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Type Matters
Typography has always been important as a design element in written documents. It
attracts and holds the reader’s attention, indicates a hierarchy of information, creates
harmony, and builds recognition without the reader being conscious of it. Good typography
is part of the design structure that underlies effective communication.
Now, as the world develops a new visual culture in smart phones, tablets, notebooks
and e-readers, we are beginning to realize just how influential typography is in providing
information and shaping opinion. More than ever before, type matters.

Typography basics
The basic element of typography is typeface, a family of fonts in different sizes, weights,
forms and proportions. When movable type—letters that could be assembled, broken apart
and reassembled—was first developed, each font in a typeface consisted of an alphabet
(the upper and lower case letters, numerals, punctuation marks and symbols) in a single
size, weight and style.
• Size = the height of the alphabet measured in points (print) or ems (web).
• Weight = the thickness of the alphabet relative to its height. Weight is described as light,
medium, bold or black.
• Style = the slant of the letters. Upright letters are known as roman; slanted is called italics
or oblique.
The distinction between a font and typeface began to blur when fonts became digital
instead of physical. Without the need for actual type for each size, weight and style, the two
terms gradually became interchangeable. If you want to keep them distinct, design expert
Gary Hustwit says a font is what you use and a typeface is what you see. Just as individual
songs make up an album, individual fonts make up a typeface.

Typefaces over time: a brief survey
Typefaces have been continuously developed since Gutenberg
designed the first one—Textura—in 1454 in Frankfurt.
Based on Blackletter, the calligraphy style used by monks to
transcribe church documents, Textura was used for the first 180
copies of the Gutenberg bible. Today you can see Blackletter
used as the logotype for The New York Times and the Los
Angeles Times and Corona beer. This is a sample of Blackface.
Because Blackface is difficult to read and cutting fonts was
difficult, it was replaced by Roman type. Garamond is a Roman
typeface. Developed in 1535 in Paris by Claude Garamond, royal
printer to King Francois I, it marked the final transition from
Blackletter to Roman. Garamond is the typeface used for all the
Harry Potter books. This is a sample of Garamond.
About 1720 in England, William Cason refined the ampersand
(&) in a font that bears his name. Caslon was the principle
typeface used by Colonial printers. It was used for the first
printing of the Delcaration of Independence. This is a sample of
Caslon.
Giambattista Bodoni, an Italian typographer, worked in Parma,
Italy, in 1790, and developed the four principles of type design:
regularity, cleanness, good taste, and charm. The typeface
Bodoni is considered the first Modern typeface, contrasting
thick lines with hairline serifs. Calvin Klein uses Bodoni for its
logotype and Vanity Fair magazine uses it for titling. This is a
sample of Bodoni.
In 1926 in Frankfurt, Germany, type designer Paul Renner
was arrested for denouncing the Gothic type that had been
embraced by the Nazi party. His font, Futura, was a key font in
the Modernist movement. Futura was used for the plaque left by
the Apollo 13 astronauts on the moon as well as the logotype for
Volkswagen, Louis Vuitton, and the titles of Wes Anderson films.
This is a sample of Futura.
The typeface Helvetica had its origins in 1957 in Switzerland.
Its name comes from Confoederatio Helvetica, the Latin words
for Swiss Confederation (the official name of Switzerland).
Helvetica was designed by Max Miedinger and Edouard
Hoffman, and was one of the first fonts available on the Apple
Macintosh in 1984. Because of its simplicity and readability,
Helvetica is widely used worldwide, especially for signage.
American Airlines, Crate & Barrel and American Apparel use
Helvetica as their logotype. This is a sample of Helvetica.

Why typography matters
A frequent answer to the question, “why typography matters,”
centers on creating a recognizable brand or citing studies
comparing reader speed or comprehension using different
typefaces. Thomas Phinney, vice president at FontLab and a
self-professed type geek, gives a different reason. He argues
that typography is like fashion or furniture—people don’t need
new type or clothing or furniture, but they want to look different
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Providing you an edge in print communications.

or evoke a particular feeling or find a fit with a particular
“look.” He continues that true innovation is rare, but people
consistently come up with variations on existing themes or new
combinations.
Like fashion and furniture, typefaces can be simultaneously
aesthetically pleasing and functional. Phinney says:
A great chair is not only visually attractive, but comfortable to sit
in; a great typeface can be pleasing to the eye, and perform other
functions as well, such as being legible for printing a newspaper, or
on a screen at body text sizes. Like furniture and clothing design,
type design is a craft, blending art and science.

