




























































































































































































































































































































































































32 Telltale Signs of Desktop Publishing 

3. Double returns 
Hitting the Return or Enter key twice between paragraphs or 
after headlines separates the text with big, awkward gaps. Double 
Returns also make it possible to end up with a blank line at the top 
of a column. 

Learn to use "Paragraph space after" and the "Paragraph space 
before" feature-it's in every program that uses lots of text. With 
that feature you can determine exactly the amount of space you 
want between paragraphs, after headlines, above subheads- an 
elegant space that tells the reader a new paragraph has begun 
without physically separating the text so much. 

Notice the difference between these three paragraphs and the rest 
of the paragraphs in the book-wouldn't you agree that the gap 
appears unnecessarily large? 

4. Two spaces after punctuation 
I know, I know-if you are still typing two spaces after periods it 
is probably because you firmly believe it looks better that way. If 
all the work you create is for yourself, go ahead and continue to 
type two spaces. But you would be doing your clients a disservice 
to set their type that way because by now most people have 
become visually astute enough to notice the unsightly gaps 
created by the double space. Publications typed with two spaces 
have an unprofessional appearance, whether you agree with it or 
not, and your work will be ridiculed. Open any novel on your 
shelf-see any double spaces? Did you read that novel and com­
plain to yourself that you couldn't tell where the sentences ended? 
The high-quality type you are using, with its proportional widths 
and kerning pairs that tuck the letters so close together, does not 
need two spaces to separate sentences. Squint at this para­
graph-notice any holes? 
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5. Gray boxes behind text 
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Just because you can make gray boxes doesn't mean you have to. 
Beginners often use gray boxes to make important parts of the 
text stand out because they don't have other ideas about how to 
make type a focal point, or at least make it a little more important 
than average. Besides screaming "amateur," type on that dotted, 

gray background is difficult to read. (Even worse are gray boxes 
with rounded corners. I know you have a tool for making rounded 
corner boxes. So.) 

If you want to make a portion of the text stand out, try something 
else: a dramatic headline font, reverse bold heads, heavy rules 
(lines) above and below the article, extra space around the type. 
Keep your eyes open and see what others do-copy those ideas! 

Besides looking plain of' dumb, the 
dots that make the background gray 
also make the text dijjicult to read. 

~~~~~-----------~ White space, heavy and thin 

Warning! 
Do not touch the red knob 

while cleaning this machine 
or you will detonate the 
blasting cap and the machine 
will explode. 

rules, bold typeface- oh so 
many ways to call attention to 
text without using gray boxes. 
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6. Centered layouts 
Centered type creates a stable, sedate, formal look because it is so 

symmetrical and balanced. It can also create a deadly dull look. 
Beginners center type because it is a very safe thing to do. If you 

center the page because you want a more formal look, that's one 

thing. But if you center because you simply haven't thought about 
it, or because you are afraid of uncentering it, that's another. As 

you flip through any magazine, stop at the layouts that interest 

you. Most of the pages and ads that have a strong, dynamic feel­

ing are not centered. An invisible line connects the elements in a 

flush left or flush right alignment, and the strength of that line 

gives strength to the page. 

If you are going to center, then do it with gusto. Don't try to 

make all the lines similar lengths; instead, show off the fact that 

it's centered. And if you're going to center, center everything­

don't stick something in the right-hand corner just to fill the 

corner. Corners don't mind being empty. 

I think and think for 
months and years. Ninety­
nine times, the conclusion 

is false. The hundredth 
time I am right. 

A lbert Einstein 

Mmm, nice and boring. And the 
typography in no way reinforces the 

message of the text. 

I think and think 

for months 

and years. 
Ninety- nine times, 

the conclusion is fa lse. 

The hundredth time I am right. 
Albert Einstein 

Wbat did I do 
to this centered arrangement 

to make it a bit more 
dynamic? 

Name jive things. 

Typeface is Optima Plain, Bold, 
and Oblique. 
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'~"7. Borders around everything 
One border around a page often indicates a beginner who 
feels unsafe with type that is uncontained. The more boxes 
of type with borders around them, the more insecure the 
designer. I know, it feels safer to box it in; it gives the type a 
place to be, without just floating in the space. But y'know 
what? It 's okay to let it be. Really. That white space (the 

"empty" space) is itself a border-it encloses the type, yet lets 
it breathe; it defines the edges, yet maintains a freedom. 

~ 

8. Half-inch indents 
Yes, I know your typing teacher taught you to indent five 

spaces or one-half inch, but that was for a typewriter. Typically on 
a typewriter you were typing all the way across the page, and the 
type was relatively large. 

A standard typographic indent is one em space, which is 
a space as wide as the point size of the type. In ro-point type, an 
em space is ro points wide; in 36-point type, an em space is 36 
points wide. This is roughly equivalent to two spaces, not five. 
Especially when your type is in columns, a half-inch indent is way 
out of proportion. 

9. Hyphens for bullets 
- Using hyphens as bullets is a typewriter habit. The round dot 
bullet (•, type Option 8) is a li ttle better, but experiment with 
more interesting bullets. You can get strong little squares or 
triangles out of Zapf Dingbats, or play with other picture fonts. 
M ake them smaller and use the baseline shift feature to raise 
them off the baseline (read the manual! ). It's amazing how this 
little touch can add more sophistication to a piece. See Chapter 26. 
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10. Outlined shadowed type 
This still shows up, and in the most surprising places (like book 
covers, billboards, and annual reports). D on't do it. I know the 
temptation is great if you're just starting to use your computer, 
because with the click of a button you can make your type fancy. 
And that's the impression it gives-someone trying to make their 
type look fancy because they don't know what else to do with it. 
When you let the computer add a shadow with the click of a 
button, you have no control over where the shadow goes or how 
thick it is, and most often it just looks cluttered and junky because 
of all the different parts of the letters in various layers. It creates 
an especially bad effect if the type is a script face. 

Again, look around, try to put into words what other people have 
done to make their type stand out without resorting to using an 
oudine and shadow. 

