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faces behind the fonts
VER WONDER WHO MR. CASLON WAS AND WHY HIS
namesake typeface became famous? Many people
don’t know that Caslon Bold Italic is named after

someone. It is also interesting to note that some of these
fonts have survived for more than 500 years and are still
a vital part of modern graphic design.

Printing from movable type is widely attributed to
Johannes Gutenberg in 1440, when he introduced printing
with ink on paper by using cast metal type mounted to a
converted wine press. Before Gutenberg’s invention, books
and writings of any kind were laboriously handwritten by
religious scribes and available only to a few wealthy and
educated people. Many modern typefaces are simply modi-
fications of early letterforms used in these original gothic*
manuscripts.
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Nicolas Jenson, 1420–1481
Nicolas Jenson, a brilliant Frenchman,
studied printing in Germany and set up
shop as a type designer in Venice. He
cut the first beautifully modeled roman

letter in 1470. Characteristics of Jenson’s font were its
“mellowness of form and evenness of color in mass,”
stated a type critic of the time. Jenson’s roman fonts are
the universally accepted models for roman letterforms.
To this day, they are unrivaled.
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Claude Garamond, 1480–1561
Claude Garamond, another French letter-
cutter, established the first great European
type foundry for casting roman, Greek and
italic letters. His skill and his influence

on the continent established new typography standards and
became the deathblow for use of the gothic letterform.
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William Caslon, 1692–1766
William Caslon, born in Worcestershire,
England, is regarded as the greatest
master designer and founder of English
type faces. His letterforms had miniscule

contrast between light and heavy lines and inconspicuous
serifs. He created a legacy font worthy of a printer’s axiom
still repeated today: “When in doubt, use Caslon!” A page
of Caslon consistently produces a pleasing, balanced effect.
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*Gothic, as it is noted here, is a term applied to architecture and art
forms characteristic of western Europe between the 12th and 16th
centuries. It should not be confused with type founders who designated
some of their sans serif typefaces “gothic.”

jGARAMOND:

jCASLON REGULAR:

‘G’ Wiz
Think serif fonts all look alike? Check your G’s and g’s!
The most diversified letters in the alphabet are G and g.
This makes G’s the clincher for face identification. Type
designers have expertly varied the upper, center and
lower portions of these two characters to create font
uniqueness. You should soon be able to recognize font
characteristics with careful study of these letterforms.



John Baskerville, 1706–1775
John Baskerville is regarded by many as the father of fine
printing in England. His unique situation (owner of a paper
mill, printing office and type foundry) allowed him the luxury
of refining how a letterform was placed on paper. He spared no

expense on bringing type to a new level. When his first books reached the public,
they gained wide acclaim. His type faces are considered to be pseudo-classical.
They differ from Caslon’s because of their distinctive light and heavy character
strokes and completely level serifs.
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Giambattista Bodoni, 1740–1813
Giambattista Bodoni, an Italian printer, showed great originality
by morphing old-style faces into the modern realm. His press
became one of the sights of Europe for dilettanti, and his
editions were considered valuable collectibles by bibliophiles

everywhere. Bodoni’s namesake font has three obvious features: tall ascenders
and descenders, narrow character width, and heavy contrast between thick and
thin strokes. It’s an excellent choice for designers who must place lots of copy
in a restrictive space.
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Frederic Goudy, 1894–1945
Frederic Goudy was an American typographer who didn’t begin
designing letterforms until he was 45. He is generally noted for
his prolific design of innovative type faces and public commentary
on the typography industry of the 20th century. Goudy’s famous

namesake font is beautifully rounded and elegant. Its most endearing feature is
its expansive, clear and spacious character width. In addition to his namesake
font, two of Goudy’s most popular fonts are Berkeley Oldstyle and Copperplate.