Typography as visual language
In professional graphic design, visual language refers to
meanings created by the visual appearance of text and image. In
contract, verbal language is the literal meaning of words, phrases,
and sentences.
Typography has a powerful effect on meaning and interpretation.
As a visual language, it can either subtly shape meaning and
interpretation, or completely dominate the verbal meaning—in
other words, the look can speak louder than the words.
We have all seen examples of typography badly matched to the
verbal meaning—a child-like font used for a serious heading,
a hard-to-read font used for body copy, or too many different
fonts used on a page.
In 2010, Jessica Glaser, a graphic communication specialist and
partner in Bright Pink Communication Design in the UK, and
Jeff Leak, a lecturer at the University of Wolverhampton in the
UK, created an illustration to show just how much typography
affects verbal meaning.

STOP
Stop
In the left image, the typography and design create a clear
association with a warning sign. Conversely, the right image is
definitely not commanding; it could be interpreted as having a
completely different meaning than the word alone.

Typographic wisdom
Understanding how profoundly typography can influence
meaning and interpretation is a useful skill for anyone who
designs for print or the web. If you need assistance in analyzing
or developing effective designs, contact [RepName] at
[RepPhone]. It would be our pleasure to help you.
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A good way to test the overall effect of typography is to use greeking, a paragraph
of nonsense words to which you apply the specific typographic effects being
considered. A paragraph commonly used for greeking is called lorem ipsum after the
first two words. Although the text looks like Latin, it is nonsense:
Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis
aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non provident, sunt in culpa qui official
deserunt mollit anim id est laborum.

Font humor
What is green and loves typography?
Kern-it the frog
What is a typographer’s favorite hotel
in Las Vegas?
The Sans
What is Ray Clare’s favorite font?
Georgia
What highly-decorated caped crusader is
from Gotham?
Dingbat man
What’s a typographer’s favorite candy?
Em & ems
What typeface do fish fear most?
Gill Sans
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What kind of fonts do Campbell’s soup
lovers prefer?
Anything condensed

What is a typographer’s least favorite movie?
Annie—they hate orphans.

A sans serif face walks into the street and
is hit by a Swiss Modernist truck. The carnage
is grotesk. But you know, akzidenz happen.
Why couldn’t the designer use Perpetua in his
animation?
Perpetua motion is impossible
How many art directors does it take to change
a light bulb?
Does it have to be a light bulb?

What font goes best with beer?
Wingdings
What kind of attack can kill the most
photographers?
Arial.
What traveling attraction entertains
typographers around the world?
The Wingding Brothers Circus.

Did you know that Dorothy’s aunt from the
Wizard of Oz was a famous typographer?
Of course. She is Auntie Em.

Can you provide a brief history of typography?

Typography is a direct descendant of hand lettering
and calligraphy and often just as beautiful. It dates
from the invention of movable type by Johannes
Gutenberg in about 1450. (Later, Gutenberg added
other innovations such as casting type based on a
matrix or negative letter mold and developed an
alloy of lead, tin, and antimony to use as the metal.)

Movable type progressed from crafting fonts
individually in Gutenberg’s time to foundries that
cut matrices and cast the fonts with hot metal
in the late 19th century. In the early part of the
20th century, Ottmar Mergenthaler invented the
Linotype compositing machine with vats of molten
lead that created an entire line of type in one matrix.

Like musicians and artists, early typographers
followed a defined set of rules to create alphabets
(letters, numbers, glyphs and ligatures) that
eventually evolved into a true art form—the creation
of a font in a single size, weight and style, with
distinctive characteristics artistically rendered and
mathematically balanced.

Physical fonts were placed by phototypesetting
in the 1950s-1970s which was in turn replaced by
digital type (used in desktop publishing software)
in the 1980s. Phototypesetting brought typography
to small users; digital type expanded typography to
offices and households.
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When you need to add emphasis to something you are writing, do it with typography.
By using italic or bold face type, you’ll draw attention to the text elements you want
to emphasize.
Bold face type creates weight contrast. It is used for heavy emphasis and for
captions, subheads, and stand-alone words and phrases. Because it visually
interrupts the flow of reading, bold face should not be used in running text or for long
phrases.
Italic type is used to indicate titles of publications, musical compositions, radio or
television programs, a famous speech, or a long poem; to indicate foreign words
and phrases; and unfamiliar technical terms. Some writers incorrectly combine
underlining with italic type—a habit from typewriter days when underlining as the
method to indicate italics.
UPPER CASE, also known as all caps, is used for words of warning or sometimes to
emphasize a single word. If needed for longer phrases or headlines, SMALL CAPS is a
better choice since it is less visually jarring.