11. Twelve-point type and auto leading 
Just because the default is 12-point type with auto leading 
doesn't mean you have to use it. For most typefaces, 12-
point is a tiny bit too large for body copy. Take a paragraph 
of 12-point text and set the same paragraph in 10, 11 , or 
perhaps 10.5 point. Compare the two printed pieces; 
notice which one gives you a more professional, sophisti­
cated impression. Add an extra 1 or 1. 5 points of lines pace 
(leading). Compare them again. What do you think? 
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12. Underline 
This is a law: never use the underline feature. An underline means 
one thing: italicize this word. I know you were taught to under­

line titles of books, but that's because the typewriter (or your 
teacher) couldn't set italics. And underlining italic text is one of the 

most redundant things you can do in life. I know you sometimes 
underlined to emphasize a headline or a word, but that's because 
you didn't know how to make the type bolder or bigger or a dif­
ferent face. Now you know. Now you have no excuse. 

Drawing a rule ("rule" means line) under text is very different 

from hitting the underline keystroke. When you draw a rule you 
have control over how thick it is, how long it is, and how far 
below the type is sits. But when you tell your computer to under­
line, the line bumps into the letters, obscures the descenders, is a 
clunky thickness, and looks dumb. 

13. All caps 
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All caps are more difficult to read. That's just a fact: we recognize 
a word not only by its letters, but by the shape of the whole word. 
When text is in all caps, every word has the same shape so we 
have to go back to reading letter by letter. 

All caps are fine sometimes, when you consciously choose to accept 
their lower readability because you need the look of all caps. But 
when you're setting headlines, subheads, lists in a parts directory, 
catalog entries, or other items that need to be skimmed and 
absorbed quickly, are all read more easily and quickly if they are in 
lowercase. If you use all caps because you want the words to stand 
out, or because it makes them appear larger and you think it 's 
easier to read, THINK AGAIN. Find an alternate solution, such 
as bold lowercase, more space surrounding the text , a dlllerenf lype· 
lace, a rule beneath, 1MI1'ftt:! or above the text. 
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And of course no one reading this book would ever put a font like 
Zapf Chancery in all caps. And outlined and shadowed. Score 
fifty-one points for yourself if you do. The capital letters in script 
faces are always more elaborate because they are meant as swash 
characters to introduce a word. When you set these froufrou 
letters in all caps, they bump into each other, overlap where they 
shouldn't, fit poorly together, and generally look stupid. Add the 
outline and shadow and you have the worst possible typography 
on earth, worse than any grunge type you may cringe at. 

Your score? 
If you scored above three points, don't worry. Creating professional­
level type is mainly a matter of becoming more aware of details. It 
usually doesn't take any more time to do it "right," and it is certainly 
not difficult to gain control over these details. If you scored less than 
three, then congratulations, and consider it your obligation to gently 
teach others the things you know. 
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Ten years ago, how many typesetters and typographic designers did 
you know on a first-name basis? And how many do you know today? 
I'm willing to bet my last, crumpled, r98os vintage sheet of press type 
that most of the people you know have a better type selection at their 
finger tips than many professional typographers used to have in their 
shops. I'll do better than that. I'll bet my treasured, white-handled, 
tooth-marked x-acto knife that within the past hour or so, you've made 
a life-or-Helvetica decision. 

Back when I was using that x-acto knife to burnish down that sheet 
of press type, if someone had asked me to bring them up to date on 
current type trends, I would have noted the revival of some dated faces 
like Cheltenham, or the popularity of extra-tight letter spacing in 
headlines. They probably would have looked at me and smirked, 
"Golly, I'm so impressed! Tell me (yawn) more." 

But hold on to your digital hat. That was then and this is now. The 
technology of desktop publishing has transformed the old graphics 
neighborhood into a much more exciting, innovative, and creative 
world. And that's why identifying trends is difficult ... there's so much 
happening on such a steep curve of change that current trends don't 
have the opportunities that our ancestor trends had. But, hey, this is 
the digital era and if you want to make it as a trend, you're going to 
have to really wow us with your stuff. 

For the sake of this discussion, let's say that trends in type refers to both 
font design (the look and feel of the individual characters of a font) and 
to typographic design (using type as the major visual element in layout 
and design.) This makes a huge category, but I nominate the following 
six entries as the most obvious candidates for trendom. 

(originally printtd in Tuhniqut MagazitU,january 1996) 
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1 · MOST CONTI=!OVEI=!S I AL TI=!END: 

This one is reaUy rocking the boat. If yo close to marching 
haven't seen it, you've been spending to~rough the streets with 
muc~ time at the Helvetica User Group,orches and pitchforks to 
meetings. Grunge fonts are not only out-ound ~p grunge design 
rageous by traditional standards, some~efore 1t destroys our ty­
times they range between barely legibiFog~a.phic .village. Some 
and you-gotta-be-kidding-if-you-think-r-~adlttonahst aren' t wor­
can-read-this . But guesrted at all because it's 
what else they are. They're interestin/~ughable that such a ri-

Designers who are trying to get your at~iculous thing could have 

tention, who are trying to convey a feef-luch influence. Uh oh. 

ing with type (and some who know kook around you. mtv. 

trend when they see one), are usin~~pn. National maga­

gru~ge fonts and grunge design. Grung~tnes, national adver-
d~s.lgn abandons most things that are fc: . . 
m1har to .us, such as consistent leadin~sers ... ~v~ryon~ 1s feel-
symmetrtcal columns, re(§)nable contng the graphic influence 
~rast between words and D ackgroun{f gr.unge. Li~e trends in 
1n favor of lines of type crashing intoash10n, des1gners take 
each other, columns of type crashing intgle~ent~ of what's hap­
each other, columns of type on top 0qemng 1n the most ex­

each other, words bleeding off the pag treme. cases and use 
and anything else that would terminatrem tn more conserva­
your employment in most places. There1ve ways. You'll see 

are some traditionalists who are gettinW~nge fonts used in tra-
~lhonal layouts. I've used 
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some very stranGe fonts for some very conservative clients 
(a community college , a banK, and a magazine 
for cad engineers). Some designers 
prefer using traditional, classical typefaces in a grunge­
inspired layout. Some do both. You Don't have to plunge 
i n t o 

ger y~Urit's feref ~et~ 

rtF-Y.eo- ccM·;a-----, 
staNd thE lbEAt.l 

GEt out OF tHE 
. . K.lTC hEN. 

mr. e~tuer., 

-~ar®. y ~. ,_. ; "· 

201 
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2. Most Amazing Trend: Special Effects Type 
The first time I saw a designer stretching and squeezing type on a 
computer monitor, I knew my graphic life was going to change, but 
little did I know what magical changes they would be. 

Some of the things you can do with type today aren't new. D azzling 
effects were being created before desktop publishing, but mainly by 
those lucky enough to have giant budgets and lengthy production 
schedules. Most of us flipped through the design annuals of yesteryear 
and wondered how this was done or what genius did that? Who has 
that much time or budget? Fortunately, there was a digital daybreak on 
the horizon emblazoned with the motto: New Ballgame, Amigo! 

