atque tempus ex 

fugit senatus populsque magna et 

carta dolore autem vel leu sed cx et 

aliaquam aliquo veniam, quis nos- 

trud sed num exerci benigne ulla 

corpore nihil nisil bonum. 

Velit esse feugiat vulputate ex 

velit com carne pesce pasqua esset 

alia tumquam facilisis et verso et 

eros et accumen et iudo nella est. 

Luptatum zzril deldit deledo est 

cartago zzril deledit tumquam num 

nulla velit dolore magnum magna 

frater pater mater sorosis est nulla 

facilisis. Lorem ipso sed dolore sed 

magna consecituer adipo iscing elit 

ed sed dieming. 

Nibh nunummy et aliaqua turn 

benigne. Ave atque vale, est alisa. 

Tempus fugitur sed alia maganasaa 

dolore autem et velum inter alia et 

atque regis. Velit esse feugiat velos 

vvoluptate ex velit comsecituer. 

Duis alique atque tempus extt 

fugit senatus populusque magnum 

carta colore autem domina sed et 

dominus. 

Breve est aliaque veniam quis 

nostrud sed num exercisi facilisi 

The extension was designed by the 

architectural firm of Ralston 

Ralston and Purina. 

bonum nihil nonummy hlsi mortus. 

Salutamos nostrud aliquam ex alia 

ab ipso adipiscing. Turn quam quod 

quo amo amos amat alia alique est 

amoas duius duius et sed tempus ex 

alia magna 

Valore et dolore quis nostrud et 

sed num nulla corpo volutate frater 

magna. Lorem ipso dolore magana 

quod alia sed consequetatur adipso 

factotum facilis. 

“Joe College” Look 
Here, very generously leaded subheads and captions make 

a more graphic statement. A less static grid and an open 

column under the A in the masthead throw the layout off 

center. Bauer Bodoni and Futura Extra Bold Condensed 

offer strong contrast, especially with the leading of cap¬ 

tions. The narrow column offers layout opportunities for 

graphic icons or marks run full strength or screened back. 

The type in the masthead gives the newsletter a typical 

“rah-rah, Joe College” look intended to provoke nostalgia 

for their good old college days in alumni and parents of 

prospective freshmen. Futura Black has a sophisticated, 

stencil-style typeface. Screening back the T and the U gives 

the A a mark-like effect which could be carried throughout 

the newsletter as a graphic. 

Masthead: Futura Black 144 pt. and Bauer Bodoni 

Condensed 96 pt. 

Date: Futura Extra Bold Condensed 12 pt., manual let¬ 

terspacing 

Heads: Bauer Bodoni 31/38 

Captions: Futura Extra Bold Condensed 11/36 

Body: Bauer Bodoni 11/18 

Fresh & Friendly 
Goudy set in uppercase and lowercase gives this newsletter 

a homey touch to promote a family feeling. Although it is 

seldom used for newsletter design and therefore more visu¬ 

ally interesting here, Goudy is quite readable and well suit¬ 

ed to long blocks of text. The heavy weight and generous 

leading of the subheads are a contemporary graphic feature 

and give the newsletter a fresh, dynamic look. 

Reversing the mast out of a solid color that will change 

with each issue offers an opportunity to differentiate at a 

glance between issues. This publication will stand out in a 

stack of mail; it won’t look stodgy or boring. 

Masthead: Goudy 120 pt., 36 pt. (The) and Futura Extra 

Bold 18pt., tracking: +39 

Heads: Futura Extra Bold caps 16/38 

Subhead: Futura Extra Bold Condensed 11/36 

Captions: Futura Extra Bold Condensed 10/18 

Body: Goudy 11/18 
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It doesn't tab a rocket scientist to work with color, 
Done Candy 

NCE UPON A TIME. IN 1980 TO BE EXACT, 

DIGITAL TYPE WAS BORN. IN THOSE DAYS. 

THERE WAS WIDESPREAD CRITICISM OF THAT 

TECHNOLOGY, CRITICISM THAT THE JAGGED 

LETTERFORMS OF THE EARLY DIGITAL TYPE¬ 

SETTERS WEREN'T CRISP LIKE PHOTOTYPE 

letters. Alvin Eisenman, then director 

of studies in graphic design at Yale, 

disagreed, calling the obsolescent 

PHOTOTYPE "STERILE." He PRAISED THE 

PERSONALITY OF THE "jAGGIES^J 

PARED DIGITAL LETTERFO 

LETTERS THAT WERE NA|URA,tLY OEFC 

AND MISALIGNED BY 

PRINTING PROCESSES. 

Five years later,SMHBIaci 

BORN. And WHILE CRITHaue 

of Mac drawing progI 

April Greiman and typeI 

Licko saw the unique visu£ 

THE BITMAP- By WORKING WITH THfS 

RATHER THAN BY TRYING TO EMULATE PRECEDING 

TECHNOLOGIES, THESE DESIGNERS ACHIEVED 

REMARKABLE, HIGHLY-ACCLAIMED RESULTS. 

© 

Idea Views 
Design: John Waters, Dana Gonsalves 

(logo by John Caruso) 

© Waters Design Associates, Inc. 

Size: 11" x 17" 

Fonts: Mixed. 

Primary Text Faces: Sabon, Futura in various weights 

This newsletter for members of the International Design by 

Electronics Association is produced on the Macintosh 

using QuarkXPress and Adobe Illustrator. It takes a sophis¬ 

ticated, graphic approach and employs some bit-mapped 

display type as graphics. 

0 O 

. 

esigncrs have hiuonalljr been ihc pivotal point in the world of communication, between 

things envisioned and things expressed. Traditionally, they have laid oot the plan, 

spccifred the type, directed the art, led the color separator, and supervised the printer to 

achieve the final expression. Today, in the heat of a digital revolution, some designers' 

actions have radically changed. The "how" of expression has been compressed to their 

desktops where die)' perform many of the services they used to purchase — assuming in 

the pmce» awesome responsibilities. 

The f.D.E-A. was binned during the spring and summer of 1990 to Itelp designers 

deal with these changes, The purpose .if the LD.E.V is • to advance the stale of design by 

improving the abdication of computers to tile process of design. • to foster an exchange 

of lufiinnotion among design professionals utilicing computers, • 10 influence ihc 

development of appropriate tools liir professional designers, . to sanct ion the establish¬ 

ment of Industry standards and, • to provide a platform for discussion and evaluation of 

digital infonnatiun issues. 

The 1.D.F..A. provides leadership and critical analysis through the exchange of 

information among graphic designers, product designers, environmental designers, 

typographers, artists, educators and computer manufacturers- 

There are currently active local chapters of I.DJLL in Washington D.C, New 

York, and Connecticut, and interest in forming chapters has been expressed in I lamburg. 

Urn Angeles, San Francisco and Toky o. 

Wc are pleased to report that Print Magaxine has joined I.D.ILA. in co-sponsoring 

the first annual computer art ami design competition. The results of the judging will 

provide the contents for a new annual publication on design electronics, which will mail to 

I.DJLA. members later this year. 

Welcome to the first issue of f.D.E.A. VIEWS! 
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Far print rutin miller u thousand or orer a militia 

Graphika! in uuiilublii at a /trier that make> 

Our that's nice anil Maty an llirhuilei 

Lot to lot anil ran after run, the Graphika! ty 

preforms rnnslstrntly with hi/tlia/utillty refullii. 

imnump untlgnotl opacity. 

Graphik 

Oar mills supply three distribution 

utters — in llemuyluunia, Illinois anil 

California -ichlcli ran quickly slap 

lelatrr in the country. 'Call our lull free 

number, 7 BOO •PH 9292.' 

- V ■: 
ames River customers know what they want. And what they want is 

a recycled paper that performs... consistently. A recycled paper 

that isn't fickle and doesn’t Vary from lot to lot A paper that’s 

available in exciting colors and textures and yet isn’t prohibitively 

expensive. We listened... and then Eureka! Graphika! O 

In 1990,. James'River introduced a total recycled paper system, Graphika! - the 

line with an offering of recycled papers that perform like a charm. And now James 

River has put even more into Graphika! In Vellum and Lineal, we’ve 

added 10% postconsumer waste to the 50% preconsumer waste 

content, with no loss of performance. @ And color. The 

Graphika! system was introduced n ten colors, including 

hold Azure Blue, quiet Dove Gray, heavenly Opal and 

even Aquamarine. Soon we’ll he adding an 

eleventh color, Cool PCW: White, to the 

Graphika Vellum and Lineal lines. 

Graphika! system will he enhanced further when we introduce 

100% of the fiber will he recycled, with 00% postconsumer 

waste and 40% preconsumer waste. Graphika 10.0 will be available'in five new 

speckled colors... Frost. Spice. Aspen, .Almond and Sage, all modeled on our 

current Graphika ! palette. ^ 

Graphika News 
Design: Carol Bouyoucos, John Waters 

© Waters Design Associates, Inc. 

Size: 11" x 17" 

Fonts: Univers and Bodoni 

Designers and graphic arts professionals are the primary 

audience for this newsletter produced for the James River 

Paper Company. The use of lively visuals is appropriate to 

a piece that also acts as a marketing device. Generously 

leaded Bodoni text is graphic with its thicks and thins, and 

very legible, even on this issue’s textured recycled fiber 

sheet. 



Le dernier mot 

The last word 

Pour moi, Ie Canada c’est mon pays. J’y suis ne 

et j’espfere que nous serons, nous les Canadiens, 

assez adultes pour garder ce beau pays entier. 

For me, Canada is my country. I was born here and 

I hope that we, we Canadians, will be adult enough 

to keep this beautiful country together. ...u. 

Canada u my country. I spent five 

and a half yean ovcncaj fighting for 

my countty to keep it free and safe. 

How can these political maniacs 

screw up our country with their 

comtitudonal ideas. 

Le Canada at mon pays. J'ai passe 

pour difendre mon pays. Comment as 

mamaques de la politique peuvent-ils 

bousiUer noise pays aver lam idea 

constitutionnelles 

0»»i* 1. Hans 
Shanty Bay. Ontario 

L'orphclin qu'est le Quebec est 

maintenant mature et il a decide dc 

se prendre en main. Hllas, le mou- 

vement est maintenant irreversible 

et e'est rcconfortant de voir une 

entreprise comme Noranda qui a 

dicide de s'adapter au lieu de fuir. 

The orphan that is Quebec is now 

mature and has derided to take itself 

irreversible and il is comforting to see 

a company like Noranda deciding to 

adapt rather than to flee. 

Pointe-Claire, QuIbec 

Canada is the best place in the 

world today. However 1 must dis¬ 

agree with forced bilingualism and 

the multicultural ministry. Those 

two items can only serve to antago¬ 

nize the people. We should all be 

Canadians only! 

Le Canada at le meilleur endroil au 

monde aujourd'hui. Cepcndanl, je ne 

suis pas d'accord aver le bilinguisme 

font et ministere du Multiculturalisme. 

Ca deux quations ne semen! qu'i 

Haller Thostiliti da gens. Nous devrions 

tous fire settlement Canadiens! 

lei lonutl 
Niagara Faus, Ontario 

1 am not “anri" anything. But the 

other groups have done as much as 

Quebec and yet they have catered 

to Quebec. 

Je ne suis pas »ronnr» quoi que re 

soil. Mais la autres groupa onl fail 

autant que le Quibet el pourtant avons 

repondu aux demanda du Quibet. 

loima I. Scott 
Vancouver. British Columbia 

Originaire de Sudbury (Ontario), 

j'ai eu le plaisir de vivre en Alberta, 

dam les Tenitoires du Nord-Ouest, 

en Saskatchewan et maintenant au 

Quebec. Chaquc endroit a son 

caracterc unique, sa la^on de vivre, 

des gem intErcssants et ses quality, 

Voila ce que le Canada reprisente 

pour moi — une nouvelle dkcou- 

vertc a chaque endroit oil j'ai vkcu. 

Si seulement tout le monde avail 

comme moi la chance de dkcouvrir 

ce merveillcux pays qu'est le Canada. 

Originally from Sudbury, 

Ontario, I have had the luxury of 

living in Alberta, the Northwest 

Territories, Saskatchewan and now 

in Quebec. Each place has had its 

own unique flavor, its own way of 

life, interesting people and other 

qualities. This is what Canada rep¬ 

resents for me — a new discovery 

in each place I've lived. 1 only wish 

that all people could have the same 

opportunity to discover how truly 

wonderful this country really is. 

Jitaiis Tiibiuy 
Montreal, Quebec 

There should be three distinct 

societies — not just one. English. 

French and Aboriginal. No way 

should the Aboriginal people be left 

out. After all it was their country. 

fl devrait y avoir trois sociites dis- 

tinctes — pas seulement une. Une 

anglaise, une franqaise et une autoehtone. 

La autochtona ne devraient pas lire lais- 

sis de citl. Apris lout c'itait leur pays. 

Tuoits Scon 
Vancouver, British Columbia 

C'est important que la province de 

Quibec reste unie au Canada. On 

serait plus forts. Que nous soyons 

Franfais, Anglais. Indien ou de 

n'importe quelle race, il faut vivre 

ensemble et unis. 

It is important that the Province of 

Quebec stay united with Canada. We 

would be stronger Whether we ate 

French, English, Indian, or any other 

race, we must live togetha and united. 

(Eat loiitatat 
Bathurst, Nouveau-Brunswick 

As a native Canadian (Montrealer) 

living in New York, the Canadian 

constitutional problem hits me very 

hard. I truly believe there is too 

much apathy throughout the coun¬ 

try on the subject. I want to believe 

that the majority of Canadians want 

unity — they just aren't moved to 

be heard on the subject. Come on!! 

Let's get off our backsides and let's 

be counted!!! 

En lanl que Canadian d'origtne 

montrralaise vivanl i New York, le 

Canada me touche partiruliiremenl. 

Je crois sincirement que le pays lout 

entier se montre trap indifferent d ce 

sujet.Je veux mire que la majorili des 

Canadiens vestlent I'uniti — its ne sont 

lout implement pas prill d se ptononcer 

rur or sujet. Allans! Levons nous et 

faisons-nous entendrell 

Toar Cmao 
New York, New York 

Canada is a country forged from a 

French and English background. 

But today Canada b a multi-racial 

home for citizens from many parts 

of the world. We need to preserve 

the distinctive cultures of our 

founders while respecting the 

multitude of other cultures repre¬ 

sented in our society and providing 

specific recognition for our native 

peoples. Let's work together! 

Le Canada conserve I'empreinle de 

ses original franfaises et anglaises. Mais 

aujourd'hui le Canada est devenu la 

palrie de citoyens de ptusieurs ethnics 

Nous devoru priserver les cultures dis- 

tinctes de nos fondaieurs tout en respeaanl 

lo multitude d'aulres cultures reprisen- 

tles dans noire soeiiti et reconnoitre nos 

autodilones. Travaillons ensembleI 

lilt Dual 
Toronto. Ontario 

La sauvegarde de notre pays est 

primordiale pour moi. Le Fkdkral 

doit ofirir un meilleur parage aux 

provinces et les autochtones doivent 

lire inclus dam une nouvelle consti¬ 

tution canadicnnc. Momicur Powis 

a trts bien risumi le problkme. 

To safeguard our country is of prime 

importance for me. The federal govern¬ 

ment has to offer the provinces a belter 

share and the aboriginal peoples must be 

lion. Mr. Pow 

lent very well 

MontrEal-Est, Quebec 

A nation's strength derives from 

each citizen's sense of identity. 

Where we might proudly identify 

with a country whose history com¬ 

bines, in an unprecedented mood of 

tolerance and respect, two of man's 

greatest cultures, regional political 

interests keep trying to convince us 

that we're part of one culture being 

oppressed by the other. I'm not sure 

how much longer the spirit of the 

Canadian people can withstand this 

brand of leadership. 

La forte d'une nation prmnent du 

sentiment d’appurtenance de ses citoyens. 

Alors que nous pourrions nous identifier 

fierement d un pays donl Thistoire 

combine, dans un esprit inegale de 

tolerance et de respect, deux des plus 

grander cultures au monde, les imereti 

poliliques rigionaux persistent d nous 

canvaincre que nous faisons panic d'une 

culture opprimee par I'autre. Je me 

demande combien de temps 1'esprit des 

Canadiens pourra endurer ce genre de 

leadership. 

P.A. (Tm) Gustos 
Calgary. Alberta 

The country b spending too much 

money on the constitutional debate. 

If Quebec wants to separate let 

them so that the rest of Canada 

can concentrate on the economics 

of Canada. 

Le pays depense trap d ‘argent pour le 

dlbat constitution nel. Si le Qulbec irut 

se siparer, qu'il le fosse pour que le reste 

du Canada puisse se concentres sur les 

questions iconomiques du pays. 

differences, working together to 

create our own future as opposed 

to being victims of it. 

Par definition, le Canada est le nord 

geographique, fart et libre. Cela suppose 

une sociite sensible aux diffaences des 

autres, donl les citoyem travaillent 

ensemble pour forger leur avenir et non 

pour en devenir la vietima. 

Dot Ttscoailii 
Manttouwaiice, Ontario 

Eseataois 
Toronto, Ontario 

Je sub pour I'uniti du Canada. 

Vivant au Quebec depuis toujours, 

je ne vob pas que les Qukbkcob 

pement le contraire. 

I am for Canadian unity. Having 

always lived in Quebec, I don't think 

that Quebecers think otherwise 

liu-hn liumaii 

By definition Canada b the true 

north, strong and fire Thu implies 

a society sensitive to each other's 

United together we sand - Divided 

we fall!! As in all phases oflife 

cooperation is essential. 1 am proud 

to be a Canadian - 1 was a member 

(aaadt means "freedom', nd me hope "aaily". 

let’s pell lejetker sad eieke Ike kest el eer setead tkaate 

te stay "soiled' — lefetker il will work, 

le Canada esl syaoayat da Wfkerle* at, atpiroas-la, d'*eeile». 

Trovailloas aattmUa at seisfssees telle daatlima 

tkaate da damaarar «eefie — instable, anas y arrharaas. 

(stall daemon, Toronto, Ontario 

Aset leas les rates pee les Qekkkteis eat essayees de le 

part da fkdkral at da reste da (eaada, ja seokeite ITadepeadaate da 

Qakket arte assatiallaa aval le Caaada, si telei-d le desire. 

With all Ike rafatals that Oeeker kas bad la tadaet Irtm the 

ladteal yeveraaee! tad Ike resl ef Canada, I bapa Ite at itdtptadtat 

Oeeker with association with Canada, U Ike feller so dosiros. 

Aaetu Geeiaiie, Rouyn-Noranda. Quebec 

Caaada Is a rkker taaalry ketaase ef III diversity. 

Oaeket's spatial needs mast ke etteaaedeted wltkia cealederotioo at 

else ell (eaadlaas will Use port el tkeir ideality aad kerltafe. 

le Caaada asl d'aataal plat laltrassaat da par sa dirorsilb. 

las basalas portlcaliars da Oedker daleaal lira sallslalts i I'latirloar 

da la Caaltdtrallaa, slaaa tans las Canadians 

pardraal ana parllt da laar Idaatlto al da fear heritage. 

taoaes Noees, Toronto, Ontario 

Panorama 
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Panorama, a bimonthly bilingual publication for Noranda 

Group active and retired employees, tackles serious issues 

that affect the company and the country. Concrete, the 

design firm, uses a subdued palette of colors and typefaces 

with illustrations done in watercolor. The bold condensed 

sans serif primarily used for quotes, is softened with the use 

of color (turquoise). 
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Searching for Solutions— 

Not Band-Aids 
.1 aWi-e of the heavy toll mental health and substance 

roblems take in the workplace. The issues reach far beyond 

tiat result, and so must the solutions. Cost containment 

hot the answer — it’s only a band-aid. Employers need to 

take a comprehensive, long-term approach to solve the problem — 

starting with examining the quality, appropriateness, and necessity 

of mental health and substance abuse treatment. 

billing for services that were 

not provided. A recent LA, 

Tunes cover story revealed that, 

"Across the country, from New 

Jersey to Texas to California, 

patients contend that private 

psychiatric hospitals have been 

misdiagnosing them and hold¬ 

ing them against their will to 

milk their insurance" (Moffat, 

February 3,1992). Their 

employers must contend with 

employees being lassoed in by 

some hospitals and treatment 

centers, putting the individual's 

well-being in jeopardy and 

using up benefits unnecessarily. 

Foster Inappropriate 

traditional insurers remain 

biased against alternative meth¬ 

ods of treatment. They will pay 

for a 28-dav inpatient stay, but 

won't pay for alternative pro¬ 

grams that use equally effective, 

yet less expensive methods of 

treatment. A far-reaching litera¬ 

ture survey (Melton, 1986) con¬ 

cludes, “Every study that has 

compared the efficacy of treat¬ 

ment for clients randomly 

assigned to inpatient or alterna¬ 

tive services has found the latter 

The Impact of 

Inappropriate Treatment 

According to a study by the 

Michigan Health Care 

Education and Research 

Foundation and Blue Cross and 

Blue Shield of Michigan, nearly 

four out of 10 hospital stavs for 

mental health and substance 

abuse treatment appear to be 

unnecessary. Moreover, 75% of 

inpatient admissions for sub¬ 

stance abuse care were unnec¬ 

essary. Inappropriate treatment 

is a widespread problem, and 

can adversely affect patient and 

payer alii®. 

The Effect on the Individual 

Inpatient treatment has a dra¬ 

matic. sometimes even trau¬ 

matic. impact on an individ¬ 

ual's life. When hospitalized, 

the individual gives up day-to- 

day control and is isolated from 

work, family and friends. 

Inappropriate inpatient treat¬ 

ment may even have negative 

effects. A survey of uncon¬ 

trolled published studies of 

adult hospitalization (Canton 

and Cralnick, 198?) found that 

a majority of outcome studies 

showed that staying longer in a 

hospital does not increase the 

ability to function socially, and 

one study showed that the 

longer the hospitalization, the 

worse the social role-function¬ 

ing became. Only one study- 

showed a positive correlation 

between length of inpatient 

treatment and post-hospital 

functioning. 

Hidden Costs 

Several studies (Diehret al., 

1985; Shemo. 1986; IJorus et 

al.. 1985; McFarland et al„ 

1985; Mumford et al.. 1984) 

also show that untreated or 

inadequately treated psychi- 

atrically ill or substance-abus¬ 

ing employees absorb an exces¬ 

sive amount of general med¬ 

ical services. In other words, 

the cosi of inappropriate treat¬ 

ment can show up in medical 

insurance costs. According to 

...nearly four out 

of 10 hospital 

stays lor mental 

health and sub¬ 

stance abuse 

treatment appear 

to be unnecessary. 

Mary Jane England, M.D., 

president of the Washington 

Business Group on Health, 

"Inappropriate and unneces¬ 

sary treatment can even lead 

to an increase in disability and 

workers' compensation 

claims." Appropriate treatment 

reduces costs — both those 

that are direct and indirect. 

Why Employers Need 
More Controls 

Utilization of mental health 

and substance abuse services 

has nearly doubled in the past 

10 years (“State mandates." 

October 1991 )• And. as the 

number of people seeking"help 

increases, so does die problem 

of unnecessary and inappropri¬ 

ate mental health and sub¬ 

stance abuse treatment It's 

snowballing for several rea¬ 

sons. 

Growing Acceptance 

Tlie stigma that once sur¬ 

rounded seeking help for 

mental health or substance 

abuse problems no longer 

exists. We are living in stress¬ 

ful times, and the general pop¬ 

ulation realizes it's okay to 

need help. 

Poor Treatment Selections 

Consumers seeking help are 

often under mental distress and 

unaware of their treatment 

options, which can lead to irra¬ 

tional or inappropriate treat¬ 

ment selections. Providers, try¬ 

ing to prosper in a competitive 

marketplace, are using adver¬ 

tising to get people into treat¬ 

ment With this combination, 

benefit users are making selec¬ 

tions on where to go for help 

based on advertisements they 

see in the yellow pages and on 

television, or that they hear on 

the radio. Unfortunately, some 

of these mental health and 

substance abuse providers are 

often more concerned with 

making money than with 

ensuring that patients receive 

the most appropriate care. 

Unethical Tactics 

Recently, many treatment facil¬ 

ities have been under scrutiny 

for their unethical tactics. 

Several states have launched 

investigations into question¬ 

able methods of patient recruit¬ 

ment used by some psychiatric 

hospitals. Allegations include 

illegal kickbacks, billing for 

unnecessary services, and 

Medical Necessity Tests for 
Outpatient Treatment 

A lesson should he learned from the evolution 

/»i medical and sufgi&d manwement —=- 

with focus m decreasing unnecessary inpatient 

utilisation, outpatient abuses increased. 

Managed mental health benefits must (mud this 

trend by managing outpatient iwe even more 

closely. Employers /miking for ways in ensure 

appropriate treatment and control the imnec- 

essair use of benefits should mt omiook the 

importance of a truly sophisticated output lent 

uiilimtion management program. 

Managed Health Network designed an 

effective:, scientifically based method of deter¬ 

mining the necessity of, duration of and reim¬ 

bursement for outpatient treatment. Demgatis' 

Brief Symptom Inventory (BSt) allows w to 

identify, at thetime.of tnitiafassmw.wnt., .indi¬ 

viduals who are experiencing primarily prob¬ 

lems of living (such as financial troubles or 

marital difficulties), but do not haw a true 

menial health or substance abuse pm/dem. 

While these individuals may choose to purchase 

cmumling orpsycbofbempy out of their discre¬ 

tionary income\ it is not appropriate for that 

service to be paid for ou t of their medical 

insurance since it is not a medically twees- 

sary service. 

St Hi, these problems of living do exist. 

Without help, employees’productivity and job 

performance can suffer. Employee assistance 

programs offer a solution, they re designed to 

help employees with a wide range of problems 

including problems of living. Many of these 

problems can be successfully resolved through 

the MB. 

In the KNOW 
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In the KNOW, a Managed Health Network publication, 

presents news for the health care industry in a sophisticated 

multi-column treatment reminiscent of magazine layout. 

Sidebars, heavy rules, bold graphics, and callouts set in a 

black condensed sans serif provide relief from the long 

text. 

Quick Solutions for Great Type Combinations 27 



EH&S 

Happy Anniversary 

ine years ago this month, former WFAE 

staffer Fiona Ritchie first broadcast The Thistle & 

Shamrock nationwide. Today, more than 250 

public radio stations carry this fascinating mix of 

Celtic music. Join WFAE on Saturday, June 6th at 8 

pm, as Fiona presents music from her first 

—-playlist, including ^j^The Bothy Band, Christine 

Primrose, and The Tannahill Weavers. 

THHOUaH PROGRAMMING, PROMOTION*, AND ACTION, 
WFAE EXPRESSES ENVIRONMENTAL COMMITMENT 

WFAE listeners arc pas¬ 

sionately concerned about 

the environment, judging 

from comments we receive. 

Here's how we’ve responded. 

politics of lead poisoning. 

Future editions will cover 

Presidential candidates' spe¬ 

cific cnvjronnjcntal plans. 

Earth Day. The station 

aired numerous announce¬ 

ments about Earth Day and 

broadcast live, on-location 

reports throughout the day. 

A LITTLE MONET, A LOT OF INSURANCE 

In April, Dan Hoffman 

joined WFAE as development 

associate for corporate under¬ 

writing, How does underwrit¬ 

ing work? Read on. 

WFAE listeners regular¬ 

ly hear, “This hour of 

news/music is made possi¬ 

ble in part by....” A compa¬ 

ny’s name and message fol¬ 

low. That is an underwriting 

credit. Many people associ¬ 

ate underwriting with the 

insurance industry, and 

while the term applies to 

both businesses — more on 

that later — it has special 

meaning to public radio. 

Public radio exists 

because of listeners who 

decide to give money to 

help offset operating costs. 

Individual donors are 

called station subscribers. 

A company which makes 

a contribution becomes an 

underwriter. Businesses 

underwrite WFAE’s news 

or music for several rea¬ 

sons. One is simply to be a 

good corporate citizen. 

Contributing companies 

also understand the mar¬ 

keting value of reaching 

■ WFAE’s audience. 

WFAE’s loyal listeners 

are well-educated, mid- to 

upper level income, and 

generally occupy positions 

of responsibility in their 

work. They are a desirable 

demographic target for 

many companies. 

Businesses can reach 

these companies because 

wc give on-air credits to 

underwriters in return for 

their support. These 12- 

second announcements are 

not commercials; WFAE is 

by law a non-commercial 

station. But underwriters 

may use on-air credits to 

talk about their products 

or services, as long as cred¬ 

it language meets public 

radio guidelines. 

How is public radio 

underwriting related to the 

insurance variety? One 

definition of underwriting 

is “to guarantee financial 

support of.” In that sense, 

our underwriters help 

insure the future of WFAE. 

They also insure them¬ 

selves access to,a worth¬ 

while market, 

Interested in exploring 

underwriting? Call me or 

Tony Recvy at 549- 

WFAE. Wc all can use 

more insurance. • 

— Dun Hoffman 

SOaa Homnats start* to sort through his new iitfe at WM, 

Programming 

Along with extensive 

environmental coverage on 

Morning Edition, All Things 

Considered And The 

Carolina Chronicle, 90.7 

FM broadcasts Living On 

Earth, NPR’s news¬ 

magazine devoted exclu¬ 

sively to the environment, 

every Sunday at 7:30 am. 

The newsmagazine, 

hosted by Steve 

Curwood, begins with a 

five-minute roundup of 

global and national envi¬ 

ronmental news, An in- 

depth series of reports on 

a single issue follows. 

Topics have included 

how northeastern U.S. and 

Canadian forests survive 

acid rain; the state of 

Alaskan and New England 

fishing waters; solar, renew¬ 

able, and fossil fuels; and the 

WFAE co-sponsors sev¬ 

eral environmental pro¬ 

jects each year. Through a 

media co-sponsorship, we 

help productive organiza¬ 

tions get the word out 

about what they’re doing 

and what they need. 

fn the spring, WFAE 

worked closely with the 

Charlotte-Mecklenburg 

Earth Coalition, creators of 

per day for a reserved festi¬ 

val seat, or $21.95 for a 

onc-day reserved festival 

seat and Carowinds admis¬ 

sion. Call the Paladium 

Box Office, 588-2606, ext. 

2226, for details. • 

Talking The Talk, and 

Walking The Walk 

WFAE staffers recycle 

— maybe a litdc com¬ 

pulsively. Our program 

includes: 

* reusing audio 

rape as many times as 

possible. 

* recycling parts from 

old equipment. 

• finding new uses for 

old equipment. 

• receiving Associated 

Press newswire stories on 

computer, rather than in 

print, to save paper. 

Recycling can have a 

minor drawback, station 

recycling guru Mark Perzel 

admits. “We’ve got enough 

scrap paper for phone mes¬ 

sages,” he says, “to last until 

die next millennium.” • 

WFAE, CAROWINDS PRESENT BLUES 
AND Sim. FESTI VAL 

Start with Spyro Cyra, 

Keiko Matsui, and other 

top artists in jazz, and blues. 

Add a barbecue cook-off, 

an ethnic food fair, and an 

arts and crafts exhibition, 

and you’ve got a party you 

can hear, taste, and see. 

Spend an entertaining 

weekend with other WFAE 

listeners on Saturday. May 

30th and Sunday, May 31st, 

when WEAK and Carowinds 

host The Palndium’s Blues 

and Jazz. Festival. 

Fans of WFAE’s The 

/Hues Show should stop by 

on Saturday, when the 

blues line-up will include 

Albert King and The 

Nighthawks. 

Jazz takes over on 

Sunday, with 

music from Spyro 

Gyra, Keiko 

Matsui, Kilauea, 

Flight 108, Beth 

Chorneau, Side 

One and Faction. 

Tickets are $10 

ine years ago this month, s&egf. former WFAE 

staffer Fiona Ritchie first broadcast The Thistle & 

Today, more than 250 

carry this fascinating mix of 

Celtic music. Join WFAE on Saturday. June 6th at 8 

pm. as Fiona presents music from her first 

including p 
'Cr 

.The Bothy Band, Christine 

Primrose, and The Tannahill Weavers, 
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CURRIN1 (V(NtS 

Strategic Plan 

he now dry 

on The St Catharines General 

Hospital's road map for the 

future, a map that includes 

plans for a new trauma unit, 

better services for the elderly, 

and the establishment of a 

womens health care Centre- 

Called Framework for the 

Future, the strategic plan - a 

product of six months worth 

of meetings, weekend retreats 

and consultations with the 

hospital's staff and administra¬ 

tion — was approved last fall 

by the Board of Governors. 

