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This thesis concerns the utility of including the art

of hand lettering in a curriculum of a university adver-

tising art program. Data secured from 155 questionnaires

sent to 266 advertising firms in five states were analyzed

by simple descriptive statistics including frequency counts

and percentages. Two hypotheses were examined, and it is

concluded that hand lettering is still needed in advertising

art and should be taught in university art programs.
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CHAPTER I

INTRODUCTION

This investigation of the usefulness of hand lettering

to advertising art concerns the geographic area which Texas

Tech University serves with its graduates in advertising art,

For this reason, the study concentrates primarily on agencies

in the southwestern states,

Critics of hand lettering have recently claimed that

hand lettering ability is no longer useful in advertising

art because pre-set type is so easily available and offers

a variety of type faces with which the artist may work, As

a commercial artist and a teacher at the university level

for a combined total of twenty-three years the writer be-

lieves this issue deserves some attention,

In Modern Graphics, Keith Murgatroyd, the author, re-

lates a brief history of a company called Typographic

Communications, Inc. This company is headed by Aaron Burns,

considered a master of typographic expression, In the past

decade, Burns has explored the possibilities of photograph-

ically-set type. As a result of this exploration, Burns

established an annual national typeface Design Competition,

which has produced many remarkable type designs which are

now available on Photo Typositors,
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These typeface competitions are followed by promotional

campaigns which have resulted in a poster collection showing

winning typefaces in use. Art direction and design for the

posters have been by Herb Lubalin, New York, considered one

of the major typographic designers of the world. Murgatroyd's

Modern Graphics also provides excellent examples of creative

uses of typography and hand lettering.

A recent issue of Today's Art carried a fine article by

Ralph Fabri, "The Art of Typography". In this article on

design and work with typefaces and lettering, the author

states,

Typography also goes far beyond the mere making
of typefaces. The type itself has to be designed, and
you have to select the correct kind of type for your
purpose, and set it in a pleasing way. The word,
COMPOSITION, has two meanings in this field: the type
is composed; that is, set up (in the so-called com-
posing room),; the placement of the typed paragraphs,
pages, headings, and the total appearance must be com-
posed by an artistic person who understands the visual
significance of the printed type.

Art students in university or college art depart-
ments are usually annoyed when their curriculum
includes a term in lettering. "What do we have to
do that for?" "We aren't planning to be showcard-
writers or signpainters . . . we want to study the
fine arts," they say. A good instructor can explain
to them that even if they'll never do any lettering
themselves, artists are often in a position where
their fine art creations must be combined with some
text--an inscription, a motto, a name, an event--
that's an important part of the work. Artists should
make the layout for such copy; they should be able to
tell the letterer what type, what size to use and
what shape should be created by the lettering (1, pp.
5-8).
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As evidenced in the literature, there are many very important

areas in which artists might choose to work with type. Many

people don't realize that the beautiful, versatile typefaces

with which we work today had their origins on the drawing

boards of dedicated artists.

Because differences of opinions do exist, the purpose

of the study is to investigate the usefulness of the art of

hand lettering in advertising art. Two hypotheses will be

examined:

Hypothesis 1. That the art of hand lettering is useful

in advertising art.

Hypothesis 2. That the art of hand lettering should be

included in the curriculum of a university advertising art

program.
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CHAPTER II

DESIGN OF THE STUDY

Type as a design element is used extensively today in

advertising. As a teacher of advertising art and a member

of the departmental curriculum committee of a Texas univer-

sity, I am concerned with the importance of teaching hand

lettering in a university advertising art program.

This investigation concerns the desirability of the

advertising artist being able to produce and work with

various type styles and faces found on the current scene,

Sources of Data

A list of advertising firms in the southwestern states

of New Mexico, Texas, Arizona, and Oklahoma was assembled

from The Standard Directory of Advertising Agencies (4)

These were selected because of their immediate geographical

location to my university, I was interested in learning as

much as possible about the uses of hand lettering and typow

graphy in this area where the majority of our students find

employment, Colorado, though not geographically located in

the southwest, was included for the same reason.

5
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Method of Collecting Data

It was determined that the questionnaire method was

most appropriate for collecting information from the iden-

tified agencies, because it provided the simplest means of

contact at a relatively modest cost,

A questionnaire was constructed which consisted of (I)

an opening statement of purpose and intent and a request for

return in a self-addressed, stamped envelope, and (2) seven

questions to be answered by the art directors of the selected

firms. The last question was open-ended and requested each

respondent's personal, professional opinion of the usefulness

of teaching hand lettering in modern university advertising

art programs.

The questionnaire was sent to a total of 266 firms in

the five-state area surveyed (a sum coverage of the listing

from The Standard Directory of Advertising Agencies (4). A

total of ninety-six replies or a 36 per cent return was re-

ceived from this mailing.

A follow-up letter (see Appendix C, p, 34) and the

questionnaire were sent to all firms not replying to the

first mailing. Fifty-nine additional replies were received

from this mailing. This brought the total to 155 responses

or a 58 per cent return.
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Analysis of Data

Simple descriptive statistics, including frequency

counts and percentages, were used to analyze the data. This

method seemed the most suitable for this particular research

because the data are not extensive and involved.



CHAPTER BIBLIOGRAPHY

1. Best, John W., Research in Education, Butler University,
Englewood Cliffs, N. J., Prentice-Hall, Inc., 1959,
Chapter 7, pp. 161-171.

2. Delphi Critique: Expert Opinion, Forecasting, and
Group Process, Lexington, Mass., Lexington Books,
1975, p. 27.

3. Johoda, Maria, Research Methods in Social Relations,
Second Edition, 1955, Chapter 12, p. 424.

4. The Standard Directory of Advertising Agencies, Stokie
Ill., National Register Publishing Co., Inc., October,
1974, No. 173.

5. Travers, Robert M. W., An Introduction to Educational
Research, Third Edition, New York, N.Y., The Mac-
Millan Company, 1969, Chapter 15, pp. 364-370.

8



CHAPTER III

PRESENTATION AND ANALYSIS OF DATA

The data generated by the questionnaires are tabulated

and presented in Table IX (Appendix A).

The seven questions on the questionnaire are listed

vertically in the table. Headings are listed after each

question. Under each heading responses are listed by number

and percentage. These figures are based on a total return

of 155 questionnaires.

A more detailed analysis of each item follows.

Position of Respondent

This investigation was addressed to art directors of

the organizations surveyed primarily because they are the

persons in charge of the production and disposal of all art

going through the organizations. For this reason their

opinions were assumed to be more pertinent to the problem

of the research. This decision was based upon my own pro-

fessional experience as a staff artist, art director, and

free lance artist for various advertising agencies.

Sixty-six per cent of the respondents were art directors

(Table I, p. 10). Others who answered were owners of the

firms and persons temporarily in charge of art direction.

9



10

So, we can consider that the respondents were, in essence,

predominantly art directors,

Education of Respondent

It was of interest to ane, because of my position as an

educator, to know- what percentage of professional people in

advertising art have university educations, This area of

investigation revealed that 90 per cent had some varying

amounts of university education (Table I).

TABLE I

POSITION AND EDUCATION OF RESPONDENT

Position of iRespondent Education of Respondent

No %No, %

Art Director 103 66 College 139 90

Artist 1 01 Trade School 5 03

Owner 19 12 High School 3 02

Other 31 20 Self Taught 1 01

No Response 1 01 No Response 7 04

Questions have been raised by some persons in the field

concerning the need for university education in advertising

art. A very small percentage of the respondents received

their educations from trade schools and high schools. The

data (Table I) answer those questions and prove conclusively
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that some degree of university education is prevalent in top

positions of employment in advertising art if not essential.

Geographic Location of Agencies

As previously stated, a total of five states was covered

in this investigation. Table II shows the number of replies

to the questionnaire from the five-state area.

TABLE II

GEOGRAPHIC LOCATION

Location Number of Replies %

Texas 93 60

Oklahoma 15 10

New Mexico 8 05

Arizona 12 08

Colorado 27 17

Type of Organization Surveyed

Since many of the advertising firms receiving the question-

naire were not listed as agencies on the mailing list, it was

necessary to inquire into the type of organization being sur-

veyed. This information was important because there is a

dif ferent operational procedure for each kind of firm dealing

in advertising. One hundred and forty-two agencies and nine

studios responded to the questionnaire (Table III, p. 13).
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A discussion of the use of hand lettering and typography

will follow in discussions of questions number four and five.