Tired of flat type just lying there, 
staring at you? With software and 
software plug-ins available today you 
can transform your headline into a 
piece of art, or at least an eye-stopping 
dynamic graphic. You can render a word 
or a sentence in 30, rotate it, render it 
in color, and specify what direction the 
light is coming from and what color 
the light is. Change the color of the 
ambient light and map a texture to , .. ~.--,..., 

surface of the type. Bevel the edge of 
the type. Create a soft drop-shadow 
that blends into the background color. 
Twirl, zig, zag, ripple, shatter, or vector 

warp your type. Shade the inside of the ~ ·- -~~ ~ : •.. -. ~CeCt S 
• ,. _;.s,~ ~ _JJ 

type with blends of color. You can do ~ ~ . - • . 
all this at your desktop in less time than it used to take you to find the 
phone number of some master handlettering expert. The next time one 
of these techniques jumps off the page at you, say hello to a trend. 
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3. Most Beautiful Trend: Rendered Type 
I've separated this category from the previous one because this one is 
really a combination of illustration and typography. These are the kinds 
of typographic examples that really used to seem out of reach. How 
often were you going to hire photographers, illustrators, and retouch 
specialists just so you could have a snazzy looking headline? Forget it, 
Junior Art Director ... use Garamond Bold and color it bright red. 
But now it's ev erywhere. It's everywhere because it's easy! 

Type that's partially blended into a photograph or embossed onto a 
texture. Photomontages rendered on top of a headline. How about 
textures and effects that look photographic but were created from 
scratch on the computer, or patterns that have never even been created 
before? If you really want to dazzle 'em, this one's for you. 

e 
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4. Most Obvious Trend: Abundance of Font Choices 
For many years I felt that I was familiar with every typeface available. 
Even if some got past me, it was very seldom that I saw a typeface and 
didn't know its name or at least recognize it. And it was guaranteed that 
I knew every font available in my local area. Plus every style of press 
type available at the local art supply store. Here's another "that was 
then" pause. Now I can't even stay familiar with the fonts on my own 
computer, much less have a comprehensive idea of all the available 
fonts from the outside world. I was looking at a friend's type catalog 
recently and I didn't know one single font in the entire catalog. 
Everyone's on the font bandwagon. It's not just the big professional 
typesetters buying fonts out 

th~re. anymore ... now it's J, .f11e J( apu tt 
millions of desktop r,o~ B. . O 
publishers expressing rrrA ( I o· O t 
their individual and (AJ fO#tli ) C \.S 
~~~~~t:~~:t;;:: M~lfriel' L '11in~1\ ~Plmt'\ ~-v~"'~"" 
~;:~t~:~so:r; ~~;~I - r' \ '- 3\\\l 
new designs, ~ !: h a b I n I'll I~ 1:'2 n 11 (J h 

~~~h ;~:s~i;;~ ~~ 1~ t!F l ::i!:V~·aJb! I r~,ru~~~ 
Font design r ~ JJi!) La. [LJaJblt~! I l• rnf!iiOJiiJ 
~;~~~~~; :; a ... ,,~t !~tr~ AmoebiJ 
and making hf\~(~1- G d D Jit1 
quiteanimpact. ~ agamon "\ 
Freelance des.ign~ ~'\\.p. , ·.t. t' . . . '" l 01)6 
ers are des1gmng ''\) '- \~C) IJ (J ~ 1 

fonts. I know a nine- (' · j 
year-old girl named Scarlett '-\1\amona 
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who designed a font (named Scarlett) and I've seen it used in full color 
brochures from here to Europe. I've even seen fonts that look like 
they've been influenced by this nine-year-old designer. Fonts used to 
be very expensive. Now they practically give them away. As a matter of 
fact they do give them away. In addition to commercial font prices 
dropping tremendously, there's a large (and growing) collection of 
shareware and freeware fonts available. Don't plan on collecting them 
all unless you have a hard drive with several terabytes of space. 

You may argue that you'll never use or even see half of these fonts. 
That's probably true, but until the government limits type usage to 
Times Roman and Helvetica, font creation is a runaway trend train. 

S:tGJ\fLfii 
DfSICNfD 
IKIS rONI 
l .::,:.r l;.f :~ N S ~ :~ ·w· J·t~-:- · · > d'l~-:-

WJ\~,·,_ S s-E· ~f · -E· Nr r ' :..It : ..-. :-.- · . . · :-.- • t 

~ -- .· : . 
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5. Most Fun Trend: Breaking the Rules 
Breaking the rules of design. Big deal. "I do it everyday," you say. That's 

partly because the rules are fairly subjective and trying to agree on 
exactly what the rules are could cause a Holy Graphics War. Going out 
on a graphic limb or out on a design ledge is pretty common, even 
encouraged. The rules I'm talking about are the untouchable sacred 
cows of legibility and readability. If there's one rule that I made sure I 
never broke, it was this one: no matter how wild and unorthodox the 

design, you had to be able at least to read the copy. Ah, those were the 
good old days. Fortunately, not many designers are feeling compelled 
to carry their desktop creations this far. But on the other hand, there 
are enough people pushing the conventional legibility envelope (even 
well-adjusted normal designers) that I'm proclaiming this an official 
recognizable trend. I know, I know ... you're probably saying, "I'll 
believe it's a trend when R obin Williams designs a grunge book." Oh, 
you poor, poor soul. You've got a lot of catching up to do. 
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6 Most Important Trend: Typographic Independence 
In the past, our design choices were limited. First, our font choices 
were limited to whatever choices our typesetter had made to include in 
her library. Her choices were usually the most mainstream, commer­
cially acceptable and popular font designs . Now, with the large 
commercial libraries, freeware, and shareware, our choices are almost 
unlimited. If you think you're going to run out of choices, you can 
create your own font design. 

Next, we were limited by time and budgets. Okay, those limitations are 
still there, but they've been minimized by our ability to experiment, 
create, and produce typographic design on our computers for a fraction 
of the time and money it used to take. The argument you still hear 
from the disappearing contingent of desktop critics is that computers 
just can't deliver the finesse that a type master can give you. I always 
wondered who those type masters were and why they never worked the 
midnight shift while my job was being set. My beloved x-acto knife 
saved a lot of typesetting jobs, but it can't compete anymore. So to the 
typesetter who once kicked me out of her office because I wanted her 
to reset some type: Game over, man. Typographic I ndependence is here! 

Future Trends 
This is the exciting part. Soon, our documents won't be flat images of 
type and photographs fixed to a page. We'll have JD color graphics: JD 

headlines that spin and tumble, headlines that have movies wrapped on 
to them with sound, and JD type that morphs into a JD product illus­
tration. All this will pe fondly remembered as the predecessor of the 
holographic features that will be used by the student intern two 
cubicles down from your cubicle. So enjoy these low-tech days while 
you can. Pretty soon there's gonna be a whole lotta shakin' goin' on. 
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c:font and Product Venckrs 
I have used fonts from the following vendors in this book: 

Adobe Systems, Inc. 