Hospital president. Bob 

McCann, notes many of the 

concepts embodied in the plan 

merely confirm the directions 

the hospital was taking, fol¬ 

lowing "the natural flow of 

progression." 

That progression, geared 

toward steering Sc Catharines' 

largest hospital into the 21st 

century, is spelled out in four 

areas of the 22-page plan; trau¬ 

ma services, the general vs. spe¬ 

cialized hospital debate, and 

regional health services. 

TRAUMA SERVICES 

Slated for development in 

the next two or three years is 

a trauma unit that will allow 

The General to handle serious 

emergency cases. This will 

relieve the burden shouldered 

by Hamilton and Toronto 

hospitals, where many 

Niagara trauma patients 

are now transferred. 

Also planned arc more 

centre, as well as the purchase 

of new equipment with the 

Specialized demands of trauma 

medicine. 

GERIATRIC SERVICES 

To keep pace with the health 

needs of St. Catharines' bur¬ 

geoning elderly population. 

The General intends to boost 

services geared towards geri¬ 

atric care, while streamlining 

its chronic care facilities. 

A geriatrician should be 

hired within the year to head 

a team that will implement 

The General's new geriatric 

programs, including establish¬ 

ing a rapid-response team to 

diagnose patients, and new 

psychogenatnc services based 

on out-patient visits. 

While the hospital has 

completed its planned j6-bed 

chronic care unit, all other 

patients with long-term needs 

will be moved to other facili¬ 

ties or integrated back inco 

the community - a move in 

line with Ministry of Health 

directives. 

A GENERAL OR SPECIALIZE!) 

HOSPITAL? 

Put simply, The General will 

stay general, at least through 

the 1990's. We will continue 

to provide patients with the 

varied services that have tradi¬ 

tionally been our hallmark. 

But we'll also continue to 

develop speciality services to 

support the general services 

already being provided. Aside 

from the previously mentioned 

trauma unit, some of those spe¬ 

ciality referral services include; 

• vascular surgery, with 

an increased diagnostic 

component 

• obstetrical services, includ¬ 

ing neonatal intensive care and 

midwifery 

A a women's health centre 

and sexual assault centre 

• increased out-patient and 

day-care facilities 

• enhanced psychiatnc 

programs, including psycho¬ 

geriatrics 

• an upgrading and extension 

of diagnostic services 

THE GENERAL AS A REGIONAL 

HEALTH CENTRE 

The future of the hospital as a 

Regional Acute Care Centre is 

solid, with the strategic plan 

calling for the retention and 

enhancement of several services 

provided to Niagara residents 

exclusively by The General. 

They include diagnostic 

and imaging services, psy- 

chogenatric care and assess¬ 

ment, thoracic and vascular 

surgery, as well as maternal 

and child care. 

The intricacies of future 

regional development haven't 

been worked out yet, pending 

discussion with other health 

centres and agencies, and the 

completion of an impact study. 

(Dday, iBtfue £el'd tP&iy tBaffl! 

Unit, the 

located on 

floors of 

Wings. 

Elevator, Norris 2 and 

The Continuing Care Unit 

reopened in early April 

following an extensive 

«2-j million redevelopment. 

• The Continuing Care Unit 

will accommodate )6 long 

C- for the first time, the 

Continuing Care Unit will 

bring the specialized services 

of occupational therapy, 

recreational therapy and 

physiotherapy for long term 

• New features include 

wheelchair accessible wash¬ 

room facilities in each patient 

room; a Thune whirlpool tub 

to lift patients in and out of 

the tub; shower facilities; a 

family room; washer and dryer 

for patient laundry; dining 

room; and a daily living room 

equipped with a wheelchair 

accessible kitchen. A solarium 

installed in the dining area as a 

unique architectural feature. 

• Two-thirds of the funding 

for the redevelopment of the 

Continuing Care Unit comes 

from the taxpayers of Ontario 

through the Ministry of 

Health, with the additional 

funds raised through donors 

to The St. Catharine General 

Hospital Foundation. 

6 "We've always had quality 

of patient care, but because of 

the improved facilities, we'll be 

able to improve quality of life 

for our patients." 

fairy Bmrd . Otnpakml Tlmjy 

• "Finally, a dream come true! 

We’ve been looking forward to 

this for so many years." 

Ur Witten , Durbrrje PLmn 

• "All members of the 

Continuing Care Unit multi¬ 

disciplinary group will now 

be able to really work together 

Evrip1 RnrunJa, Send Wert 

A “Oh. I think everyone has 

anxiously waited for the new 

chronic unit. I graduated from 

nursing in 1958.1 worked Moore 

One through Moore j in the 

1960s. I'm looking forward 

to concluding my career on a 

higher note by retinng next 

year as an R.N. from the 

Continuing Care Unit." 

lnUI fl-rWl in. 

A "I’ve always enjoyed working 

with tile patients on the chron¬ 

ic floors- With the new unit, 

there'll be a lot of changes, but 

one thing that will remam the 

same is, like old times, we'll all 

be |ust one of the family.” 

Cfcaumr MtS’nl. H.'mirrjmg 

A "The previous facility 

was very outdated. Finally, 

we have a facility that can 

more than adequately meet 

our patients' needs," 

Dome Mellette, Nterv Menegrr, 

Mill, l Floor 

Run for the General 

The familiar chant of the everpopular Toronto 

Blue fays Baseball Club echoed through the 

corridors of Community 6 on January ilnd 

when six of Hogtown’s 199/ American 

League semi-finalists rolled into The General’s 

Paediatric Unit. 

The Blue Jays Second Baseman 

Roberto Alomar, In-fielder 

Duane 

Devon 

with 

Coach Galen Cisco 

the hospital thanks 

generous hospitality of The 

Catharines Blue Jays and Labatt's 

Breweries. 

"It’s great to see the kids," 

remarked Devon White. "Big and 

small! When we get away from j 

the game and do these visits, it ' 

really puts things back into perspective. This is what 

it’s all about." 

Five year old Jessica had no problem letting eight year 

veteran Pat Tabler know who her favourite player was. 

"Jim Kelly - don’t ya know. He plays for the Bills.” 

The players signed autographs, passed 

out "Baseball Mania" board games, 

and snapped photos with the 

children, their parents and a 

cross-section of hospital staff. 

Christine Clark, our 

Co-ordinator of Public 

Relations, notes that "The 

Jays visit could be one of the 

best kept secrets we've experienced. 

While obviously there are a lot of disap¬ 

pointed die-hard fans, I think everyone can appreciate 

that we were obliged to respect the players’ wishes and 

maintain a reasonable level of traffic on the nursing unit." 

Paiittru poliml, Molhrw Wtrlrl, pi lie lirill if o llfilimi wii 

lie Torino Bln joy, BauUI Out Iltiltj m /muiry UnJ! Check your calendar and warm up your running shoes 

because the Sixth Annual Run for The General is set 

Sunday, June 14, 1992 starting at io:oo a.m. Like last 

the Run for The General will cover a four mile circuit along 

Road to Pelham Road, First Street Louth, and along St. Paul 

West. The start-finish line is at Club Roma on Vansickle 

Taking tha race out ol the 

city centre to the country 

roadways has resulted in an 

almost hassle-lree course.” 

explains race coordinator. 

Mika Caletti. a.k.a. the hospi¬ 

tal's Risk Manager 

’It's a saler race course 

mostly because of the light 

vehicular traffic in Ihe area.” 

says Mike. "With the new 
tace location, we also ware 

able to hosl a barbecue. We'll 

be doing the same for 19S2. All 

participants will receive free 

drinks, hamburgs or hot dogs. 

Spectators can purchase their 

food and are more than wel¬ 

come to pack up a picnic and 

bring out the kids * 

Mike notes that while 
walkers have historically 

been well represented, there 

wore tewor at last year's 

event "We re planning to 

improve recognition ol the 

race walkers through somo 
special awards and trophies * 

He adds that walkers and run¬ 

ners will also receive a snazzy, 

commemorative race T-shirt - 

*a real collector s item* 

A special challenge is also 

being issued to all hospital 

t, 

The News in General 
Art Director: John Pylypczak, Diti Katona 

Client: St. Catherine’s General Hospital 

Designer: Victoria Primicias 

Size: 11" x 17- 

Font: Centaur 

St. Catherine’s General Hospital newsletter takes a some¬ 

what nostalgic approach with human interest stories while 

presenting editorial from the hospital’s perspective about 

health care issues. The photos are large. Initial caps and 

decorative typographic flourishes work with the warm sec¬ 

ond color and the cream-colored stock. 
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Oaraon Provide* Lapaci •rovld** 

% 

| Afternoon lea willl Greer Cunon in her Dallas penthouw apartment, 
surrounded by (he blueprints and architect's sketches for SML s new Q _ ■ Greer Garvin Theatre, u a memory lo treasure Ms Canon is a 

■ an of eiiniordinary sparkle, rommanding presence, and delightful 
humor. She is as charming as she is direct, and as radiandy capo vot¬ 

ing today as she atms 50 yean ago when she lint doezled Hollywood with 
her Florentine red hair and contrasting lilue-gieen eyes. Her generuus gift it 
a tribute to those things she has valued sum tier childhood: education and 
the theatre 

Ms. Canon recalls with delight her visits as a young gid to the grand 
theatres of I .notion. Watching from her Olympian perch — “five pence at 
the Old Vic upstain in the gods" — as a world came alive in miniature on 
the stage far below. Ihc classics and Shakespeare were what her mother 
allowed, and the films of Mary Pickford, Charlie Chaplin, and Douglas 
Fairbanks ll was here that one of America's favorite film stun of the 1940s 
got her first taste of the magic and nnnonce of the theatre Even today, her 
favorite play remains Shakespeare's A Miiltummer Night's Dream, with its 
blend of romance, humor, and fantasy She prefers theatre that is robust, 
romantic, and retains a touch of poetry tit the modem repertory of kitchen- 
sink angst. “ItV very dull spreading all that drear." she says with a smile. 

The Greer Carson Theatre ol SMIJ promises to be far less intimidating 
tlian the grand 18th-century theatres of lontlnn The 400-scol classic 
thrust theatre will provide tin ideal showcase for SMI ’s classically trained 
m-lor>, ITic platform thrust stage is modeled after the stage of Sluikcspeare's 

n Area Library Opsns In Novtntl 

Symphony Cantar Btnollu SMU 

§ 

tadows Awaid Honois Rauschenbeig 

"Painting trlala to both art and 
life Neither can be made I try to 
act in the gap between the two." 
Robert Rauschenberg, 1959 

Robert Rauschenberg became the 
-nth recipient and the first Texiut to receive the Algur H. 
Meadows Award for Excellence in the Arts in November Dur¬ 
ing a week-long residency at the Meadows School, he partid- 
pated in dosses, hosted a seminar on dyslexia, and told loll 
talcs about lui adventures with Rauschenberg Overseas Culture 
Inlnchange (ROCI), a growing and ever-changing exhibition of 
over 200 works gathered from visits and collaborations with 
artists and artisans throughout the world. ROCI, which 

indudes paintings, sculptures, videotapes, prints, and 
photographs, luu been presented in Cuba, Mexico, 
Chile, Venezuela, Japan, Russia, and East Berlin. 
It opened in Malaysia in May and will condudc 

th a show nt die National Gallery of Art in 
'asliingtnn, D.C. in early 1991. 

Hausclienberg wns die unanimous choice of 
die Meadows Award jury, comprised of Wil¬ 
liam Bailey, pointer, Carier Ratcliff, critic and 

writer for An in America; Charles Stuckey, 

SMU Meadows Newsletter 
Designer: Scott Paramski 

Client: SMU 

© 1992 Peterson & Company 

Fonts: Bodoni and various 

Meadows is published by Meadows School of the Arts at 

Southern Methodist University. It is dynamic and graphic 

in its use of large, bold type, smaller text, and generous use 

of white space. The halftones are often outlined and used 

quite large for balance. 
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Market Report 

Volume 1, Slumber I 

Editor^ Note 

J elcome to the first issue of 

! 11 Market Report, the monthly 

gj '1 newsletter for the employ- 
J i ees of the Tfadewell Group. 

Market Report will be coming to 

you each month filled with news 

of your company, its activities and 

people as well as corporate philos¬ 

ophies and practices. We think it 

will be a valuable asset in helping 

you understand the new direction 

we are taking in an effort to provide 

the very best service we can offer. 

The first issue will be dedicated to 

the management and corporate 

philosophies of Tom Stewart and 

his new management team-many 

of whom you may already know. 

The next several months will be 
very exciting for all of us associ¬ 

ated with the new Tradewell 

Group as we work to make our 

stores the very best in the Pacific 

Northwest. We’re convinced we 

can accomplish this goal. Together 

we will lead the retail grocery 

industry through example and 
demonstrate we are indeed “On j 

the Move Again.” 

every MMWH customer, lft 

taking that extra effort to anticipate the needs of 

the customer and providing them with whatever 

they need. It's being friendly, helpful and willing 

to assist We want our customers to leave our 

Tfadewell, PriceSetter or Prairie Markets con¬ 

vinced they got the most for their food dollar and 

that they were served by people who were happy to 

sene them and ready to serve them again. We’ll do 

whatever it takes to ensure our customers have the 

finest shopping experience available. We want them 

to tell their friends and neighbors about the people 

of the Tfadewell Group, our dedication to service, 

our friendliness and our desire to please. Nobody 

will provide better service then we do. Nobody! 99 

This issue is devoted to a topic 

which will be the foundation of 

the new Tradewell Group-Service. 

The companies of Services Group 

of America have each succeeded 

by providing the very best service 

to their customi 

matter 

in. And, tf 

Fall 1986 

Tradewell Stores Group 

Store Directors to Meet Ever 

Two Weeks. Common CungwugH 

and Team Work is the hmlm 

Service 
Design: Homall Anderson 

Client: Tradewell 
This very visual newsletter for employees of Tradewell and 

PriceSetter Stores serves to spread company news and 

share the corporate philosophy. The colorful, graphic 

approach and stencil display type are appropriate for a 

newsletter for a retail client. 
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Ads 

Here, we will look at ads that rely heavily 

on text—and therefore type—to sell 

products. Where the art or photo says it 

all, use it large; choose an unobtrusive face for 

the tag line or address and phone number. Ideally, 

when designing an ad, you are working in con¬ 

junction with a copywriter, or at least have input 

on copy. A single message, repeated and rein¬ 

forced with appropriate typography, is always 

more effective than a mixed signal. 

How do you tell the audience that this ad is for 

them? Since they’re being bombarded with adver¬ 

tising, they’ll consider the ad that seems to 

understand who they are. Market research can 

define the target audience and the emotion(s) the 

ad should evoke. What is the audience looking 

for in the product or service? Is it credibility, and 

authority (for a lawyer or accountant), security 

(for a bank or insurance company), or romance 

(for a restaurant or travel agent)? 

Finally, where will they see the ad? A fraction¬ 

al ad in a newspaper will float in a sea of text and 

other graphics. To be noticed, it will need to 

stand apart. A full-page ad in a trade or targeted 

publication has the attention of the target audi¬ 

ence, and no competition on the page. The mood 

or message can be softer or more straightforward. 

Type Considerations 

Unless you’re designing an advertorial, where 

editorial rules apply, ad typography is generally 

trendier, and it is acceptable to use faces with 

more character, in order to support the advertis¬ 

ing mood or message. 

Unless you stop them, the audience will flip 

past your ad. It’s important to attract attention 

and lead the viewer around the information. You 

can use type size and weight to guide the eye 

from the headline to a product shot, then on to the 

caption if there is one, down to the logo, back to 

bold subheads, then into body copy. If the ad is to 

enhance the company’s image (as is the case with 

some industrial ads), it may have no body copy. 

A direct response ad will have more support copy 

and order information. The reader should not be 

confused by the image or discouraged from 

ordering by being forced to hunt for the toll-free 

number. 
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Specializing 
in Women’s 
Health Care 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing el it, 

sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullamcorper sus- 

cipit lobortis nisi ut aliquip ex 

ea commodo consequat. 

Duis autem vel eum iriure. 

olor in hendrerit in 

vulputate vel it esse molestie 

consequat, vel ilium dolore 

eu feugiat nulla facilisis at 

vero eros et accumsan et 

THE M I D T O 

iusto odio dignissim qui 

blandit praesent luptatum 

zzril delenit augue duis 

dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing el it, 

sed diam nonummy nibh 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate vel it 

esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

W N CLINIC 

Credibility 
This ad separates itself from the clamor of surrounding text 

and ads. The copy is an island in a calm sea of white space. 

And it has credibility. The presentation draws on tech¬ 

niques used for serious, digest-size publication design— 

long, centered headlines and a symmetrical, two-column 

grid surrounded by generous, equal-sized margins. 

Optima has a classic, shimmering quality, especially in 

the all caps, widely tracked logotype. The hairline rule 

pulls your eye down to the logo if you’re not inclined to 

read all of the text. The Sabon headline adds a “literary” 

credibility while the Optima lightens the impact of this 
text-heavy ad. 

Headline: Sabon 70/70, horizontal scaling: 90% 

Body: Optima 12/18, justified 

Initial Caps: Sabon 24/18, horizontal scaling: 90% 

Logotype: Optima caps 18/auto, tracking: +60 pt. 

Your Child’s 
Nutritional Needs 
Are as Simple as... 

A . orem ipsum 

dolor sit amet, con- 

secteteur adopiscing 

elit, sed diam 

nonummy nibh 

euis adipiscing 

elit, sed diam 

nonummy nibh. 

Lorem ipsum sit amet, 

consecteteut adipising 

elit, nonum nonum- 

mm doloreus. 

a 
MidTown 

Pediatric 

Center 

B ed diam 

nonummy nibh euis 

adipiscing 

elit, sed diam 

nonummy 

nibh. Lorem 

ipsum sit amet, 

consecteteut adipis- 

ing elit, sed diam 

nonummy. sed diam 

nonummy nibh euis 

adipiscing elit, sed 

diam nonummy 

nibh. Lorem ipsum 

sit ametummy. 

C onsecteteur 

adopiscing elit, sed 

diam nonummy nibh 

euis adipiscing elit, 

sed diam 

nonummy 

nibh. 

Lorem ipsum 

sit amet, consecte¬ 

teut adipising elit, 

sed diam nonummy. 

diam nonummy nibh 

euis adipiscing elib. 

Comfortable, Reassuring 
This ad has a look strongly reminiscent of children’s story¬ 

books to project a comfortable, reassuring feeling. The 

Century headline and body type are staples of children’s 

book design. The Bauer Bodoni Black initial caps resemble 

the type on alphabet blocks. Bold primary shapes interrupt 

the heavily leaded text for a bouncy effect. 

Because this is an informational ad to promote the pedi¬ 

atric center by building a positive image of the center as a 

place that cares about parents and children, the logo occu¬ 

pies a small, less noticeable area of the ad. The heavily 

leaded text floats in a large pool of white space, but the eye 

is pulled to the heavy anchor of the logotype in the lower 
left corner. 

Headline: Century 48/56 

Body: Century 12/24 

Initial Caps: Bauer Bodoni Black 60 

Logotype: Futura Extra Bold 16/24 
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+ Here are just five 
of the best reasons 
to trust MidtownClinic 
with your family's 
health care. 

1. 
Mary Clark 
Hefginlered. 

Xiirsr 

2. 
Hector 
Gonzales, 
/’(•tlialrics 

3. 
Robert Franck, 
Pediatric* 

4. 
Sylvia White, 
Obstetrics and 

(f vii rro la fry 

5. 
Mary Caldwell 
Hcfiistered 

Xante 

+ MidtownClinic 

Now hip or knee surgery doesn’t mean you 

have to give up all the activities you love. 

New laser surgery can get you moving again. 

Get Back 
in the Swim 

rnm • ° of Things. 

Lorem ipsum dolor sit amet, consectetuer adip- 

iscing elit, sed diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna aliquam erat 

volutpat. Ut wisi enim ad minim veniam, quis 

nostrud exerci tation ullamcorper suscipit lobor- 

tis nisi ut aliquip ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in 

vulputate velit esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at vero eros et 

accumsan et iusto odio dignissim qui blandit 

praesent luptatum zzril delenit augue duis 

dolore te feugait nulla facilisi. 

The Hip and Knee Surgery Center 

at Midtown Hospital 

Clean, Corporate 
A clean, corporate look like this can tie in with hospital 

signage or other elements of the whole identity program. 

Although the extra bold and black weights of Helvetica are 

most commonly used for headlines, this long, one-sentence 

headline would not be as legible in an extra bold weight. 

And this understated approach has a corporate, not a hard¬ 

sell look. 

The simple, direct typography and layout draw attention 

to the pictures, close-ups of smiling health care workers, 

which are the sales message. Pictures always attract read¬ 

ers; the type and layout shouldn’t compete. Helvetica is 

such a neutral typeface that it can be used extensively with¬ 

out overpowering the pictures. The Bauer Bodoni provides 

an attractive accent. Its set of numbers is quite pretty but 

delicate, so they were set off from the pictures by being 

reversed out of black circles. 

Headline: Helvetica 40/48 

Captions: Bauer Bodoni Italic 9/11 (numbers) and 

Helvetica 9/11 

Numbers (on visuals): Bauer Bodoni Black 12/14 

Logotype: Helvetica 36 pt. 

Upbeat, Simple 
This ad is aimed at an older audience who are most likely 

to need the center’s services. The headline supports the 

invitation to be more active, and the copy is an upbeat story 

about the reader leading a normal life after surgery. The 

bold subhead and logo provide the necessary information. 

This is not the place to tamper with legibility, since the 

audience may have difficulty reading. A heavily designed 

ad could be intimidating, so this ad achieves its effect with 

a simple graphic and the positioning of the copy and white 

space. The friendly italic serif and the flush left/rag right 

copy reinforce the left to right movement of the whole ad. 

Headline: Palatino Italic 60/50 

Subhead: Helvetica Black 10/18 

Body: Palatino 12/18 

Logotype: Helvetica Black 12/18 
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United Technology 

■ orem ipsum dolor sit amel, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin- 

cidunt ut laoreet dolore 

magna aliquam erat 

volutpat. Ut wisi enim 

ad minim veniam, 

quis nostrud exerci 

tation ullamcorper sus- 

cipit lobortis nisi ut aliquip ex ea 

commodo consequat. 

• modern plants 

• market share 

• research 

• high quality 

United for gio bal leadershi P 

Clean, Contemporary 
This ad, typical of the image ads large industrial corpora¬ 

tions place in trade magazines, is put together to present a 

strong, single image to the busy, casual reader. A business 

person flipping through the magazine sees a dramatic 

photo, the company logo, and the clean, contemporary 

typography of the minimal copy. A generously tracked 

Helvetica Bold Condensed in the headline and logo has a 

contemporary look that fits this approach. 

For a unified typographic look, only Helvetica Black 

and Helvetica Bold Condensed are used for the whole ad. 

The bulleted benefits or services of the company appear in 

the heavier weight to ensure that they catch the skimmer’s 

eye even if the rest of the copy isn’t read. 

Headline: Helvetica Black 72 pt., and Helvetica Bold 

Condensed 24/auto, tracking: +22 

Body: Helvetica Bold Condensed 12/22 

Bulleted Copy: Helvetica Black 12/22 

Logotype: Helvetica Black 48 pt., and Helvetica Bold 

Condensed 24 pt., tracking: +22 

Safety is our 
First Job. 

Leugiat nulla facilisis at vero 

eras et accumsan et iusto odio 

dignissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi. Lorem ipsum dolor 

sit amet, consectetuer adipisc¬ 

ing elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna aliquam 

erat volutpat. 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate velit 

esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eras et 

accumsan et iusto odio dig¬ 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi 

Leugiat nulla facilisis at 

vero eras et accumsan et iusto 

odio dignissim qui blandit 

praesent luptatum zzril delen¬ 

it augue duis dolore te feugait 

CEO Ron Robb 
conducts a spot 
safety check. 

nulla facilisi. Lorem ipsum 

dolor sit amet, consectetuer 

adipiscing elit, sed diam non¬ 

ummy nibh euismod tincidunt 

ut laoreet dolore magna ali¬ 

quam erat volutpat. 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

United 
for a safer 
workplace. 

commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate velit 

esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eros et 

accumsan et iusto odio dig¬ 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi 

Leugiat nulla facilisis at 

vero eras et accumsan et iusto 

odio dignissim qui blandit 

praesent luptatum zzril delen¬ 

it augue duis dolore te feugait 

nulla facilisi. Lorem ipsum 

dolor sit amet, consectetuer 

adipiscing elit, sed diam non¬ 

ummy nibh euismod tincidunt 

ut laoreet dolore magna ali¬ 

quam erat volutpaL 

Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. Duis 

autem vel eum iriure dolor in 

hendrerit in vulputate velit 

esse molestie consequatfn et 

iusto odiogait nulla 

Serious, Journalistic 
This ad borrows from straightforward magazine design and 

is meant to resemble an editorial. This spare design has 

only a photo of the president or spokesperson for a graphic 

element—no rules or decorative borders. This styling also 

works well for a testimonial ad, where the only graphic 

would be a shot of the satisfied consumer or the wonderful 

product. 

The serious-sounding copy and headline are the key ele¬ 

ments, so it is important not to use a frivolous typeface. 

Times was chosen here because of its long association with 

journalism. Futura is the choice here because it has a very 

graphic and slightly geometric quality. The layout and the 

type work to ensure that skimming readers will at least 

notice the headline, the photo and its caption, and the logo 

and slogan. 

Head: Times 90/80, horizontal scaling: 95% 

Body: Times 12/16 

Captions: Futura Extra Bold Condensed 12/16 

Logotype: Futura Extra Bold Condensed 36 pt., 19 pts. 

baseline to baseline to the first line of the slogan 

Slogan: Futura Extra Bold Condensed 18/20 
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United for a Safe Environment. 

Often a solution 

starts with some¬ 

one asking “Why?” 

and then coming 

up with a new 

answer. 

When we develop a 

new product, we 

think about ore 

own chilton and 

consider what its 

impact on their 

world might be. 

Leugiat nulla facilisis at 

vero eros et accumsan et 

iusto odio dignissim qui 

blandit praesent lupta- 

tum zzril delenit augue 

duis dolore te feugait 

nulla facilisi. Lorem 

ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet 

dolore magna aliquam 

erat volutpat. 

Ut wisi enim ad 

minim veniam, quis 

nostrud exerci tation 

ullamcorper suscipit lobor- 

tis nisi ut aliquip ex ea commo- 

do consequat. Duis autem vel 

eum iriure dolor in hendrerit in 

vulputate velit esse molestie 

consequat, vel ilium dolore eu 

feugiat nulla facilisis at vero 

eros et accumsan et iusto odio 

We can't change 

the world in one 

giant step, but we 

can keep taking 

small steps until 

we do make a 

change. 

dignissim qui blandit 

praesent luptatum zzril 

delenit augue duis dolore 

te feugait nulla facilisi. 

Leugiat nulla facilisis at 

vero eros et accumsan et 

iusto odio dignissim qui 

blandit praesent luptatum zzril 

delenit augue duis dolore te feu¬ 

gait nulla facilisi. Lorem ipsum 

dolor sit amet, con- 

sectetuer adipiscing 

elit, sed diam nonum- 

I my nibh euismod tin¬ 

cidunt ut laoreet 

dolore magna aliquam 

erat volutpat. 

Ut wisi enim ad minim veni¬ 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi 

ut aliquip ex ea commodo con¬ 

sequat. Duis autem vel eum iri¬ 

ure dolor in hendrerit in vulpu¬ 

tate velit esse molestie conse- 

Our beautiful world 

is a primary con¬ 

cern at United; we 

want to leave it a 

better place. 

We can never again 

take for granted 

the presence of 

life-giving water. 

New methods of 

trapping runoff 

help keep streams 

fresh and clean 

Filtration systems 

prevent potentially 

harmful chemicals 

from escaping. 

Leugiat nulla facilisis at 

vero eros et accumsan et 

iusto odio dignissim qui 

blandit praesent lupta¬ 

tum zzril delenit augue 

duis dolore te feugait 

nulla facilisi. Lorem 

ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore 

magna aliquam erat volutpat. 

Ut wisi enim ad minim 

veniam, quis nos¬ 

trud exerci tation 

ullamcorper suscipit 

lobortis nisi ut 

aliquip ex ea com¬ 

modo consequat. 

Duis autem vel eum 

iriure dolor in hen¬ 

drerit in vulputate 

velit esse molestie consequat, 

vel ilium dolore eu feugiat nulla 

facilisis at vero eros et 

accumsan et iusto odio 

dignissim qui blandit 

praesent luptatum zzril 

delenit augue duis dolore 

te feugait nulla facilisi. 

Leugiat nulla facili¬ 

sis at vero eros et accumsan et 

iusto odio dignissim qui blandit 

praesent luptatum zzril delenit 

augue duis dolore te feugait 

nulla facilisi. Lorem ipsum 

dolor sit amet, consectetuer 

adipiscing elit, sed 

diam nonummy nibh 

euismod tincidunt ut 

laoreet dolore magna 

aliquam erat volut¬ 

pat. 

Ut wisi enim ad 

minim veniam, quis 

nostrud exerci tation 

ullamcorper suscipit lobortis 

nisi ut aliquip ex ea commodo 

We have to study 

all the possible 

consequences— 

will a new plant 

bring jobs at the 

cost of polluting a 

town’s water? 

United are used to clean up a 

toxic waste dump. 

All our people— 

from the CEO to the 

plant worker—are 

committed to doing 

their parts. 

Our research 

department is try¬ 

ing to find new, 

safer chemicals 

that won’t damage 

the environment 

now or later. 

United Tech nology for a Safe Environment. 

“Advertorial” 
This image ad targets the general consumer rather than a 

business. It is almost an advertorial. The Century body type 

gives the ad a book-like quality, as do other book elements 

such as the double border and the rules separating columns 

of type. This projects a serious, editorial feeling that 

enhances the credibility of the message. It is important that 

the company logo be small and part of a message. It would 

contradict the approach to grandstand. 

The two callouts have intriguing quotes from experts to 

encourage readers to explore the copy. The ad is heavily 

illustrated with long, informative captions set in dark 

Helvetica Bold Condensed for the same reason. Even if 

they don’t read all of the text of this ad, many “readers” 

will still absorb the impression that this company cared 

enough to research and tell its story. 

Head: Century 95 pt., horizontal scaling: 95%, tight let¬ 

terspacing 

Body: Century 12/20 

Captions: Helvetica Black Condensed 11/16, centered 

Callouts: Helvetica Black Condensed 11/16, centered 
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A Living Will 
for Your 

Peace of Mind 

A Living Will 

for Your 
Peace of Mind 

Spare your loved ones pain. Consectetuer Spare your loved ones cidunt ut laoreet dolore magna ali- 

adipiscing elit, sed diam nonummy nibh euismod tin- pain. Consectetuer adipiscing quam erat volutpat. Ut wisi enim 

cidunt ut laoreet dolore magna aliquam erat volutpat. elit, sed diam nonummy nibh ad minim veniam, quis nostrud 

Ut wisi enim ad minim veniam, quis nostrud exerci. euismod tincidunt ut laoreet exerci tation ullamcorper suscipit 

Ut wisi enim ad minim veniam, quis. dolore magna aliquam erat volut- lobortis nisi ut aliquip ex ea com- 

Medical choices. Duis autem vel eum iriure pat. Ut wisi enim ad minim veni- modo consequat.. 

dolor in hendrerit in vulputate velit esse molestie am, quis nostrud exerci tation Let US help yOU make 
consequat, vel ilium dolore eu feugiat nulla facilisis ullamcorper suscipit lobortis nisi plans nOW. Consec tetuer 

at vero eros et accumsan et iusto odio dignissim qui ut aliquip ex ea commodo. adipiscing elit, sed diam nonum- 

blandit praesent luptatum zzril delenit augue duis Let medical personnel my nibh euismod tincidunt ut 

dolore te feugait nulla facilisi. Lorem ipsum dolor sit know your wishes. Ut laoreet dolore magna aliquam erat 

amet, consectetuer adipiscing elit, sed diam nonum- wisi enim ad minim veniam, quis volutpat. Ut wisi enim ad minim 

my nibh euismod tincidunt ut laoreet dolore magna nostrud exerci tation ullamcorper veniam, quis nostrud exerci tation 

aliquam erat volutpat. suscipit lobortis nisi ut aliquip ex ullamcorper suscipit lobortis nisi 

Let us help you make plans now. Duis ea commodo consequat.con- ut aliquip ex ea commodo. Ut wisi 

autem vel eum iriure dolor in hendrerit in vulputate sectetuer adipiscing elit, sed diam enim ad minim veniam, quis nos- 

velit esse molestie consequat, vel ilium dolore eu feu¬ 

giat nulla facilisis at vero eros et accumsan et iusto 

odio dignissim qui blandit praesent luptatum zzril 

delenit augue duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet. 

nonummy nibh euismod tin- trud exerciation. 