Range in Number of Employees

Since the number of artists employed compared with the

size of the firm surveyed could possibly influence the use of

hand lettering, the number of employees in each was requested.

Results showed that, regardless of the size of the firm, the

use of hand lettering was much the same, although many of

the larger firms were slightly more emphatic about the need

of hand lettering ability in advertising art.

Data from this part of the survey showed that 48 per cent

of the responding firms were in the one through ten category

in number of employees (Table III, p. 13). It is therefore

apparent that smaller operations constitute almost half of

the operations in the firms surveyed.

Table III, p. 13 (Range in Number of Employees) and

Table IV, p. 14 (Number of Artists Employed), show that the

number of artists employed is closely correlated with the

size of the firms. For example, seventy-five firms reported

having one through ten total employees and seventy-seven

firms reported employing one through three artists. This

correlation holds fairly true through the rest of Tables III

and IV. This indicates that artists constitute approximately

one-third of the number of employees in the firms reporting.

Of the 155 respondents to the questionnaire, twenty-six
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reported using free lance artists, It should be noted that

some firms used both staff and free lance artists.

TABLE III

TYPE AND SIZE OF ORGANIZATION

Type of Organization Surveyed Range in NJumber of Employees

No % No. %

Agency 142 91 1 through 10 75 48

Studio 9 06 11 through 20 35 23

Free Lance 0 00 21 through 30 9 06

Other 0 00 31 through 40 11 07

No Response 4 03 41 through 50 5 03

Larger 14 09

No Response 6 04

Number of Organizations Employing Artists

The purpose of this question was to get a more complete

picture of each organization and its operation. Since all

firms responding used artists, either within the firms or

free lance, it was valid to assume that the firms contacted

were right for the investigation.

The question revealed that 133 out of 155 firms replying

to the questionnaire employed artists as part of their staffs.

Twenty-one other respondents used free lance artists (Table

IV, p. 14)9
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T ABLE IV

ARTISTS EMPLOYED

Number of Organizations Range in Number of Artists
Employing Artists Employed

No. % No. %

Employed 133 85 1 through 3 77 50

Free Lance 21 14 4 through 7 26 17

No Response 1 01 8 through 11 7 04

More 12 08

Free Lance 26 17

No Response 7 04

Organizations Using Hand Lettering

Questions number four and five of the questionnaire

were designed to give a near complete picture of the extent

of use of hand lettering and mechanical or transfer type in

the firms surveyed.

Of the 155 firms replying to the questionnaire, 144

used hand lettering in some of the stages discussed below.

Uses of hand lettering are reduced to eight stages of

art production. Some stages will be discussed in closely

related pairs. For example, rough stage and rough layout

have a close relationship as do tight layouts or semi-domps

and tight comps. Numbers and percentages are based upon a

total of 155 questionnaires returned from an original mailing

of 266 questionnaires.
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Category and Frequency

(a) Rough Stage (b) Rough Layout

The rough stage, as defined in the questionnaire, con-

sists of quick sketches and thumbnails to establish an idea.

The rough layout is defined as the next step after the rough

stage indicating organization and use of color.

Responses, as shown in Table V indicate that highest use

of hand lettering occurred in these two categories, with a

report of 53 per cent in the rough stage and 45 per cent in the

rough layout stage. Only 4 per cent reported that hand

lettering was never used at the rough stage and 6 per cent at

the rough layout stage. These responses offer the strongest

support in the survey for the need for training our college

students in the use of letter forms, styles, and spacing.

TABLE V

CATEGORY AND FREQUENCY IN ROUGH STAGE AND ROUGH LAYOUTS

(a) Rough Stage (b) Rough Layouts

No. % No.

Never 7 04 Never 9 06

Seldom 14 09 Seldom 15 10

Frequently 26 17 Frequently 28 18

Often 17 11 Often 25 16

Very Often 82 53 Very Often 70 45

No Response 9 06 No Response a 05
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(c) Tight Layouts or Semi-Comps (d) Tight Comps

Tight layouts or semi-comps as defined in the question-

naire are complete organizations of all elements in an ad.

Tight comps as used here refers to comps in which either

extremely tight hand lettering or transfer type is used.

Responses in these two closely related stages are somewhat

similar.