1585 C harleston Road 
P.O. Box 7900 
Mountain View, CA 94039 
8oo.628.2320 
To view any typiface: 

http:/ / www.adobe.com/ type 
/ browser 

Carter & Cone 
6q.567.o398 PHON E 

David Carson's GarageFonts 
703 Stratford Court, No.4 
Del Mar, CA 92014 
619.755·4761 PHONE/ FAX 

Image Club Graphics Inc. 
U.S. Catalog Fulfillment Center 
C/o Publisher's Mail Service 
10545 West Donges Court 
Milwaukee, WI 53224 ·9967 
CATALOG REQUEST S: 

8oo.387·9'93 
ORDERS: 8oo.661.9410 
FAX: 403.261.7013 
http:/ /www.adobe.com/ 

imageclub/ 

FontHaus, lnc.Jt 
1375 Kings Highway East 
Fairfield, CT 06430 
203.367.1993 PHONE 

203·367.1860 FAX 

FontShop USAJt 
47 W. Polk Street, #100-310 
Chicago, lL 6o6os 

800.897-3872 PHON E :Jt. \ • 

312.360.1997 FAX & 
""iiiF1' 
Mool 
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Monotype Typography Inc. 
150 S.Wacker Drive, Ste. 2630 
Chicago, IL 60606 
8oo.666.6897 
312.855·1440 PHONE 

312.855·9475 FAX 

Plazm Media Cooperative 
P.O. Box 2863 
Portland, OR 97208-2863 
503.222.6389 PHONE 

SOJ-'.22.6356 FAX 

PageStudio Graphics 
3175 N. Price Road #1o5o 
C handler, AZ 85224 
602.839·2763 

Richard Beatty Designs 
2312 Laurel Park Highway 
Hendersonville, NC 28739 
704.696.8316 

Shareware 
Most of the shareware fonts 
are available online (America 
Online or CompuServe). They 
are also available on the disk 
that comes with another book 
of mine (very different from 
this book!) called A Blip in the 
continuum, available in book­
stores or you can cal] Peachpit 
Press to order it. Or order it 
through the Peachpit Press 
web page. 

lT-261 
361 W. Chestnut 
Chicago, IL 6o6ro 
312.787.8973 PHONE 

312.649·0376 FAX 

The following is a list of 
vendors whose fonts do not 
happen to be in this book, but 
they also have many great 
fonts to offer: 

Linotype -Hell Company 
425 O ser Avenue 
Hauppage, NY 11788 
8oo.633.1900 

Treacyfaces, Inc. 
P.O. Box 26036 
West Haven, CT 06516 

203·389·7037 

House Industries 
(they also offer cllJ/om font 
design!) 

814 N. Harrison Street, 
36T" Floor 

Wilmington, DE 198o6 
8oo.888.4390 PHONE 

302.888.1218 PHON E 

302.888.1650 FAX 

Emigre 
4475 D Street 
Sacramento, CA 95819 
916.451.4344 PHON E 

916.45!.4351 FAX 

Font Bureau 
18 Tremont Street 
Boston, MA 02108-2103 
6!7·742.9070 

Foster & Horton 
Studio 3 El Zoco 
211 W. Gutierrez Street 
Santa Barbara, CA 93101 
8o5.962.3964 



The Electric Typographer 
2216 Cliff Drive 
Santa Barbara, CA 93109 
805.966.7563 

After summer 1986: 
501 First Avenue 
Audubon, lA 50025 

Stone Type Foundry 
626 Middlefield Road 
Palo Alto, CA 94301 
415 ·324.1870 

Thirstype 
117 S. Cook Street, Suite 333 
Barrington, IL 60010 
708.842.0333 PHONE 

708.842.0220 FAX 

U-Oesign Type Foundry 
Hybrid Communications 
u S. Main Street 
Marlboro, CT o6447 
800.945·3648 
Catalog is online: 

http://gsl.com/utf/utf.html 

~ VJ 

Appendix A: Font and Product Vendors 

The following is a list of products I have mentioned: 

Type Tamer 
Impossible Software, Inc. 
P.O. Box 52710 
Irvine, CA 92619-2710 
714·470.4800 PHONE 

7'4·470·4740 FAX 

Now Utilities 
(\WSIWYG Menus, Now Menus) 
Now Software, Inc. 
319 SW Washington Street, 

uth Floor 
Portland, OR 97204 
503.274.2800 PHONE 

503.274.0670 FAX 

Macromedia Fontographer 
269 W . Renner Parkway 
Richardson, TX 75080 
214.680.2060 PHONE 

214.680.0537 FAX 

SuperATM 
Adobe Systems Incorporated 
1585 Charleston Road 
P.O. Box 7900 
Mountain View, CA 

94039"7900 
8oo.628.2320 

Adobe PageMaker 
Adobe Systems Incorporated 
1585 Charleston Road 
P.O. Box 79oo 
Mountain View, CA 

94039-7900 
8oo.628.2320 

OuarkXPress 
Qyark, Inc. 
P.O. Box 480787 
Denver, CO 80248-9809 
303.894.8888 

Pop Char 
Available free online (America 
Online or Compuserve) 

Suitcase 
Fifth Generation Systems, Inc. 
11200 Industriplex Blvd. 
Baton Rouge, LA 70809 
504· 291.9980 

MasterJuggler 
Alsoft, Inc. 
P.O. Box 927 
Spring, TX 77383 
7'3·353·4090 PHONE 

7'3·353·9868 FAX 
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This is a list of the typefaces 
I used in this book. The 
ini tials preceding each type 
name refer to the vendor 
who sells the face. Many 
faces can be purchased from 
a number of vendors, but 
many of the really peculiar 
fonts are available only from 
the original source. 

Type vendors' names, 
addresses, and phone 
numbers are on the preced­
ing page. These initials refer 
to the following vendors: 

A Adobe System, Inc. 

IC Image Club Graphics 

cc Carter & Cone 

FH FontHaus Inc. 

FS FontShop USA 

GF D avid Carson's 
G arage Fonts 

MT M onorype Typography, 
Inc. 