Bailey, Young & Barstow 

Attorneys at Law 
Attorneys at Law 

Timeless, Dignified 
The head, text and logotype of this ad form a pillar shape to 

evoke classic monuments and by implication eternity and 

timeless quality. The subheads are run in so they don’t 

interrupt the column shape. 

Slightly condensed Goudy in small caps has a timeless, 

formal quality, and is reminiscent of text etched in stone. 

Because Goudy is a rather delicate face, Optima, which is 

often described as a “serifless” rather than a sans serif, has 

been used for the subheads. There is just enough contrast, 

combined with the change in size, for the subheads to stand 

out. A sans serif such as Helvetica, Universe or Futura 

would be far too obvious—even if set the same size as the 

body—for the subtle, understated typographic look. 

Head: Goudy small caps 72/70, horizontal scaling: 90% 

Body: Optima 10/16 justified 

Subheads: Optima 14/16, run in 

Logotype: Goudy small caps 18 pt., horizontal scaling: 

90%, and Optima small caps 14 pt. 

Restrained, Formal 
Another restrained approach, but one that is not as stylized 

as the other ad on this page. The generously pitched 

Optima also has a timeless, engraved look, but the Palatino 

Italic has a light, active look and reflects the typographic 

design of many church publications. Two justified columns 

with a wide border lends credibility through its formality. 

Emphasis is handled softly and subtly throughout the 

piece. Subheads are run in with the text and distinguished 

only by a change in type size. The logotype is given 

emphasis by isolating it in a sea of white space, not weight. 

The Palatino Italic is not used often but provides a bright 

note to keep the ad's very simple, unified typography from 

becoming monotonous and dull. 

Head: Optima small caps 64/70, tracking: +6, and Palatino 

Italic 60/70, horizontal scaling: 90%, tracking: -6 

Subheads: Optima 14/16, run in 

Body: Optima 10/16 

Logotype: Optima small caps 30/30, horizontal scaling: 

90%, tracking: -6, and Palatino Italic 24/30, horizontal scal¬ 

ing: 90%, tracking: -6 
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Considering 
Bankruptcy? 

Free Consultation 
Lorem ipsum dolor sit amet, Conscript nor adipiscing Hit. 

sod diam nonuminy nibli onismod tincidunt m laoreet 

doloro magna aliquam oral volutpat. Ut wisi enim ad 

iniiiim vcniam, <jiiis nostrnd oxorci tation ullamcorper 

suscipit lobortis nisi lit aliquip ox oa commodo conse¬ 

quat. 

Du is autoin vol omn irilire dolor in hcndrerit in vulputate 

volit osse molestio consequat, vol ilium doloro on fcugiat 

nulla farilisis at voro oros et accnmsan et insto odio dig- 

nissim qni blandit praesent luptatum zzril delenit augue 

dnis doloro to fengait nulla facilisi. Lorem ipsum dolor sit 

amet, consectetuer adipiscing elit, sed diam nonuinmy 

nibh euismod tincidunt ut laoreet doloro magna aliquam 

oral volutpat. 

Ut wisi enim ad minim veniam, quis nostnid exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip ox ca commo¬ 

do consequat. Duis autom vel eum iriure dolor in hen- 

drorit in vulputate volit esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at vero eros et accumsan 

et iusto odio dignissim qui blandit praesent luptatum 

zzril delenit augue duis dolore to feugait nulla facilisi. 

Bailey, Young & Barstow 

Attorneys at Law 

Bold, Direct 
This very direct ad mimics the classifieds with a short, bold 

headline. The body copy is more elegant and restrained 

than that of a typical classified ad and is set off from the 

border with a generous amount of white space. If the copy 

didn’t offset the bold headline, the ad would appear garish 

and cheap, rather than appearing direct but professional. 

Helvetica Condensed fits well into ads like this where 

space is at a premium, and this black weight makes a 

strong, forceful statement. The justified copy is in Bauer 

Bodoni, a face that imparts an air of elegance to any type 

design. Since Bodoni can be difficult to read, make sure the 

printer can hold the thin letters of Bodoni if your text is too 

long to appear in 12-point type. 

Head: Helvetica Black Condensed 72/76 

Subhead: Bauer Bodoni Italic 36/70, horizontal scaling: 

90% 

Body: Bauer Bodoni 12/18, justified 

Logotype: Bauer Bodoni small caps 26/30, horizontal scal¬ 

ing: 90%, and Helvetica Black Condensed 18/30, tracking: 

+20 

Lorem ipsum dolor sit amet, Consectetuer adipiscing elit, 

sed diam nonuminy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. Ut wisi enim ad 

minim veniam, quis nostrud exerci tation ullamcorper 

suscipit lobortis nisi ut aliquip ex ea commodo ex nisa 

labor!is consequat. 

Duis autem vel eum iriure dolor in hendrerit in vulputate 

velit esse molestie consequat, vel ilium dolore eu feugiat 

nulla facilisis at vero eros et accumsan et iusto odio dig- 

nissim qui blandit praesent luptatum zzril delenit augue 

duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit 

amet, consectetuer adipiscing elit, sed diam nonummy 

nibh euismod tincidunt ut laoreet dolore magna aliquam 

erat volutpat. 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip ex ea commo¬ 

do consequat. 

Bailey, Young & Barstow 

Attorneys at Law 

Hit the Highlights 
Here the benefit, the free consultation, is set off as a viola¬ 

tor in a standard retail convention. It is meant to also con¬ 

jure up images of “overdue” stamps on bills. Tightly 

tracked, centered Times Roman is a standard for ad head¬ 

lines. Although the headline occupies only a small portion 

of the ad, the major change in type size and the large 

amount of white space around it attract your eye. If you 

read only the extra bold copy as you move past the ad, you 

will get the key points: “FREE consultation” and the firm’s 

name. 

Head: Times Roman 80/76, horizontal scaling: 90%, track¬ 

ing: -3 

Violator: Futura Extra Bold 60 pt., 30 pts. baseline to base¬ 

line to the second line, and Futura Extra Bold 24/30 

Body: Times Roman 12/18, justified 

Logotype: Futura Condensed Extra Bold small caps 26/30 

and Times Roman Italic 18/30 
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Image of Artistry 
There’s usually not much copy in an ad like this where the 

key thing is to project an image. The space isn’t filled wall- 

to-wall with copy. Instead the emphasis is on the “artistry” 

implied in the headline, and the careful placement—no 

crowding—of the elements. The string of pearls creates a 

soft border. 

Palatino is a pretty face with a calligraphic quality well- 

suited to the upscale image of this ad. It’s also very versa¬ 

tile as the logo demonstrates. Syntax is an excellent com¬ 

plement to the Palatino here because it is one of the few 

sans serif typefaces that attempt to capture the spontaneous, 

rhythmic look of calligraphy. Syntax body copy looks bet¬ 

ter when set with generous leading, although it doesn’t 

always have to have as much as shown here. 

Dimensions: 7 'A" x 7 'A" 

Head: Palatino 72/72, horizontal scaling: 50% 

Body: Syntax 11/20 

Logotype: Palatino u/lc 36 pt., horizontal scaling: 70%, 

Palatino all caps 18/21, horizontal scaling: 70%, manual 

letterspacing, and Palatino Italic 18/21, horizontal scaling: 

70% 

Classic, Elegant 
The antique “frame” with a “mat” of white space sets off 

this classic ad. The copy is set in the tradition of nineteenth 

century books with an initial cap. The inset photo would 

usually be a close-up shot of a ring or brooch. 

Sabon is a classic, elegant typeface that gives a feeling 

of traditional quality to the logo. It has been picked up for 

the headline, where the T and the W especially look as if 

they have just been lifted from a nineteenth century book. 

Optima is a graceful complement to the Old World look of 

the Sabon. Optima benefits from generous line spacing as it 

has been given here. 

Dimensions: 7 ‘A" x 7 'A" 

Head: Sabon small caps 84/72, horizontal scaling: 50% 

Initial Cap: Sabon 36 pt., horizontal scaling: 50% 

Body: Optima 11/20 

Logotype: Sabon 36 pt., horizontal scaling: 70%, 

Sabon, 14 pt., horizontal scaling: 70%, manual letterspac¬ 

ing, and Sabon Italic 14 pt., horizontal scaling: 70%, manu¬ 

al letterspacing 
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v Jr- * 

HOBBY" s 
t origin a 1s 

Wearable Art 

augue duis dolore te feugait nulla fadllsl. w 
Lorem ipsum dolor sit amel, consectetuer || 

adipltclng elit, ted dlam nonummy nibh • 
euismod tincidunt at laoreet dolore magna W A® 

V it* 
• ^ 

■^r 
aliquam era* volutpa*. ^ ^ f 
(1* wisi enlm ad minim venlam, quit notllV 4 

^^exerd faflon ullamcorper tut* • 
^^^clplt lobortlt ut 

aliquip ox ea commodo com equal. ^ ^ ^ 
in vulputate veil* etse molestie consequat, H W r ' 
vol ilium dolore eu feugiat nulla faciliiit at V r^oo 
vero eros et accumsan e* lutto odlo dignit- 

tlm qui blandit praesent luptatum zxri^M LIBBY'S 
ON THE SQUARE 

delenlt augue duit dolore te feugai*^^^^ 

^oo 

Bold, Primitive 
Although this ad is copy heavy, the graphics catch your eye 

and set the mood. A bold, primitive look is achieved by 

“carving” Futura Extra Bold, and using high contrast 

graphics of the artist’s work. The carved effect was created 

by “cutting” the type on screen with white rules of various 

lengths that were dragged over the letters in a somewhat 

random fashion. 

The Futura Extra Bold is the dominant typeface, used 

for both display and body type. The switch into Times 

Roman for the word “originals” softens the ad slightly 

while calling attention to the fact that these pieces are 

unique, handcrafted items. Futura is not often used for 

body copy because it is too monotone for easy reading. 

Here, however, the copy has been heavily leaded, which 

gives it a very graphic look suited to the ad while improv¬ 

ing readability. 

Head: Futura Extra Bold 72 pt., tracking: +24, and Times 

lower case 60 pt., manual letterspacing 

Body: Futura Extra Bold 10/20 

Logotype: Futura Extra Bold 14/16, tracking: +12, and 

Futura Extra Bold 11/14, tracking: +12 

Trendy, Upscale 
This ad capitalizes on contrasts to promote the merchandise 

and image of a trendy, upscale jewelry store ad. The square 

ad shape contrasts with the large graphic suggesting round 

earrings. A great deal of action is added by contrasting val¬ 

ues. The choppy black-and-white border works with the 

interplay of the condensed black and the light weight type¬ 

faces to create this effect. 

Even though the type is smaller than the rest of the 

headline and part of the logo, setting “originals” in reversed 

type gives it the most emphasis. The very condensed serif 

is reminiscent of a high fashion magazine layout to rein¬ 

force the idea that Libby’s is the fashionable place to shop. 

Head: Bauer Bodoni 120 pt., horizontal scaling: 57%, 

tracking: +24, and Helvetica Black Condensed 34 pt., man¬ 

ual letterspacing 

Body: Bauer Bodoni 11/30, horizontal scaling: 70% 

Logotype: Bauer Bodoni 54 pt., horizontal scaling: 50%, 

tracking: +12, and Helvetica Black Condensed 24 pt., 

tracking: +35 
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r 
A Taste of Italy 

\ 

v_y 
Three generations of the Scarlotti family in the original bar. 

For over fifty years, 
the Scarlotti family has offered the finest 

FOOD AND WINES FROM ITALY NUMMY NIBH EUIS- 

MOD TINCIDUNT UT LAOREET DOLORE MAGNA ALI- 

QUAM ERAT VOLUTPAT. UT WISI ENIMAD MINIM 

VENIAM, QUIS NOSTRUD EXERCI TATION ULLAMCOR- 

PER.SUSCIPIT LOBORTIS nisl UT aliquip ex ea com- 

MODO CONSEQUAT. DUIS AUTEM VEL EUM IRIURE 

DOLOR IN HENDRERIT IN VULPUTATE UT WISI ENI¬ 

MAD MINIM VENIAM, QUIS NOSTRUD EXERCI TATION 

ULLAMCORPER SUSCIPIT LOBORTIS NISL 

Scarlotti's 
18 West Front Street 

Classic Flourish 
Here the type gives the ad a classic look. Either Palatino or 

Garamond would create that effect and work well set in 

caps and small caps, but Palatino has a little more flourish. 

Note the flair of the Y, for example. The font is left in its 

natural proportions and generously tracked to maintain its 

classic proportions. You can set small amounts of body 

copy in small caps, but try to keep the line lengths short 

and use ample leading to ensure readability. 

All the type and the graphic are centered within the ad 

for a formal, symmetrical look. This also helps pull the eye 

down through the ad from the headline to the logo. The 

strong subhead should help draw readers into the copy. The 

classic look is completed with a traditional, double-ruled 

border and a softening rounded frame for the photo. If color 

is available, a parchment tinted background and sepia duo- 

tone would be the right choices. 

Head: Palatino small caps 48 pt., centered 

Subheads: Palatino small caps 18/18, centered 

Body: Palatino small caps 12/18, centered 

Caption: Palatino Italic 9/11 

Logotype: Palatino Italic 36 pt., centered, and Palatino 

Italic 12/24, centered 

1 

For the best in Northern Italian cuisine come to our 

new location on the Square next door to libby’s new | 

york originals where everything’s happening. I 

Try our great ^^fettucini, salads, veal parmigiana, | 

seafood ravioli and our other fine 

specialties, a ^^cup of espresso or cappuccino makes a | 

great dessert better. || 

Pasta & Mo re i 
^^For the best in Northern Italian cuisine come to our _ 

new location on ^^the Square next door to libby’s new x 

york originals where everything’s happening. (|l 

Try our great ^^fettucini, salds, veal parmigiana, f 

seafood ravioli ^^and our other fine 

specialties, a cup of espresso or cappuccino makes a 

great dessert better. | 

I_I 

Lively, Contemporary 
This restaurant needs a distinctive, eye-catching ad that will 

be relatively inexpensive to produce so it can run in many 

places to build awareness. A lively, contemporary look is 

achieved by treating this all-type ad as a play on black and 

white, thick and thin. The 6-point dashed border creates a 

high contrast frame for the headline which is placed in an 

unexpected place—the middle of the copy. Pasta, the key 

word, is emphasized in Syntax Ultra Black. There’s plenty 

of white space all around the copy to make it look clean 

and stand out in a crowded newspaper. 

Bodoni’s thicks and thins and low x-height mean that it 

is not the most legible of typefaces, but legibility is not a 

primary concern for this young audience. The bold graphic 

look is carried through with the use of heavy dingbats that 

create a choppy rhythm. 

Head: Syntax Ultra Black and Syntax, both 36 pt., kern¬ 

ing: -4 

Body: Bodoni 12/24 
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Great Pasta... 
in 4 minutes 
for 4 Bucks... 
...No Kidding! 

New Menu 

Molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eros et 

accumsan et iusto odio dig- 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi. Lorem ipsum dolor 

sit amet, consectetuer adip- 

iscing elit, sed diam nonum- 

my nibh euismod tincidunt 

ut laoreet dolore magna ali- 

quam erat volutpat. 

Ut wisi enim ad minim veni- 

am, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex 

ea commodo consequat. 

Duis autem vel eum iriure 

dolor in hendrerit in 

vulputate velit esse conse¬ 

quat,wi dolor sit amet, 

Salad Bar 

consectetuer adipiscing 

elit, sed diam nonummy 

nibh euismod tincidunt ut 

laoreet dolore magna ali- 

quam erat volutpat. 

Ut wisi enim ad minim 

S«arlot*8#s 
4th & Elm 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. Duis 

autem vel eum iriure dolor 

in hendrerit in vulputate 

velit esse molestie conse- 

quat,Ut wisi enim ad minim 

veniam, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip exUt 

More Toppings 

wisi enim ad minim veni¬ 

am, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip com- 

Your Special Occasion 

Deserves an Evening of 

Fine Dining 

T _£ or onight sum dolor sit amet, consectetuer adipiscing 

elit, sed diam nonummy nibh euismod tincidunt ut 

laoreet dolore magna aliquam erat volutpat. Ut wisi enim 

ad minim veniam, quis nostrud quis exerci tation ullam- 

^orper suscipit lobortis. 

spectacular view Lorem ipsum 

dolor sit amet, consectetuer adipiscing 

elit, sed diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. Lorem ipsum dolor 

sit amet, consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam erat volutpat. Ut wisi 

enim ad minim veniam, quis nostrud exerci tation ullam¬ 

corper suscipit lobortis. 

Scarlotti s 
Fire Riverview Plaza 

“Tabloid” Look 
Nothing grabs the business crowd’s attention like a bold 

promise set tabloid newspaper style. In this case, Futura 

Extra Bold Condensed is the “hit ’em over the head” face 

of choice. 

Times is a no-nonsense, readable serif; Palatino would 

be too delicate. The Times body type is condensed slightly 

for readability in the narrower column width; this helps 

prevent some bad line breaks. The strong subheads, set in 

the headline face, call the reader’s attention to the copy as 

well as break it into more digestible chunks for quick read¬ 

ing. The dark, assertive typeface also draws attention to the 

name of the restaurant, which might otherwise have been 

buried under the weight of all that copy. Setting the logo in 

larger type would have thrown off the balance of the ad’s 

layout. 

Head: Futura Extra Bold Condensed 60/56 

Subheads: Futura Extra Bold Condensed 18/20 

Body: Times Roman 11/16, horizontal scaling: 90% 

Logotype: Futura Extra Bold Condensed, 18 pt. 

Address: Futura 14/20 

Classy, Romantic 
To create a classy, romantic mood, this ad uses delicate 

weights of Bauer Bodoni and Optima in a flush left, rag 

right setting. The small, single image—presumably of a 

dramatic skyline or a beautiful, romantic couple seated in 

the restaurant—will be the focal point with no competition 

from a bold weight type. 

Bauer Bodoni has an exceptionally attractive italic that 

gives just the right amount of emphasis to the headline and 

the name of the restaurant here. Surrounding the delicate 

typeface with a sea of white space subtly emphasizes the 

message. The large initial caps in Bauer Bodoni carry the 

typographic theme from the headline through the copy. The 

caps are a nice complement to the shimmering Optima 

copy. 

Head: Bauer Bodoni Italic 32/38 

Initial Caps: Bauer Bodoni Italic 36 pt. 

Body: Optima 12/18 flush left, rag right 

Logotype: Bauer Bodoni Italic 24 pt. and 14/20 
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ArtFest 
Sponsored by the 

Uptown Arts 
Center 

Art Show and Sale 
met, consectetuer iscing 

elit, sed diam nonummy 

nibh euismod tincidunt 

ut laoreet dolore magna 

aliquant erat volutpat. 

Ut wisi enim ad minimo 

veniam, quis nostrud est 

exerci tation ullamcorp- 

► er suscipit lobortis nisi 

Taste of Uptown 
modo consequat. 

Duis autem vel eum in¬ 

ure dolor in hendrerit in 

vulputate velit esse vole 

molestie consequat, vel 

ilium dolore euiu feugiat 

nulla facilisis allt verom 

al eros et accumsan etio 

iusto odio dignissim qui 

blandit turn zzril delenit 

October 
JO - 12 

Uptown Arts 
Center 

Old-Fashioned, Festive 
The festival aspect of a local art show is emphasized here. 

The slightly condensed Goudy set in small caps has an old- 

fashioned, festive look meant to create a feeling of nostal¬ 

gia for the time when the circus coming to town was a 

major community event. The violator in a solid circle is 

reminiscent of a balloon. 

The old-fashioned look is continued in the body copy, 

which is also set in Goudy. The subheads have been set in 

Futura Condensed Extra Bold so they will be visible with¬ 

out having to be set on a separate line. The copy is short 

enough that the subheads can also take the place of para¬ 

graph indents, keeping the copy area subdued so it won’t 

distract from the headline and the graphic effects. 

Head: Goudy small caps 116 pt., horizontal scaling: 90%, 

and 60/60, horizontal scaling: 90%, and Futura Extra Bold 

36/50 

Violator: Futura Extra Bold 36/50 

Subheads in Text: Futura Condensed Extra Bold 16/18 

Body: Goudy 12/18 

Logotype: Goudy small caps 36/32, horizontal scaling: 

90% 

JOIN US FOR 

Artfest 
SPONSORED BY THE 

Uptown Arts 
Center 

OCTOBER 10-12 
Lorem ipsum dolor sit amet, consectetuer adipisc- 

ing elit, sed diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna aliquam erat volut¬ 

pat. Ut wisi enim ad minim veniam, quis nostrud 

exerci tation ullamcorper suscipit lobortis nisi ut 

aliquip ex ea commodo consequat. 

JURIED ART SHOW 
dolor in hendrerit in vulputate velit esse molestie 

consequat, vel ilium dolore eu feugiat nulla facili¬ 

sis at vero eros et accumsan et iusto odio dignis¬ 

sim qui blandit praesent luptatum zzril delenit 

augue duis dolore te feugait nulla facilisi. 

Sophisticated & Friendly 
Art is emphasized over the festival aspects here. A sophisti¬ 

cated, artistic look is achieved with the generously tracked 

Futura Extra Bold set in all caps for the “between the lines” 

information. The Palatino Italic projects an air of elegance 

because of its calligraphic letterforms without implying that 

this is a stuffy, highbrow event, as would Weiss. The sym¬ 

metrical, formal balance is the traditional look for a cultural 

event, but the short lines of type make the layout more 

active and actually create some interesting shapes. This ad 

is still very accessible and friendly even if it doesn’t have 

the fun look of the first. 

Head: Futura Extra Bold all caps 18/50, centered, Futura 

Extra Bold small caps 96/50 (Art), Palatino Italic 120/50 

(fest) with the whole line set centered, and Palatino Italic 

54/60, centered 

Subheads: Futura Extra Bold small caps 12/20, centered 

Body: Palatino 12/18, centered 
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BROUGHT TO YOU BY 

THE UPTOWN ARTS CENTER 

ARTfest 
featuring local 

art and crafts 

OCTOBER 10-12 

Art Show and Sale. 

sit amet, consectetuer adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore magna aliquam erat volut- 

pat. Ut wisi enim ad minim.veniam, quis nostrud 

exerci tation ullamcorper suscipit. 

Juried Craft Show 

sit amet, consectetuer adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore magna aliquam erat volut- 

pat. Ut wisi enim ad minim.veniam, quis nostrud 

exerci tation ullamcorper suscipit. 

Tradition, Nostalgia 
A homier look is appropriate when crafts are part of the 

event. So this ad has been designed to convey a sense of 

tradition and nostalgia. The lead-in is reversed out of two 

bars with a strong, simple, almost handcarved effect like an 

address plate. The copy is simple, with no heavy emphasis 

through weight changes. Featured events are emphasized 

only by placement on a separate line. 

Century Schoolbook is often used to create a 

home/childhood feeling for readers, but Century is the bet¬ 

ter choice here. There is enough similarity between the two 

faces to evoke nostalgia, but Century is a little more sophis¬ 

ticated looking and therefore more appropriate for the arts 

aspect of the event. Although Helvetica can be a little bland 

in the regular weight, in the black weight it is strong and 

dynamic enough to add just the right touch to this ad. 

Lead In: Helvetica Black 18/70, tracking: +33, centered 

Head: Century Italic small caps and u/lc 106/70 

Subhead: Century Italic 48/70, centered 

Date: Helvetica Black 18 pt., centered 

Body: Century 12/16, centered 

U p T o w n 

Arts Center 

Presents 

Art Fe s t 
contemporary 
ART works 
October 10-12 

Lorem ipsum dolor. 

sit amet, consectetuer adipiscing elit, sed diam nonuin- 

my nibh euismod tincidunt ut laoreet dolore magna 

aliquam erat volutpat. Ut wisi enim ad minim.veniam, 

quis nostrud exerci tation ullamcorper suscipit. 

lobortis nisi ut aliquipsit amet, consectetuer adipiscing 

elit, sed diam nonummy nibh euismod tincidunt ut 

laoreet dolore magna aliquam erat volutpat. Ut wisi 

enim ad minim.veniam, quis nostrud 

Dynamic, Graphic Play 
This arts festival of serious, experimental art, music and 

drama wants to attract more of a mainstream audience. The 

open lines and the spaces between letters create a dynamic 

graphic play of black and white. The short bar, which could 

print in a color or a percentage of black, surprises the eye 

and reinforces the headline. The asymmetrical balance of 

the layout is active and energetic; a formal, symmetrical 

layout like those used in the other Artfest ads is more static. 

A contemporary statement is made with generously 

tracked, strongly condensed Bauer Bodoni, which is very 

graphic with its thicks and thins. The body copy is set on 

long enough lines to create an interesting texture, but the 

lines are still short enough to keep the type readable. 

Lead In: Helvetica Black 18/40, tracking: +33 

Head: Bauer Bodoni 144/70 and Helvetica Black 

Condensed 60/70, both with horizontal scaling: 70% 

Subhead: Helvetica Black Condensed 36/70, horizontal 

scaling: 70%, Helvetica Black Condensed caps 36/40, and 

Helvetica Black Condensed 36/40, manual letterspacing 

Date: Helvetica Black Condensed 14/40, tracking: +28 

Body: Bauer Bodoni 14/30 
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Cincinnati Zoo and Botanical Garden’s Spring Floral 
Festival 
Agency: Mann Bukvic Associates 

Creative Director: David Bukvic 

Art Director: Diane Durban 

Half-page newspaper ad 

Fonts: Copperplate and Sabon 

This ornate ad conjures up images of elaborate formal gar¬ 

dens without relying on a more predictable approach— 

photography. The mood is set with type and the elaborate, 

floral, decorative border. 

46 Quick Solutions for Great Type Combinations 



CD ADS CD V= 

Kenwood Towne Centre is coming at you from all directions with an international fashion show this Saturday afternoon at 1 and 3 o’clock. 
The language will be fashion. The accent, international. And the mood, pure fun. Come and see the looks that will sizzle on the beaches of the 
French Riviera, sparkle through a Paris night, and dazzle on the streets of Rio. WII show you the colors and the cuts, the prints and the patterns. 
There is so much to see and just one place to see it. Itk “From All Directions” and you’ll see it all here at Kenwood Towne Centre. 

Fashion Show 'Tomorrow, 1:00 & 3:00 pm. 
KenwoodliAvne Centre 

Exit U Off 1-71 

Kenwood Towne Center 
Agency: Mann Bukvic Associates 

Creative Director: David Bukvic 

Art Director: Cathy Bertke 

Half-page newspaper ad 

Fonts: Futura, Lucian, Metropolis, Murray Hill Bond, 

Helvetica, Bauer Bodoni, Sabon 

This ad is designed to appeal to a young woman looking for 

current European fashion, and borrows from the ’60s, also 

a fashion trend, with strong, contrasting type styling. The 

look supports the message—fun with an international flair. 
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With fresh oranges, 

lemons and limes, the new Spring look is flat-out 

kissed colors. # Dramatic new designs that dance boldly around tradition. 

They're here, now. Some sweet. Some unabashedly sexy. All are most 

decidedly brand new. E Skirts that go to 

name 01 

Skirts that go to short lengths 

same 

reason, /vv 

you've never seen it before; stitched, 

quilted, up-scale or casual, a 

Cool beads. Fun metallics. Soft plaids. Outra¬ 

geous patterns. It's the^jf> season's most talked about trends in the city's 

most talked about stores. All at Kenwood Towne Centre. Stop by 

Spring is definitely in the air. ei And cause 

it'll be on our runway this 

Saturday, during our 

Spring Fashion review. We'll see 

1 Qih 
| you there. © Kenwood Towne Centre. 'x/> 

Kenwood Towne Center 
Agency: Mann Bukvic Associates 

Creative Director: David Bukvic 

Art Director: Teresa Newberry 

Full-page newspaper ad 

Fonts: Placard Bold Condensed, Schneidler Italic 

The generously leaded text anchors a variety of visuals that 

attract and surprise the eye with their placement and scale. 
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Asia. This extraordinary land, 

richly varied in its cultures, 

customs and peoples, is home 

to many of the 

jgpffiHk world's most exotic 

foods and spices. 

gas®*5! Oriental vegetables 

and meats stir-fried 

to perfection. Spicy 

hot Indonesian and 

Come take a tour of our extensive 

Asian animal collection. And, of 

course, you’ll want to see our 

newest additions, the amazing 

Komodo Dragons. These crea¬ 

tures are among the world’s oldest 

and largest lizards. See them now 

in a special exhibit inspired by 

their native habitat. Be sure to 

India. For a 

charge, a \ 

variety of \ 

dishes such 

as Vegetable Lo 

Mein, Sesame Chicken/^^ 

Pork Subuta, Beef Satay with 

Peanut Sauce 

. v' and Ta nd< >or 

I C hicken arc 

yours for the 

tasting. You can 

even watch as these 

authentic dishes are prepared 

before your eyes. Afterward, 

explore another 

intriguing facet 

of Asian culture- 

her animals. 

choose from cuisine representing 

the cultures of China, Japan, 

Thai delicacies. Indonesia, Thailand, 

Indian favorites with hints of Vietnam and 

curry, cumin and ginger. Now, as 

the Cincinnati Zoo's exciting 

Oriental sojourn, “Expedition To a® 

Asia,” nears its final destination, *J|Z- ;3 

\ (iu can savor these M jur *.f -.«? 

delectable flavors. Jg& «I join us for A Taste of Asia today 

only. It’s a delicious way to travel. 

Please call 723-3577 for delicious 

additional details. 

A special thanks to our event 

sponsors, Hillshire Farm /Kahn’s 

and Delta Air Lines. 

aromas. 

partake in the con- 

tinent’s finest cuisine at A Taste 

Of Asia. Today only, you can 

-ome i3ami 

A Taste of Asia 
Agency: Mann Bukvic Associates 

Creative Director: David Bukvic 

Art Director: Carol Bruggemeier 

Half-page newspaper ad 

Fonts: Nicholas Cochin, Casa Blanca, Sabon 

A stylized, elongated sans serif and carefully placed visuals 

attract the eye. The more antiquated serif body face has an 

Old World feel. 
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IF YOU SUSPECT THAT GOOD 

LOOKS AND COMFORT ARE INCOMPATIBLE, 

WE INVITE YOU TO LOOK AGAIN. 

J:; ,.v’3Vv.r 

■ ' 

If walking comfortably while looking good is something you've only dreamed of, Rockport has the 

answer: our new walking pump, combining superbly crafted comfort with the elegant styling of a 

classic Italian dress shoe. In creating this sleek, fashionable pump, we've adapted the innovative design 

of our famous walking shoes to give 

need to get through a long day on 

tradition: our look has changed, but 

Rockport* 
Rockports make you 

feel like walking 

you the cushioning and support you 

your feet. Experience the Rockport 

our dedication ter comfort has not. 

'X4 . .. . 

igli 

1 
' 

«&■: aaf. 
twm 

Wii 
sk> >4 

$ 
||«8s 

wm 
SflEH 
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Rockport 
Studio: Concrete 

Art Director: Diti Katona, John Pylypczak 

Design: Diti Katona 

Full-page magazine ad 

Font: Weiss 

The logo typeface is not used for either the body or the 

headline of this elegant ad as is done in many image ads. 