Alphabet Length: The length of an

entire alphabet, A to Z, set in one row.
The alphabet length of a typeface will
vary depending on the version (light face,
bold face, roman, italic, condensed or
extended).

Leading (rhymes with heading): The

Body Type: Type used for the main body

space between rows of type. Also called
line spacing because thin strips of lead
were inserted between lines of type to add
space and make the type easier to read.

Display Font: Type 16 points or larger in
size. Also called headline type.

Letter Spacing: The adjustment
of spaces between letters to improve
legibility or readability. Also known as
tracking or character spacing.

of the page; usually measuring between 8
and 14 points.

En dash/Em dash: A punctual mark

roughly equivalent to the width of a
lowercase n and m for the typeface in
which they are used. En dashes (-) are
primarily for showing duration or range;
em dashes (—) set apart clauses in a
sentence.

Face: The printing surface on a piece of

foundry type.

Foundry Type: Metal type cast as
individual pieces from molds.

Glyph: The individual characters in

a typeface, including the letters of the
alphabet, numbers, and punctuation
marks. It may also include symbols (such
as dingbats).
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Kerning: To adjust the spacing between
individual pairs of letters. See also: tracking.
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Logo: An abbreviation of logotype,
originally meaning a signature or
trademark.
Pica: A measure of type size. One pica
equals one-sixth of an inch.
Point: A unit of measure. Twelve points

equals one pica. Pica was once the name
given to 12-point type, and a 12-point
capital letter M was exactly square.

Tracking: to adjust letter spacing for an

entire range of text (such as a headline or
paragraph). See also: kerning.

Typeface: A complete alphabet,

including both letters and characters. Also
called font.
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Visions Helps Customers Sleep Easy at Night
Data security and the protection of sensitive customer data is a critical concern of business today; it has caused many a sleepless
night for managers worrying about potential data risks becoming critical business issues.

Sleep easier . . . we’ve got you covered
With the rapid growth and widespread use of electronic data processing throughout the internet, utilization of tools to ensure the
security and integrity of sensitive information is something Visions takes very seriously. We have implemented the latest policies,
procedures, and technologies to keep your sensitive data where it belongs . . . safe and secure.
To assure we are current on the most secure safeguards possible, Visions has completed a SSAE 16 SOC 1 Type 1 audit.
“Successfully completing the SOC 1 Type I audit provides our customers with assurances that the controls and
safeguards we employ to protect and secure their data meet the highest standards,” said Dean Milinkovich, Visions’
Quality Manager.

Benefits
Visions’ information security policy is aligned with ISO 9001:2008 quality management requirements, and we follow SSAE 16 SOC 1
Type 1 protocol. Our policies ensure:
• the preservation of confidentiality, integrity and availability of your information.
• the protection of information and information systems from unauthorized access.
• that only authorized users have access to your sensitive information.
• that there is minimal risk of information exposure to unauthorized parties.
• that we provide secure facilitation of data transfers, execution of data processing, and amendment or purging of proprietary
customer data.
• that our facilities are secure with multiple layers of physical security.
Contact Dean Milinkovich at 763.425.4251 for more information on our security prescription and your easy night’s sleep!