RB Richard Beatty Designs 
p Plazm Media Cooperative 

PS Page Studio Graphics 

SH Shareware 
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A 
FH 
A 

SH 
A 
A 

A 
IC 

cc 
FH 
A 
A 
FH 
A 

SH 

GF 
IC 
A 

A 
FH 

Aachen Bold, 170 FS Dirty Four, 30 
Amoebia Rain, 42, 115 D irty One, 153 
A ntique Olive Black, 128, A Dorchester, so 

190 FS D ynamoe, 200 
Antique O live Compact, p Erosive Plain, 186 

46 A Eurostile, 93, 190 
A ntique O live L ight, 129, Eurostile Bold 

198 all caps, nr 
Antique Olive Nord, 128, Eurostile Bold Cond., 75, 

129, 171 124, 153 
Antique O live Roman, 45, Eurostile Bold Ext. Two, 

48 96, 124, 141, 157 
Bad Copy, 26, 96, 138 Eurostile Condensed, 93 
Bedrock, 27 Eurostile D emi, 57• 58, 59, 
Belwe C ondensed, 152 6o, 64, 65, 71, 143, 157 
Belwe Light, 34, 152 Eurostile Extended, 93 
Belwe M edium, 129 SH Eviscerate, 208 
Bembo, 28, II<) A ExPonto M ultiple Master 
Bernhard Bold and alternates, 27, 74, 

Condensed, 138, 153 96, lj 2, 156 
Bernhard M odern, 34, 45, IC Fantasia (EPS caps), 153 

48, 74· !28, 138, 156, 184 A Fette Fraktur, 32, 170 
Big Caslon, 99 A Flyer Condensed, 25 
Birds, 163 Flyer ExtraBlack 
Bodoni, 23 Condensed, rs6 
Bookman, 181 A Formata Bold, 190 
Carpenter, 170 Formata Light, 39 
Caslon, 22, 99, 153, 156, 157 Formata Medium, 25 
Caslon Bold, 157 Formata Regular, 35, 133 
Cheap Signage Standard, IC Fragile, 201 

42 A Franklin Gothic 
C hicken, 30, 32, 171 C ondensed, 95 
Chilada Dos, 27 Franklin G othic H eavy, 
C larendon, 24, 171, 170 

181, 182 SH G aramond Backwards 
C larendon Bold, 182 Light, 102 
Clarendon Light, 181, 182 A Garamond Book, 34, 94, 
Courier, 46 183 
Decon Struct Bold, 156 ~ Garamond Light, 22, 35 
Decon Struct M edium, Garamond Light 

152 ~ Comleo.od, 95 



Appendix 8: Typeface Samples in the Book 

RB General Menou, 20, 148, A Nuptial Script, 27, 156, 170, 
150 197 

GF G ladys, 26, 170 A Onyx, 23 
FH Hansel, 164 A Optima, 25, 75 
SH Hard Tack, 208 

~~ 
A Orator, 52 

A Helvetica, 190 A Peignot, 47, 48 
A Hobo, 44,48 I' r Ml Pierre Bonnard, r6o, 170, 179 
IC Improv, 27, 184 PS Prxymbols Function, r6r 
IC Initial Caps III, 153, 154 Plxymbols H otel, r62 
IC Isadora, 27, 78, 15!, 162, 171 Prxymbols Stylekey, r6r 
SH Jim Casual, 154 Prxymbols Travel, 162 
A Jimbo Multiple Master, A Poster Bodoni Comp., 

23, 156, 162 23, 40, 152, 182 
FS Karton, 42, 170, 188 A P restige Elite, 170 
FH Las Bonitas, H7 RB P rinters Ornaments M , 

Las Bonitas Bold, 75, 178 vii-wix, 152, 163 
FH Marie L uise, 26, 171 FH Regular Joe, 20, 156 
IC M asselle (EPS caps), 154 SH Scarlett, 205 
PS Mathematical Pi 5, r6r FH Schablone Rough, 48, 75, 178 

Mathematical Pi 6, 161 FS Schmelvetica, 152 
A Memphis Light, 24, 68, A Shelley Volante, 171 

n6, 133, 156 A Symbol, 129 
Memphis Medium, r81 A Tekton, 40 

FS Metamorph (body copy), A Tekton Multiple Master, 178 
200 12 The Wall, zoo 

Metamorph (capT), 153 A Times Roman, 83, 94, 183 
A Minion, 22, 34, 98 A Trade Gothic, 25, 48, 190 

Minion Display, 98 Trade Gothic Bold Cond. 
Minion Expert Set, 83 Twenty, 138 

IC MiniPics Doohickics Too, Trade Gothic Bold Two, I!O 

163 SH Where's Marty, 201 
IC MiniPics Lil Ancients, A Zapf Dingbats, 73 

163 FH Zapf Renaissance Light, 
12 Mister Frisky, 126, 198 I talic, and Swash, 20, 
A New Century 91, 147 

Schoolbook, 24, 181 

Ornaments on theu pages are 
from the Toulouse-Lautrec set 

of fonts from Monotype. 
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acronyms in small caps 

acronyms in small caps, 85 
Adobe Systems, 173 
Aldine roman, 2S 
Aldino, 29 
alignment, 115 

centered, 115, u S 
choose one, 120 
hang the punctuation , 57 
justified , 1!9 
left alig ned, 116 

of captions and body copy, 133 
of heads in body copy, 123 
of photographs or illustrations, 

133 
optical, 59 
ragged righ t, u6 
right aligned , 117 
right aligned (Rush right), 115 

all caps 
alternatives to, 196 
as inappropriate emphasis, 135 
as telltale sig n of d tp, 196 
in headlines, 123 
linespacing with, III 
readability of, 36, 47 

example of, 47 
swash characters, 148 

A.M. , set in small caps, Ss 
apostrophes 

chart of proper placement, s6 
hang them, 57 
keyboard shortcut fo r, 54 
lowering with baseline shift, 75 
punctuation with, 66 
rules fo r using properly, 54 
where to put them, 66 

ascender height, 17 
ascenders, 17 

in oldstyle figures, So 
of oldstyle figures, 89 

ascent line , 17 
Aunt Abigail, n6 
auto kerning, roS 
auto leading, 195 

216 

Saba the Idiot, 122 
bar, 17, 59 
baseline, 17· 71 

of captio ns and copy, 133 
of initial caps, 151 

baseline s hift, 71 
decorative words with, 74 
for apostrophes, 75 
for bullets, 73 
for correcting placement, 75 
for creating initial caps, 74 
for hyphens, 72 
fo r parentheses, 72 
how to do it, 76 
in style sheets, 75 

Bauhaus, 25 
Behrens , Peter, 20 
Bembo, Pietro, 2S 
big type as emphasis, 138 
blackletter, 32 

example of (Fette Fraktur), 
32, 170 

body copy, 17 
display type in, 99 

bold type 
leg ibility of, 46 
readability o f, 40 

borders 
made o f ornaments, 160 
telltale sig n of dtp, 194 
use picture fo nts for, 163 

bowl, 17 
boxes with rounded corners, 192 
bracketed serifs , 22 
Bradbury, Ray, 151 
Brown, Rita Mae, 61 
bullets 

usi ng hyphens as, 194 
using picture fonts fo r, 163 

cancellaresca, 29 
cap height, 17 

small x-height with, 45 
capital letters. See all caps 
caps and lowercase 

mixed in sentence, 47 
readabili ty of, 36 

captions, 131 
be consistent, 134 
choosing a typeface for, 131 
phrasing in , 143 

Carter, Matthew, 99 
Carter, Sebastian, rS3 
Casing Adder Bat , 141 
Caslon expert set, 82 

font menu, S4 
Caslon IV, William, 25 
categories of type, 21-27, 

' 79-ISO 
Centennial expert set, 82 
Center Alley, 157 
centered alignment, 115, uS 

do it with gusto, 193 
of captions, 133 
ofheadlines, 123 
telltale sign of dtp, 193 

Chace, Howard, 141, 157 
Channing, William Henry, SS 
choosing a typeface, 180 

a method for, 1S7 
for captions, IJI 
for catalogs, ISS 
for copy machines, 1S1 
for cramped space, 183 
for extended text, r8 2 
for faxing, 1S1 
fo r heads and subheads, r2s 
for poor printing conditions, 

IS! 

for scanning information, ISS 
questions re: your project, 180 
to fill the space, 1S3 



Chris topher Robin, 64 
Clarendon 

as category of rype, 25 
clip art 

picture fonts for, 163 
colons in sentences, 64 
color 

black-and-white, 155 
cool, 15S 

as emphasis, 136 
warm, 15S 

as emphasis, 136 
what makes c. in black-and­

white, 156 
why use it?, 157 

compound adjectives 
en dashes in, 69 
hyphens in,7o 

compressed type. See 
condensed type 

condensed type 
computer-drawn vs. 

true-drawn, 95 
example of, 94 
T imes vs. Garamond, 1S3 
uses for, 93 

contrast 
berween large and small type, 

165 
berween stable and wild type, 

186 
different typefaces for, 136 
in body copy, 136 
in swash faces, 149 
of heads and subheads, 125 

cool colors, 158 
curly quotes, 53· 190 

dates 
hyphens between, xiii 

dazzling, 23, 179 
De Mille, Cecil B. , 160 
decades, apos trophe in, 54 
deconstructive fonts , 26 
decorative fonts , 27 

adjusting line length for, 3S 
as opposed to display type, 97 
examples of, 27 
for special effects, 1S6 

decorat ive words 
with baseline shift, 74 

Deluxe Trans itive Vampire, The, 75 
descenders , 17 

in oldstyle figures, So, S9 
design axes, 174 

size, 175 
style, 175 
weight, 174 
width, 174 

dingbats, 159 
baseline shifting, 73 
uses for, 160 
using picture fonts as, 163 

dischy, 140 
discret ionary hyphen, 140 
display type 

what is it?, 97 
in expert sets, So 
multiple master fonts fo r, 175 
vs. text type, 9S 

ditto marks, s6 
improper use of, xiii 

Dolphin Press, 28 
dotless i, 92 
double Returns, 114 

example of, 191 
instead of paragraph space, xiii 
telltale sign of dtp, 191 

drop caps . See initial caps 
dtp (desktop publishing), rS9 
Durant, Will, 1!5 
Dwiggins , W.A., 179 

extended type 

ear, 17 
edge type, 26 
Egyptian, two-line, 25 
Egyptian typefaces, 24-25 
Einstein, Albert, 193 
Elements of Style, The, 63 
ellipsis, 66-67 
em dash 

instead of double-hyphen, 
xiii, 68 

keyboard shortcut fo r, 6S 
thrce-quarrer leng th, 81 
when to usc, 68 

em space, 6o 
as paragraph indent, 113, 123 
standard typographic indent, 

194 
Emerson, Ralph Waldo, 57 
emphasizing type, 135 

appropriately, 136 
suggestions for, 136 
with empty space, 137 

en dash 
in dates, xiii 
keyboard shortcut fo r, 69 
when to use, 69 

en space, 6o 
evocative typography, 169 

easy quiz, 170 
match the face to the suit, rS4 
th ink it through, 172 

exclamat ion points, 64 
expanded type. See extended type 
expert sets, 79 

realities of using, 82 
extended type 

computer-drawn v>. true­
drawn, 95 

uses for, 93 
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figures, oldstyle 

figures, oldstyle, 89 
first-line indent , 113 
Fisher, Dorothy Canfield, n6 
Font Creator, 177 
Fontographer, 162, 163, 211 
font metrics, 176 
font utilities 

Impossible Software, 84 
Master)ugglcr, 82 
Now Utilities, 82 
PopChar, 82, 84 

how ro usc it, 149 
Suitcase, 82 
WYSIWYG Menus, 82, 84 

fonts 
can't have roo many, r69 

foot marks, 55 
form follows function, 25 
forte, 64, 67 
fringe fonts 

examples of, 26, 200-201 
for special effects, 186 

future trends in type, 207 

garage fonts, 26 
example of, 200- 201 

Garamond, Claude, 28 
German blackletter, 32 
Giacche Enne Binnestaucche, 124 
Goethe, xiv 
Gordon, Karen Elizabeth, 47, 75 
Goudy, Frederic, 21 
gray boxes 

telltale sign of dtp, 192 
grid format 

captions in, 132 
Griffo, Francesco, 29 
grunge fonts, 26 

example oflayour with, 200 
something worse than, 197 
typographic trend, 200 

Gutenberg, 29 
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Haley, Allan, v 
Hamlet, 208 
handlettered font, 148 
hang the punctuation, 57 

how to do it, 6o-62 
hard spaces 

ro hang punctuation, 6o 
to hang punctuation with 

kerning, 62 
headlines 

all caps and linespacing, 111 
choose one alignment, 123 
guidelines fo r, 123, 124, 125 
have fun with, 126 
hyphenation in, 142 
linespacing in, 110 
widows in, 142 

Helvetica 
telltale sign of dtp, 190 

Henry V. 159 
hook, 17 
hot keys for fonts, 82 
hot s pot, r 49 
Howe, Norm, 152 
Howley, Michael, 124 
Hugo, Victor, xii 
Huxley, Aldous, 102 
hyphenation, 144 

how many in a row, 144 
in headlines, 142 
in heads and subheads, 124 
preventing with dischy, 140 
two schools of thought, 144 
two-letter, xiii, 144 

hyphens 
as bullets, 194 
dischy, 140 
discretionary, 140 
instead of em dash, xiii 
instead of en dash, xiii 
shifting the baseline, 72 

i, dotless, 92 
Importance of Being Earnest, The, 

146 
Impossible Software, 84, zu 
inch marks, 55 
indents 

first paragraphs, n4, 123 
first line, IIJ 
five spaces, 194 
half-inch as telltale sign 

of dtp, 194 
paragraph, 113 
to hang punctuation, 6o 

initial caps 
what are they?, 151 
automatically in 

PageMaker, 154 
automatically in 

(lyark>CPress, 154 
creating with base.line shift, 74 
examples of, 152 

instance, 1n 
Internet coffee shop, 75 
invisible type, 180 

oldstyle, 22 
readability of, 33 
vs. type with character, 184 

italic, I7 
as emphasis, 136 
history of, 28-zg 
in captions, IJI 

instead of underline, 196 
making it more readable, 40 
underline as an excuse fo r, 135 

its or it's, 54. 66 



Jack in the Beanstalk, 124 
justified text, ug 

guidelines for, 38 
guidelines for line length, ug 
readability of, 38 
nvers m, ug 
to eliminate hyphens, 140 
why in this book, 120 

kern pairs, 105 
auto pair kerning, 105 

kerning 
what is it?, 103, 108 
around em dash, 68 
around en dash, 69 
auto pair kerning, 105 
chart of definitions, ro8 
kern pairs, ros-ro6 

auto pair kerning, ro6 
manually, ro6 
metal type, 104 
numbers, 90 
pair kerning, ros 
range, ro6 
small type, 105 
to hang punctuation, 62 
to prevent hyphenation, 140 
tracking, 107 

keyboard shortcuts 
apostrophes, 53 
bullet, 73 
discretionary hyphen, 140 
dotless i, 92 
ellipsis, 66 
em dash, 68 