Weiss is more crisp but not too formal. 
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Now Available In Two Convenient Sizes, j 

It shall be for you to decide. We dare not push. Or prod Cousteau Society. Our plans for 1QQ3? On January Or lead yo u hastily down a path towards unabashed engage 

Golden Gate Bridge and begin her heralded 102-day iboard either the Royal Viking Sun or lh 

intimate companion, the newly appointed Royal Viking Quean, you will bathe “Routes of Civilisation" world cruise. On that same day, the Royal Viking Queen begins her exalted "Pacific Impressions warmth and elegance unsurpassed on thi 

■ On both ships. European-trained crews await to. ilings, heading north from Australia towards an unforgettable traverse through the South Pacific and the Orient We invite i your subtlest of desires. Our world i 

next port of call or, perhaps, straight from the you to picture yourself on aithcr of these two majestic vessels, take a deep breath, then calmly 

restaurant After a leisurely dinner, you may partake in an informal talk given by one of c telephone (800)420-0821for more information. /Is alu 

The Royal Viking Line—Unparalleled Luxury 
Agency: Goodby Berlin & Silverstein 

Creative Directors: Rich Silverstein, Jeffrey Goodby 

Art Director: Rich Silverstein 

Copywriter: Bob Kerstetter 

Photographer: Nadav Kander, Duncan Sim 

© Royal Viking Line 1992 

Fonts: RVL Gothic, Bernhard Modern Italic 

Bernhard Modern has a delicate, classic look, especially 

when generously leaded and used with a special designed 

ultra condensed gothic face that has a ’20s feeling. 

(RVL Gothic was designed for Royal Viking Lines and is 

used in much of their advertising.) 
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around comes around. And once^ tube walls, the lugs, everywhere—that 

upon a time, road bikes were crafted, not made, of steel, not poly- for a composite. But the ride is pure steel: it could easily be mistaken 

kevlarcarbonbondedspacegoop. stiff, ridged, powerful. Or as the /ou want but 

jwimpiness from the frame, just forward thrust. now, le rear 

Introducing the new Specialized Allez.* A steel bike of such precise It's the kind of exhilaration riders have been feeli 

markable engineering, that the editors at Bicycling magazine summed it up thusly: "All you Bordeaux and up in the Gavia Pass for as long as anyone can remember. 

need is a USCF license And its the same kind of exhilaration we invite you to experience at your Specialized time.' /oure reac 

And speaking of big time, check out the frame weight: dealer on a time honored tradition called the Allez. 

tunds. That’s a And oh, by the way, welcome back. 

Welcome Back To The Future. 

Specialized Bicycles—Welcome Back to the Future 
Agency: Goodby Berlin & Silverstein 

Creative Directors: Rich Silverstein, Jeffrey Goodby 

Art Director: David Page 

Copywriter: Dave O’Hare 

Photographer: Paul Franz-Moore 

© Specialized Bicycles 

Fonts: Cochin 

A classic typeface contrasts nicely with the condensed sans 

serif italic logo. The classic, heavily leaded approach with 

modem, sophisticated text wraps fits the message that this 

new bike represents a return to classic quality. 
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THE A T TRACTION OF 

SHOPPING CARTS TO AUTOMOBILES 

IS A MONO I 11 I SUOKUHl ancts IN tilt HNIvritSI 

This being the way of things, 

we give every new Trooper five 

coats of tough shopping 

cart-resistant, space-aged stuff. 

Then we paint the parts 

only the road sees four times. 

Nine coats in all. Then we bake it 

Because even with a 190 

and rear multi-link/coil 

suspension, a parked Trooper 

must be able to survive 

shopping carts, artistic birds 

and the car doors of those who 

long to be close to you. 

<S> 
ISU2U 

horse dual overhead cam engine" Prac«ic>lly//1masmg 

Isuzu Trooper—Shopping Carts 
Agency: Goodby Berlin & Silverstein 

Creative Directors: Rich Silverstein, Jeffrey Goodby 

Art Director: Erich Joiner 

Copywriter: Scott Bums 

Photographer: Duncan Sim 

Illustrator: Alan Daniels 

© American Isuzu Motors, Inc. 

Fonts: Trajan and Kennerly 

Trajan (a face designed only in all caps) creates an elegant, 

timeless quality that is perfect for the powerful photogra¬ 

phy. Kennerly is a friendly read for the body copy once the 

Trajan has gotten your attention. 
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Brochures 

The brochure format is the most flexible of 

the formats described in this book. A 

brochure can be virtually any size and 

can be either folded or bound. A small college or 

nonprofit agency may use a standard 11" x 8V2" 

sheet folded twice to fit into a #10 envelope or 

folded, sealed and labeled to be sent as a self- 

mailer. An industrial brochure can be a lavish, 

full size, full color project that acts as a show¬ 

piece and is often included with other pieces in a 

sales kit. 

Because it is usually unsolicited, the audience 

should feel the brochure provides value with 

information and/or should get an impression of 

quality from attractive visuals and high quality 

production. Often the format is driven by what 

the competition is doing and costs. If the 

brochure is mailed to a large list of prospects, the 

size and weight of the finished piece will affect 

both printing and mailing costs. If the brochure is 

carried by salespeople or is mailed to a few select 

customers of a big ticket item, there will be fewer 

production-related budget constraints. 

Type Considerations 
Since a brochure contains more sales information 

than an ad, it is important to organize that infor¬ 

mation for the consumer with heads and subheads 

or in a question-and-answer format, so the reader 

doesn’t have to wade through all the copy to find 

the key points. Establish a clear hierarchy of 

information through your type treatment. Where 

copy relates to a single product photo, it should 

be placed near the product, or keyed to the prod¬ 

uct. Highlight benefits of a product or organiza¬ 

tion in bulleted or other callout form. 

Since the brochure is a sales piece, the type 

should enhance the sales message or mood. 

There’s more freedom to use a highly stylized 

type treatment than there is with an editorial 

format. Consider the market for the product or 

service and choose type styles that will appeal to 

the target audience. Choose faces that are in 

keeping with the image the organization wants to 

portray—contemporary, chic (for specialty, retail 

businesses), trend setting, intellectual (for arts 

organizations), trustworthy, caring (for hospitals). 
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Q 

A 

Q 

Q 

Will I have to spend a long time in 

the hospital after undergoing the 

reconstructive surgery? 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam 

erat volutpat. 

Can I do everything I used to? 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam 

erat volutpat. 

How much physical therapy will I 

need after the surgery and what 

will I have to do? 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam 

erat volutpa ipsum dolor sit amett. 

Ut wisi enim ad minim veniam, 

quis nostrud exerci tation ullamcor- 

per suscipit lobortis nisi ut aliquip 

ex ea commodo. 

The center offers [rrivate and 

semi'private room fxrr patients 

who choose to stay here for at 

least one night. 

Skilled physi- 

cal therapists 

employ the lat¬ 

est techniques 

and equipment 

to get you hack 

cm your feet 

quickly. 

Lorem ipsum dolor sit amet, consectetui 

adipiscing elit, sed diam nonummy nibb 

euismod tincidunt ut laoreet dolorem es 

magna aliquam erat volutpa ipsum dolo: 

sit amett. Ut wisi enim ad al et minimui 

veniam, quis nostrud exerci tation ullan 

erat corper suscipit. 

Surgery Oquis nostrud exerci tation est 

ullam corper suscipit lobortis nisi ttu qu 

nostrud exerci tation ullamcorper suscip 

lobortis nisi u quis nostrud exerci tation 

Post-Operative Physical Therapy Lorem 

ipsum dolor sit amet, consectetuer adip- 

iscing elit, sed diam nonummy nibh eui; 

mod tincidunt ut laoreet dolore magnan 

aliquam erat volutpat. Ut wisi enim alid 

minim veniam, et aliquip ex ea commoc 

consequat. 

Follow-Up Care Lorem ipsum dolor sit e 

amet, consectetuer adipiscing elit, sed es 

diam nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam erat qi 

volutpa ipsum dolor sit amett. 

Ut wisi enim ad minim veniam, quis qi 

nostrud exerci tation ullamcorper susci] 

lobortis nisi ut aliquiput ex ea commodi 

consequa consequatt. 

Lorem , consectetuer adipiscing elit, sec 

diam nonummy nibh euismod tinciduni 

ut laoreet dolore magna aliquam erat et 

volutpat.. 

The Mid town Hospital 

Center for Reconstructive 

Hip and Knee Surgery 

Providing those suffering 

from arthritis the 

opportunity to live less 

painful and more 

productive lives 

Packed & Easy Reading 
The main challenge in this brochure was to present a lot of 

information in an attractive package. This typical three- 

panel brochure uses a question-and-answer format to 

address the most commonly asked questions about arthritis 

and available treatments. The format is often set with the 

questions in a sans serif (sometimes even the bolder 

weights) and the answers in a serif. Here, the Goudy Black 

Italic combined with the Helvetica Black Condensed <2’s 

and A’s clearly separates the questions from the answers, 

set in Goudy, but gives more of a unified look to this panel. 

The copy on the far right panel describes the services 

offered by the center and discusses insurance coverage. A 

lot of copy must be presented in a legible form. Keep in 

mind the target audience’s age; in this case, an older audi¬ 

ence suggests a readable serif for inside copy. 

Front Panel 

Headline: Helvetica Black Condensed 20/30, centered 

Subhead: Goudy Italic 20/30, centered 

Inside Panels 

Initial Caps: Helvetica Black Condensed 36 pt. 

Captions: Goudy Bold Italic 11/16 

Questions: Goudy Bold Italic 11/16 

Answers: Goudy 11/16 

Subheads: Helvetica Bold Condensed 11/16 

Body: Goudy 11/16 
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Lorem ipsum dolor sit amessssst, con- 

sectetuer adipiscing elit, sed diam erat 

nonummy nibh euismod tincidunt ut 

laoreet dolore magnamm aliquant erat 

volutpat Ut wisi enim ad minimus ven, 

quis nostrud exerci tation ullam corp- 

er suscipit. 

Follow-Up Care 

Lorem ipsum dolor sit est amet, con- 

sectetuer adipiscing elist, sed et diam 

nonummy nibh euismod tinciderunt ut 

laoreet dolore magna. 

Post-Operative 
Physical Therapy 

Lorem ipsum dolore er sit amet, con- 

sectetuer adipiscing elit, sed est diam 

nonummy nibh euismod tincidunt ut 

laoreet dolore magnamm aliquant erat 

volutpat. Ut wisi enim ad minim veni- 

am, quis nostrud exerci tastion ullam- 

corper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat erat sed il. 

Duis autem vel eum iriure dolorem in 

hendrerit in vulputate velllit esse erat 

molestie consequat, vel ilium dolorem 

eu feugiat nulla facilisis at vero eros et 

accumsan et iusto odio dignissim quid 

blandit praesent luptatum zzril delenit 

augue duis dolore te feugait nullam et 

facilisi. Lorem ipsum dolore sit amet, 

consectetuer adipiscing elit, sed diam 

nonummy nibh euismod tinciddunt ut 

laoreet dolorem magnam aliquant erat 

volutpat. 

Follow-Up Care 
Lorem ipsum doloremm sit amet, con¬ 

sectetuer adipis ssscing elit, sed diam 

nonummy nibh euismod tincidunt ut 

laoreet dolore magna aliquam erat et 

volutpat Ut wisi enim ad minim veni- 

am, quis nostrud exerci tastion ullam- 

corper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat. 

Clean, Contemporary 
This brochure is also for a medical center serving middle- 

aged and mature adults. But here, a clean, contemporary 

look is achieved without losing much legibility. This 

brochure is more suitable for a center that emphasizes the 

latest technology and wants to project a scientific image. 

The key elements of this layout are the white space, a 

more complicated grid, fewer and larger photos, and a logo 

used as a graphic in lieu of a small photo on the cover. A 

more open serif is used for the body and a more heavily 

leaded sans serif for display copy. Century is a friendly, 

readable face, but it has sturdier proportions than Goudy 

and a slightly more modern look. Helvetica Condensed 

Italic is somewhat less legible than Helvetica Black 

Condensed because of the slanting letters, but the subheads 

and caption are short enough that this isn’t a real problem. 

Midtown Hospital has the 

most up-to-date laser surge 

facility in the state. Our phJ 

cal therapy department is a 

state of the art. 

+ 

The Midtown 
Hospital Center 
for 
Reconstructive 
Hip and Knee 
Surgery 
Providing those suffering from 

arthritis the opportunity to live less 

painful and more productive live 

Midtown Hospital 

Front Panel 

Headline: Century 27/34 

Subhead: Helvetica Condensed Italic 14/34 

Inside Panel 

Subheads: Helvetica Bold Condensed 12/16 

Captions: Helvetica Black Condensed 11/24 

Body: Century 11/16 

Logotype: Helvetica Bold Condensed 16/34 
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The Problem 
Duis autem vd cum aute in¬ 

ure dolor in hendrerit in vulp 

utate velit esse molestie conse- 

quat vel ilium dolore feugiat 

nulla facilisis at vero eros esst 

accumsan et iusto odio dignis- 

sim qui blandit praesent lupp 

tatum zzril delenit augue duis 

dolore te feugait nulla. 
I Duis quod erat quis quae 

exercotatopm terras erat 

quod erat demos. 

Ml Ut wisi nulla exdta tation 

eorper copormn erat sedes 

nonummy nihil bono tuuse 

erat quod quid. 

M Lorem ipsum corpoer et. 

dolorem magnam sed ipso 

nulla nullam. 

Ml Lorem ipsum nullam eorper 

dolore ut nisi nihil bonus et 

auve erat. 

Lorem ipsum dolor sit 

amet, consectetuer adipiscing 

elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpaL Ut wisi enim ad 

minim veniam, quis nostrud 

exerd tation ullamcorper sus- 
cipit lobortis nisi. 

s 

m 
B 

At United, we are committed 

to creating the finest compo¬ 

nents for all automotive elec¬ 

trical systems. We combine 

cutting edge technology with 

traditional quality and crafts¬ 

manship. 

The new United electronic 

fibrofiltrator keeps engines 

running cleaner, better and 

longer. Our exclusive, secret 

microtechnology enables us to 

craft these parts with an 

accuary rating of 100% , veri¬ 

fied by C. S. Nestor. 

Our new widget can be ordered 

and shipped on a j.i.t. basis 

with only a twenty-four hour 

turnaround time. Our toll-free 

phone line is always open. 

The Solution 
Lorem ipsum doloret sit et 

amet, consectetuer adipiscing 

elit, sed diam nonummy nibh, 

euismod tincidunt ust laoreet 

doloret magnam aliquam erat 

volutpat. Ut wisi enim ad min 

im veniam, quis nostrud excr- 

ci tation ullamcorper suscipit 

lobortis nisi ut. 
I Lorem ipsum dolor sit amet 

amet consectetuer adipisco 

elit, sed diam nonummy 

nibh. 

■ Duis autem vel eum iriurc 

dolor in hendrerit in velit 

accusant et iusto odio aiiquip 

enim ad veniam. 

Ml Lorem ipsum dolor. Sit amet 

sed diam nonummy cidunt ut 

eu feugiat. 

Ml Ut wisi enim ad minim veni 

consectetuer adipising elit 

zzril duis autem. 

Lorem ipsum doloret sit et 
amet, consectetuer adipiscing 

elit, sed diiam nonummy nibh 

euismod tincidunt ustt laoreet 

doloret magnam aliquam erat 

volutpaL Ut wisi enim ad min 

im veniam. quis nostrud exer- 

ci tation ullamcorper suscipit 
lobortis nisi ut aiiquip ex. 

Updated Classic Look 
This full-size, saddle-stitched brochure achieves some 

drama with heavy ink coverage on the cover. The inset 

photo should also be dramatic. The bold sans serif United 

is shown here in white, but the typeface is strong and sim¬ 

ple enough to be set in color and reversed out of the dark 

background tint. 

Inside, the bold weight of Times is used because it sur¬ 

prints a tint, either a percentage of gray or a color. The type 

might even run in a dark tint or fifth color because it is 

large and bold enough to still be legible. The combination 

of Times and Helvetica is a classic one that business peo¬ 

ple are familiar and comfortable with. The bold weight of 

Times and the Black Condensed version of the Helvetica 

make it more updated looking and more interesting. 

Cover 

Logotype: Helvetica Black Condensed Italic 72 pt. 

Subhead: Times Roman Italic 42/54 

United 
advanced technology 
for the automotive 

industry 

Interior 

Heads: Helvetica Black Condensed 18/20 

Captions: Helvetica Black Condensed 11/20 

Body: Times Roman Bold 16/20 

Bulleted Copy: Times Roman Bold 14/18 
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& TREES 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, 

sed diam nonummy nibh euis- 

mod tincidunt ut laoreet dolor 

magna aliquam eratttt 

volutpat. Ut wisi enim 

ad minim veniam, quis 

nostrud exerci tatation 

ullamcorper susssscipit 

lobortis nisi ult aliquip 

ex ea commodo conse- 

quat. Duis autem velu 

eum iriure dolorem in 

hendrerit in vulputate 

velit esse molestie con¬ 

sequat, vel ilium dolore eu feu- 

giat nulla facilisis at vero eros 

et accumsan et iusto odio dig- 

nissim qui blandit praesent 

luptatum zzril delenit augue 

duis dolore te feugait nulla 

facilisi erat ipso est. 

Lorem ipsum doloremm sit 

amet, consectetuer adipiscing 

elit, sed diam nonummy nibh 

euismod tincidunt ut laorebeet 

dolorem magnam aliquam erat 

volutpat. Lorem ipsum dolore 

sit amet, consectetuer adipisc- 

ing elit, sed diamm nonummy 

nibh euismod tincidunt ut sede 

laoreet dolore magnam aliquam 

erat volutpat. Ut wisit enim add 

minim veniam, quis qua nostrud 

exercite tation ullam corper sus- 

cipit lobortis nislii ut aliquip ex 

ea commodo consequat. 

Duis euis consetquat, velum 

ilium odiom praesent luptatum 

zzril delenit augue duis dolore te 

feugait nullam facilisitt. Lorem 

ipsum dolor sit amet, consecte 

tetttuer adipiscing elit, sed diam 

nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore. 

Renaissance adds a 

touch of elegance to any 

project; now available 

in fifteen colors. 

NorthWest 

Mills 
RECYCLED PAPERS 

Lorem ipsum dolor situ amet, 

consectetuer adipiscing elit, 

sed diam nonummy nibh euis¬ 

mod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullamcorper sus- 

cipit lobortis nisi ut aliquip ex 

ea commodo consequat. 

Duis autem vel eum iriure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, 

vel ilium dolore eu feugiat 

nulla facilisis at vero eros et 

accumsan et iusto odio dignis- 

sim qui blandit praesent lupta¬ 

tum zzril delenit augue duis 

dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, 

sed diam nonummy nibh euis¬ 

mod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpat erat est. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, 

sed diam nonummy nibh euis¬ 

mod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullamcorper sus- 

cipit lobortis nisi ut aliquip ex 

ea commodo consequat. 

Duis autem vel eum iriure dolor 

in hendrerit in vulputate velit 

esse qui blandit praesent lupta¬ 

tum zzril delenit augue duis 

dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing magna 

aliquam erat volutpat. 

The flocked surface of 

Evanescence will add a 

lovely texture te your 

next brochure 

Homey, Warm Image 
This is a very different look for an image piece than the 

one on the facing page, with a homier, warmer approach to 

graphics and type. The pattern on the cover resembles a 

quilt or wrapping paper pattern. The company name is 

much larger than the rest of the brochure’s title. But to 

compensate, the name of the line is set in Futura Extra 

Bold small caps, which has a strong presence on any page. 

The reversed type is carried through on the interior, but 

this time against a lighter tint. The boxed type could be 

either a sidebar or a quote; it’s essentially a graphic device 

to help break up the long opening block of copy. Goudy is 

used for the body copy. Its old-fashioned look is perfect for 

the homey, warm image. Futura Extra Bold’s strong, very 

graphic look signals that North West Mills have an eye for 

what’s modern and useful. The tree logo acts as an endstop 

in a long narrative. 

Cover 

Title: Goudy 100/96 and 48/96, horizontal scaling: 70%, 

and Futura Extra Bold small caps 16/24, horizontal scaling: 

70% 

Interior 

Captions: Futura Extra Bold 10/20, horizontal scaling: 70% 

Body: Goudy 14/20, centered 

Bulleted Copy: Futura Extra Bold 12/20, tracking: +22 

Quote/Sidebar: Futura Extra Bold caps 12/24 

NorthWest 

Mills 
RECYCLED PAPERS 
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Tuis autem vel eum iri- 

ure dolor in hendrerit in 

vulputate velit esse 

..■ molestie consequat, vel 

ilium dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto odio dig- 

nissim qui blandit praesent luptatum zzril 

delenit augue duis dolore. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. Ut wisi 

enim ad minim veniam, quis nostrud 

exerci tation ullamcorper suscipit lobortis 

nisi ut aliquip ex ea commodo consequat 

est neq. Lorem ipsum dolor sit amet, con¬ 

sectetuer adipiscing elit, sed diam nonum¬ 

my nibh euismod. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. Ut wisi 

enim ad minim veniam, quis nostrud 

exerci tation ullamcorper suscipi. 

Sarah Bailey 

President 

The number of single 

family homes in Big City 

has grown steadily over 

the last five years with the 

year before last being 

something of a boom year 

for the community. Last 

year was good, too. 
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There a 

Qty. 

i many good schools in Big 

Duis autem vel 

eum inure dolor in 

hendrerit in vulpu¬ 

tate velit esse mole 

stie consequat, vel 

ilium dolore eu 

feugiat nulla facili¬ 

sis at vero eros et 

accumsan et iusto 

odio dignissim qui blandit praesent lupta¬ 

tum zzril delenit augue duis dolore te feu- 

gait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. 

Duis autem vel eum iriure dolor in hen¬ 

drerit in vulputate velit esse molestie con¬ 

sequat, vel ilium dolore eu feugiat nulla 

facilisis at vero eros et accumsan et iusto 

odio dignissim qui blandit praesent lupta¬ 

tum zzril delenit augue duis dolore te feu- 

gait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. 

Lorem ipsum dolor sit amet, consectetuer 

adipiscing elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. Lorem 

ipsum dolor ist amet. 

Upscale, Traditional 
Typically real estate brochures are actually folders that 

may contain a number of loose sheets that can be added, 

changed or given away. It’s important, therefore, to estab¬ 

lish a strong, memorable identity so the sheets can be easi¬ 

ly changed and their source quickly recognized. Here, the 

Sabon typeface is used for logotype, title and captions to 

create a definite, unified typographic look. The double 

ruled border is used on both folder and loose sheets for a 

simple, yet distinctive identity. 

This firm specializes in single occupant dwellings, and 

wants to convey an upscale, but traditional image. Sabon’s 

letterforms and serifs place it squarely in the ranks of tradi¬ 

tional type, and it is quite an elegant face. Optima has a 

classic, timeless look and a simple, serifless design that 

gives it a business-like quality. 

Cover 

Logotype: Sabon 121 pt., horizontal scaling: 70%, 

tracking: -9, and Sabon 54/78, horizontal scaling: 70% 

Title: Sabon 60/78, horizontal scaling: 70% 

Interior 

Body: Optima 12/18, justified 

Captions: Sabon 10/18, horizontal scaling: 70%, justified 
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Diiis aulcm vel emn in¬ 

ure clolor in hendreril in 

vulpulate velii esse 

molest ie consequut, vel 

ilium dolore eu feugiat 

nulla facilisis at vero 

eros et accuinsan et 

iusto odio dignissim qui 

hlandit praesent lupta- 

tum zzril delenit augue 

duis dolore te feugait 

nulla facilisi. Lorem 

ipsuin dolor sit amet, 

consectetuer adipiscing 

elit. sed diam nonuiuiny 

nibh euismod tinciduiit 

lit laoreet dolore magna 

aliquant erat volutpat. 

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit, sed diam 

nonummv nibh euis- 

mod tincidunt ut laoreet 

dolore mugna aliquant 

erat est volutpat. Duis 

uutem vel euni iriure 

dolor in hendreril in 

vulputate velit esse 

molestie consequat, vel 

ilium dolore eu feugiut 

nulla facilisis at vero 

eros et accuinsan el 

iusto odio dignissim qui 

hlandit praesent lupta- 

tum zzril delenit augue 

duis dolore te feugait 

nulla facilisi. Lorem 

ipsum dolor sit amet, 

consectetuer adipiscing 

elit. sed diant nonummy 

nibh euismod tincidunt 

ill luoreet dolore magna 

aliquam erat volutpat 

quod erat est. 

Duis autem vel eum iriure 

dolor in hendrerit in vulp 

utate velit esse molestie 

consequat, vel ilium dol 

ore eu feugiat nulla facil¬ 

isis at vero eros et acum 

san et iusto odio dignitt 

ssim qui blandrt praesent 

luptatum zzril delenit aug 

ue duis dolore te feugait 

nulla facilisi. Lorem ips 

um dolor sit amet. 

i 
m 

Elegant, Graphic 
A graphic, stylized rendition of a city skyline sets the tone 

for this slick approach to selling real estate. The narrow 

justified columns echo the shape of the buildings, and the 

series of windows from the cover graphic are a decorative 

element that carries through the brochure in open spaces. 

The type needs to have a strong graphic look. Bauer 

Bodoni is both an elegant and a graphic-looking face, 

which makes it a good choice for a logotype on the cover 

and the body copy inside. Helvetica Black Condensed is 

used for the captions because it will hold up better at this 

point size when reversed. Its geometric design fits well 

with the blocky graphics. 

Cover 
Logotype: Bauer Bodoni 120 pt., horizontal scaling: 70%, 

and Helvetica Black Condensed 24/70, tracking: +53 

Title: Helvetica Black Condensed 24/70, tracking: +53 

Interior 
Body: Bauer Bodoni 12/18, justified 

Captions: Helvetica Black Condensed 11/22 

& Associates 

Real Estate 

Developments 

I 
I 
■ 
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I 
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lorem ipsum dol sit amet 

famet Iksit soir ipso kage ipsum 

elit olto sitt jerrot akit kiklle rek 

lorem dolor ipso gisoir rokwlks 

loreem's fkg rolt isflkoj lorem 

ipsum dilor keioe rik dotis 

fikroitlkfig 

tsoir roowlk fesk of's fegirolt 

dolor sirotlak dolor ipsum esset 

dolas fekroit kfig spir roow If 

gekief's fkgjro 

itj sflkgjs rotlak fekl fioe atk dklis 

velit esse 

fig soir roaw kagek ipsit fegirottt 

sflkg stroal kikfioe rtk dklis fakr 

oitlk agisoir akawl kog 

skegf's fkgeroite sflkgisirot lakit 

loremj ipsoej tk dolor fjkroit est 

corperulla riiol feskugf's fogjroitj 

nihil nisi akef jelk 

Playful, Modern 
This brochure employs some typographic treatments fash¬ 

ionable in the retail industry right now. Expanding and 

contracting the width of the letterforms allows you to play 

with them as geometric objects. Add strong, simple geo¬ 

metric shapes in bright colors or several shades of black 

and gray, and the result is a playful, modern brochure for 

an arts organization. Place the bold elements carefully, and 

consider the letters as shapes first; the message is of sec¬ 

ondary importance. 

Helvetica is so readable (for a sans serif) that you can 

take a lot of liberties with it. It’s sturdy enough that it can 

be reversed or printed over a tint without losing much 

readability. Since Helvetica has a large x-height and a 

strong vertical thrust, even in the condensed version, close, 

even word spacing is important for the body type. 

■ lorem ipso dolor sit coosectatur 

esse velim neque erat equat est 

corperullam esse consectatur 

adipiscing elit diame lorem ipso 

tincidunt aliquam magnam ipso 

elit velos fieroi tleejgi soir erki 

duis autem fkejroitj salkgj siri 

lakdfj klafioe jrik dalis fjoroittk 

fjgisoir rkiwlkfgskjgf's fkgjroitj 

sflkgj sirotlakdfjklkfioejrtk dkl;s 

magnam autem 

adipto kfjaleoir rkiolk fgskjgf's 

fkojroitj sfloejsi rotl jilk fioejrtk 

dolor fekroitlk adipiscing ieges 

iriure irotlakd veritato fjolk vino 

ipsum fjkroitlk molestie rkoku 

liberum's fkgjroitj odio gjsirot sit 

feugiait amett fjkroitlkfjgisoir 

rkiwlkfgskjgf's fkgjroitj 

corper ullam nulla facit fjkro itlk 

suscipit accumsan's vero iusto 

flkgj sirot lakdfj kikfioe jrtk dklis 

fjkroitlk fjgisoir rkiwlk fgskjgf's 

Front Panel 

Title: Helvetica 14 pt., horizontal scaling: 250%, and 

Helvetica Black Condensed 168 pt. (A) and 120 pt. (rt), 

manual letterspacing 

Inside Panels 

Headline: Helvetica 14 pt., horizontal scaling: 250%, and 

Helvetica Black Condensed 168 pt. (A) and 120 pt. (ttr), 

manual letterspacing 

Body: Helvetica Black Condensed 11/18 

Subheads: Helvetica Black Condensed 16 pt. 
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Tobelliorem ipsum 

dolor sit amet, con- 

sectetuer adipiscing 

elit, sed diam non¬ 

ummy nibh euismod 

tincidunt ut laoreet 

dolore magna alquo 

iquam erat volutpat. 

Ut wisi enim ad alia 

minim veniam, quis 

nostrud exerci atque 

tation ullamcorper 

suscipit lobortis nisi 

ut aliquip ex ea earn 

commodo consetr 

quat. Duis autem vel 

eum iriure dolor in 

hendrerit in vulpu- 

tate velit esse flsm 

molestie consequat, 

vel ilium dolore eu 

feugiat nulla facilisis 

at vero eros et 

accumsan et iusto 

odio dignissim qui 

blandit praesent lup- 

tatum zzril delenit 

feugait nulla facilisi. 

Gregoriniorem 
ipsum dolor sit amet, 

consectetuer adipisc¬ 

ing elit, sed diam et 

nonummy nibh euis¬ 

mod tincidunt utt ut 

laoreet dolore magna 

aliquam erat volupt- 

pat. Ut wisi enim ad 

minim veniam, quis 

nostrud exerci tation 

ullamcorper suscipit 

lobortis nisi ut aliqui 

aliquip ex ea commo¬ 

do consequat. Ut 

wisi enim ad minim 

veniam, quis nostrud 

tis nisi ut aliquip ex 

ea commodo sequat 

consequat. 

Msrshalliorem 
ipsum dolor sit amet, 

consectetuer adipisc¬ 

ing elit, sed diam et 

nonummy nibh euis¬ 

mod tincidunt ut 

laoreet dolore magna 

aliquam erat volut¬ 

pat. Ut wisi enim ad 

minim veniam. 

Larrabyorem est 

ipsum dolor sit amet, 

consectetuer adipisc¬ 

ing elit, sed diam est 

nonummy nibh euis¬ 

mod tincidunt ut alia 

laoreet dolore magna 

aliquam erat volut¬ 

pat. Ut ullamcorper 

suscipit consequat. 

Naive, Primitive 
This gallery brochure has a laid-back, primitive approach. 

It works well for an informal gallery that focuses on afford¬ 

able, popular pieces and consciously seeks to interest more 

people in the arts. The graphics give it a Southwest look, 

but the type selections would work with another theme. 

The flush left, rag right copy can rag at the bottom and 

have a column or two open and still hang together, espe¬ 

cially with graphics. 

Syntax Ultra Black has great strength and authority— 

even when condensed and “cut up” as shown here. Syntax 

and Century both have a naive quality, so they work well 

together here. While a lighter weight of either the Helvetica 

or Syntax could have been used for the body copy, a serif 

is still more readable for this much copy. 

Front Panel 
Headline: Syntax Ultra Black 120 pt., horizontal scaling: 

70%, tracking: +30, and Century 96 pt., horizontal scaling: 

50%, tracking: -17 

Subhead: Helvetica Black Condensed 18/20, tracking: +12 

Inside Panels 
Headline: Syntax Ultra Black 120 pt., horizontal scaling: 

70%, tracking: +30, and Century 72 pt., horizontal scaling: 

50%, tracking:-17 

Body: Century 14/20 

Subheads: Helvetica Black Condensed 18/20 
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An exclusive offer from the 

UPTOWN RACQUET CLUB 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing el it, 

sed diam nonummy nibh euis- 

mod tincidunt ut laoreet 

dolore magna aliquant erat 

volutpat. Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullam- 

corper suscipit lobor- 

tis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum 

iriure dolor in hen- 

drerit in vulputate 

velit esse molestie con¬ 

sequat, vel ilium 

dolore eu feugiat nulla 

facilisis at vero eros et 

accumsan et iusto 

odio dignissim qui blandit 

praesent luptatum zzril delenit 

augue duis dolore te feugait 

nulla facilisi. Lorem ipsum 

dolor sit amet, consectetuer 

adipiscing elit, sed diam non¬ 

ummy nibh euismod tincidunt 

ut laoreet dolore magna ali¬ 

quant erat volutpat erat neq. 

Ut wisi enim ad minim veni¬ 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis 

nisi ut aliquip ex ea commo¬ 

do consequat. Duis autem vel 

eum iriure dolor in hendrerit 

Our inviting facility 

offers indoor squash 

and tennis as well as 

racquetball courts and 

a beautiful spa. 

in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facili¬ 

sis at vero eros et accumsan 

et iusto odio dignissim qui 

blandit praesent luptatum 

zzril delenit augue duis 

dolore te feugait 

nulla facilisi. 

Nam liber tempor 

cum soluta nobis 

eleifend option 

congue nihil 

imperdiet doming 

id quod mazim 

placerat facer pos- 

sim assum. Lorem 

ipsum dolor sit 

amet, consectetuer 

adipiscing elit, sed diam non¬ 

ummy nibh euismod tin¬ 

cidunt ut laoreet dolore 

magna aliquam erat volutpat. 

Ut wisi enim ad minim veni¬ 

am, quis nostrud exerci 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

Exclusive, Sophisticated 
This membership offer brochure for a health club seeks to 

project the image of an exclusive, private club. Although 

the type is restrained, with regatta colors (bright pastels) 

this brochure could have a strong impact. 

The generously tracked Optima for the logotype is remi¬ 

niscent of engraving on a plaque. The letterforms of the 

Sabon Italic are elegant. The light, open-looking regular 

weight is inviting, but this typeface is still more formal 

looking than Times or Century would be. The combination 

of the regular and the italic Sabon on the coupon creates 

the impression that it’s an engraved invitation. 

Front Panel 

Title: Optima Bold caps 34/86, tracking: +80, and Sabon 

Italic 24/66, horizontal scaling: 70%, centered 

Violator: Sabon Italic 24/46, horizontal scaling: 70% 

Inside Panels 

Headline: Optima Bold caps 24/50, tracking: +70, and 

Sabon Italic 18/50, horizontal scaling: 70% 

Body: Sabon 11/16, justified 

Caption: Optima 11/16, centered 

Coupon 

To receive your free trial member¬ 

ship, simply fill out this slip and 

return it to the address below: 

Name 

Address 

City Sate Zip 

Mail to: Uptown Raquet Club 

12 Estate Place 

Uod mazim 12345 

An exclusive 

offer from the 

UPTOWN 

RACQUET 

CLUB 

Headline: Sabon Italic 24/46, centered 

Copy: Sabon and Sabon Italic, both 12/26 

Form Labels: Sabon Italic 12/16, horizontal scaling: 70% 
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Our friendly instructors will help 

you have a good time while you 

are getting in shape. Mulfy, our 

head aerobics instructor, will 

help you trim and tone your 

body. Bill will help you design 

the right wieght lifting program 

for that per led body. 

Get in 
Shape 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunl ut laoreet doiore magna 

aliguam eral votutpat. Ut wisi 

enim ad minim veniam, quis nos- 

trud exerci tation uliamcorper 

suscipit lobortis nisi ut atiquip ex 

ea commodo consequat. 

Duis autem vet eum iriure dolor 

in hendrerit in vulputate velit esse 

molestie consequat, vet ilium 

doiore eu teugiat nulla facilisis at 

vero eros etaccumsan el iusto 

odio dignissim qui blandit pre¬ 

sent luptatum zzril delenit augue 

duis doiore te leugait nulla facil- 

isi. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunl ut laoreet doiore magna 

aliquam erat volutpat. 

Ut wisi enim ad minim veniam, 

quis nostrud exerci tation ullam- 

Upbeat, Active 
Health clubs seldom have photographs that are of good 

enough quality to run large. This design has a lively layout 

with decorative use of small photos instead. The italic used 

for heads and body reinforces the upbeat, active nature of 

the club. The letterforms of Helvetica Condensed Italic 

have only a slight slant; that’s enough to create the desired 

active look, but not enough to make the body copy hard to 

read. The flush left, rag right copy creates a feeling of 

motion from left to right, especially since the large right- 

hand margin has been maintained even where there are no 

photos. 

Front Panel 
Title: Times Roman Italic 70/60, horizontal scaling: 95% 

Blurb: Helvetica Bold Condensed Italic 14/40, 

tracking: +18 

Inside Panels 
Headline: Times Italic 60/60, horizontal scaling: 95% 

Body: Helvetica Condensed Italic 10/16 

Caption: Helvetica Condensed Italic 10/24 

corper suscipit lobortis nisi ut 

atiquip ex ea commodo conse¬ 

quat. Duis autem vet eum iriure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, vet 

ilium doiore eu teugiat nulla lacil- 

isis at vero eros el accumsan et 

iusto odio dignissim qui blandil 

praesenl luptatum mil delenit 

augue duis doiore le leugait nulla 

facilisi. 

Meet 
Friends 
Nam liber tempor cum solula nobis 

eleifend option congue nihil 

imperdiel doming id quod mazim 

placerat facer possim assum, 

Lorem ipsum dolor sil amet, con¬ 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt 

ut laoreet doiore magna aliquam 

eral volutpat. Ut wisi enim ad 

minim ve, 

tation ullc 
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j j orem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin- 

cidunt ut laoreet dolore magna aliquam 

erat volutpat. Ut wisi enim ad minim 

veniam, quis nostrud exerci — 

tation ullamcorper suscipit 

lobortis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum inure dolor 

in hendrerit in vulputate velit 

esse molestie consequat, vel 

ilium dolore eu feugiat nulla 

facilisis at vero eros et accumsan 

et iusto odio dignissim qui 

blandit praesent luptatum zzril 

delenit augue duis dolore te feu- 

gait nulla facilisi. 

Central Quad 
dolor sit amet, consectetuer adipiscing 

elit, sed diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. 

Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse 

molestie consequat, vel ilium dolore 

eu feugiat nulla facilisis at vero eros 

et accumsan et iusto odio dignissim 

At Atheneum we look toward tomorrow. 

But we don’t forget the past. 

qui blandit praesent luptatum zzril 

delenit augue duis dolore te feugait 

nulla facilisi. 

doming id quod mazim placerat facer 

possim assum. Lorem ipsum dolor sit 

amet, consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wisi enim 

ad minim veniam, quis nostrud 

exerci tation ullamcorper suscip¬ 

it lobortis nisi ut aliquip ex ea 

commodsis. 

Tradition & Progress 
m dolor sit amet, consectetuer 

adipiscing elit, sed diam nonum¬ 

my nibh euismod tincidunt ut 

laoreet dolore magna aliquam 

erat volutpat. Ut wisi enim ad 

minim veniam, quis nostrud 

exerci tation ullamcorper suscip¬ 

it lobortis nisi ut aliquip ex ea 

commodo consequat. 

Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse 

molestie consequat, vel ilium dolore 

Ut wisi enim ad minim veniam, quis 

nostrud exerci tation ullamcorper sus¬ 

cipit lobortis nisi ut aliquip emequat. 

Computer Center 
Nam liber tempor cum soluta nobis 

eleifend option congue nihil imperdiet 

eu feugiat nulla facilisis at vero eros 

et accumsan et iusto odio dignissim 

qui blandit praesent luptatum zzril 

Dynamic Tradition 
This design for a small college reflects the image the col¬ 

lege wants to project— one of mixing valued traditions 

with modern technology and sophisticated professors. A 

simple three-column format inside has a wide margin and a 

double rule to avoid making this text-heavy piece look too 

crowded and forbidding. The flush left, rag right setting 

and the generous leading also help update the brochure 

graphically. If the leading were tighter and the type set jus¬ 

tified or centered, the piece would have a more static, for¬ 

mal—and therefore rather stuffy—look. 

Goudy creates the right look for this brochure. It has a 

nostalgic quality without looking dated. The Helvetica 

Bold Condensed Italic adds a dynamic, provocative accent. 

Front Panel 

Headline: Goudy 60/72, horizontal scaling: 80%, and 

Goudy Italic 48/60, horizontal scaling: 80% 

Inside Panels 

Initial Cap: Goudy 60 pt. 

Body: Goudy 12/18 

Subheads: Helvetica Condensed Bold Italic 18/18 

Captions: Helvetica Condensed Bold Italic 12/18 

Atheneum 

College 

Preparing for 

the Future 
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I could have gone 

to this major 

university, but I 

felt that ATI) had 

the best program 

in biology. 

Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

aliquant erat volutpat. Ut wisi 

enim ad minim 

ATU professors veniam, quis nos- 

could get high- trud exerc> tation 

. . . ullamcorper sus- 
poyinq lobs any- 

cipit lobortis nisi 

where, but they ut aliquip ex ea 

still make it easycommodo conse 
quat. 

to learn romplex Duis autem vel 

Subjects. euni iriure dolor in 

hendrerit in vulpu- 

tate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto 

odio dignissim qui blandit prae- 

sent luptatum zzril delenit augue 

duis dolore te feugait nulla facil- 

isi. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

quis nostrud exerci tation ullam¬ 

corper suscipit lobortis nisi ut 

aliquip ex ea commodo consequat. 

Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse 

molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto odio 

dignissim qui blandit praesent lup¬ 

tatum zzril delenit augue duis 

dolore te feugait nulla facilisi. 

Nam liber tempor cum soluta nobis 

eleifend option congue nihil 

imperdiet doming id quod mazim 

I rouldn't believe pIaCeratf7poS 
sim assum. Lorem 

I'd really have a ipsum dolor sit 

computer in my 

dorm room—but 

Ido! 

amet, consectetuer 

adipiscing elit, sed 

diam nonummy 

nibh euismod tin¬ 

cidunt utlaoreet 

dolore magna aliquam erat volut¬ 

pat. Ut wisi enim ad minim veni¬ 

am, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut 

aliquam erat volutpat. 

Ut wisi enim ad minim veniam, 

Graphic, Contemporary 
This brochure is targeted toward students who are consid¬ 

ering majors in engineering, science or math. A more con¬ 

temporary approach has a complicated format with indent¬ 

ed pull quotes, and a flush left, rag right orientation 

throughout. The bleed cover photo and heavier ink cover¬ 

age complement the more graphic approach. 

The university’s logo uses Times. Set here in all caps, it 

looks as if it would be at home on an athlete’s letter 

sweater—a strong, vigorous image. On the inside panels, 

the Times retains readability even when it is run very small 

and generously to fit the graphic look. It has fairly compact 

letterforms that help prevent bad breaks at the ends of lines 

and where it runs around the quotes. A strong, black sans 

serif adds contrast and graphic interest in pull quotes and 

captions. 

Front Panel 
Headline: Times 96 pt., horizontal scaling: 80% 

Subhead: Helvetica Black Condensed Italic 24/48 

Inside Panels 
Body: Times 12/18 

Pull Quotes: Futura Extra Bold Condensed 14/25 

Captions: Futura Extra Bold Condensed 14/25 

aliquip ex ea commodsis. 

ATU 
succeeding, 

not just surviving 

inthe90’s 
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2 THE PROGRESS 

declare bankruptcy to avoid compensating for the injuries 

or deaths they have caused. MAUD also pressed for the 

introduction in Congress of two key bills: the bell amend¬ 

ment, which would give authorities the option to depot t 

aliens convicted of felony DWI; and the Sensible Advertising 

and Family education Act. winch would extend 

warnings currently on alcoholic beverage con¬ 

tainers to alcohol advertising as well. In May 

1991, volunteers who help MAUD wink far the 

enactment of such bills received a new 

Impaired Driving Issues “flow To" manual, 

which will make them even stronger advert ales 

in their communities. More than 2.50 activists, 

highway-safety officials, prosecutors, law- 

enforcement officers and others also received 

training and resource materials on effective 

drunk chiving countermeasures through A/ADO 

workshops around the country. 

For victims of drunk driving, ,i 

gift to MAUD is a gift of hope. That hope 

comes in many forms and is offered by many 

people, from professional caregivers to oar own 

carefully trained volunteers. In fiscal year 

1990-91. more than, 250 MAUD victim advo¬ 

cates completed a 40-hour training program at 

Victim Assistance Institutes, where thev 

m—■ 
msBBBsmm 

mititiUna.riT.iiii. 

Mothers Against Drunk Driving Annual Report 
Designer: Bryan L. Peterson 

© 1992 Peterson & Company 

Fonts: Copperplate 33 BC, Berkeley Medium 

This annual report uses the color olive, notebook pages, 

and an overall ledger motif. The statistics, in chart form, 

are the only place red is used. These charts are emphasized 

with strong graphics and copperplate text reversed out of 

black bars. 
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as a percentage of traffic) has improved 30 

percent and construction cycle time (the 

time required to deliver a home) has 

declined 12 percent, resulting in a faster 

turn of our assets. 

If we execute exactly, we achieve 

two goals, we complete a zero-defect home 

and we exceed our customers' expectations. 

If we do everything right the first time, every 

time, we will reach our goal of 100 percent 

“recommendation without reservation." 

Centex is dedicated to constant 

improvement. Our challenge now and in 

the future is to continue to refine our exe¬ 

cution, maintain our quality and achieve 

complete customer satisfaction as market 

conditions improve and our home building 

business expands. Our 3-D approach will 

make it happen. 

tinring m2, <or*t«x 

Homes <on»mttl*d Si million 

to Impiwnotit lt.» Sok< Mid 

Marketing, nmj Prodintfoti 

Management training pro¬ 

grams. Centex Homin' three 

on-staff ladlftetors Its that 

alters are, froiu loft, Joy 

Kopal, Vice President; Doug 

Stcm.uowskl, Vito f'roslcknt 

erf Joins Dud Mcrkortns; nasi 

John Uis, Rkartof of 

Fwkulloe 

Troralfetg lo vSrliMSy all 

of aw; 39 borne buUhtg divi¬ 

sion* for the in-tf»-ffe!d 

(tassisi, together the 

trio Row nscify 279,809 

miles Shis pest year, fiovt 

tiaa? s loiamStmmf- 

MORTGAGE OPERATION 

BRANCHED OUT AS RATES 

RETREATED 

The lowest interest rates in nearly two 

decades revived the mortgage markets 

in fiscal 1992 just as CTX Mortgage 

Company, our mortgage banking subsidiary, 

completed a major expansion program. The 

result was a year of spectacular growth for 

CTX - an almost 25 percent increase in 

branch locations to 56 in 1992, all-time-high 

loan volume, and its most profitable year. 

CTX originated and closed a record 

23,716 bans - a 40 percent increase over fis¬ 

cal 1991 loans. Our “builder" (Cemex-built) 

volume of 5,897 units in 1992 was slightly 

lower than 6,002 units in the prior 

year, but in both years represented 

approximately 75 percent of 

Centex’s total home closings. Partly 

because of a record number of refi¬ 

nancings, our “spot" (third party) 

business increased 62 percent to 

17,819 loans this year versus 10,996 

spot loans in the prior year 

Loan origination value 

totaled $2.5 billion, a 61 percent 

increase over total origination value 

in 1991. Operating earnings from 

our financial services businesses, 

including our tide and hazard insur¬ 

ance operations, reached an all-time 

high of $19.5 million, more than 

double the $7.9 million reported in 

fiscal 1991. This year's earnings 

improvement was due primarily to 

the increased volume and higher 

average loan amounts, combined 

with record interest rate spreads 

and favorable hedging opportunities. CIX’s 

earnings were generated from normal ongo¬ 

ing operations and did not include any extra¬ 

ordinary sales or other items. 

Although favorable conditions cer¬ 

tainly prevailed in the financial markets dur¬ 

ing the fiscal year, it was CIX’s positioning 

and increased operating efficiency which 

resulted in its excellent financial performance 

Centex entered the mortgage busi¬ 

ness in fiscal 1974 to better manage its 

housing business in the Dallas/Fort Worth 

area where the majority of the building 

activity was taking place. Having our own 

mortgage financing company offered several 

benefits - knowledge of the status of a cus¬ 

tomer's loan and coordination of loan 

approval with the home building process, as 

well as the added simplification of dealing 

with just one mortgage company. 

When the opportunity occurred in 

the late 1980's, our loan offices began pro¬ 

cessing “spot” loans on an incremental 

basis and CTX subsequendy began develop¬ 

ing spot-only branches. Currently, spot 

loans account for about 75 percent of CIX’s 

loan volume. 

Being the mortgage financing arm 

of the nation’s largest builder has its advan¬ 

tages. The increasing geographic diversity of 

Centex’s home building operation has pro¬ 

vided a natural infrastructure for CTX’s 

growth, and wc have a mortgage operation in 

virtually all of our home building markets. 

Our home building divisions and 

their respective builder loan 

branches work closely with each 

other to ensure that the building 

and mortgage financing processes 

mesh as they should. This results 

in the best total home buying 

experience for our customers. 

Our mortgage financing 

strategy has evolved over time. 

CTX originates mortgage loans, 

securitizes and sells them, along 

with the servicing rights, without 

retaining any loans. Prior to closing, we 

hedge those mortgages in which rates have 

been locked. We focus on servicing the cus¬ 

tomer rather than on price. 

CIX earns revenue three ways: on 

the loan's origination fee; on the positive 

“carry" between long-term and short-term 

rates during the required securitization peri¬ 

od between loan closing and its delivery to 

the purchaser, and on the sale of the loan's 

servicing rights. 

As in all of our businesses, the suc¬ 

cess of our Mortgage Banking operation 

depends on the quality of our workforce. In 

addition to our base of long-tenured employ¬ 

ees, as a result of the recent mortgage indus¬ 

try consolidation, CDCs 

expansion and suc¬ 

cess has attracted a 

number of very experi¬ 

enced people. 

In Ini ill IW CTX MuiIjjijj 

mifinoial u local uf J.SM 

turn utlucJ at 5V62 milium 

telhan ifinkhuplaJIp J.I.7I6 

uhumaliahriji: iMui 

150 d still going i 

Who soys there's no such thing as 

o 'perfeci house?" Hoi Jim 

Drowdy, a field Monoger in 

Centex Homes' Tampa ^vision, 

and certainly not his customers. 

Perfection is o habit with Jim. 

Over the post thee years, hm 

and his crew have delivered ISO 

zero-defect homes to customers 

nt the time of pre-settlement. 

On an average of about once a 

week they deliver lo a customer 

a completed Centex home which 

the customer considers perfect, 

with no hems in need of repair. 

What is Jim's "secret?" "There 

ore no secrets," he says,‘just 

dedication, commitment, spend¬ 

ing time getting to know your 

customers so you con meet their 

needs and expectations, and 

teamwork - d the things we 

learned in production manage¬ 

ment training. I won't sacrifice 

quality for speed and I don't lake 

shortcuts. I won’t occepl any 

excuse for inferior work. There 

isn't my." 

Apparently not. 

Centex Corporation Annual Report 1992 
Designer: Bryan L. Peterson 

© 1992 Peterson & Company . 

Fonts: Berkeley Medium, Franklin Gothic Bold, Futura 

Bold Condensed 

Illustrations, outlined halftones of officers, charts and 

sidebars break up the text in this annual report. The effect 

is dynamic and encourages readership with type treatment 

that is reminiscent of a consumer magazine. 

HggfiHE 
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At the 

News Release Fact Sheet bear I of 

For Immediate Release 

Contact: (Name and phone number) 

'Healthy People' Coining to Town 

NAME OF TOWN OR CITY (date) — Community residents will have a chance to 

join in a national effort to improve America’s health when (name of hospital) brings 

Healthy People 2000 to (name of community). 

Healthy People 2000, sponsored by the U.S. Public Health Service (USPHS), is a 

nationwide strategy aimed at improving America’s health status by the turn of the cen¬ 

tury. The initiative is based on health promotion and disease prevention objectives 

released by USPHS in September 1990. National goals arc set for reducing death, dis¬ 

ease, and disability by the year 2000 in 21 priority areas, including maternal and child 

health; cancer, stroke, and heart disease prevention; prevention of unintentional 

m|uries; and drug and alcohol abuse prevention. 

(Name of hospital) will work with community leaders to identify local health risks 

that should be addressed so (name of community) can contribute to a healthier 

America by the year 2000. 

"Our goal is to provide information, resources, and programs to enable the mem¬ 

bers of our community to make better choices about their health and lifestyles," said 

(name of hospital spokesman). An estimated two-thirds of Americans die prematurely 

of preventable illness and injury. 

(Name of hospital) joins hospitals across the country in participating in Healthy 

People 2000. 

it 

l li i r I y - t i x 

Here arc some facts and figures that underscore the need for the Healthy People 2000 

program. An excellent resource for national statistics is Health United States ll>8‘l, 

published by the U.S. Department of Health and Human Services. It is available for 

$19.00 from the Superintendent of Documents, U.S. Government Printing Office, 

Washington, DC 20402 (stock number 017-022-01104-2). Visa or Mastercard orders 

will be accepted at 2027783-3238. Whenever possible, supplement national informa¬ 

tion with local data. 

Healthy People 2000 

is recognition 

that individual decisions, 

supported by 

community action. 

The Choices Wo Make... 

Two out of three deaths and one in three hospital stays are linked to six personal 

health risks: tobacco, alcohol, injury, high blood pressure, overnutrition (as measured 

by obesity and high blood cholesterol), and gaps in primary medical care. 

The Carter Center of Emory University, 1984 

In 1987, 29 percent of adults 18 and over smoked cigarettes. The less educated are at 

higher risk. Between 1974 and 1987, smoking among persons 25 and over declined by 

only 7 percent for those with less than a high school education; 39 percent of college 

graduates quit. 

National Center for Health Statistics, 1989 

In 1987, an estimated 105,000 persons died from alcohol-related causes — 4.9 percent 

of all U.S. deaths. 

Centers for Disease Control, 1990 

Although wearing a scat belt can significantly reduce risk of injury in an automobile 

accident, less than half of us wear them regularly. 

National Safety Council, 1989 

Motorcycle riders who don’t wear helmets are two to three times more likely to suffer 

head and neck injuries than those who do. 

National Highway Traffic Safety Administration, 1988 

...And Hie Price of Those Choices 

A 40-year-old man who smokes two packs of cigarettes a day, does not exercise or 

wear a seat belt, and is 30 percent overweight had medical bills of $1,282 in 1988, 

twice that of a man with healthier habits. 

Control Data Core, 1989 

Treatment for smoking-related diseases cost Americans more than $23 billion in 1984. 

American Lung Association, 1987 

Alcohol abuse will generate $136.3 billion in health care costs in 1990 — half again 

the amount of federal spending on Medicare patients in 1988. Average monthly health 

care costs for alcoholics are twice as high as for nonalcoholics. 

American Medical Association, 1988 

add up 

to health 

for our nation. 

American Hospital Association Healthy People 2000 
Art Director/Designer: Mark Oldach 

Fonts: Futura, Garamond 

The high contrast approach with grainy halftones is com¬ 

plemented in this black on white booklet with black spiral 

binding and Futura heads and initial caps. Sidebars reverse 

out of black in Garamond Italic. Half-sheets present infor¬ 

mation, while bold graphics entice the reader further into 

the booklet. 

Healthy People 2000 

America's 
Hospitals 
Respond 

A resource kit to help you 

mobilize a community¬ 

wide health promotion || 

Year 2000 objectives. 

initiative linked to national %|| 

Anu.Tic.iii Hospital Association 
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• Donate hospital 

managers' time to serve 

on the boards o( com¬ 

munity organizations 

Otter strategic planning 

assistance to community 

groups; it will help you 

stay in touch with their 

issues. 

• Encourage employees 

to volunteer tor community 

organizations by 

recognizing those who 

do so with a distinctive 

pin or button or at the 

annual banquet. Use 

meetings with other 

managers, publications, 
and special announce¬ 

ments to generate 

awareness and pride in 

employees' contributions 

to the community. 

• Open a hospital 

meeting room to 

community meetings, 

educational classes, 

forums, and other 

gatherings. Use these as 

opportunities to distribute 

materials presenting the 

hospital as a vital 

community resource. 

• Be sure your hospital is 

represented at community 

events such as holiday 

parades, street fairs, and 

so on. Provide blood 

pressure screenings, 

literature on health topics, 

handouts about the 

hospitai. Be where you 

are not expected, too. 

Set up a hot chocolate 

or lemonade stand 

(depending on the season) 

offering refreshments to 

commuters. Or hand out 

skin protection at the 

beach or poolside (a local 

manufacturer may be 

willing to donate sample 

sizes of sunscreen). 

• Be ready to help in 

community emergencies. 
During major events with 

heavy attendance or those 
with a potential of health 

risk, such as a marathon 

race, provide a hospital- 

sponsored first-aid station. 

V) 
OJ 

o 

a» 
E 
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American Hospital Association Community Benefit 
Kit 
Art Director: Mark Oldach 

Designer: Don Emery 

Fonts: Helvetica Condensed, Bodoni 

The bold serif is used sparingly in headline copy, with the 

body copy set in a condensed sans serif. The retro illustra¬ 

tions, high contrast graphics, white space and graphic dis¬ 

play type add visual appeal. 

• Keep the media 

informed about how the 

hospital is responding 

to pressing social 

problems, such as 

increases in the number 

of homeless, ‘crack’ and 

boarder babies, and so 

on. Link these activities to 

increasing hospital costs. 

• Publicize the hospital’s 
provision of care for the 

poor, giving figures on 

numbers of patients 

served, types of services 

that are provided below 

cost, and/or total value 

of uncompensated care 

provided. 

• Develop a generic 

paragraph to include in 

every news release you 

send out, emphasizing 

your hospital's social role. 

For ‘milestone’ releases 

on the hospital's founding 

anniversary, National 

Hospital Week, and other 

annual occasions, develop 

a historically oriented 

release that emphasizes 
the evolution of your 

hospital toward an 

expanded social role. 

• Identify ways your 

hospital serves the unique 

needs of a special 

population group — for 

example, by caring for 

miners suffering from 

black-lung disease in a 

coal-mining community. 

Use this as the basis for a 

feature story showing your 

hospital's community 
orientation. 

• Put reporters on the 

mailing list to receive the 

hospital's annual report, 

community newsletter, and 

other publications. Add a 

personal note flagging story 
ideas for them. 

• If the hospital's 

community contributions 

are an issue in your 

community, work with 

other hospitals in your 

area to develop economic- 

impact data showing how 

hospitals contribute to 

the economic life of the 

community as major em¬ 

ployers and purchasers 

of goods and services. See 

the worksheet elsewhere in 

this kit for more information. 

• Take advantage of 
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AGI digitimes TWQ 
Concept/Design: Rick Valicenti 

Photography: Rick Valicenti, Tony Klassen 

© 1991 AGI, Inc. 

Fonts: Gill Sans Bold, Adobe Garamond 

Roughly the size of compact disk packaging, this brochure 

promoting digipaks is produced on a kraft-like paper with a 

quilted cardboard cover. Four-color is printed on a glossy 

stock visible through die-cuts. The type treatment is pro¬ 

gressive, using various styles, sizes and degrees of pitch. In 

this way, small bits of information are highlighted within 

running text. 
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Fatal Attraction 

She's the stuff of dreams. You might call her a siren, a vamp 

or a vixen. In France, you'd call her a "femme fatale"-a woman 

who always gets her man. As often as not, she gets other 

people's men as well. Call it a fatal attraction. 

But attraction in print is anything but fatal. In fact, you might 

say that attraction is what printed communication is all about. 

So we created Curtis Linen to make your work more enticing. 

Its distinctive linen texture comes in a wide range of elegantly 

alluring colors. Don't waste your time on tawdry liaisons with 

lesser sheets. Build a lasting relationship with Curtis Linen. 

jfi/H'si r %oe/er, ciSaiii SO 

Creme de la Creme/Curtis Linen 
Design: John Waters, Linda Gonsalves 

© Waters Design Associates, Inc. 

Fonts: Various 

The Creme de la Creme brochure uses a tour theme to 

show off colored and textured stock by James River. The 

tour theme is carried out with a variety of display type, 

with the stock and weight information in an elegant script. 

The body type is a sans serif which is legible on a colored 

stock in a colored ink. 
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Boy Scouts of America Middle Tennessee Council 
Concept and Design: Chuck Creasy 

Typography: The Font Shop 

© Chuck Creasy Creative 1990 

Fonts: Madrone, Nicholas Cochin 

Two faces with a lot of character work together in this 

annual report. The rough hewn serif body face has an old- 

fashioned quality, and the heavy square serif headline face 

holds up in warm colors on a tinted natural fiber sheet. 
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Across the equator lies 
Apia, Wnlertt Samoa, the 

rustic treasure island 
where Robert Louis 

Stevenson spent the last, 

but no doubt the best, 
four years of his life. "A 

beautiful place," he wrote 

in his diary, "green for¬ 
ever . . . perfect shapes of 

men and women, with 

red flowers in their hair; 
nothing to do but study 

oratory and etiquette, sit 

in the sun and pick up the 
fruits as they fall. . .' 

There are also cascading 

waterfalls, fjord-like bays 
and quiet lagoons to see. 

And a ftafia, Samoa's 

version of a luau, to 
experience. 

Under the light of a 
midnight moon, slip away 
for Nuku 'alofa, Tonga, the 

last of the island king¬ 

doms. Here, the royal 
family of Tonga, rulers for 
over a millennium, takes 

great pride in preserving 

the islands ancient Poly¬ 
nesian lineage. Natives 
still wear oalas, dance die 

hypnotic lakalaka, and 

stage feasts of Tongan 

proportions — entree 
after entree . . . roast 

suckling pig, cray fish, 
chicken, octopus, pork 

and vegetables deliciously 
steamed in an under¬ 
ground oven (umu) and 

served on a long tray of 

plaited coconut fronds. 
What a party! And 

yours to enjoy on a 

delightful shore 
excursion. 

PARTY ALL 
THE WAY TO 
PARADISE 
Three days out of Los . 

Angeles and the social 

season is in high gear. 
Colorful cocktail parties 

in the Sky Room, in the 

Ritz Carlton, In private 

staterooms. Some you 
give. Some you go to. All 

in addition to the seem¬ 
ingly endless number of 

activities your cruise staff 

has planned for you. The 
fun and amusement are 

almost limitless. 
Overwhelming. 

As one world cruiser 

put it, "Whatever you can 
think of that you person¬ 

ally would like to do 
today, I'll lay odds that 

you'll be able to do 
it. . * Name your plea¬ 

sure, name your hobby, 
name your fantasy. On 
the decks are walkers, 

joggers, readers, snoozers, 

sun worshippers. In the 
lounges there are people 

exercising gently, exercis¬ 

ing strenuously. They're 
dancing. Learning about 
wine. About jewelry, 

about ice sculpture and 

carving vegetables into 
flowers. In the Lido there 

are crafts. And quizzes. 
And Scrabble. And 

checkers and backgam¬ 

mon and chess. 

IN POLYNESIA KAUTY 6 
EVEUVWHEM. ESPE¬ 

CIALLY IN THE VA*M, 
OPEN WOLES Of 

THE PEOPLE. 

By the time you reach 
Honolulu, youll be ready 

for a day at the beach, 

doing absolutely nothing. 
But will you be able to 

resist the lure of the 
island? The timeless 

beauty of Diamond 
Head. Pearl Harbor. 

The Pali. An evening 
shore excursion with 

ukulele-strumming 

singers and hip-swinging 
hula dancers. 

Holland America World Cruise 
Art Director: John Hornall, Julie Tanagi-Lock 

Designers: John Hornall, Julie Tanagi-Lock, Mary Hermes, 

Cynthia Pearce 

Fonts: Weiss, Bauer Bodoni, Charlemagne, Futura Book, 

Ignatius, Matrix, Maximillian, Modula, Snell, Symbol, 

Totally Glyphic, Trajan, Zapf Dingbats 

A variety of display types are used to feature different 

locales in this brochure. Weiss, set both in uppercase and 

lowercase and in small caps, has the right Old World 

romantic look that works for the whole piece. 
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Letterheads 

Letterhead design poses some unique prob¬ 

lems. Clients can be very sensitive about 

their identities, and may bring some irra¬ 

tional preferences to the table. They may insist on 

clinging to an out-of-date logo while asking for a 

completely new type treatment for the rest of the 

elements, for example. There are space con¬ 

straints, and the card and letterhead must be func¬ 

tional. Letterhead is for sending messages, so 

clients should be able to type legible letters on 

the sheet. The address and phone number should 

be readable on a business card so potential cus¬ 

tomers can contact the business. 

Despite these restrictions, letterhead projects 

are important and challenging. You help the 

client to project the right image, an image that is 

reinforced with every piece of business corre¬ 

spondence. Often the 2" x 3 72" business card is 

all a potential client has for a contact. It must 

carry the right message both in form and content. 

Type Considerations 
Because of size constraints and the need to main¬ 

tain legibility, subtle type decisions like weight, 

leading, kerning, the use of small caps and align¬ 

ment make big statements. 

The client and the market drive decisions about 

whether to use wit and humor for a light touch or 

to use classic, conservative faces and placement. 

Sometimes the company or the person’s name 

will provide inspiration. A gimmick can be 

appropriate and help keep the company name in 

the mind of the customer, as long as it is not 

inconsistent with the image the client wants to 

portray. 
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Metropolitan 

Hospital 

Lorern ipsum 

dolor sil amel, 

consecletuer 

odipiscing elil, sod 

nonummy 

nibh euismod 

tinddunt ul laoreet 

magna 

aliquant erat 

volutpal. Ul wisi 

minim veniam, 

Irud exerd lation 

ullamcorper 

susd/nl lobortis 

Lorem Ipsum 

dolor sit amel 

consecletuer 

adlplsclng 

II M 
Metropolitan 

Hospital 

Lorem ipsum do 

lor sit amel, consec 

(000) 000-0000 

Lorem ipsum do 

Customer Relations 

Metropolitan 

Hospital 

123 Lorm Ipso Dr. 

Lor Sil, Ami, 12345 

Clean, Simple 
This clean, simple approach to a letterhead for a large city 

hospital combines the italic versions of both a serif and a 

sans serif. Ample space is provided for generously leaded 

copy listing departments, divisions or specialties. This 

approach works well if there is an existing logo with a sim¬ 

ple graphic with which to work. 

The large, blocky M and its bars demand a strong, dark 

sans serif for the hospital’s name. The slight slant of the 

Helvetica Condensed Black Italic complements the left to 

right motion of the M and the layout. The italic serif, New 

Baskerville, adds warmth but keeps the graphic look with 

the narrow, choppy rhythm created by generous leading. 

The address and phone information has also been set in the 

Helvetica Condensed Black Italic to help it stand out from 

the long list of departments. 

Letterhead Sheet 
Logotype: Helvetica Condensed Black Italic 14/18 

Departments/Divisions: New Baskerville Italic 10/22 

Address and Phone: Helvetica Condensed Black Italic 7/22 

Envelope 
Logotype: Helvetica Condensed Black Italic 14/18 

Address: New Baskerville Italic 10/22 

Business Card 
Logotype: Helvetica Condensed Black Italic 12/18 

Address and Phone: New Baskerville Italic 10/18 

Person’s Name: Helvetica Condensed Black Italic 10/18 

Department: Helvetica Condensed Italic 10/18 
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Classic, Timeless 
A more traditional look for a city hospital is achieved with 

a dominant serif for the logotype and a centered orienta¬ 

tion. The client’s image suggests stability and inspires trust 

with a classic type design and layout. A small cap logo 

would work here, but it might look a little stodgy, especial¬ 

ly if the small caps are applied to the rest of the copy. 

Sabon combines an air of Victorian elegance with a live¬ 

liness created by its rather spiky serifs. The address and 

phone/fax information are set in a delicate sans serif so 

they are easily seen but don’t overpower the Sabon. The 

slogan doesn’t appear on the envelope, because that much 

copy would make the envelope look clunky and tilted to 

that side. 

Letterhead Sheet 
Logotype: Sabon 20/18, horizontal scaling: 90% 

Slogan: Sabon Italic 10/22, centered 

Address: Helvetica Condensed Italic 9/22 

Phone: Helvetica Condensed Italic 8/16 

Envelope 
Logotype: Sabon 18/20, horizontal scaling: 90% 

Address: Helvetica Condensed Italic 8/20 

Business Card 
Logotype: Sabon 20/18, horizontal scaling: 90% 

Name: Sabon Bold Italic 11/22, centered 

Department: Sabon Italic 9/22, centered 
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NewTech 
Industries, Inc. 

Looking to the Future 

Lorem ipsum dolor 

Sit, Amet 12345r 

(000) 000-0000 

Fax (000) 000-0000 

A NewTech 
Industries, Inc. 

Lorem ipsum dolor 

Sit, Amet 12345 

A NewTech 
Industries, Inc. 

Lorem ipsum dolor 

Sit, Amet 12345 

Lorem Ipsum <000, 000-000° 

Director of Operations Fax (000) 000-0000 

Geometric, Dynamic 
This nontraditional, but simple, letterhead design works 

well for this start-up company that manufactures cutting- 

edge components they plan to market to manufacturers of 

home products. The nontraditional placement of the type on 

a staggered left margin reinforces the pyramidal shape of 

the logo. 

Syntax has a little more flair than Helvetica, which tends 

to look more static and cerebral. Here, various weights of 

Syntax and use of the italic give the letterhead a “forward 

looking” feeling. The vigor and authority of the black 

weight is nicely balanced by the light, almost delicate look¬ 

ing italic. The striking contrast between these two weights 

is helpful in separating the different pieces of information 

on the business card. 

Letterhead Sheet 
Logotype: Syntax Black 20 pt. and 14 pt., and Syntax 20 

pt., manual line spacing 

Slogan: Syntax Italic 12 pt., manual line spacing 

Address: Syntax Italic 10 pt., manual line spacing 

Phone: Syntax Italic 10 pt., manual line spacing 

Fax: Syntax Italic 10 pt., manual line spacing 

Envelope 
Logotype: Syntax Black 20 pt. and 14 pt., and Syntax 20 

pt., manual line spacing 

Address: Syntax Italic 10 pt., manual line spacing 

Business Card 
Logotype: Syntax Black 20 pt. and 14 pt., and Syntax 20 

pt., manual line spacing 

Address: Syntax Italic 10 pt., manual line spacing 

Phone: Syntax Italic 10 pt., manual line spacing 

Fax: Syntax Italic 10 pt., manual line spacing 

Name: Syntax Black 10 pt. 

Department/Division: Syntax Italic 10 pt., manual line 
spacing 
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Meridian 
Laboratories 

TV /T • J* 

Meridian 
Laboratories 

Lorem ipsum dolo 

Rsit amet cosecte XX, 00000 

Lorem ipsum dolo • Rsit, Amet 12345 

(000) 000-0000 • Fax (000) 000-0000 

> 

Lorem Ipsum dolo rsil amet cosecteluer 

Meridian 
Laboratories 

Lorem ipsum dolo • Rsit. Amet 12345 

(000) 000-0000 • Fax (000) 000-0000 

Warmth & Integrity 
The mix of serif and sans serif logotype reversed out of an 

oval strikes a nice balance for a company that makes a 

medical product for consumers. The oval plate and the 

round bullets with the serif in the logo are warm and tradi¬ 

tional (as in “our family of products”). 

Both Times Roman and Century Schoolbook have an 

old-fashioned, family look, but the association of Times 

with journalism and legal documents gives it more authori¬ 

ty and integrity. And those qualities are as important as 

warmth for this client. Helvetica Condensed is used here 

because it is less horsy looking than Helvetica, but it still 

has the effective presence needed to make sure it is seen 

despite being quite small (only 10 pt.) and surrounded by 

white space. To save space the name and department are set 

on a single line on the business card, using the weight 

change to differentiate the information. 

Letterhead Sheet 
Logotype: Times Roman 36 pt. and Helvetica Bold 

Condensed 14 pt.. Laboratories is set 26 points below 

Meridian measured baseline to baseline 

Address and Phone: Helvetica Condensed 10/18 

Envelope 
Logotype: Times Roman 36 pt. and Helvetica Bold 

Condensed 14 pt., Laboratories is set 17 points below 

Meridian measured baseline to baseline 

Address: Helvetica Condensed 10/12 

Business Card 
Person’s Name and Title: Helvetica Black Condensed 

10/18 

Logotype: Times Roman 36 pt. and Helvetica Bold 

Condensed 14 pt., Laboratories is set 18 points below 

Meridian measured baseline to baseline 

Address and Phone: Helvetica Condensed 10/18, address 

line is set 29 points up from the bottom of the card 
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Dr. Lorem Ipsum, D.D.S., M.S. 

Specialist in both Orthodontics and Children’s Dentistry 

128 Dolor sit ■ Amet, Consectetuer 00000 Dr. Lorem Ipsum, D.D.S., M.S. 

Specialist in both Orthodontics 

and Children's Dentistry 

128 Dolor sit 

Amet, Consectetuer 00000 

(000) 000-0000 

Dr. Lorem Ipsum, D.D.S., M.S. 

Specialist in both Orthodontics 

and Children’s Dentistry 

128 Dolor sit 

Amet, Consectetuer 00000 

Friendly, Childlike 
For an orthodontist who specializes in working with chil¬ 

dren, Century is the perfect face. It is round and open with 

a large x-height, and has a “See Spot run” quality. It mixes 

well with a heavy weight of Helvetica, also a very basic 

face with a slightly rounded, open look. Using Century 

Italic for the tagline sets it off from both logotype and 

address information without giving it undue emphasis. The 

centered typography is a classic arrangement for a letter¬ 

head system, but here it actually looks rather lively because 

the border pulls the eye quickly across the lines of type. 

The copy on the envelope is downsized for balance on the 

smaller surface. 

Letterhead Sheet 
Logotype: Century 14/18, centered 

Tagline: Century Italic 11/18, centered 

Address: Helvetica Black 9/18, centered 

Phone Number: Helvetica Black 9/18, centered 

Envelope 
Logotype: Century 12/18, centered 

Tagline: Century Italic 10/18, centered 

Address: Helvetica Black 7/18, centered 

Business Card 
Logotype: Century 14/18, centered 

Tagline: Century Italic 11/18, centered 

Address and Phone: Helvetica Black 9/18, centered 
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Fun, But Not Silly 
A design with a lighthearted graphic of teeth needs a sub¬ 

dued type approach. The objective is be friendly, even fun 

looking, but the approach must not make the client appear 

silly. All type is set flush left under the logo and generously 

leaded for a clean, contemporary feel. Times Roman is a 

basic, neutral face, while the Syntax is light yet clear 

enough to be easily read. The tightly tracked Times adds a 

little dignity. 

Note that the logotype is set in smaller type on the enve¬ 

lope and the business card so it will fit the proportions of 

the piece better. The type for the address information is 

small enough that it will fit all three pieces without adjust¬ 

ment. Even though the size of the logotype changes, the 

leading is kept constant to maintain the same vertical pro¬ 

portions in the column of type. 

Letterhead Sheet 
Logotype: Times Roman 18/28 

Address and Phone: Syntax 9/28 

Envelope 
Logotype: Times Roman 14/28 

Address: Syntax 9/28 

Business Card 
Phone: Syntax 9/28, baseline set 27 points from top edge of 

card 

Logotype: Times Roman 14/18 

Address: Syntax 9/28 
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Sophisticated, Dynamic 
A high contrast, sophisticated look is right for an art gallery 

that is part of and shares a name with a retail development. 

The little squares are gradated for a shimmering quality and 

are reminiscent of windows in high-rise buildings. The 

square reinforces the name of the development, MidTown 

Square. This dynamic look relates to other elements of 

retail design such as signage, ads and tags by being angled 

like a stamp. 

A condensed Bauer Bodoni works well for communicat¬ 

ing sophistication and “city center.” Helvetica Black has a 

cool, cerebral look that fits the image of the piece. Because 

it’s a very sturdy face, it holds up well when reversed out 

of black or other dark colors even though it’s set quite 

small, only 7 point. 

Letterhead Sheet 
Logotype: Bauer Bodoni 18 pt., horizontal scaling: 70% 

Address, Phone and Fax: Helvetica Black 7/14 

Graphic between lines of type is a Zapf Dingbat 7/14 

Envelope 
Logotype: Bauer Bodoni 20 pt., horizontal scaling: 70% 

Address: Helvetica Black 7/14 

Graphic above and below address is a Zapf Dingbat 7/14 

Business Card 
Logotype: Bauer Bodoni 20 pt., horizontal scaling: 70% 

Address, Phone and Fax: Helvetica Black 7/14, first line is 

20 points below the logotype measured baseline to baseline 

Graphic between lines of type is a Zapf Dingbat 7/14 

Name and Title: Bauer Bodoni 10/12 
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| I2S Dolor Sired 
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o 
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V 

« 

128 Dolor Street Amet, ConsectetucrOOOOO 

0 9 * 
(A 

C 
i 
£ 

i (000)000 0000 Fax (000)000-0000 I 

(000)000-0000 Fax (000)000-0000 

Artistic, Sophisticated 
Corporate, yet still very graphic, this letterhead defines two 

corners of the “square” with type. This approach is 

restrained, but surprises with the placement of the logotype, 

which is usually parallel to the top edge. The minimalist 

approach and the unorthodox layout give it an artsy, 

sophisticated look. This type of design is appropriate for a 

gallery specializing in modern art; it has less retail, con¬ 

sumer appeal. 

The very calligraphic letterforms of the Sabon Italic 

have an artistic, sophisticated feeling. It plays well against 

the intellectual, geometric letters of the Futura Extra Bold. 

There is also a dynamic contrast in the color of the type in 

the play of dark and light. 

Letterhead Sheet 
Logotype: Futura Extra Bold 12 pt., manual placement 

Address, First Line: Sabon Italic 7 pt., manual placement 

Address, Second Line: Sabon Italic 7 pt., manual placement 

Phone and Fax: Futura Extra Bold 7 pt., manual placement 

Envelope 
Logotype: Futura Extra Bold 12 pt., manual placement 

Address, First Line: Sabon Italic 8 pt., manual placement 

Address, Second Line: Sabon Italic 8 pt., manual placement 

Business Card 
Logotype: Futura Extra Bold 12 pt., manual placement 

Address: Sabon Italic 7 pt., manual placement 

Name and Title: Sabon Italic 7 pt., manual placement 

Phone and Fax: Futura Extra Bold 7 pt., manual placement 
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PamperedPaws Grooming and nutntional pel food 

128 Dolor St 

Amet, Consectet 00000 

(000)000-0000 

PamperedPaws 

Lorem Ipsum 

Owner 

Grooming and nutritional pet food 

128 Dolor St 

Amet, Consectet 00000 

(000)000-0000 

PamperedPaws 
128 Dolor St 

Amet, Consectet 00000 

(000)000-0000 

Clean, Friendly 
A clean but friendly mix of faces works for this pet store, 

which emphasizes food and other supplies for the health 

and grooming of pets. There is a naive quality to the curved 

letterforms in Syntax that works well with the graphic bone 

logo. Century is also a simple, friendly serif. Since nutri¬ 

tion and health care (albeit pet health care) suggest an 

approach that inspires confidence, the size and placement 

of the type is precise and ordered rather than busy and clut¬ 

tered. 

The change in the weight of the type signals the word 

change; no space is left between the words because none is 

needed. Aligning a key line of type with the graphic on 

each piece in the system pulls the layout tightly together. 

The alignment is especially complex on the business card 

where the type is set so the descender on the lowercase p in 

pampered tucks inside the curve of the bone. 

Letterhead Sheet 
Logotype: Syntax and Syntax Ultra Black 24 pt., manual 

placement 

Tagline: Syntax 7/14 

Address: Century 9/14 

Phone: Century 9/14 

Envelope 
Logotype: Syntax and Syntax Ultra Black 18 pt. 

Address and Phone: Century 9/14 

Business Card 
Logotype: Syntax and Syntax Ultra Black 18 pt. 

Name: Syntax Ultra Black 11/14 

Title: Syntax Italic 10/14, manual placement 

Tagline: Syntax 7/14 

Address and Phone: Century 9/14 
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128 Dolor St 

Amet, Consectet 00000 

(000) 000-0000 

128 Dolor St 

Amet, Consectet 00000 

Lorem Ipsum 

Groomer 

(000) 000-0000 

128 Dolor St 

Amet, Consectet 00000 

Gr(X)minc. and Pci Care Products 

Pet “Beauty Salon” 
This pet boutique emphasizes its grooming service, so the 

look borrows from the approach frequently used for beauty 

salons. There’s a random quality to the pattern of paw 

prints, and the type placement varies from piece to piece. 

The tagline is set quite small and placed so it contrasts with 

the large, elaborate letterforms of the logo.The right 

aligned type on the business card solves the problem of fit¬ 

ting a large amount of copy in a small space without mak¬ 

ing the card look cluttered. 

Optima in small caps is very elegant, so it works well 

for a tongue-in-cheek, boutique look. Palatino Italic, which 

can make almost any copy beautiful and rather glamorous, 

helps carry through the beauty salon look. Palatino and 

Optima usually look good together, since they are both 

rather light faces with letterforms that have a hand-drawn 

quality. 

Letterhead 
Logotype: Palatino Italic 24/30, horizontal scaling: 90% 

Tagline: Optima small caps 7/16 

Address and Phone: Optima small caps 9/16 

Envelope 
Logotype: Palatino Italic 24/30, horizontal scaling: 90% 

Address: Optima small caps 9/16, baseline set 21 points 

below graphic 

Business Card 
Logotype: Palatino Italic 24/30, horizontal scaling: 90% 

Name and Title: Optima small caps 9/16 

Address and Phone: Optima small caps 9/16 

Tagline: Optima small caps 7/16 
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ART'S 

128 Dolor St. 

Amet, Consectet 00000 

HOUSE 

(000)00W>00() 

ART'S 
128 Dolor St. 

[ZEE 
Amet, Consectet 00000 

HOUSE 
Art Bailey 

Owner 

(000)000-0000 

ART'S 
128 Dolor sit 

II11 111 
Amet, Consectet 00000 

HOUSE 

I 

Nautical Look 
Here the letterhead and card use bold, simple type. The eye 

is drawn to the word seafood because it is reversed out of a 

heavy bar. (Note that the bar is allowed to bleed only on the 

business card where it will be relatively simple to trim.) 

The emphasis is the same as it might be on a simple sign in 

front of the restaurant. 

The lines of the heavy sans serif logo alternate with the 

lines of the address and phone number set in a delicate 

serif. The strong contrast in typeface and type color make it 

easier to read the information in the correct sequence. The 

generous spacing between the letters of the all caps logo¬ 

type adds a little sophistication. The round capital Os of the 

Futura Extra Bold suggest portholes, adding to the nautical 

quality of the design. The vigor of the Futura Extra Bold is 

matched by the New Baskerville. This redesign of a vener¬ 

able typeface has a very “alive” quality and stays legible 

under even adverse conditions. 

Letterhead Sheet 
Logotype: Futura Extra Bold caps 14/16, tracking: +14 

Address and Phone: New Baskerville 11/13 

Envelope 
Logotype: Futura Extra Bold caps 14/24, tracking: +14 

Address: New Baskerville 11/24 

Business Card 
Logotype: Futura Extra Bold caps 14/24, tracking: +14 

Address: New Baskerville 11/24 

Name, Title, Phone: New Baskerville 11/18 
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A “Homey Pub” Look 
A traditional, “homey pub” approach to letterhead works 

well for a family restaurant that wants a slightly upscale 

look. The effect is achieved with caps in Goudy and the 

heavily tracked and leaded address copy, which is reminis¬ 

cent of old, hot metal type. A graphic based on an architec¬ 

tural detail, some old tile work, is employed to communi¬ 

cate the traditional or Old World atmosphere. 

The effect of small caps is created on the letterhead by 

altering the point size of the Goudy caps. On the other 

pieces where the type is smaller and the vertical spacing 

tighter, the Goudy is simply set all caps. The slightly flared 

serifs and the graceful letterforms draw the eye smoothly 

through the heavily tracked, all caps type, even though the 

line length is a bit longer than is usually comfortable for 

reading. 

Letterhead Sheet 
Logotype: Goudy caps, initial letters set 24/30, rest of let¬ 

ters set 18/30, horizontal scaling: 90%, tracking: +14 

Address and Phone: Helvetica Condensed caps 9/30, 

tracking: +64 

Envelope 
Logotype: Goudy caps, 16/30, horizontal scaling: 90%, 

tracking: +14 

Address: Helvetica Condensed caps 7/30, tracking: +64 

Business Card 
Name and Title: Helvetica Condensed caps 7/30, tracking: 

+64 

Logotype: Goudy caps 16/30, horizontal scaling: 90%, 

tracking: +14 

Address: Helvetica Condensed caps 7/30, tracking: +64 
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that still fit the overall geometric look. 
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Tango 
Client: Tango Graphics 

Studio: Tango Graphics 

Art Directors: Susan Schneider, Susan Peck 

Designers: Susan Schneider, Susan Peck, Jennifer Patton, 

Hera Marashian 

Fonts: Mixed Display Fonts 

A distinctive “tango” of various typefaces in caps and 

uppercase and lowercase works well with the very graphic, 

retro icons. An illustration of tango dancers with a Rudolph 

Valentino look was printed in a light tint to create a subtle 

background. 
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Incrementum?* Inc. 

1055 Washington Boulevard 
Eighth Floor 
Stamford, CT 06901 

203 328.0338 
212 642.1088 New York City 

203 328.0399 Fax 

C. Edwin Hodges INCREMENTU M 
President -A- 

Barry J. Fulford 

Executive Vice President 

Incrementum?* Inc. 
1055 Washington Boulevard 

Eighth Floor 
Stamford. CT 06901 

INCR E M E N T U M 

Incrementum 
Client: Incrementum 

Art Director: Richard Danne 

Designer: Richard Danne 

Fonts: Helvetica Bold Condensed, Times Roman 

Incrementum is an executive out-placement firm. The word 

“incrementum” means growth, and the design is meant to 

show passage and movement (from one job to another). A 

professional, yet distinctive approach. 

Barry J. Fulford 
Executive Vice President 

INCH E M E N T U M 

Incrementum?* Inc. 203 328.0338 
1055 Washington Boulevard 212 642.1088 New York City 
Eighth Floor 203 328.0399 Fax 
Stamford. CT 06901 
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Italia 
Client: Italia 

Art Director: Jack Anderson 

Designers: Jack Anderson, Julia LaPine 

Fonts: Modern, Bodoni Italic 

This retail look for a restaurant is created with Bodoni 

Italic and an illustration done in a loose style. The client’s 

name is set in Modern. There’s a family look to the variety 

of other applications created for the same client, including 

labels and T-shirts. 
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DuVerre 
Client: DuVerre Glass, Ltd. 

Art Director: Diti Katona, John Pylypczak 

Designer: Diti Katona 

Photo: Chris Nicholls 

Fonts: Kunstler Script, Bodoni 

An elegant, sophisticated look reminiscent of ’40s typogra¬ 

phy for a store that carries upscale merchandise, including 

not only fine glass but also tableware and housewares. 
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Loyola Gallery 
Client: Loyola Gallery Downtown 

Designer: Tom Varisco 

Fonts: Futura, Hand Lettering 

A festive approach with Hand Lettering and Futura set on a 

curve to complement the highly stylized script. 
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104 CHURCH SI. 

SUITE 15 

BURLINGTON. 

VERMONT 

05401 

Gotham City Graphics 
Client: Gotham City Graphics 

Art Directors: Amey Radcliffe, Stephanie Salmon, Kathy 

Yanulavich 

Fonts: Huxley Vertical, Trafton Script, Futura Italic 

Condensed 

The period script face and the ultra condensed sans serif, 

both popular type approaches in the ’20s and ’30s, carry 

out the deco theme. 
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CM A A 
Client: Marvel Entertainment Group, Inc. 

Art Director: Clare Ultimo 

Designer: Julie Hubner 

Fonts: Hand Lettered, Bodoni Poster Compressed 

A condensed bold Bodoni stands up in the bright fluores¬ 

cent ink and complements the “WHAM! POW!” logotype 

in the characteristic burst. 
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Special Applications 

This chapter includes a variety of print 

applications that you may have an oppor¬ 

tunity to design. Each has its own special 

design constraints and opportunities. 

Catalogs 
The catalog can be a most effective mailer 

because the prospective customer perceives it as 

having value. This is especially true of magazine- 

style catalogs where four-color visuals are used 

lavishly. Often the recipient of a catalog has 

requested it or is on a small, targeted mailing list. 

It has a longer shelf life than a brochure and may 

be used frequently. For an industrial account such 

as a parts manufacturer, accuracy and organiza¬ 

tion are of primary importance. 

Charts and Graphs 
The size and weight of the type in an informa¬ 

tional format like a chart must be consistent with 

the importance of the information. Layout should 

enhance the chart’s usefulness. Typically, charts 

and graphs run with editorial copy; they provide 

information at a glance and also serve as illustra¬ 

tions that break up gray text. They should use the 

same palette of fonts as the editorial with the pos¬ 

sible addition of a more graphic face. 

Menus 
The menu is part of a restaurant’s identity. The 

type selections should be consistent with the 

mood established by the logo, other signage, 

decor, and the bill of fare. Other considerations 

are the clientele and the lighting in which the 

menu will be read. Be careful with translucent 

paper, small and delicate typography, and poten¬ 

tially distracting background elements if the 

menu must be read in dim light. 

Calendars/Announcements 
These pieces are often also sales tools meant to 

entice the recipient to attend events. There’s often 

an obvious theme such as a season, holiday, party 

or sale. If the announcement is a listing of 

upcoming events, the look should reinforce the 

identity of the organization or be compatible with 

the mood of the events. Don’t allow a calendar 

grid to dominate the information, and don’t 

employ a rigid grid where announcement copy 

blocks may vary dramatically. If there’s art, the 

type should recede. Graphics, large numerals and 

copy run sideways are all acceptable devices for 

this type of piece. 
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Meridian Moldings 

1. Lorem ipsum dolor sic amct, ccmscctccucr adip- 

iscing die, sed diom nonummy nibh euismcKl cincidunc 

uc laoreet dolorc magna aliquant crat volucpatcuismod 

cincidunc uc loorecc dolore magna aliquam croc vol 

2. Ut wisi enim ad minim veniam, quis noscrud 

exerci cacion ullamcorper suscipic loborcis nisi uc cuis- 

mod cincidunc uc laorccc dolorc magna aliquam crac 

volaliquip ex ca commodo conscquac. 

3. Praesent luptatum zzril dclcnic auguc duis 

dolorc cc fcugnic nulla facilisi. Lorem ipsum dolor sic 

amec, conseceecuer adipiscing die, sed diam nonummy 

nibh cuismod cincidunc uc laorccc dolorc magna non¬ 

ummy nibh cuismod cincidunc uc laorccc dolorc ali¬ 

quam crac voluepac. 

4. Ut wisi enim ad minim veniam, quis noscrud 

exerci cacion ullamcorper suscipic loborcis nisi uc 

aliquip cx ca commodo conscquac. Duis aueem vcl cum 

iriurc dolor in hendrcric in vulpucacc vdic esse molescic 

conscquac, vcl ilium dolorc cu fcugiac nulla 

5. Lorem ipsum dolor sic amec, conseceecuer adip¬ 

iscing elic, sed diam nonummy nibh cuismod cincidunc 

uc laoreec dolorc magna a cc feugait nulla facilisi. 

Nam liber cempor cum soluca nobis dcifend opcion 

congue nihil imperdicc domliquam crac volucpaceuis- 

mod cincidunc uc laorccc dolore magna aliquam erac 

6. Ut wisi enim ad minim veniam, quis noscrud 

exerci cacion ullamcorper suscipic loborcis nisi uc euis- 

mod cincidunc uc laorccc dolorc magna aliquam erac 

volaliquip ex ca commodo consequac.facilisis ac vero 

eros cc accumsan cc iusco odio dignissim qui blundic 

pmesene luptatum zzril dclcnic auguc duis dolorc cc 

feugaic nulla facilisi. 

Nam liber cempor cum soluca nobis deifend opcion 

conguc nihil imperdicc doming id quod mazim placer- 

ac facer possim assum. 

7. Lorem ipsum dolor sic amec, conscccccucr adip¬ 

iscing elic, sed diam nonummy nibh cuismod cincidunc 

ut laorccc dolore magna aliquam crac volucpaccuismod 

cincidunc ut laorccc dolorc magna aliquam crac vol. 

Practical & Attractive 
This catalog for a company that manufactures electronic 

components illustrates a common problem in designing 

industrial catalogs. The product shots are a variety of in- 

plant photos, shot in a manufacturing environment; each 

subject is a different size. One way to organize the material 

and make an attractive layout is to group the photos in one 

column (or other section) and overlay them to make an 

interesting, effective arrangement. Use callouts to key each 

photo to its product information. 

Condensed sans serifs are heavily used in product cata¬ 

logs because they don’t take up a lot of space and always 

have a clean look. Garamond is not quite as legible as 

Times Roman, but it has a fresh, contemporary look that is 

better suited to the product. 

Product Name: Helvetica Black Condensed 12/14 

Body Copy: Garamond 10/14 

Number Callouts on Photos: Helvetica Black Condensed 
14 pt. 

Folio/Running Head: Helvetica Black Condensed 14 pt. 

22 

BAUHAUS dolor sic amet, con- 

scctetuer adipiscing elic, sed diam 

nonummy nibh cuismod tin- 

cidunr ut laorccc dolore magna 

aliquam erac volutpatcuismod 

tincidunt ut laoreet dolore magna 

auam erat vol. 

MONDRIAN ad minim veniam, 

quis noscrud exerci cation 

ullamcorper suscipic loborcis 

nisi uc euismod cincidunc ut 

laoreet dolore magna aliquam 

erat volaliquip ex caconscquat. 

Circus Logos dolor sit 

amec, conscctetuer adipiscing 

elit, sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna a te feugait 

Victorian dolor sit amct, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolorc 

magna aliquam erat volutpa- 

teuismod tincidunt ut laoreet 

dolore magna aliquammagna 

aliquam erat voluqua erat vol. 

Florentine dolor sit amet, 

consectetuer adipiscing elit, 

sed diam nonummy nibh 

euismod tincidunt ut laoreet 

dolore magna aliquam erat 

volutpateuismod tincidunt ut 

laoreet dolore magna ali¬ 

quammagna aliquam erat 

voluqua erat vol. 

BUNGALOW zzril delenit augue 

duis dolore te feugait nulla facil¬ 

isi. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod 

tincidunt ut laoreet dolore magna 

nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore aliquam 

crat volutpat. 

ARTS & Crafts minim veniam, 

quis nostrud exerci cation ullam¬ 

corper suscipic loborcis nisi ut 

aliquip ex ca commodo conse- 

quat. Duis autem vel eum inure 

dolor in hendrerit in vulputate 

velit esse molestie consequat, vel 

ilium dolore eu nulla 

Product With Style 
When the product is shown in line drawings or simple, high 

contrast photos and the sell copy needs to run with the 

illustration, a three-column grid offers more variety. The 

copy at the bottoms of the columns is not perfectly aligned, 

so the page looks friendlier and more active. For an elegant 

product such as moldings or frames, small caps add a touch 

of class to the headings. 

Syntax and Sabon both convey a feeling of style and 

fashion that suits this type of product. These faces are also 

quite practical as well. They have slightly condensed pro¬ 

portions that help them fit into the rather narrow columns 

without many bad line breaks. But do note that both space a 

little open and should be allowed to do so at this text size. 

Product Name: Syntax Bold small caps 12/14 

Body Copy: Sabon 10/14 

Folio/Running Head: Syntax Bold small caps 12/14 
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22 Summer Sale 

1 .Blender. Dolor sit amet, con- 

sectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt ut 

laoreet dolore magna aliquam erat 

volutpat. Ut wisi enim ad minim 

veniam, quis nostrud exerci tation 

ullamcorper #6432. Reg. $63.90. 

Sale, $59.95. 

3.Waffle Iren. Dolor sit amet, 

consectetuer adipiscing elit, sed 

diam nonummy nibh euismod tin¬ 

cidunt ut laoreet dolore magna ali¬ 

quam erat volutpat. Ut wis veniam, 

quis nostrud exerci tation ullamcorp¬ 

er #6432. Reg. $63.90. Sole, 
$59.95. 

2.Cro«kpol. Vel eum inure dolor in 

hendrerit in vulputate velit esse 

molestie consequat, vel ilium dolore 
eu feugiat #6432. Reg. $63.90. Sale, 

$59.95. 

4.Dutch Oven. Vel eum inure 

dolor in hendrerit in vulputate velit 

esse molestie consequat, vel ilium 

dolore eu feugiat nulla facilisis at 

vero eros et #6432. Reg. $63.90. 