Visions
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Getting the Word Out: Say it with a Brochure
For many businesses and organizations, the company brochure
is a fundamental piece of printed marketing literature. Often the
next item to be produced after business stationery (business
cards, letterheads and envelopes), a brochure puts a brief,
targeted message directly in the hands of prospective customers
in a format that is portable, easy to store, and easy to pass on to
others.
A brochure is also integral to the buying process. It functions as
a leave-behind following a sales call or meeting with potential
customers. It is a way to respond to inquiries about your
products or services or to introduce your company, organization,
products or services when cold calling. As part of a direct mail
marketing campaign, a brochure can be included with a sales
letter or sent on its own as a self mailer. And finally, a brochure
is a point-of-purchase display to interest customers in additional
products or services or provide information.
Brochures have an additional advantage: they can be tailored to
meet any printing budget. Whether a simple two-color trifold
or an elaborate full-color, die cut folder, a brochure effectively
serves your company’s marketing functions.
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The anatomy of a brochure
Whether your brochure provides information about your
company as a whole or features an individual product or service,
it is composed like a miniature book—a front and back cover and
a series of interior panels. And, just like a book, the brochure
tells the story of your company, product or service by using text
and graphics that engage the reader’s attention, inform, and
move the reader to action.
The fact that a brochure unfolds to reveal its content means that
information must be placed on the brochure panels so it appears
in the order the reader is expecting to see it. Beginning with the
cover, each successive panel needs to draw the reader further
into the brochure by logically presenting the information on
main points.
This progressive disclosure characteristic of brochures presents
a design challenge much different from a sell sheet or a
newsletter. Because a brochure is a series of small panels (in
contrast to the full page of a newsletter or sell sheet), there is
simultaneously less space and more opportunity to present
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information. Less space because each panel is a faction of the
overall sheet size, and more opportunity because each panel can
stand alone presenting a unique topic.
A useful technique for deciding what information to include and
in what order to present it comes from working with a blank sheet
of paper folded like the finished brochure. After outlining the
main points to be covered in the brochure, select photographs or
illustrations to reinforce those points; associate each point and its
illustration with a panel on the folded brochure dummy. Give the
mockup to someone else to review for logical progression of the
main points.

Brochure graphics
An effective brochure has a consistent graphic design that unifies
the individual brochure panels—even if they each cover a different
topic. Consistent graphic design means selecting a color palette,
type fonts and type sizes, and using only those throughout the
brochure. It also means consistent type alignment—fully justified,
ragged right, or centered—on each panel.
Be aware of what graphic elements attract the reader’s attention.
In general, readers first notice photographs, then headlines, then
other visual elements. Body copy is the last thing a reader looks
at. The power of your message will be greatly enhanced if the
reader can comprehend it by glancing at photographs and reading
headlines.

Professional design and printing of
brochures
Because a brochure needs copywriting, design, stock photographs
and layout, it can represent a greater expense than a business
stationery package. This may tempt you to undertake part or all of
the work using desktop publishing tools and equipment.
We urge you to resist the temptation.
The cost of designing and printing a brochure is partially
attributable to the fact that is a complicated project involving
not only graphic design, but also prepress skills. The brochure
template has to adjust panel widths to accommodate the fold,
with the amount of adjustment changing depending on what
paper is being used for the brochure. Selecting fonts and point
sizes to be effective in small panels requires experience in
typography. Since the cover of a brochure is so important for
attracting reader attention, it requires the training and talent of a
graphic designer.
We have been designing and printing brochures for our customers
for years—we’re experts at it. We will be happy to provide you
with an estimate for budgeting purposes or a quotation if you are
ready to proceed. Call [RepName] at [RepPhone] today for an
appointment to discuss your next brochure project.

Experiment with photographs. Close cropping to highlight a detail
or using a single, large photograph on a panel may convey the
message more effectively than using several smaller photographs.
Consider adding captions as an additional way to emphasize a
point. Remember, photographs often evoke emotion, which is
what purchasing decisions are based on.

Brochure covers
As the first element to invite reader attention, the front cover
needs to be visually appealing to the target audience. This is
especially important if the brochure will be used in a point-ofpurchase display or a literature rack where it is competing for
attention with other material. In this case, a good design practice
is to be sure the top one-third of the brochure is strong enough on
its own to attract attention or compete with other brochures.
One test of the effectiveness of the cover design is to ask whether
a prospective customer would know within 10 seconds what the
subject of the brochure is and what audience it is for.
If the brochure is a self mailer, the back cover is a good location
for the mailing panel. Other possibilities for back cover content
include complete company contact information (mailing address,
phone, fax, email and URL), company logo, and a brief company
history.

Visions
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• Flexible modular design
able to meet almost
all complex folding
requirements
• Both a buckle and combi
folding machine
• Mounted cameras provide
inline inspections, ensuring
100% accuracy:
––Defects and doubles are
detected and ejected
––Reads bar codes/QR
codes

This newsletter is printed on
80# Winner gloss text.

––Reads version numbers

Contact [RepName] at [RepPhone]
for all your complex folding needs.