AaBbCcDdEeFfGgHhIiJj
KkLlMmNnOoPpQqRrSs
TtUuVvWwXxYyZz

Herman Zapf, 1918–
Herman Zapf, the creator of Zapf Chancery, is actually more
renowned in printing circles for his Palatino and Optima type-
faces. Palatino has a distinctively “boxy” feel about it. Optima
became wildly popular and was almost annihilated by overuse in

the 1970s. It is interesting to note that together, Palatino and Optima are the
most-copied fonts in modern typography.
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Creators of America’s Most Overused Fonts
Helvetica: Max Miedinger
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Arial: Robin Nicholas and Patricia Saunders
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Times Roman: Stanley Morison
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New Times Roman: Stanley Morison and Victor Lardent
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new Postal rates
Howard Printing can help you build new business with direct mail. Messages vary
based on an organization’s goal, but all direct mail has some common elements.

Step 1: Identify Your Goal
Are you target-marketing the sale of one item or showcasing a full line of products?
Do you want to raise awareness about a nonprofit’s mission or begin a full-blown
capital campaign? Is your market share in jeopardy—forcing you to promote new
services to stay competitive? Keep the goal in mind as you begin writing your copy.

Step 2: Define Your Message
Outline what you want to say on paper. Be specific about what you have to offer
and back it up with a list of your strengths. If you are offering an incentive, create
a dollar limit, timeline to act and measurable benefit to the reader. If your message
requires feedback, a business reply card can be incorporated.

Step 3: Bring Your Ideas to Us
Howard Printing staff can help you implement your campaign. We provide design
and layout, printing, list development, and mailing services. We can use your existing
corporate identity logos, colors and style sheets or help you design a new identity.
Printing is guaranteed to meet all postal regulations for paper, size and weights.

Our certified mailpiece quality control (MQC) professional will ensure that your
mail qualifies for the best postal rates. We can work with your existing contact
database or help you develop a new prospect list. Lists can be created for busi-
ness-to-business marketing by SIC codes, geography, sales volume or number of
employees. Lists can be created for residential mailings by ZIP code, resident age,
income or head of household. CASS certification is used for all USPS mailings.

Give us a call for direct mail consultation: 269-329-0022 or 800-968-4726. �

Direct Mail Basics
Effective January 8, 2006, postal rates increased approximately 5.4 percent. Here
is a quick look at new rates for the most popular direct mail sizes and weights:

First Class Mail, Single Piece Rates
(no minimum quantity)
Postcard (3.5x5 – 4.25x6-inch card sizes) . . . . . . . . . . . . . . . . . . . . . . . 24¢
1-ounce letter (3.5x5 – 6x11.33-inch piece sizes) . . . . . . . . . . . . . . . . . 39¢
Additional ounces for letters . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 24¢
Nonmachinable surcharge for letters . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13¢

First Class Mail, Automation Rates
(500 identical weight piece minimum)
Postcard (3.5x5 – 4.25x6-inch card sizes) . . . . . . . . . . . . . . 18.6¢ – 20.4¢
1-ounce letter (3.5x5 – 6x11.33-inch piece sizes) . . . . . . . . . 29.3¢ – 32.6¢
1-ounce flat (6.125x11.5 – 12x15-inch piece sizes) . . . . . . . 37.6¢ – 41.7¢

Standard Class Mail: Regular Automation Rates
(200 piece minimum quantity)
3.3-ounce letter (3.5x5 – 6x11.33-inch piece sizes) . . . . . . . . 17.3¢ – 23.1¢
3.3-ounce flat (6.125x11.5 – 12x15-inch piece sizes) . . . . . . 24.8¢ – 31.6¢

Standard Class Mail: Nonprofit Automation Rates
(200 piece minimum quantity)
3.3-ounce letter (3.5x5 – 6x11.33-inch piece sizes) . . . . . . . . . 9.1¢ – 14.8¢
3.3-ounce flat (6.125x11.5 – 12x15-inch piece sizes) . . . . . . 14.4¢ – 19.5¢

Standard mail pieces weighing more than 3.3 ounces are subject to both a piece rate and a per
pound rate charge. �


