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Rules of Thumb for the Use and Non-Abuse of Ty !@ﬁ (part 1 of 2)
he typefaces Johann

ﬁ Gutenberg cast for the

first workable offset printing
presses in the 15th century were
standardized copies of calligraphic
forms that had been used by
scribes since Roman days.

Over the last 500 years, famous-
name type designers such as
Nicholas Jenson, Claude
Garamond, Christopher Plantin,
William Caslon, John Baskerville,
Giambattista Bodoni, and, more
recently, Ed Benguiat, Hermann
Zapf and Sumner Stone (not to
mention hundreds of non-epony-
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9",& S Company is a
full service commercial and personal
insurance brokerage firm which
specializes in insuring Arts organi-
zations; both Not for Profit and For
Profit. For the past 28 years, we
have provided insurance programs
for theaters, orchestras, operas,
museums, galleries and many other
types of arts organizations both
large and small. All have relied on
us to keep them insured with the
right coverage and at the best
possible price.

We serve clients nationwide. Our

appearing precise and even. They
tend to change dramatically in
their italic forms.

mous ones) have created thou-
sands of typeface families with
more categories and variations

than you need to care about. » Transitional — Greater contrast

between thick and thin strokes,
with dainty serifs, such as
Americana and Baskerville.
They are likely to have been
designed with more variations
such as light, demibold and
heavy.

The major categories of type
have evolved as:

1. Serif — typestyles with short,
angled lines at the ends of each
letter’s strokes; the major
varieties include:

» Old Style — Type families such
as Caxton or Garamond, as well
as neoclassical designs like
Bodoni, borrow the Roman
ideals of geometric proportion,

» Slab Serif — Instead of elegantly
angled serifs, typefaces such as
Rockwell and Courier use
square serifs and letter forms.

Continued on the next page

We offer extensive experience in all forms of coverage through numerous
insurance companies represented by the firm. Many of our companies
specialize in “Not for Profit” arts and entertainment policies. The coverages
we provide include, but are not limited to the following:

— General Liability and Property

— Workers Compensation-
including volunteers

— Theatrical Property

— Business Interruption and Extra
Expense

— Business Automobile
— Directors & Officers Liability
— Employment Practices Liability

— Non-Appearance and Cast Insurance
— Special Events

— Coverage for Tours - Liability, Property,
Accident & Workers Compensation

— Special Actors Equity endorsement
tailored to particular contracts

— Employee Benefits programs
— Life, Health and Disability programs
— Personal Automobile and Homeowners

If there is any part of your insurance program that you are not satisfied

client list includes organizations
from New York and Washington D.C.
to Washington State and California,
from Florida to Connecticut and
many states in between. We pride
ourselves on service and flexibility.
We can work directly with you or
hand in hand with your local broker
to make sure that your insurance
needs are taken care of in an
efficient and professional manner.

with, please let us review your current coverages. We are happy to offer
suggestions for any improvements or changes you may wish to consider,
and will also determine if we can reduce your insurance expense.
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SCHWEICKERT & COMPANY

INSURAMNCE AGENTS, BROKERS & MANAGERS

You can contact us at 800-748-6293, or through our website at
“www.insurethearts.com” or by email at “arts@schweickert.com.”
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Fonts of Wisdom

Continued from page 17

» Modern — Less angled, thicker
serifs, combined with a large
x-height (see right) for easy
reading.

2. Sans Serif — means literally
“without serifs,” such as
Helvetica and Eurostyle.
Popularized by Caslon’s great
grandson (William Caslon IV) in
1816, sans serif faces came into
their own when the Swiss
Bauhaus school of designers got
ahold of them in the late 19th
and early 20th centuries
(“Helvetica” is the Latin word
for Switzerland), idolizing their
purity and directness. A few
“fancy” sans serifs were de-
signed for practical uses such as
MACHINE and BANK
GOTHIC. Sans serif
typestyles such as Bauhaus
and Hernar Eag%iom were so
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SLAB SERIF MODERN

popular during the 1920s they
prompted an explosion in
display typeface designs.

3. Display — sort of the “miscella-
neous” typeface category,
display faces can have serifs like
ALGERIAN and Pard, and
can be sans serif as well, like
Peigot and Dom Diagonal. By
definition, they are too elabo-
rate for text, but excellent tone-
setters and attention-getters at
large sizes. They range from
script faces such as m&’éy/&
and %{ lvardian tO wacky
advertising faces such as
dftarlow and Ewie.

Choosing a Typestyle
As a rule, old style and modern
serif typestyles make for the most

readable text in printed pieces.
After all, many modern styles were
invented to solve specific readabil-
ity problems, such as TIMES
Modern (newspapers), School-
book (textbooks) and Stone
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Ascender
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One Inch (72 points)

Descender

Baseline

“Thy” is in 72-point type, but you
have to measure from the top of the
ascender of “h” to the bottom of the
descender of “y” to get an inch (72
points, that is).

peﬂ"—"‘“ DCM proudly announces ENCORE, its state-of-the-art
automated lead management system.

What is ENCORE?

ENCORE is the most sophisti-
cated and flexible web-based
automated lead management
system designed specifically for
arts telemarketing and
telefundraising campaigns.