Sale, $59.95. 

22 Fall / Winter 

Men’s Shirts 
Dolor sit amet, consectetuer adipiscing elit, 

sed diam nonummy nibh euismod tincidunt 

ut laoreet dolore magna aliquam erat 

volutpat. Ut wis veniam, quis nostrud 

exerci tation ullamcorper #6432. Reg. 

$43.90. Sale, $39.95. 

Turtleneck. 
Vel eum iriure dolor in 

hendrerit in vulputate 

velit esse molestie co 

sequat, vel ilium 

1 dolore eu feugiat 

nulla facilisis at vero 

eros et #6432. Reg. 

$43.90. Sale, $39.95. 

Wool Slacks 
Dolor sit amet, consectetuer 

adipiscing elit, sed diam 

nonummy nibh euismod tin- 

cidunt ut laoreet dolore est 

magna aliquam erat etto 

volutpat. Ut wis veni- 

am, quis nostrud exerci 

tation ullamcorperUt 

wis veniam, quis ntrudUt 

wis veniam, s nostrud Ut wis 

veniam, quis nostrud #6432. 

Reg. $43.90. Sale, $49.95. 

To order call 

1-800-000-0000 

Riding Boots. vei 
eum iriure dolor in hendrerit 

in vulputate velit esse moles 

tie consequat, vel ilium dolore 

eu feugiat nulla facilisis atque 

veto eros et vel ilium dolore 

eu feugiat nulla vel ilium neq 

dolore eu feugiat nulla vel 

ilium dolore eu feugiatnulla 

#6432. Reg. $43.90. 

Sale, $39.95. 

Clean, Geometric 
This is a clean, contemporary approach to a catalog of 

housewares. Each photo features a single product with a 

simple, attractive background. The labels on the photos 

have been placed so they don’t interfere with the product. 

The black bar is a unifying graphic element for a clean, 

geometric approach. 

Century and Futura Extra Bold are clean and legible 

typefaces. Because the product photos are the focus of the 

strongly geometric layout, no type is angled or set in cir¬ 

cles, starbursts or other violator devices. The Futura Extra 

Bold so dominates the Century that it can be reduced by a 

point size and still have extra emphasis. 

Product Name and Sale Price: Futura Extra Bold 9/13 

Body Copy: Century 10/13 

Labels on Photos: Futura Extra Bold 9 pt. (numbers) and 

Century 9 pt. (product names) 

Folio: Futura Extra Bold 9 pt. 

Running Head: Century 9 pt. 

Conservative, Quality 
For this catalog of quality clothing, the copy wraps around 

the irregularly shaped outlines of the product shots. When 

there is a more complex wrap, read the copy carefully after 

it has been set to make sure that it has broken well and can 

be easily understood. 

The Goudy is set much larger to emphasize the product 

names, and the sale prices are set in the bold weight to give 

them slightly more emphasis than the rest of the copy. The 

black, condensed sans serif is used sparingly for the viola¬ 

tors and the toll-free number. The overall effect is conserv¬ 

ative and projects an image of quality. 

Product Name: Goudy 18/24 

Body Copy: Goudy 10/13 

Sale Price: Goudy Bold 9/13 

Folio: Helvetica Black Condensed 12 pt. 

Running Head: Goudy Bold 14 pt. 

Call to Action: Goudy 10/12 

Toll-Free Number: Helvetica Black Condensed 12/14 

Violators: Helvetica Black Condensed caps 12 pt. 
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The Corner Deli 
128 E 4th Street 

**- tv4' Soups 
Clam Chowder.2.75 

consectetuer adipiscing elit 

French Onion. 3.25 

tincidunt ut laoreet dolore 

Garden Vegetable. 1.75 

Ut wisi enim ad minim v 

The Daily Special. 1.75 

ullamcorper suscipit lobortis 
nisi ut aliquip ex ea commodo 
consequat. 

^ Sandwiches » » 
Tern vel eum iriure dolor in hen- 

drerit in vulputate velit esse mol 

estie consequat. 

Ham.5.25 

Corned Beef.. 5.25 

Pastrami.5.25 

Turkey Breast.5.25 

Roast Beef.. 5.25 

Grilled Cheese. 3.25 

(Swiss, American, Cheddar) 

Salads 
French Chef..4.25 

Mexican Chef..6.25 

Beef Taco. 5.25 

Chicken Taco. 5.25 

Cobb Delight.5.25 

Shrimp Caesar.6.25 

Chicken Caesar.5.25 

Steak Caesar. 5.25 

augue duis dolore te feugait nulla facil 
isi. Lorem ipsum dolor sit amet, con 
sectetuer adipiscing elit. 

Deserts 
Fresh Baked Pies. 1.75 

consectetuer adipsed diam 

U-Make Sundae Bar.2.25 

Hot Fudge Cake.2.50 

** ** Beverages 
Cofee or Iced Tea.75 

All Fountain Drinks. 1.50 

Special Sodas. 1.85 

Old-Fashioned & Casual 
The decorative flourishes and centered small caps have an 

old-fashioned yet casual quality. This look would work 

well for a deli or bar menu. The body copy is set large 

enough to be legible when printed on a tinted sheet, which 

would work well with the old-fashioned type treatment. 

Rather than reduce the type size when an explanation of an 

item is needed, a deep indent is used to clarify the levels of 

information. Although it looks small when compared to the 

body copy, the smallest type is still 14 points. 

In order to fit the pairs of dingbats on either side of even 

the longest heading, Helvetica Condensed is used to 

increase the character-per-inch count without losing legibil¬ 

ity. The black weight helps organize the information by 

clearly signaling which copy should be read first. 

Garamond’s graceful lines offer a nice contrast to the hard- 

edged, geometric Helvetica Condensed. 

Restaurant Name: Garamond small caps 48 pt. 

Address: Garamond 18/30 

Headings: Helvetica Black Condensed small caps with 

Zapf dingbats, both 28 pt., centered 

Body Copy: Garamond 18/24 

Additional Descriptive Copy: Garamond 14/14 

The Garden Spot 
128 E 4th Street 

Soups 
French Onion 
sit amet, consectetuer adip¬ 
iscing elit, sed diam nonum- 
my nibh euismod tincidunt 
ut laoreet dolore magna ali¬ 
quant erat volutpat. 

Salads Salads from the Sea 
Cobb Salad Shrimp Caesar 
dolor sit amet, consectetuer sit amet, consectetuer adip- 
adipiscing elit, sed diam iscing elit, sed diam nonum- 

nonummy nibh euismod '»'/ nibh euismod tincidunt 
tincidunt ut laoreet dolore ut laoreet dolore magna ali- 
ma quam erat volutpat. 

Baked Potato 
enim ad minim veniam, quis 
nostrud exerci tation ullam¬ 
corper suscipit lobortis 
Nisi ut aliquip ex ea commo¬ 
do consequat. 

BLT Salad 
enim ad minim veniam, 
quis nostrud exerci tation 
ullamcorper suscipit lobor¬ 
tis naliquip ex ea commodo 
consequat. 

Crab Deluxe 
enim ad minim veniam, quis 
nostrud exerci tation ullam¬ 
corper suscipit lobortis 
Nisi ut aliquip ex ea commo¬ 
do consequat. 

Tomato Bisque 
vel eum iriure dolor in hen- 
drerit in vulputate velit esse 
molestie consequat, vel 
ilium dolore eufeugiat nulla 
facilisis at ipso lorem est 
vero eros et 

Minestrone 
iusto odio dignissim qui 
blandit praesent luptatum 
zzril delenit augue duis 
dolore te feugait nulla facil- 
isi. 

Chef Salad 
vel eum iriure dolor in hen- 
drerit in vulputate velit esse 
molestie consequat. 

Garden Spot 
at vero eros et accumsan et 
iusto odio dignissim qui 
blandit praesent luptatum 
zzril delenit augue duis 
dolore te feugait nulla facil- 
isi. 

Side Salad 
tempor cum soluta nobis 
eleifend option congue nihil 
imperdiet doming id quod 
mazim placerat facer pos- 
sim assu 

Neptune's Garden 
vel eum iriure dolor in hen- 
drerit in vulputate velit esse 
molestie consequat, vel ilium 
dolore eufeugiat nulla facili¬ 
sis at neque mini alio est 
vero eros et 

Salade Ni^oise 
iusto odio dignissim qui 
blandit praesent luptatum 
zzril delenit augue duis 
dolore te feugait nulla facilisi. 

Light, Sophisticated 
The flush left format and ample white space give this menu 

a light, more sophisticated look. The names of the menu 

items are set off with both a weight change and spacing to 

prevent them from getting lost in the long copy. The prices 

are run into the copy and given no special emphasis. 

Very generous pitch is used for the logotype so it 

appears centered across the top of the menu and fits well 

with the graphic and continues the light theme. Both the 

Palatino Bold and the Helvetica Bold Condensed are strong 

and legible enough to permit them to be printed in a color, 

even if a tinted sheet is used. Palatino has a naturally grace¬ 

ful, sophisticated quality, especially in the italic. The large 

amounts of white space soften the Helvetica Condensed so 

it is prominent but not overly assertive. 

Restaurant Name: Helvetica Bold Condensed small caps 

36 pt., manual letterspacing 

Address: Helvetica Bold Condensed small caps 14/30, 
manual letterspacing 

Headings: Helvetica Bold Condensed small caps 18/20 

Item Name: Palatino Bold 12/14 

Body Copy: Palatino Italic 12/14 
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Appetizers 

Shrimp Cocktail 6.95 
Lorem ipsum dolor sit amet 

Pate de Foie Cras 5.95 
elit sed diarn nonummy 

Carmel-Baked Brie 4.95 
ut laoreet dolore magna aliquant 

Soups 

Lobster Bisque 4.95 

Lorem ipsum dolor sit amet 

Nouvelle Potage DeFarge 5.95 
elit sed diam nonummy 

Chlled Strawberry Soup 4.95 
ut laoreet dolore magna aliquam 

Salads 
Caesar Salad for Two 5.95 

elit sed diam nonummyed diam nonummyLorem 

ipsum dolor sit ametLorem ipsum dolor sit 

ametLorem ipsum dolor sit amet 

Rosemary's Carden 4.95 
ut laoreet dolore magna aliquamm nonummyLorem 

ipsum dolor sit ametLorem ipsum dolor sit 

ametLorem ipsum dolor sit am 

Breakfast 

Wally’s Best Eyepopper Lucky’s Choice 

dolor sit amet, 

consectetuer adipiscing elit, 

sed diam no 

nummy nibh 

7.95 

ut laoreet dolore mag 

na aliquam erat 

volutpat. Ut wisi enim ad 

minim veniam, quis 

7.95 

dolor sit amet, 

consectetuer adipiscing elit, 

sed diam no 

nummy nibh 

7.95 

The Grill 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Omelettes 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

From the Bakery 

Nostrud exerci tation 

u I lamcorper suscipit 2.25 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Nostrud exerci tationullam- 

corpsd er sfrf uscipit 2.25 

Pancakes & 

Waffles 

Nostrud exerci tation 

ullamcorper suscipit 2.25 

Nostrud exerci tation 

u I lamcorper suscipit 2.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Bortis nisi ut aliquip ex ea 

commodo consequat. 3.25 

Nostrud exerci tationullam- 

corpsd er sfrf uscipit 2.25 

Formal, Elegant 
A menu for a very formal restaurant should be understated. 

Narrow lines of centered copy and a tinted border are for¬ 

mal touches. You won’t always have equal amounts of 

copy for each menu item, so you may have to modify your 

design slightly to accommodate unusually long or short 

items. Most of the items on this page have short descrip¬ 

tions, so they tuck nicely into shorter lines between the 

item names. The very long descriptions are still centered on 

the page, but the first line is allowed to extend beyond the 

item name and price for balance. The restaurant’s name 

would appear on the outside cover of this multi-page menu. 

New Baskerville Italic and Optima Italic are used to 

suggest the type on a formal invitation. Although a script 

face would actually be used on an invitation, an italic face 

gives the effect of script but is more legible. 

Headings: New Baskerville Italic 28 pt. 

Item Name and Price: Optima Italic small caps 18/20 

Descriptions: New Baskerville Italic 14/20 

Casual, Easily Updated 
Many casual bistros and informal hotel restaurants use a 

single-page menu for each meal. These restaurants change 

their offerings frequently, so the menu must be easy to 

update. Since the specials are most likely to change, they 

are isolated at the top of the page rather than grouped with 

other items. This space could also be used for items carried 

over to another meal; many hotel and other casual restau¬ 

rants may offer a few breakfast dishes at lunchtime, for 

example. 

A light but sophisticated look is created with two stan¬ 

dard typefaces when the Times and Helvetica are generous¬ 

ly leaded. (Because these fonts are available on almost 

every printer, they are an especially good choice if you are 

selling the client a template that will be used to produce 

frequent updates.) The screened-back graphics add sophis¬ 

tication. 

Name of Menu: Times Roman small caps 36 pt. 

Headings and Specials: Helvetica small caps 18/19 

Body Copy: Times Roman 12/19 
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October Events at the Square 

z 
Lorem ipsum 
Solor sit amet, olor sit 

amet,lor sit amet, olor sit 

amet, 

4 
Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

Solor sit amet, olor sit 

amet, lor sit amet, 

4-G 
iquam erat volutpat. 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

6 
Lorem ipsum 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

7 

Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

12 
Lorem ipsum 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

12 
Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet,olor sit 

Solor sit amet, olor sit 

amet, lor sit amet, 

18 
iquam erat volutpat. 
Solor sit amet, olor sit 

amet, lor sit amet,olor sit 

amet, 

18-19 
Lorem ipsum 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

21 

Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

24 
iquam erat volutpat. 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

27 
Lorem ipsum 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

27-28 

Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet,olor sit 

amet, 

28 
Lorem ipsum 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

30 

Consectetuer 
Solor sit amet, olor sit 

amet, lor sit amet, olor sit 

amet, 

Graphic, Lively 
Here a 5‘A" x 872" mailer has a clean, three-column listing 

of upcoming events. The boxes are for publicity photos. 

The numerals for the dates are set at a normal text size. 

With photos, it is unnecessary to use large numerals for 

visual interest. 

The understated black-and-white play created by the 

condensed sans serif and the reversed, boxed type for the 

captions works well for a calendar of evening perfor¬ 

mances. Helvetica Extra Compressed creates clean breaks 

on the page without adding a lot of space between items. 

Garamond Italic is slightly darker than the roman and, 

therefore, a better match for the dramatic Helvetica Extra 

Compressed. 

Headline: Helvetica Bold Condensed 24 pt. and Garamond 
24 pt. 

Dates and Titles of Events: Helvetica Extra Compressed 
12/14 

Body: Garamond Italic 11/13 

Captions: Helvetica Extra Compressed 12/14 

4-6 
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iquam erat 

volutpat. 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor 

12 
iquam erat 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor sit 
amet,olor 

14 
Consectetuer 

ctetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet.ame 

18 
Lorem ipsum 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor sit 
amet,olor sit amet, 

Consectetuer 

ctetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet, olor sit 
amet,olor sit 

18 

21 
iquam erat 

volutpat. 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor si 

21 
Lorem ipsum 

Solor sit amet, or 
sit amet,lor sit 
amet, olor sit 
amet,olor sit at, 

27 
Consectetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet, olor sit 
amet,olor sit amet, 

27 
Lorem ipsum 

Solor sit amet, olor 
sit ame 

iquam erat 

volutpat. 

Solor sit amet, ol 
or sit amet,lor sit 
amet,olor sit a 
met,olor sit 

Consectetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor sit 
amet,olor sit 

28 
Lorem ipsum 

Solor sit amet, o 
lor sit amet,lor sit 
am et,olor sit am 
et.olor sit 

28 
Consectetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet,olo 

30 
Lorem ipsum 

Solor sit amet, olor 
sit amet, sit 
amet,oor sit amet, 

30 
Consectetuer 

Solor sit amet, olor 
sit amet,lor sit 
amet,olor sit 
amet, olor sit amet, 

Friendly, Active 
This 5'h" x 872" mailer lists classes, workshops and week¬ 

end activities. In the absence of photos, the large numerals 

set in an open serif add a decorative touch. The message is 

open and accessible. This approach would also work for a 
poster. 

The Syntax Ultra Black subheads are a point size small¬ 

er than the body because their heavy weight dominates the 

body in the same size. It has been screened back slightly in 

the headline, so it won’t dominate the Century there. The 

strong, chunky characters of Syntax are strongly contrasted 

with the round, flowing letterforms of the Century, giving 

the page a dynamic feeling without losing the friendliness 
projected by Century. 

Headline: Syntax Ultra Black and Century 42 pt. 

Dates: Century 24/30 

Names of Events: Syntax Ultra Black 10/12 

Body: Century Italic 11/14 
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OCTOBER 12 & 13 

Store opens at 10:00 am 

RALPH LAUREN dolor sit amet, 

CHANTAL THOMASS dolor sit 

BALENCIAGA Ut wisi enim ad 

NORMA KAMALI dolor sit amet, 

ISSEY MIYAKE dolor sit amet, 

BETSEY JOHNSON Ut wisi enim ad 

PERRY ELLIS dolor sit amet, 

DONNA KARAN dolor sit amet, 

GEOFFREY BEENE Ut wisi enim ad 

4k 
amet, 

“Back to School” Look 
This 5V2" x 8V2" retail mailer for a series of fashion shows 

carries through the “Back to School” theme with the apple 

graphic. Lots of white space is balanced by a simple, cen¬ 

tered, text format. This piece would be especially effective 

printed on a bright paper; for example, it could be printed 

on a bright red paper with a bright yellow ink surrounding 

the apple and a green for the leaf and stem. 

Century is the ideal choice to carry out the theme in the 

headline type, since it evokes memories of school text¬ 

books. Futura Extra Bold has round Os and a chunky geo¬ 

metric quality perfect for a program for children. But in the 

narrow format of the two-column listing, the compressed 

Flelvetica is more readable. 

Headline: Futura Extra Bold 36/60, centered, and Century 

36/60, centered 

Dates: Futura Extra Bold 14/45, tracking: +16, centered 

Subheads: Helvetica Extra Compressed 12/14, centered 

Body: Century Italic 12/14, centered 

“High Fashion” Look 
A more sophisticated fashion show announcement is han¬ 

dled with a very generously tracked bold sans serif and a 

tightly condensed serif. Using a condensed face for part of 

the headline reflects the tall, thin appearance of high fash¬ 

ion models, as does running the copy full frame top and 

bottom, with white space on the sides. 

You don’t always need a computer full of display fonts 

to create special effects. While the Times here is not a per¬ 

fect substitute for fonts such as Modula or Industria, it cre¬ 

ates a similar effect without the expense of a display font 

that you may not use again for months. The Futura Extra 

Bold set all caps isn’t tracked as heavily as the Futura in 

the headline to create a change in weight and impact. 

Headline: Futura Extra Bold 12/60, tracking: +90, and 

Times Roman 96/60, horizontal scaling: 50% 

Date: Futura Extra Bold 12/36, tracking: +90 

Store Hours: Times Roman Italic 12/36, horizontal scaling: 

90% 

Subheads: Futura Extra Bold caps 10/36, tracking: +20 

Body: Times Roman Italic 10/36, horizontal scaling: 90% 
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Banking 

Profits: 685.7 million 

Up 100% 

Gainers: 18 

Decliners: 0 

100% ■ 

80% - 

60% - 

40% 

20% L 
-20% 

-40% 

-60% 

Istqtr. 2nd qtr. 3rd qtr. 4th qtr. 

] Profits change H Stock Price change 

3rd Quarter Earnings 
Company Earnings 

(1,000s) 
Earnings 
/share 

Earnings 
change 

Bundle’s $678 $0.31 207% 

Caty -$3,900 $0.49 5% 

Family Stuff $10,937 $0.20 53% 

Lil’s $678 $0.31 207% 

Ollie’s -$3,900 $0.49 5% 

Rudd’s $10,937 $0.20 53% 

Ryder $678 $0.31 207% 

Safere -$3,900 $0.49 5% 

STVV $10,937 $0.20 53% 

TWW $678 $0.31 207% 

Vanguard -$3,900 $0.49 5% 

Wall’s $10,937 $0.20 53% 

Conservative 
A serif in small caps is an appropriate look for the heading 

of a chart for the banking industry. The subhead, however, 

was set in uppercase and lowercase both to make the copy 

more readable and to keep the chart from looking top- 

heavy. A small caps setting has considerably more weight 

and bulk. The double rule also has a “bank note” formality. 

Screens of gray are subdued and conservative; a graphic, 

black-and-white treatment would be too dramatic for this 

client. 

Garamond is a formal, traditional face that is well suited 

for this conservative look. It has been slightly condensed to 

conserve space. Helvetica Condensed is a clean, dark face, 

and it holds up well in small sizes. The numerals are quite 

legible, a critical issue in chart design. 

Head: Garamond small caps 18/20, horizontal scaling: 95% 

Subhead: Garamond 12/14 and 11/13, horizontal scaling: 

95% 

Labels: Helvetica Condensed 9/16 

Packed & Legible 
When you have several charts in a magazine or a newspa¬ 

per article, reversing the head out of a dark screen or a dark 

color allows the reader to find them easily. The numbers in 

this chart are legible enough to hold up over a light screen 

of black or a second color. (Although there are exceptions 

to every rule, specify that the tint be screened back to 10 

percent in order to be sure that the type can easily be read.) 

When setting tables of numbers, proof carefully for correct 

decimal alignment before you print. 

Times Roman is a relatively compact face, but it has 

been condensed an additional 5 percent in this chart packed 

with information. A serif face makes the names easier to 

read, especially if some are unfamiliar to the reader. In 

order to fit the long, precise labels in, the Helvetica 

Condensed was replaced with the highly compact Helvetica 

Compressed. 

Head: Times Roman 22 pt. 

Headings: Helvetica Compressed 11/12 

Company Names: Times Roman 11/18, horizontal scaling: 

95% 

Numbers: Helvetica Condensed 10/18 
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Manufacturing Agriculture 
Profits: 685.7 million (up 100%) 

1st qtr. 2nd qtr. 3rd qtr. 4th qtr. 

PROFITS: 685.7 MILLION (UP 100%) 

100% 

80% 

60% 

40% 

20% 

O 

-20% 

-40% 

-60% 

.m. 

. 

.iIDp ... jUs, .. .jin,. 

♦ ii if • • t w* • • • • • • • • • >•••••»• 

1 ST QTR. 2ND QTR. 3RD QTR. 4TH QTR. 

Light, Active 
The graphics add a light touch to this simple chart. The ital¬ 

ic head reinforces the informal mood. Because there is little 

copy, a light, attractive serif works wells for the labels. 

Note how much space the numerals occupy here compared 

to how much they have in the other graphs in this section. 

Even though the Sabon has been condensed 5 percent, the 

numerals and the percent signs are still much looser than 

the sans serifs. 

Sabon adds interest without competing with the graph¬ 

ics. The strongly slanted serifs of the italic letterforms give 

the heading a feeling of motion. The Syntax Black subhead 

gives the heading a solid base and links it with the graph 

below. There’s also a nice contrast between the open let¬ 

terspacing of the heading and the more compact subhead. 

Head: Sabon Italic 24 pt., horizontal scaling: 95% 

Subhead: Syntax Black 10/12 

Labels: Sabon 10/20, horizontal scaling: 95% 

Bold, Geometric 
The gear icons are bold and round, so a bolder weight of 

type is called for. Futura Extra Bold works well with the 

geometric shaped gears. The headline reversed out of the 

dark box and supported by the bold subhead has a lot of 

weight to balance this area against the rest of the graph. 

Century is a nice, rounded face that complements the 

roundness of the gears. Its sturdy serifs hold up well when 

printed reversed. Futura Extra Bold also has rounded letter- 

forms; even the zeros are circular. Be careful when printing 

this very heavy weight of Futura on a 300 dot-per-inch 

printer. The openings in the 4s are tiny and start to fill in 

when the type is small as it is here (7 point). 

Head: Century 22/24, horizontal scaling: 95% 

Subhead: Futura Extra Bold caps 9/11, tracking: +12 

Labels: Futura Extra Bold 7/20 
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Downtown Binders 
Art Director: Stan Evenson 

Designer: Stan Evenson 

Fonts: Various 

A high contrast, festive typographic solution is used for 

binders. A sophisticated medley of serifs, sans serifs and 

calligraphy. 
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MVP CD Package 
Art Director: Tommy Steele 

Designer: Glenn Sakamoto 

Fonts: Various 

An updated, classic approach mixes fonts and simple 

shapes, circles and squares with updated colors and tex¬ 

tures. 
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lA GeM)idtmv.. 

cro\, our 1992 calendar we wanted to say something meaningful about the challenges of 

01\tM) are a lot of buzz-words to choose from. Competitiveness. 

6BoC i 

the coming year. 

Globalization. Continuous improvement. Motherhood and maple syrup, 

can be said much more simply. The way to meet any big challenge is through plain old- 

i it. cAnd I fashioned hard work. Just getting down and doing I rather than drag out the 

soapbox, we'd prefer to communicate this simple message through a few strong Images. 

After all, that’s what our business Is all about. In the following pages we present 

portraits of 12 working people doing what they do best. As people have always done when It 

was most needed. 04 ain’t exactly Hegelian metaphysics. All we’re saying Is, with the 

right initiative, energy and pride In achievement, we can make anything happen. fid 

once we’ve got that licked, rhaybe we can try a new national anthem: “Heigh ho, heigh ho...” 

rT'fiippij tUidaiji aid but uHiUtA /p-va’ptiipe.-wui (J/mM.jmj 

(j\m (M cj ui at Gon£\iU. 

Concrete Calendar 
Art Director: John Pylypczak, Diti Katona 

Illustrator: Ross MacDonald 

Fonts: Franklin Gothic, Script 

A self-promotion piece for Concrete, the calendar uses a 

combination of a script and a sans serif face with ’50s 

illustrations and color palette. 

C5um. cM». cu 9U sr,* 

l 2 3 4 5 6 7 

8 9 10 11 12 13 14 

15 16 17 18 19 20 21 

22 23 24 25 26 27 28 

29 30 
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Food Services of America. 

J a n u a ? y 
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Food Services of America Calendar 
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Art Director: Jack Anderson 

Designer: Jack Anderson, Mary Hermes 

Photographer: Darrell Peterson 

Fonts: Palatino, Garamond 

Although this design uses traditional, classic type, the over¬ 

all effect is very open and graphic. Old style numerals set 

at an extremely large size become powerful graphic ele¬ 

ments. The formality of the Old style numerals and the 

classic serif face are offset by the large visuals with loose 

borders, the handwritten captions, and the generous white 

space. 
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Friend & Johnson Sourcebook 
Designer: Bryan L. Peterson, Scott Paramski 

Fonts: Various 

A directory of photographers and illustrators with introduc¬ 

tory copy about the state of graphic design, this book is 

distributed to art directors and graphic designers who cre¬ 

ate sophisticated layout and type design. 

r i a n d £ J o A n j o n 

AND NOT OKTTINC* WORN DOWN IIY RUSHY OR NEUROTIC CUENTfi IN A CHALI.KNOK. 

But kkkpink ursn to new ideas is tub challknok. How cah wk achieve the 

S7 ba/iaoa // it up to at, aoapy </ay to fooi/ur that 

imaff yat/ura / A a / can /ra n t/or ra w A a / at a 'ra </o i n y into tOmu/Ainy 

biy <J n <A o u 111 a n <Jt n J ■ ^ParAapt i/’t t ft a oa/y- way to c/o // 

ATTRACT THIS TROUT. TURN RA8IIIONING. AS ACCTtl HATKI.Y AS POR8I HI.E, A LURE 

THAT WII.L CONV1NCK THK FISH TO BITS. THIS INVOLVES KNOWINO AS MUCH AS 

ROSS I HI. H. ABOUT TUB SPECIFIC N ATI) K A I. COST E XT ORTIIK TROUT. TUB PARTICULAR 

PI.AUK IN TUB STHKAM. THE TKHPBHATURB AND TUB STEED OP THK WATER. THK 

TIME. OP DAY. TUB SEASON. THK SPECIFIC TYPE OP INSECT AT THK RIOHT POINT IN 

ITS DEVELOPMENT AND HOW IT ACTS ON THK SURFACE OP THE WATKR ARP. ALL 

PARTS OF TIIM CRITKRIA THAT WILL. HOPEFULLY CONVINCE THE TROUT TO TAKE TUB 

BAIT. FLY FISHERMEN OO TO EXTRAORDINARY I.KNOTHS TO BECOME PART OP A VERY 
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Financial Highlights 

X T orthern Telecom has turned Millions of Mian r.WffH \m slum Jigum 1991 1990 1989 

X 1 in a solid performance, the Revenues $8,182.5 $6,768.7 $6,105.5 

more remarkable for being achieved 
Net earnings applicable to common shares 496.5 436.0 354 * 

Net earnings per common share 

Dividends per common share •32 .30 .28 

Revenues from the integration of 
Common shareholders’ equity 3.6757 3.224-4 2,693.5 

acquisition sre Pt.c strengthened Working capital 172-3 1,236.7 1,024.1 

the company’s operations. Capital expenditures 5140 441.7 369.5 

Revenues for 1991 were 
Research and development and engineering 

sniur 1 >1 if 
expenses (gross) 1,231.6 1,029.4 927.0 

ion, up 21 peruntfom 
Common shares outstanding 

S6.77 billion in 1990. Earnings 
(as at December 31, in millions) 245-6 243-5 241.9 

per common share were $2.03, up Average common shares outstanding (in millions) 244.6 242.5 240.9 

13 percent font Si.Ho in 1990. Net Common shareholders (as at December 31) 10,492 IT.OI3 u.646 

earnings applicable to common shares 
Employees (as at December 31) 57,059 49.039 47.572 

far 1991 were $497 million, up 
All Mini amounts in this tiwtii.il rrport air m U..V. Mims nil lest otherwise sialeil. 

14 percent from $436 million in 1990. 

CONSOLI DATED 

REVENUES 

(S millions) 

*7 «* *0 90 »i 

Net earnings 

APPLICABLE TO 

COMMON SHARES 

(S millionsI 

»7 *S *9 90 9' 

Net earnings per 

COMMON SHARE 

(Mlars) 

— jo 

*7 M »9 90 91 

Number of 

EMPLOYEES 

(lltousoiids) 

Northern Telecom 
Art Director: John Pylypczak, Diti Katona 

Designer: John Pylypczak 

Illustrator: Doug Frazer, Valerie Sinclair 

Fonts: Bembo, Franklin Gothic 

The chart and graphs shown here are typical of those 

included in annual reports. The serif face used for the edito¬ 

rial copy is repeated in both figures. The setting is simple 

and clean; even tiny type used for the labels on the four 

graphs is quite legible. 
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Using Display Type 

Display type can create or enhance the 

mood of your print work. It helps create 

a unique identity in a masthead, head¬ 

line, logo, or on a book jacket. Choose a display 

face because it is right for the project, not just 

because you like it or it’s trendy. Old woodcut 

faces would be effective in an ad with an old- 

fashioned theme, but a bitmapped or futuristic 

face would work better on a computer firm’s let¬ 

terhead. 

There are a wide range of display types, some 

more legible than others. But, generally speaking, 

display type should be confined to short pull 

quotes, mastheads, logos, initial caps and short 

headlines. It’s easy to overuse display type. The 

average reader won’t wade through a lengthy 

headline in a script or an ultra condensed or ultra 

expanded face. Display faces are meant to attract 

attention. Use a display face too often, and you’ll 

have so much emphasis on the page that readers 

won’t be able to decide what information is 

important. 

If you’re creating a piece for a highly visual or 

design literate audience, you can use more dis¬ 

play type. You can also use less readable type 

because this audience will work at figuring out 

the message. When the information being pre¬ 

sented isn’t important, layering display type in 

weights and colors can create a textural back¬ 

ground. 
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VOLUME 

ISSUE MAKING 

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit, sed 

3 
Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit, sed 

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit, sed 

orem ipsum 

dolor sit amet, 

consectetuer adipiscing 

elit, sed diam nonummy 

nibh euismod tincidunt 

ut laoreet dolore magna 

aliquam erat volutpat. Ut 

wisi enim ad minim veni- 

am, quis nostrud exerci 

tation ullamcorper sus- 

cipit lobortis nisi ut 

aliquip ex ea commodo 

consequat. 