The data (Table VI) show that there was still a fairly

close numerical correlation in each category. It should be

noted that in tight layouts or semi-comps (c), the "very

often" category was still quite strong. In the tight comp

area (d), use began to drop back to the less frequent cate-

gories, indicating that as the various steps of the ads

progressed, more mechanical and transfer types were used.

It is not to be discounted that some hand lettering was main-

tained in the "frequently," "often," and "very often" categories.

TABLE VI

CATEGORY AND FREQUENCY IN COMPS

(c) Tight Layouts. or Semi-Comps (d) Tight Comps

No. % No.

Never 9 06 Never 22 14
Seldom 24 15 Seldom 47 30
Frequently 34 22 Frequently 25 16
Often 26 17 Often 17 11
Very Often 56 36 Very Often 35 23
No Response 6 04 No Response 9 06
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A summary of the data in these. four areas (A through

d) indicates that in ad layouts, from rough stages through

tight comp stages, hand lettering is still used extensively.

Ce)Headings and Sub-heads (f) As Decorative Design
Ietnent (g) Logos., Letterheads, etc, (h) Other

Ways--Sho-Cards, T,V. Slide7s,etc,

Since the above areas seem to fall into a miscellaneous

group of advertising media, they are dealt with in a separate

analysis from the foregoing areas which are related more to

rough stages in ad production.,

(e) Headings and sub-heads in ads. --In this age of

mechanical types it was interesting to note that hand lettering

is still used to some extent in headings and sub-headings in

preparing camera ready art, Although the heaviest use was

in the "seldom" category, the "frequently,'" "often," and

"very often" categories still made slight showings (Table VII,

p. 19). Answers to question seven revealed that in most jobs,

headings and sub-headings for camera ready art were set in

type, a practice which has always been feasible at the camera

ready stage.

(f) As decorative design element,--Decorative design

elements as defined in the questionnaire are names or titles

of products in ads, package designs, etc. However, other

uses such as posters, sho-cards, and television ID.,s

could possibly fall into this area, Any instance in which
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an established type face is stylized or embellished into a

decorative form would fall within this category.

Tabulation of the above uses of lettering revealed that

the "seldom" category was highest but the "frequently" cate-

gory remained fairly strong. It should be noted that a small

percentage of firms never used lettering as a decorative

design element (Table VII, p. 19). It is reasonable to

assume that the particular operation and services of each

firm would govern the use in this area.

(g) In logos, letterheads, etc.--Although in many in-

stances, logos and letterheads are derived from already

existing type faces and styles, the responses to area (g)

showed that hand lettering is also needed. In the "seldom"

and "frequently" categories responses were identical. Table

VII, p. 19 shows that foty-two art directors reported using

hand lettering in each category, with the "often" category

second in number of responses. A total of these three cate-

gories shows that hand lettering is still used extensively in

logos and letterheads.

(h) Other ways.--This catch-all category was established

for things not covered in other parts of the investigation,

such as sho-cards, banners, etc., mundane media which many

agencies avoid today. The highest response reported is found

in the "frequently" category followed by the "seldom" category.

A smaller group reported that they never used hand lettering
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in these media. It is clearthat some firms continue to pro-

vide some hand lettering services.

TABLE VII

MISCELLANEOUS MEDIA

(e) Headings and Sub-
headings in Ads

Never

Seldom

Frequently

Often

Very Often

No Response

No. %

47 30

74 48

17 11

9 06

5 03

3 02

(g) Logos, Letterheads,
etc.

Never

Seldom

Frequently

Often

Very Often

No Response

12

42

42

30

19

10

08

27

27

19

13

06

(f) As Decorative Design
Element

Never

Seldom

Frequently

Often

Very Often

No Response

N'o. %

14 09

73 47

34 22

20 13

4 03

10 06

(h) Other Ways, Show-Cards
Banners, TV,, etc.

Never

Seldom

Frequently

Often

Very Often

No Response

29

43

46

15

13

9

Organizations Using Other Forms of Lettering

Data from this part of the survey showed that practically

all forms of types are being used by advertising firms. The

19

28

29

10

08

06
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strongest categories of use were transfer and photo types

with artype recording a close third (Table VIII, p. 23).

Other types, which include mechanically set types were last

in extent of use. Most firms reported extensive use in all

three categories--transfer, artype, and photo type.