en dash, 69 
en, em, and thin spaces, 6o 
ligatures, 92 
line break, 140 
non-breaking space, 6o 
quotation marks, 53 
soft Return, 140 

kludge, 61 

Lagercrantz, Olof, 153 
leading. See linespacing 
ledding. See linespacing (leading) 
leeding. See linespacing (leading) 
left aligned, n6 
legibility 

definition of, 33, 43 
ideal specs for, 48 
of small caps, 88 
what are you saying?, 44 
what makes type 1., 44 

letter spacing 
what is it?, roB 
balancing with linespacing, n2 
for m~lXimum legibility, 48 
in center-aligned text, u S 
in justified text , 119 
in left-aligned text, u6 
in right-aligned te-xt, 117 
readability of, 37 
when to use lots, 112 

ligatures, 91 
in expert sets, So 
keyboard commands for, 92 

line break 
feature in software, 140 
using to adjust end ofline, 141 

line breaks, 139 
examples of bad ones, 141 
how to fix them, 140 
in captions, 143 
in heads and subheads, 124 
in right-aligned text, n6 

line length 
in justified text, guideline 

for, ng 
linespacing, 112 
readability of, 38 
rule of thumb for justifYing, 38 
with italic, 40 
with scripts, 40 

linespacing, 39 
above subhead, 124 
between paragraphs, n4 

moveable type 

chart of recommendations, n2 
extra for bold, Light, 40 
fixed vs. auto, 74 
in all cap headlines, 111 

long line length, n2 
of captions, 132 
readability factor, 39 
set solid, rog 
when to add more or less, n o 
with italic, 40 
with scripts, 40 

lining figures, 89, 90 
Little Prince, The, 78 
loop, 17 
Lord Byron, 118 
Lord Rutherford, 62 
Los Alamos National Bank, 206 
Love's Labour's Lost, 119 
lowercase 

readability of, 47 
Lubalin, Herb, 42, roo 

Macromedia Fontographer, 162, 
163, 211 

manual kerning, ro6, 108 
Manutius, Aldus, 21 

h is face in PageMaker, 34 
h istory of, 28 

Marvelous, Marx, 83 
MasterJuggler, 82 
mathematical fonts, r6r 
Melville, Herman, 91, 95· 152 
metal type, kerning, 104 
Midsummer Night's Dream, A , 150 
Miller, Henry, 94 
Minion expert set, 82 
minutes of degrees, 55 
Moby Dick , 91, 95· 152 
modern, 179 
modern typefaces, 23 
monospaced fonts 

legibility of, 46 
numbers, 90 

moveable type, 22 
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multiple master fonts 

multiple master fonts 
d esign axes, 174 
Font Creator, 177 
font emulation with, 176 
instances, 177 
size axis, 175 
style axis, 175 
uses for, 178 
weight axis, 174 
width axis, 174 

multiple masters 
what are they?, 173 

Munakata, Shiko, vi 

non-breaking s paces, 6o 
keyboard sho rtcuts for, 6o 

Non-Designer's Design Book , 187 
Now Menus, 84, 211 
Now Utilities, 82, 211 
numbers 

monospaced, 90 
o ldstyle figures, 89 

oblique, 17 
octavos, 29 
oldstyle, 22, 179 

most readable, 34 
oldstyle figures 

examples of, 89 
in expert sets, So 
proportional spacing, 90 
used in dates, xiii 

one-story "a," 17 
optical alignment, 59 
optimized multiple masters, 175 
ornaments , 159 

baseline shifti ng, 73 
in bylines, xiii 
in expert set, 81 
uses for, 160 

outlined type, 195 
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P.M. , set in small caps, 85 
PageMaker 

automatic drop caps, 154 
creating new fonts with 

mult iple masters, 177 
how to baseline shift, 76 
letter spacing values, 104 
tn1e tracking in, 107 
where to buy, 2u 

pair kerning 
definition of, 108 

paragraphs 
aligning baselines across 

columns, 132 
double Returns as telltale 

sign of dtp, 191 
first one not indented, u4, 123 
indenting, n 3 
separated by ornaments, 159 
spacing, 114 

after or indent, 113 
with double Returns, xiii, 

II4, 191 
parentheses 

punctuation with, 65 
shifting their baseline, 72 

phrases 
grouping text in, 120 
in captions, 143 

pi fonts, r6r 
printing, r64 

pictograph fonts , 161, 162 
picture fonts, 161, 163 

printing, 164 
rebus stories, 164 

platitudes , in praise of, 172 
points 

linespacing measured in , 109 
Pooh Bear, 64 
PopChar, 82, 84, 149, 211 

screen shot of, 149 
how to use it, 149 

possessive words, where to put 
the apostrophe , 66 

prime marks, 53· 55 
example of, 190 

faking them, 55 
typing in Symbol font, 55 

proportional spacing 
oldstyle figures, 90 

pull quotes 
creative, 128 
guidelines for, 127, 130 
hanging the punctuation, 58 
using typographic color, 157 

punctuation 
hanging it, 57 
how to hang it, 6o 
reduce size of in large type, 

61, 130 
style of, 67 

quality, determines typeface 
choice, 181 

QuarkXPress 
automatic d rop caps, 154 
creating new fonts with 

multiple masters, 177 
how to baseline shift, 76 
letter spacing values, 104 
setting ligatures, 92 
tracking is range kerning, 107 
where to buy, 2n 

question marks , 64 
quotation marks 

chart of proper placement, 56 
hang ing them, xiii, 57 
proper, xut, 53 
punctuation with, 64 
rules for using properly, 54 
telltale sign of dtp, 190 
true quote marks, 53 
typewriter marks, 53 



Radner, Gilda, 198 
ragged left, ll7 
ragged right, u6 
Rand, Paul, 30 
range kerning, 106, roB 
readability 

what is it?, 33 
break the rules, 41 
caps vs. lowercase, 36 
German preference for 

blackletter, 32 
H erb Lubalin's point of view, 

42 
letter spacing, 37 
most readable typefaces, 34 
of display type, 99 
of moderns, 23 
of small caps, 88 
serif vs. sans serif, 35 
what makes a face readable, 33 
what we are accustomed to, 32 
word spacing, 37 

rebus story, 164 
rendered type, 203 
Returns 

double for paragraph space, 114 
soft Return, or line break, 140 
vs. line breaks, 140 

reverse type 
adjusting line length for, 38 
linespacing for readability, 39 
linespacing with, uz 
making more readable, 40, 41 
script or italic, 40 
using to hang punctuation, 61 

right aligned, 117 
use of powerful phrasing, 120 

rivers, 119 
Robbins, Tom, 83, 122 
Rogers, Will , 143 
roman type 

what is it?, 17 
Aldine, 28 
history of, 28-29 

Rosetta Stone, 24 
rules 

breaking as a trend, 206 
breaking re: condensed and 