Duis autem vel eum iri- 

ure dolor in hendrerit in 

vulputate velit esse 

molestie consequat, vel 

ilium dolore eu feugiat 

nulla facilisis at vero eros 

et accumsan et iusto odio 

dignissim qui blandit 

praesent luptatum zzril 

delenit augue duis dolore 

te feugait nulla facilisi. 

Lorem ipsum dolor sit 

amet, consectetuer adip¬ 

iscing elit, sed diam non¬ 

ummy nibh euismod tin¬ 

cidunt ut laoreet dolore 

magna aliquam erat 

volutpat. 

Ut wisi enim ad minim 

WAVES AGAIN 

veniam, quis nostrud 

exerci tation ullamcorper 

suscipit lobortis nisi ut 

aliquip ex ea commodo 

consequat. Duis autem 

vel eum iriure dolor in 

hendrerit in 

vulputate velit 

esse molestie con- asn&t, c&rz&eot&fae#' 

sequat, vel ilium /. . . / 

dolore eu feugiat 

nulla facilisis at 

Nam liber tempor cum 

soluta nobis eleifend 

option congue nihil 

imperdiet doming id 

quod mazim placerat 

facer possim assum. 

vero eros et accumsan et 

iusto odio dignissim qui 

blandit praesent lupta¬ 

tum zzril delenit augue 

duis dolore te feugait 

nulla facilisi. 

Lorem ipsum dolor sit 

amet, consectetuer adip¬ 

iscing elit, sed diam non¬ 

ummy nibh euismod tin¬ 

cidunt ut laoreet dolore 

magna aliquam erat 

NIBH EUISMOD TINCIDUNT UT LAOREET DOLORE 

MAGNA ALIQUAM ERAT VOLUTPAT. 

Fluid, Light 
This newsletter would work for a radio station that features 

jazz, classical or easy listening music. The rolling script 

says lighter than air. Scripts are fluid faces that communi¬ 

cate a sense of fluid motion such as a ballet, or a floating 

quality suitable for jazz or classical music. Scripts work 

well with carefully placed, very heavy faces as anchors. 

The masthead suggests a piece of sheet music with the 

bursts of script on the horizontal lines of an elongated sans 

serif. 

Although scripts are quite beautiful, they shouldn’t be 

used to set more than a dozen short lines of copy. This 

design, therefore, adds a third face for the body copy and 

confines the script face to display type. Garamond has a 

quiet grace and elegance that make it a good fit with the 

overall look of the piece. The Futura has personality and a 

distinction, but it is not flamboyant. It supports rather than 

competes with the script face. 

Masthead: Embassy 154 pt. (Air) and Futura Extra Bold 

caps 12 pt., horizontal scaling: 150% 

Publication Information: Futura Extra Bold 7/34, 

tracking: +30 

Table of Contents Numbers: Futura Extra Bold 24/26, hori¬ 

zontal scaling: 150% 

Table of Contents Copy: Garamond 14/24 

Heads: Futura Extra Bold caps 12 pt., horizontal scaling: 

150% 

Initial Cap: Embassy 60 pt. 

Body: Garamond 12/15 

Pull Quote: Embassy 24/24 

Caption: Futura caps 7/15 
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WAVE 9 1.5 F M 

ROCK TALK 
© 
Lorem ipsum dolor 

sit amet, con- 

sectetuer adipiscing 

elit, sed 

o 
Lorem ipsum dolor 

sit amet, con- 

sectetuer adipiscing 

o 
Lorem ipsum dolor 

sit amet, con- 

sectetuer adipiscing 

elit, sed 

|A G 

K 

A I 
N G 

N 
WAVES 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam 

erat volutpat. Ut wisi enim ad minim veni- 

am, quis nostrud exerci tation ullamcorper 

suscipit lobortis nisi ut aliquip ex ea commo- 

do consequat. 

Dllis auffe 111 vel cum iriure dolor in BU|||||K|ftKt||iLa9 
hendrerit in vulputate velit esse molestie 

miiia HHHHHHHIL— 

facilisis at vero eros et accumsan et iusto 

odio dignissim qui blandit praesent luptatum 

zzril delenil auguc duis dolore te I'eugait 

nulla facilisi. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed diam non- 

ummy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim veniam, quis 

nostrud exerci tation ullamcorper suscipit lobortis nisi ut aliquip ex 

ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit 

in vulputate velit esse molestie consequat, vel ilium dolore eu feugiat 

nulla facilisis at vero eros et accumsan et iusto odio dignissim qui 

blandit praesent luptatum zzril delenit augue duis dolore te feugait 

nulla facilisi. 

Nam liber tempor cum soluta nobis eleifend option congue 

nihil imperdiet doming id quod mazim placerat facer possim assum. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam 

erat Ut wisi enim ad minim veniam, quis nostrud exerci tation ullam¬ 

corper suscipit lobortis nisi ut aliquip ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse 

molestie consequat, vel ilium dolore eu feugiat nulla facilisis at vero 

eros et accumsan et iusto odio dignissim qui blandit praesent lupta¬ 

tum zzril delenit augue duis dolore te feugait nulla facilisi. 

Nam liber tempor cum soluta nobis eleifend option congue nihil 

imperdiet doming id quod mazim placerat facer possim assum. 

Bold, Graphic 
This newsletter for a contemporary music station has an 

irregular grid and strong, high-contrast type. The station’s 

audience—young, predominantly male—is attracted to 

bold, strong graphics. The odd shaped areas of black and 

white, the reversed type and the geometric display face in 

the masthead fit the bill. Instead of line breaks between 

paragraphs, run-ins set in Futura Extra Bold signal the 

beginnings of paragraphs. It’s a popular device in publica¬ 

tions that target young readers and helps keep the block of 

copy tightly together. 

Insignia has a gritty, industrial quality that is frequently 

seen on promotional materials for contemporary groups and 

stations that lean more toward hard rock. Futura Extra Bold 

takes on the character of its surroundings again, looking 

geometric and assertive here. The Times Roman body copy 

ensures readability. It also gives the piece some softness 

and warmth to prevent it from having a heavy metal look. 

Masthead: Insignia 106 pt. and Futura Extra Bold 12 pt., 

horizontal scaling: 150% 

Heads: Futura Extra Bold 12/14, horizontal scaling: 150% 

Table of Contents Numbers: Futura Extra Bold 24 pt., hori¬ 

zontal scaling: 150% 

Table of Contents Copy: Futura 14/24 

Body: Times 12/16 with Futura Extra Bold 12/16 run-ins 

Pull Quote: Futura Extra Bold 16/24 
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Veniam 

quis nostrud 

Veniam 

quis nostrud 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing eiit, sed diam non- 

ummy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim 

Veniam, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat. Duis autem 

vel eum iriure dolor in hendrerit in vulpu- 

tate velit esse molestie consequat 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam non- 

ummy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim 

Veniam, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat. Duis autem 

vel eum iriure dolor in hendrerit in vulpu- 

tate velit esse molestie consequat 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam non- 

ummy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim 

Veniam, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat. Duis autem 

vel eum iriure dolor in hendrerit in vulpu- 

tate velit esse molestie consequat 

Lorem ipsum dolor sit amet, con- 

sectetuer adipiscing elit, sed diam non- 

ummy nibh euismod tincidunt ut laoreet 

dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim 

Veniam, quis nostrud exerci tation 

ullamcorper suscipit lobortis nisi ut aliquip 

ex ea commodo consequat. Duis autem 

vel eum iriure dolor in hendrerit in vulpu- 

tate velit esse molestie consequat 

Elegant Simplicity 
The elegance of this furniture store ad is enhanced by the 

use of a script face for the headline, restraint and simplicity 

in the treatment of descriptive copy, and lots of white 

space. The formal symmetry of the ad is appropriate for 

fine furniture in traditional styles; it conveys not only a 

feeling of elegance but of order and fine craftsmanship. 

Snell, unlike most scripts, is not overly ornate and is rel¬ 

atively legible even when reversed. It has a black tie quality 

that implies class and elegance. Futura’s simple letterforms 

and light color (just dark enough to hold up over the back¬ 

ground screen or tint) make it a good choice for the brief 

body copy. 

Headline: Snell 126 pt. 

Body: Futura 11/22 

Bold, Clean 
A stencil-style display face is perfect for a warehouse sale 

for almost any client, a stock merchandise ad for a whole¬ 

sale or discount store, or a crate-themed ad for an importer 

or produce store/market. This slightly condensed version of 

Futura Black is more sophisticated than most stencil-style 

faces and gives the ad a bold impact. (When set with more 

open letterspacing and/or curved around a border, this same 

face can look delicate and create an entirely different 
mood.) 

The bold type used for product names and prices defines 

the beginnings and the ends of each paragraph of copy. The 

“read-ins,” generous leading for the sell copy, and the 

ample white space give this ad a clean, upscale look rather 

than the “bargain basement” look produced by packing 

every inch of the ad with copy. Two weights of Helvetica 

are used to create the “read-ins” and body copy. Sticking 

with one family keeps the ad cleaner than mixing a serif 

and a sans serif in this case. 

Headline: Futura Black 106 pt., horizontal scaling: 80% 

Prices on Photos: Helvetica Ultra Compressed 18 pt. 

Body: Helvetica and Helvetica Black 12/18 
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PRODUCTS 

LOREM IPSUM DOLOR SIT 

AMET, CONSECTETUER ADIP- 

ISCING ELIT, SED DIAM NON- 

UMMY NIBH EUISMOD TIN- 

CIDUNT UT LAOREET DOLORE 

LOREM IPSUM DOLOR SIT AMET, CON¬ 

SECTETUER ADIPISCING ELIT, SED 

DIAM NONUMMY NIBH EUISMOD TIN- 

CIDUNT UT LAOREET DOLORE MAGNA 

LOREM IPSUM 

DOLOR SIT AMET, 

CONSECTETUER 

ADIPISCING ELIT. 

SED DIAM NONUM¬ 

MY NIBH EUISMOD 

TINCIDUNT UT 

LAOREET DOLORE 

MAGNA ALIQUAM 

ERAT VOLUTPAT. 

UT WISI ENIM AD 

MINIM VENIAM, 

Digital 
There are a variety of computer-generated or bitmapped 

fonts available for display type on a brochure for a com¬ 

puter-related product or service. This bitmapped type was 

created by printing Chicago with font substitution turned 

off in the page layout program. (The best known, deliber¬ 

ately bitmapped font is Oakland, created by Emigre.) 

Generous and erratic tracking and kerning also conjure 

up a mental image of a computer screen as does reversed 

out type (despite the advent of WYSIWYG screens). 

Copperplate Gothic suggests the small, all caps type pro¬ 

duced by some computers. Copperplate is available only in 

all caps; it is, therefore, less readable than uppercase and 

lowercase, so it must be used with care. Keep the word 

count to a minimum and the line lengths short as shown 

here. 

Cover 
Head: Chicago 36/70, tracking: +153, manual line and let¬ 

terspacing 

Subhead: Exotica 350 24/70, tracking: +153, manual line 

and letterspacing 

Interior 
Head: Exotica 350 30/70, tracking: +18 

Body and Captions: Copperplate Gothic 10/22 

BLIP 

S OFT 

WARE 

GB 
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FURXITURE 

Supplies 

Old-Fashioned, Warm 
Display type with an antique flavor can be appropriate for 

any client with a traditional business or service who wants 

to project old-fashioned charm and warmth. Woodtype 

faces can be especially effective for pubs, inns, shipping 

lines, lumber yards and thrift stores. Many type houses 

offer a nice variety of styles for both traditional and digital 

typography, and there are clip art books of alphabets that 

you can scan in and rework. 

Blackoak has a rough-hewn quality that suggests wood¬ 

working. It’s a large, dark face, so try to give it ample room 

to breathe. The other information shouldn’t try to compete 

with this powerful logo, but it must stand out on the page 

well enough to be easily found. Bauer Bodoni has a nine¬ 

teenth century look, but it is softer than the Blackoak. 

Although Bodoni is not a dark face, it has enough color not 

to get lost on the page. 

Letterhead Sheet 

Logotype: Blackoak 27/30, 18/30 and 19/30—sizes set to 

width—the ampersand is a 36 pt. woodtype ornament 

Address and Phone/Fax: Bauer Bodoni 9 pt. 

Business Card 

Logotype: Blackoak 19/26, 13/26 and 14/26—sizes set to 

width—the ampersand is a 24 pt. woodtype ornament 

Address, Name and Phone/Fax: Bauer Bodoni 9/18 
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Elegant, Romantic 
For a more elegant and classic or romantic look, a script 

face is a good choice. The single initial B here acts as a 

monogram and conveys a sense of formality. It implies that 

the client has good taste and high standards. To ensure even 

placement of the type, the three lines of the client’s name 

were placed first and the other copy fit between them. 

Embassy has ornamental but not ornate letterforms. The 

strokes are heavy enough that the letterform can still be dis¬ 

tinguished when it has been screened back to run behind 

the type on the business card. Sabon’s flared serifs, classic 

proportions and delicate letterforms make it appear to flow 

from the script B. Copperplate Gothic has the look of tradi¬ 

tional engraving, which makes it a natural for this classic, 

formal look. 

Letterhead Sheet 
Logotype: Embassy 72 pt. and Sabon 14/40 caps, tracking: 

+50, manual letterspacing 

Address and Phone/Fax: Copperplate Gothic 7 pt., tracking: 

+50, manual line spacing 

Business Card 
Monogram Letter: Embassy 180 pt. 

Logotype: Sabon 14/40, tracking: +50, manual letterspac¬ 

ing 

Address, Name and Phone/Fax: Copperplate Gothic 7 pt., 

tracking: +50, manual line spacing 
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Music in the Air Poster 
Art Direction/Hand Lettering/Illustration: Eric Rickabaugh 

Fonts: Linoscript, Futura, Hand Lettering 

The take-off on old illustration style calls for some period 

typography, in this case Hand Lettering. The ornate script, 

colorful illustration, and the copper and gold inks give this 

poster a festive quality. 
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Remember the Alamo 
Art Director: Chuck Creasy, Gregg Boling 

Designer: Gregg Boling 

Typography: Macography by Jeff Turner 

© Chuck Creasy Creative 1990 

Fonts: Heliotype, Insignia A, Madrone, Charme 

This tongue-in-cheek retail announcement for Joz Cloz is a 

lively layout of display types, photos, and screened-back 

line art. 
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Inks on Enhance 
Art Direction/Design: Eric Rickabaugh 

Lettering: James Fedor 

Production: Tony Meuser 

© 1992 Rickabaugh Graphics 

Fonts: Various and Hand Lettering 

This promotion shows the results you can obtain with col¬ 

ored inks on colored paper from the Enhance line. Display 

type often serves as a graphic. Here, the letterforms of a 

variety of fonts create an interesting, abstract pattern. The 

layered letters in a variety of screens and tints, especially 

the swashes of a serif italic, make an attractive background. 
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Performing Objects 
Designer: David Betz 

Careful placement of letters and geometric shapes are used 

on this identity of a Contemporary Arts Center exhibition. 
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WINDSIAR' CRUISES 
i letiin lbiiici uif tturm 

French Polynesia 

Caribbean 

M f D I r E R R A N F. A N 

Special Voyages 

Windstar Cruises 
Art Director: Jack Anderson 

Designers: Denise Weir, Jack Anderson, Paula Cox 

Illustrator: Bruce Morser 

Fonts: Bodoni, Aurea Titling, Bank Script 

The italic display face has a windswept quality. Large ini¬ 

tial caps appear in soft pastels—aqua, sand and shell pink. 

Smaller initial caps are in turquoise. Instead of a delicate 

text, Bodoni is used. It is bold enough to be legible when 

set in warm gray over a cream background. 
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Festival of Lights Ads 
Creative Director: David Bukvic 

Art Director: Teresa Newberry 

Agency: Mann Bukvic 

Fonts: Nicholas Cochin 

The holidays provide an opportunity to use 

nostalgic engravings and decorative type and 

border treatments reminiscent of illuminated 

manuscripts. 

ou Know Him 
As Santa Claus. 
Yet in France, ckilJ ren c all k im Le Pere Noel 

4k In Sweden, he appears as the tiny elf 

Jultomten, whose sleigh is pulled hy Julhock 

the Christmas goat. And in Germany he is 

Pelze-Nicol, who wears bishops rohes and rides a white 

pony. 4^ Right now you can see twelve 

of the world s most charming Santas as the Cincin¬ 

nati Zoo Festival of Lights presents “Gift Givers 

of the World. These life- sLze figures have heen 

hand-crafted in surprising detail, and wear authentic antique costumes. ^ These 

rare Santas will only he here once. So come share this unique holiday expe¬ 

rience you won t find anywhere else. Only during the Season s Brightest 

N irhts evening her 25 through January 1. ^ 

Cincinnati Zoo 

ally Departures For 
Christmas Past. 
The steam whistle bellows its famdiar song, and with a chum 

of the wheels, you are fast on your way to a Christmas straight 

from Currier and Ives..-.4> You 11 wind through a park 

adorned in the colors of the season, as a horse-drawn carnage 

passes hy. A collection of hand-crafted Santas will tell of rich 

Christmas traditions all over the world. And everywhere you look, shimmer¬ 

ing lights brighten the night like a million fiery stars. The enchanted train 

awaits you. Join us soon at 

the Festival of Lights. The 

Season s Brightest Nights. 

Every evening, November 

25 through January 1. .-.4s»- 

Cincinnati Zoo 
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Beyond the Rules 

Some designers seek—or maybe just find— 

type solutions that challenge their audi¬ 

ence. The rules will produce what the 

client expects: legible, clear, well-organized or 

logically prioritized material. It will have the 

mood or style that the audience has come to 

expect from this organization, product and for¬ 

mat. This is a sound, sensible approach when the 

audience has definite expectations of how the 

printed piece will look and read, when it’s critical 

that the information be read, and when you’re try¬ 

ing to inspire confidence or trust in the audience 

or the client. It can be a good solution but it will, 

to at least some extent, be predictable. 

The inspiration for new approaches comes 

from a variety of sources and requires that you let 

go of a lot of preconceived notions—and often 

client directives—and push the type to the limit. 

Communication doesn’t result only from reading 

copy; it occurs on many levels. Your type treat¬ 

ment may approach communication visually or 

emotionally. Slick typography can blunt the 

impact of your message and even evoke cyni¬ 

cism. Often a crude, rough approach is the best 

for a simple, direct statement. 

Sometimes words aren’t enough, no matter 

how well they’re designed and set. If you feel that 

you can’t coax, lead, trick or force your audience 

to read the client’s sales copy, present a strong 

image instead. (It may not be what’s said but how 

it’s said that matters.) Some designers are even 

questioning the necessity for legibility. They feel 

that readers become more involved with copy 

they have to puzzle out and are, therefore, more 

likely to read all of it. 
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Mechanika 
Designer: David Betz 

Photographer: Ron Forth 

This spare, graphic approach is used for a catalog for a 

Contemporary Arts Center exhibit of machine-based 

imagery. The choppy rhythm of the text doesn’t enhance 

readability, but it reinforces the theme. 
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Print communications work tho same way. The look 

of a piece creates an impression that influences 

■ 
-4x- 

mmmi 

whether or not it will be read. Therefore, it’s critical 

that every communication conveys a message that 

supports Its content and intended response 

through appropriate design, 

well-crafted writing, 

carefully selected paper 

and quality printing 

no matter how small the budget is. 

At First Impression we want to help you 

make lasting, impactful Impressions with your 

communications, particularly those that don’t 

require four*color printing. We produce only one-, two- 

and three-color printing and we do it mindful of ® 

an<* G' fostrictions. We’ve created Impression In 

the hopes of broadening your understanding of the 

potential that can be achieved with quality one-, two- 

and three-color communications. We hope you enjoy 

this and coming issues. 

First Impression 

Printers and Lithographers, Inc. 

795 Touhy Avenue 

Elk Grove, Illinois 60007 

312.439.8600 

Think oj a child '$ euphoric 

smile. Would it mean the same 

thing tv you if it were green or 

blue? Are you actually seeing 

the same color as others do 

when you look at a particular 

smile ? Can two people see and 

interpret the same rhapsodical!}- 

red smile in tbc same way? 

Ibe music of color resonates 

in every arm of ou r lives 

and plays melodies tvilb our 

emotions. Color is as much a 

pan of our responses to life 

as arc sounds, forms, wonts 

and pictures. From the subtlety 

of the shimmering rush of 

water in a stream It) Ihe bril¬ 

liance of a startling sunset, 

color has the power to move us. 

With careful attention, 

communicators can control 

the pou vr of color to aug¬ 

ment messages conveyed in 

print. This issue of Impression 

will look at the meanings 

and idtosyncracics of color 

so that tee can consciously 

construct color harmonies in 

print communications 

First Impression 
Art Director/Designer: Mark Oldach 

Fonts: Goudy, Futura, Helvetica Ultra Condensed Light 

This promotional brochure for First Impression Printers and 

Lithographers takes an indirect approach with engaging 

copy rather than a more direct sales pitch. The audience of 

graphic arts professionals and designers will enjoy the wit 

and the bit of color theory presented in a clean, careful type 

treatment. 

The Mind Leads the Blind 

Color is like flavor (“mmtn') 

or odor (“abb”) 

It’s a physical sensation (“ooob/”). 

In Its simplest terms, the sensation of color arises when 

light enters the eye and stimulates retinal cells to produce 

a response, which Is then transmitted to the brain. Different 

wavelengths of light, combined with the quality of light 

seen,causes 

The spectral cu 

700, with viole 

reds at the high 

Into perception 

ces and 

■•v 

wall in a house 

by bright blue? 

elicit the same 

able and mystei 

PATTERN 

societies over g 

pie, red and gre 

in our culture bi 

holiday for year 

reinforced a pai 

Inherently “Chr 

many colors anc 

time, too. A cla 

these particular 

shape virtually 

sign of safety b] 

C 

Individual as ea 

and dislikes are 

The way we look. I 

The way we act. 

The things we say. (‘ ‘veab'') 

The fact and fiction of how others perceive us 

formulates their impressions. 

And it’s that first contact 

tbs first impression 

that often sets the tone for 

everything that follows 

And left Ibee ail her lovely bues" 

W. H. Daview. The Kingfisher 
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Secession 
Art Director: John Pylypczak, Diti Katona 

Designer: John Pylypczak 

Photographer: Karen Levy 

Fonts: Franklin Gothic, Bodoni 

The designers drew on political billboards for this strong, 

graphic type solution on a folder and other collateral pieces 

promoting an Austrian line of modern furniture called 

“Secession.” The piece ties the motto of the Vienna 

Secession in 1889 as stated by Goethe to a similar quote by 

the furniture designer through typographic design. 
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CHR 
ISNI 
CHO 
LLS 
CHRIS NICHOLLS 

276 C A R L A W AVENUE 

SUITE 305 

TORONTO, ONTARIO 

CANADA MAM 311 

(416) 4 6 9 0 8 12 

RHO 
mai 
OHO 
a j j 
CHRIS NICHOLLS 

276 CARLAW AVENUE 

SUITE } 0 5 

TORONTO ONTARIO 

CANADA M4M > L 1 

416 4 6 9 0 S 1 2 

Chris Nicholls 
Art Director: Diti Katona, John Pylypczak 

Designer: John Pylypczak 

Fonts: Franklin Gothic, Franklin Gothic Heavy 

Unconventional scale and a play on black-and-white (nega¬ 

tives) with type creates a distinctive look on this folder, 

flyer and cards for a photographer. 
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Writing that peels 

back die skin of 

society to find its 

politics, its heart. 

Closer Look Passport 
Art Director: Mark Oldach 

Designer: Don Emery 

Fonts: Letter Gothic, Snell Roundhand, Sabon 

This brochure for an international U.S./French film copro¬ 

duction mixes photography and still video images. Running 

explanatory copy is reversed out of a bar across the top of 

the pages; although the type is quite small, it still has 

enough presence to be found and read. Provocative snippets 

of copy are superimposed on the photos in different type¬ 

faces and sizes seemingly at random. But there is, in fact, a 

careful, thoughtful integration of typography and visuals. 
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When the project calls for one-color Images, desktop 

halftones can be just as good or better than conventional 

halftones The creative potential of desktop-generated 

duotones. tritones, quadtones and colorization makes 

black and white imagery all that more attractive, from 

both a creative and a production perspective, the desktop 

will have a big impact on black and white imagery 

Desktop publishing has the reputation of being unmanageable It does 

not have to be. This course will tench you how to manage your desktop 

projects without the usual desktop headaches, You will learn what 

desk-top publishing and desktop color are all about and how to control 

the process effectively-without surprises.The emphasis in this course 

will be on how to analyze projects to determine the scheduling, human 

resources, and equipment requirements needed to get a job done 

. black and white images: quality reproduction on the desktop j FT 

Add a Little Magic 
Concept/Design: Rick Valicenti 

Digital Imagery: Mark Rattin, Tony Klassen 

Typography: Richard Weaver, Rick Valicenti 

© 1992 Thomas Munroe, Inc. 

Fonts: Meta Bold, Meta Caps, Swift Regular 

This brochure uses state-of-the-art computer images to 

impress the sophisticated target audience. Type becomes a 

visual design element, too. The topics for each course, set 

in reversed lines of varying lengths, are grouped into 

intriguing shapes. Type works with color to emphasize the 

benefits of attending a particular course. The course 

description is an uppercase and lowercase setting of a serif 

face in a yellow box, while the copy that calls out the bene¬ 

fit is set in an all caps, sans serif against white. 

Quick Solutions for Great Type Combinations 135 



Index 

Adobe Garamond, 72 

Aurea Tilting, 126 

Bank Script, 126 

Bauer Bodoni, 15, 18, 20, 23, 

39,41,45,47,61,75, 84, 129 

Bauer Bodoni Black, 34, 35 

Bauer Bodoni Condensed, 20, 

23 

Bauer Bodoni Italic, 20, 35, 39, 

43 

Bembo, 26, 113 

Berkeley Medium, 68, 69 

Bernhard Modern Italic, 51 

Blackoak, 120 

Bodoni, 4, 21, 25, 27, 30, 42, 

71,94, 126, 132 

Bodoni Bold, 21 

Bodoni Italic, 93 

Bodoni Poster Compressed, 97 

Caslon 540, 28 

Centaur, 29 

Century, 5, 13, 34, 37, 45, 57, 

63, 82, 86, 104, 105, 107 

Century Italic, 45, 82, 104, 105 

Charlemagne, 75 

Charme, 123 

Chicago, 119 

Cochin, 52 

Copperplate, 46, 68 

Copperplate Gothic, 119, 121 

Embassy, 116, 121 

Exotica, 119 

Franklin Gothic, 110, 113, 132, 

133 

Franklin Gothic Bold, 69 

Franklin Gothic Heavy, 28, 

133 

Futura, 7, 12, 14, 16, 24, 43, 

47, 70, 95, 116, 117, 118, 122, 

131 

Futura Black, 23, 118 

Futura Bold, 15, 22 

Futura Bold Condensed, 69 

Futura Book, 75 

Futura Condensed, 22 

Futura Condensed Extra Bold, 

39,44 

Futura Extra Bold, 12, 15, 16, 

18, 20, 23, 34, 39, 41, 44, 59, 

85, 88, 105, 107, 116, 117 

Futura Extra Bold Condensed, 

23, 36, 43, 67 

Futura Italic Condensed, 96 

Garamond, 5, 12, 20, 70, 100, 

102, 104, 106, 111, 116 

Garamond Condensed, 27 

Garamond Italic, 14, 104 

Gill Sand Bold, 72 

Goudy, 5, 16, 23, 38, 44, 56, 

59, 66, 89, 101, 131 

Goudy Bold, 101 

Goudy Bold Italic, 16, 56 

Goudy Italic, 66 

Hand lettering, 95, 97, 122, 

124 

Heliotype, 123 

Helvetica, 6, 13, 17, 19, 35, 47, 

90, 103,118 

Helvetica Black, 35, 36, 45, 

82, 84, 118 

Helvetica Black Compressed, 

21 

Helvetica Black Condensed, 

14, 18, 19, 22, 37, 39, 41, 45, 

56, 57, 61, 63, 81, 100, 101, 

102 

Helvetica Black Condensed 

Italic, 58, 67 

Helvetica Bold, 17, 19 

Helvetica Bold Condensed, 20, 

36, 81,92, 102, 104 

Helvetica Bold Condensed 

Italic, 65 

Helvetica Compressed, 106 

Helvetica Compressed Black, 

20 

Helvetica Condensed, 14, 18, 

19, 71, 81, 89, 106 

Helvetica Condensed Black 

Italic, 78 

Helvetica Condensed Bold 

Italic, 66 

Helvetica Condensed Italic, 65, 

78, 79 

Helvetica Expanded, 19 

Helvetica Extra Bold, 13, 17 

Helvetica Extra Compressed, 

104, 105 

Helvetica Ultra Compressed, 

118 

Helvetica Ultra Condensed 

Fight, 131 

Huxley Vertical, 96 

Ignatius, 75 

Insignia, 117 

Insignia A, 123 

Kabel, 90 

Kennerly, 53 

Kunstler Script, 94 

Letter Gothic, 134 

Letterhead, 77-95, 120, 121 

Linoscript, 122 

Lucian, 47 

Madrone, 74, 123 

Matrix, 75 

Maximillian, 75 

Meta Bold, 135 

Meta Caps, 135 

Metropolis, 47 

Modem, 93 

Modula, 75 

Murray Hill Bond, 47 

New Baskerville, 5, 88 

New Baskerville Italic, 78, 103 

Nicholas Cochin, 74, 127 

Optima, 4, 13, 17, 34, 38, 40, 

43, 60, 87 

Optima Bold, 17, 64 

Optima Italic, 17, 103 

Palatino, 4, 13, 16, 35, 40, 42, 

44, 111 

Palatino Bold, 102 

Palatino Italic, 13, 16, 35, 38, 

40, 42, 87, 102 

Placard Bold Condensed, 48 

Poster, 122 

RVL Gothic, 51 

Sabon, 7, 14, 17, 18, 19, 22, 

24, 34, 40, 46, 47, 60, 64, 79, 

90, 100, 107, 121, 134 

Sabon Bold Italic, 15, 79 

Sabon Italic, 14, 15,22, 40, 64, 

79, 85, 107 

Schneidler Italic, 48 

Script, 110, 116 

Snell, 75, 118 

Snell Roundhand, 134 

Swift Regular, 135 

Symbol, 75 

Syntax, 7, 14, 21, 40, 42, 80, 

83, 86 

Syntax Black, 80, 107 

Syntax Bold, 100 

Syntax Italic, 80, 86 

Syntax Ultra Black, 14, 21, 42, 

63, 86, 104 

Times, 4, 22, 36,41,67 

Times Italic, 65 

Times Roman, 12, 17, 21, 22, 

39, 43, 81, 83, 92, 103, 

105,106 

Times Roman Bold, 58 

Times Roman Bold Italic, 12 

Times Roman Italic, 21, 22, 

39, 58, 65, 105 

Totally Glyphic, 75 

Trafton Script, 96 

Trajan, 53, 75 

Univers, 25 

Weiss, 50, 75 

Zapf Dingbats, 75, 84, 102 
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Finding the right combination of typefaces can make the 

difference between a good design and a great one. But 

with so many faces to choose from, how do you decide 

which ones will look best together? And where in the 

world can you find this information? 

Right here. This book offers design ideas for a wide 

variety of printed pieces through 100 swipeable designs 

that combine any two of sixteen classic typefaces. You’ll 

find... 

• what typefaces look good together 

• detailed specs for each solution, outlining what 

makes it work 

• answers to special problems, such as using type in 

copy-heavy and copy-light projects 

• techniques for creating type designs like those you 

see in design annuals using decorative typefaces 

Plus you’ll find 50 outstanding type designs by top 

designers, including: 

• Jack Anderson and John Hornall, Homall Anderson 

• Rick Valicenti, Thirst 

• Chuck Creasy, Chuck Creasy Creative 

• Mark Oldach, Mark Oldach Design 

... and many more. Each example from these designers 

includes type specs and copy that explains how the look 

was created and why it’s appropriate for the client. You’ll 

find chapters covering newsletters, ads, brochures and let¬ 

terheads, as well as a chapter on other typical, less com¬ 

mon projects such as catalogs, charts and graphs, menus 

and calendars. 

No matter what your project, you’ll find instant help in 

the pages of this book. 
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