Professional People Surveyed Who Considered

the Teaching of Hand-Lettering Important

in University Advertising Art Programs

Question number six was a simple yes or no question

whereby the respondent could indicate whether or not he

considered the teaching of hand lettering important in a

university program in advertising art.

The data received on this question (Table VIII, p. 23)

showed that 125 respondents, or 80 per cent, considered the

teaching of hand lettering important today. Twenty-nine

respondents, or 19 per cent did not consider it vital. One

did not respond.

Professional Opinions of Importance

of Hand Lettering Ability

Question number seven was an open-ended question in

which the respondents were asked to state their own pro-

fessional opinions regarding the usefulness of teaching hand

lettering in a university advertising art program today.

The response was positive and significant. One hundred and

forty-nine respondents took the time to express their

opinions.
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Predictably the answers to the open ended question,

number seven, were generally positive when the respondent

had answered question number six positively, The statement

below covers rather comprehensively a number of the points

made repeatedly in positive responses.

When I began in the business it seems hand
lettering was extremely important, but with the
advent of plate lettering in scripts and unusual
styles that are available, it is so much quicker,
cleaner and less expensive that it is used when-
ever it can be. However, there are times when you
want a style or weight or other specifications,
not available, so you "do it yourself," The above
is referring to art as camera ready art.

I think hand lettering is quite important
for use on layouts and designs from thumbnails
through semi-comps. For tight comps we can use
press type effectively if the color is no problem,
but one still needs to be able to indicate scripts,
logos, etc., that would be in a color or size not
available in mechanical form.

I do like to see "nice" lettering on layouts,
and it. does not have to always be type perfect.
One of the most important items is the spacing and
weight of the letters on layouts--moreso than the
tight perfect lines.

Of course there are those artists who "love"
to do hand lettering and it becomes a speciality
for some, like layout, illustration, figure drawing,
cartooning, retouching, etc., so everyone @oesn't
have to be a hand letterer, but it helps (4).

There were numerous opinions as to how university programs in

advertising art could be improved. Several art directors

suggested that more use of felt tip pens be taught in rough

layout stages. Reasons mentioned were that felt tips are

faster, bolder, and available in a wide variety of colors.

Others commented that too many graduates applying for jobs

could not do acceptable type indication in rough layout stages.
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The development of technical skill was pointed out as an im,

portant outcome of good training in hand lettering, and it was

suggested that lettering courses are excellent areas in which

to train students to work with tools of the trade, Instruction

in proper choices of type styles and sizes for specific ad

concepts was suggested as very important, Although indirectly

related to .lettering, a need for good concepts in layout

stages was mentioned by a number of art directors,

The following statement was received on a questionnaire

in which question six was answered. negatively,

All advertising agencies, art shops and free-
lancers have for their use showings of different
alphabet type faces-all styles, varying sizes-
which we in turn trace over for type indications
(sic). We enlarge, reduce or design with the type
as needed, The only use I've had for hand let-
tering has been quickie presentations-rarely a
poster or two-but we will invariably go to press
type, Any hand lettering is of quick design marker
style, just so it can be read, not for aesthetic
value (11).

There is a strong implication that the writer of the above

statement considers hand lettering to mean camera ready art,

In the following negative reply, the writer indicates

that he does not accept the definition of hand lettering as

presented in the questionnaire,

Coimmercial art students should he able to show
specific type styles on a layout, I don et consider
this hand lettering, however.

The fantastic selection of type styles today-
plus distortion cameras-present us with possibil",
ities that are virtually endless, Unless a student
plans to specialize in lettering-meaning designing
brand new alphabets--hand lettering as such is not
much in demand in agency work (21,



FORMS OF TYPES

TABLE VIII

USED AND SURVEY OF PROFESSIONAL PEOPLE

Question No. 5 Question No. 6 Question No. 7

Professional People
Who Consider the

Organizations Teaching of Professional Opinions
Using Other Forms Lettering of Importance of Hand

of Lettering Important Lettering Ability

No, 0.No, No, %

Transfer 126 81 Yes 125 80 Respon-
dents ]49 96

Artype 78 50 No 29 19
No

Photo 136 88 No Response 6 04
Response 1 01

Others 33 21

In the negative replies to the usefulness of teaching

hand lettering in a university advertising art program, it

was noted that in most instances the respondents revealed

in their questionnaires that some amount of hand lettering

was used. In fact most negative replies were contradictory.