extended type, 96 
breaking re: legibility, 49 
for justif)•ing type, 38 
of punctuation, 63 

rules (lines) 
instead of underlining, t96 
ornaments instead of, r6o 
to make type stand out, 192 
using for emphasis, 138 

Saint-Exupery, Antoine de, 78 
sans serif, 25, 180 

adjusting line length for, 38 
examples of extra linespacing 

with, 39 
examples of typefaces, 25 
good choice for heads and 

subheads, 125 
in captions, 132 
leg ibility of, 43 
line length for readability, 41 
linespacing with, uz 
oblique vs. italic, 17 
readability of, 43 
two-line Egyptian, 25 

sans serif examples, 190 
Santa Fe, Zuma's, 75 
Saroyan, William, 156 
Scarlett font, 205 
scientific characters, 161 
script typefaces, 27 

adjusting line length fo r, 38 
examples of, 27 
letter spacing in, 37 
making it more readable, 40 
outlined and shadowed, 195 
outlined and shadowed, 

all caps, 197 
word spacing in, 37 

Seagull, Rabbi Nathan, 152 

stroke 

semicolons in sentences, 64 
serif type, 17 
serif vs. sans serif 

readability of each, 35 
serifs 

bracketed, 22 
modern, 23 
slab, 24 

s et solid, 109 
shadowed type, 195 
Shakespeare, William, u 9, 150 , 

159· 208 
shapes of words, 47 

readability of, 36 
Shaw, George Bernard, 52 
s hifting the baseline, 71 
slab serif, 179 

as headline type, 125 
category, 24 

small caps 
what are they?, 85 
A .M./P.M. in, Bs 
changing default size, 86 
computer-drawn, xiii, 86 

vs. display face, 98 
in display face, 98 
in expert sets, 79 
in headlines, 123 
readability of, 88 
true-drawn, xiii, 87 
when to use, 85 
where to use, 85 

small type as emphasis, 138 
smart quotes, 53 
soft Return 

feature in software, 140 
s pecial effects type, 202 

lo ts or little linespacing, 112 
Spinoza, us 
stem, 59 
straight quotes, 190 
stress, q . 22. See also individual 

categories of type 
stroke, 17, 59 
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Strunk. William 

Strunk, William, 63 
style axis, 175 
style of punctuation, 67 
subheads. See a/so headlines 

guidelines for, 123, 124, 125 
have fun with, 126 
space above, 124 

Suitcase, 82 
SuperATM 

font emulation with, 176 
swash characters 

what are they?, 147 
don't be a wimp, 150 
dotless i with, 92 
guidelines for using, 148 
in bylines, xiii 
in expert sets, 81 

Symbol font 
prime marks in, 55 
unchcck when printing 

picture fonts, 164 

Tabs and Indents an the 
Macintosh, 6o, 113 

terminal, 17 
thick/ thin, 17 

contrast in moderns, 23 
thin space, 6o 

around en dash, 69 
in ellipses, xiii 

Tollett, John, 148, 199 
Tomlin, lily, 117 
tracking, 107 

what is it?, 108 
to p revent hyphenation, 140 

trends in type, 199 
abundance of font choices, 204 
breaking the rules, 206 
future trends, 207 
g runge type, g ru nge design, 

200 
rendered rypc, 203 
special effects, 202 
typographic independence, 207 
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true-drawn 
condensed type, 95 
extended type, 95 
small caps, xiii, 87 

Truman, Harry S., 201 
two s paces 

example of, 191 
telltale sign of dtp, I ':JI 

two·story "a," 17 
type size 

12-point type, 195 
12-point vs. ro-point, xii i 
multiple master fonts, 175 
of captions, 132 
x-height, importance of, 18 

TypeTamer, 84, 211 
typographic color, 155 

ugly fonts, 26 
underline 

as telltale sig n of drp, 196 
italic instead, 135 
Never. That's a law. 135, 196 

Understood Betsy, rr6 

victuals , 64 
visual scaling, 175 
Voltaire, 152 

warm colors, 158 
Washington, D.C. 

street sig ns in, 47 
Watzlawick, Paul, 168 
weight axis , 174 
Wells, H.G., 50 
West , Mae, 37 
White, Jan, 155 
white space, 166 

as a border, 194 
rivers of in justified text, 119 
using for emphasis, 137 

widows 
in captions, example of, 143 
in headlines, 142 
worst kind of, xiii 

width axis, 174 
Wilde, Oscar, 146 
Williams, Robin, 206 
Williams, Scarlett, 204 
wimp 

don't be o ne, 150, r6o, 165 
let there be white space, 166 

Woolf, l eonard, 153 
word spacing 

in center-al igned text, 118 
in justified text, 37, 119 
in left-aligned text, 116 
in right-alig ned text, 117 
readabili ry fac tor, 37 

WYSIWYG Menus, 82, 84 

x-height, 18 
adjusting line length fo r, 38 
ascenders above, 17 
for maximum readability, 41 
large proportions in display 

type, 99 
large x-heigh t 

legibility of, 45 
linespacing for, 39, 112 

readability and, 35 
serif vs. sans serif, 35 
small, linespace with, 39, 112 

XPress. See QuarkXPress 

Zapf Dingbats. 73 
as bullets, 194 

Zarba the Gr eek, 58 
Zuma's Elect ronic Cafe, 75, 178 





c:.JJ{,out the e.Author 
I live on several acres of 
pinon forest just south 
of Santa Fe, New Mexico. 
I'm still a single mom of 
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I created this book in Adobe PageMaker, 
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Fonts in the book: Dorchester Script for the 
chapter headings; Eurostile Bold Condensed 
for the headings and subheads; Caslon expert 

set for the body copy. The list of over us 
fonts sprinkled throughout the book is on 
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Si_nce .1989, hundreds of thousands 
.{)£Macintosh users have learned 
the basics of creating go.od- · 
looking type froin Robin 
Wi~rups' classic primer, 
The Mac is not a 

In this sequel, Robin 
guides you beyond the basi~s· 

~with hundreds of useful-tips, 
techniques, and secrets for making 

anydocument'beautiful and 

Ranging fro~· tiadi~onal t)pographic 
i~~rmation such as how to imp~ove th~ readability and 
le~oili'ty of a typeface, to tips on new technologies such 
as Adobe's' multiple master fonts,..Beyond TheM ac is noi 
a typewriter proyides an unprecedented wealth of 
exci~ng ail(f practical information. 
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translated into ten languages. · ' 
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