What separates ENCORE from
other automated lead
management systems?

Like all the tools in the DCM
toolbox, ENCORE is designed
specifically for nonprofit arts
organizations, taking into
account patron historical informa-
tion, such as subscription and
single ticket purchases, dona-
tions, and memberships. Coupled
with excellent caller training,
ENCORE ensures that every DCM
call comes from a well-informed,

courteous arts telemarketer.

What benefits can ENCORE provide?
Your campaign will realize many
benefits when using Encore. Two
important advantages are: 1) more
contacts and 2) better, easier, more
effective lead distribution and
management. ENCORE easily loads
and sorts data about your patrons and
their history with your organization
into a lead distribution system over
which the DCM campaign manager
has total control. Leads can be
grouped and pooled based on any
criteria and distributed to as many
callers as appropriate, creating the
most targeted approach in
telemarketing today. ENCORE

For more information on how ENCORE can improve
your telemarketing or telefundraising efforts,
please contact Angel Francis, DCM Manager of
New Business & Marketing at 718-488-5577,

5021 or afrancis@dcmtm.com.

increases the potential for revenue
by allowing phone representatives
to make more contacts and speak

with more people.

Does ENCORE allow callers to
update patron information?

Yes. Phone reps enter feedback
directly into ENCORE, which feeds
into CenterStage, DCM’s web-
based, real-time reporting system.
Results, patron concerns, and
information changes are electroni-
cally recorded and then easily
relayed to your organization, giving
you control over how you utilize
the information.
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Serif (300 dpi laser printers).
However, in this digital age, sans
serif faces such as Arial and
Tahoma are easier to read on a
computer monitor.

(For you clever readers — that is, all of
you — notice that I've avoided using the
word “font.” Desktop publishing will
probably corrupt the word forever, but, in
reality, a font is a set of all the characters
for a particular typeface and size, say 10
point Times Roman Italic. Technically,
the set containing all sizes of Times
Roman Italic would be called a typeface.
That set, plus its near relatives — Times
Roman, Times Roman Bold and Times
Roman Bold Italic — is called a typeface
family or typestyle.)

The rules of mixing typestyles
have much in common with dressing
yourself in the morning. Don’t clash.
Be consistent. Use things that fit.
Specifically where typestyles are
concerned, try these rules of thumb:

» If the information is more
important than the presentation,
use a single type family, ideally
an appropriate serif style (most

likely a modern face such as
Bookman or Century)
or a sans serif face if the
material is intended to be read
on-screen.

» If the design and information
are equally important, use
complementary serif and sans
serif styles (e.g., the proportions
of the serif Palatino and sans
serif Futura are similar). Times
and Helvetica always work
together. Using a serif with a
complementary display face can
work (e.g., STENCIL could
be an appropriate headline
typeface for a sign company’s
publication).

» If the design is more important
than the information, combine
complementary serif and sans
serif faces with a display type
used for accents such as drop
caps or pullquotes. For example,
old style serif Goudy, similarly

shaped sans serif Gill Sans and
script display face can
be elegantly combined.

» Use a serif face for body copy
(quasi-serif typestyles such as
Gill Sans, Incised and
Lydian are OK, too).

» When using a complementary
sans serif or display face, be
consistent and appropriate. If
one photo caption appears in
Helvetica Condensed, all
captions should. In fact, sans
serif faces often make a better
choice for small type and charts.
Display faces, on the other hand,
should not be used at sizes
smaller than 14 point. M

Next issue: Part 2, including type
proportions, tracking/kerning, and more.

Henry Ruddle owns Ruddle Creative, a
San Jose-based marketing communica-
tions firm, www,ruddle.com, and he
started his career as a typographer.
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N o doubt your patrons
enjoyed your performance

and left saying “Why don’t we
go more often?” But people
forget. With activity-filled lives,
their pledge is forgotten. Just
take a look at your database:
how many single ticket patrons
that you’ve spent a fortune to
attract came just once?
Re-approaching customers
and asking immediately for
another sale is an easy,
effective, and a commonly

Available exclusively from

AudienceWorks.com™ it the Fieldstone Press

Relationship Marketing Tools for a changing environment.
Windhorse Farm e Royalston, MA 01368 » (866) 207-7126 x6525
www.audienceworks.com

Is your marketing plan complete? You’ve maximized all
opportunities to generate revenue? Take another look.

overlooked strategy. Make your
investment in single ticket market-
ing pay by inviting patrons to come
again with an immediate, personal-
ized thank you offer.
RetrieverPost™: is a simple
online tool that allows you to
design and mail a professionally
printed, personalized postcard in
just 3 days. Quickly create your

card, or use pre-designed templates.

Minimum order is only 25 cards, so
Retriever Post is cost effective for
small orders.

Repeat selling works! The
Detroit Symphony Orchestra
targeted single ticket patrons
with an immediate buy one get
one free offer ... and received a
9% response rate within 3 weeks!

It’s easy! Log onto
www.retrieverpost.com today.

1. Design a postcard with
our easy to use templates;

2. Insert your personalized
message;

3. Submit a mailing list;

4. Click a button to view
your .pdf proof online.

Your mailing will drop within
3 business days.

RetrieverPost™: Inexpen-
sive, efficient and effective
relationship building.
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