It is not reasonable to assume that all ads can be done at

layout stage without the use of hand lettering. The data

from the investigation are very strong on the positive

side. The ambivalent character of the few negative responses

to question number seven throws doubt on their validity.

23
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CHAPTER IV

SUMMARY AND CONCLUSION

This problem has dealt with the investigation of two

hypotheses,. Hypothesis 1, That the art of hand lettering

is useful in advertising art, This hypothesis is supported

but with some reservations, Hypothesis 2 That the art of

hand lettering should be included in the curriculum of a

university advertising art program, This hypothesis is

supported but with some reservations:, A discussion of the

supportive data is presented below,

Advertising firms today employ a large number of adverx

tising art students graduating from universities, Data

received from questionnaires bore out this observation,

One hundred and forty-two advertising agencies and nine

studios reported in the study, Answers were received from

all sizes of firms, Art directors, the people closest to

the problem of the research, reported the bulk of the data

received. Almost without exception these people had re"

ceived some amount of university education, All firxis

reported using artists in some capacity, One hundred and

forty-four out of 155 firms reported using hand lettring

to some extent,

25
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An analysis of the category and frequency of use of hand

lettering provides strong evidence of need of hand lettering

ability in advertising art. In the rough stage and rough

layout categories, firms reported extensive use of hand

lettering. In tight layouts or semi-comps the use was less

extensive but still dominant, Those three categories showed

the heaviest need for hand lettering, However, we must note

with reservation that some firms reported no use of hand

lettering in these three categories. It is not reasonable

to assume that rough layouts can be done without using any

hand lettering, therefore we can assume that firms not re-

porting any use of hand lettering were using free lance

artists.

In the category of tight comps, use began to weaken, but

thirty-five firms, or 23 per cent, still reported that hand

lettering was used very often, It was evident that at this

stage of the development of visual presentations, mechanical

and transfer types began to dominate,

A total of thirty-one firms reported small use of hand

lettering in camera-ready ad headings and sub-headings, A

slightly heavier use was reported in the category of decor-

ative design elements, such as package designs, and a more

frequent use was reported in the categories of logos and

letterheads. Forty-six firms or 29 per cent reported frequent

use of hand lettering in show-cards, banners, price cards, and
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television slides, an indication that these services are still

offered by a large number of advertising firms.

Although all firms reported a high percentage of use of

transfer type, artype, and photo type, particularly at the

tight comp and camera ready stages., there is still strong

supportive evidence from the research that hand lettering is

useful in advertising art, chiefly in the layout stages.

In order to improve its advertising art program, Texas

Tech University is placing more emphasis on implementing the

suggestions for improvement by art directors as reported in

Chapter III under the discussion of question number seven.

We cannot discount the answers from twenty-nine firms

which felt that the teaching of hand lettering in university

advertising art programs is not important, but can conclude

only that these respondents consider the layout stage in the

development of presentations to be unimportant; or that their

definitions of hand lettering excludes all layout stages,

Of the 155 firms reporting in the survey, 125 felt that

the teaching of hand lettering in university advertising art

programs is important.
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APPENDIX A

TABLE IX

RESULTS FROM QUESTIONNAIRES
(Summary of Tables I - VIII)

Position of Respondent Education of
No. %

Art Director 103 66 College
Artist 1 01 Trade School
Owner 19 12 High School
Other 31 20 Self Taught
No Response 1 01 No Response

Type of Organization
No.

Agency 142
Studio 9
Free Lance 0
Other 0
No Response 4

Organizations Employing
No.

Artists, Employed 133
Artists, Free-Lance 21
No Response 1

Question No. 1

No. 2

No. 3

No. 4

93
06
01

No. 5 Organizations Reporting

No. 6

91
06
00
00
03

Artists

85
14
01

Respondent Geographic Location
No. % No. %
139 90 Texas 93 60

5 03 Oklahoma 15 10
3 02 NewMexico 8 05
1 01 Arizona 12 08
7 04 Colorado 27 17

Range in Number of Employees
No. %

1 through 10 75 48
11 through 20 35 23
21 through 30 9 06
31 through 40 11 07
41 through 50 5 03
Larger 14 09
No Response 6 04

Range in Number of Artists Employed
No. %

1 through 3 77 50
4 through 7 26 17
8 through 11 7 04
More 12 08
Free Lance 26 17
No Response 7 04

Category and Frequency

a. Rough Stage
No.

Never 7
Seldom 14
Frequently 26
Often 17
Very Often 82
No Respone 9

c. Tight Layouts
No.

Never 9
Seldom 24
Frequently 34
Often 26
Very Often 56
No Response 6

04
09
17
11
53
06

06
15
22
17
36
04

b. Rough Layouts
No.

Never 9
Seldom 15
Frequently 28
Often 25
Very Often 70
No Response 8

d. Tight Comps.
No.

Never 22
Seldom 47
Frequently 25
Often 17
Very Often 35
No Response 9

06
10
18
16
45
05

14
30
16
11
23
06

e. Heads and Subheads f. Decorative
Design Elenents

No. % No. %
Never 47 30 Never 14 09
Seldom 74 48 Seldom 73 47
Frequently 17 11 Frequently 34 22
Often 9 06 Often 20 13
Very Often 5 03 Very Often 4 03
No Response 3 02 No Response 10 06

g. Logos, Letterheads h. Other ways
No. % No.

Never 12 08 Never 29
Seldom 42 27 Seldom 43
Frequently 42 27 Frequently 46
Often 30 19 Often 15
Very Often 19 13 Very Often 13
No Response 10 06 No Response 9

Usage of Other Forms of Type
Transfer
Artype
Photo.
Others

No.
126
78

136
33

People Who Consider Teaching Lettering Important No.
Yes 125
No 29
No Response 1

19
28
29
10
08
06

81
50
88
21

80
19
01

No. 7 Respondents to Request for Personal Opinion No. %
Respondents 149 96
No Response 6 04

Organizations Using
Hand Lettering

No.
Yes 144
No 9
No Response 2

i

I
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APPENDIX B

Art Director:

An attempt is being made through research to determine the

usefulness of the "Art of Hand Lettering"* in the professional

field of Advertising Art. Will you be kind enough to take a

few minutes of your time to answer the following questions and

return them to me in the self-addressed, stamped envelope

enclosed?

Thank you very much.

H. V. Greer, Assistant Professor of Ad. Art
Texas Tech University, Lubbock, Texas

*For the purpose of this questionnaire and the resulting
research the Art of Hand Lettering is to be considered
the ability to indicate and render from type styles
lettering which would be acceptable for good art from
rough stage to finished camera-ready art. This will also
include the ability to use variations of basic type styles
in creative forms for design purposes.

1. Your Name

Name of Firm

Position or Title

Years in Advertising Art years

Educational Background

2, Type of Organization CAgency, Studio, etc.)

Number of People in Organization

3. Does your organization employ artists? Yes No

If answer is yes, how many?

4. Does your organization use any hand lettering?
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Yes No If answer is yes, please indicate

categories and frequency of use in spaces below,

a. In Rough Stage (to be considered quick sketches and

thumbnails for establishment of an idea) Never

Seldom Frequently Often Very Often

Presentations:

b. In Rough Layouts (to be considered next step after

rough stage indicating organization, use of color,

etc.) Never Seldom Frequently

Often Very Often

c. In Tight Layouts or Semi-Comps (to be considered

complete organization of all design elements)

Never Seldom Frequently Often

Very Often

d. Tight Comprehensives (to be considered a hand rendered

graphic indication of printed ad) Never

Seldom Frequently Often Very Often

Part of Camera Ready Art,

e. Hand Lettered Headings and Subheadings in Ads

Never Seldom Frequently Often

Very Often

f. As Decorative Design Element (such as name or title

of product in ads and package designs) Never

Seldom Frequently Often Very Often

g. In Logos, Letterheads, etc. Never Seldom

Frequently Often Very Often
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h. Other Ways (such as: show-cards, sale banners, price

cards, T.V. slides, etc.) Never Seldom

Frequently Often Very Often

Which areas of above (h)

Any areas not listed above

5. Are any forms of mechanical type used? Please check:

transfer type artype phototype others

What forms of lettering are used more? Hand lettered

Mechanical .

6. Do you consider the teaching of the Art of Hand Lettering

important in a University Advertising Art Program today?

Yes No

7. Will you state your own professional opinion of the

importance of a hand lettering ability in the field of

Advertising Art today? Please feel free to make sug-

gestions as to how it should be taught, use of tools

and materials, etc.



32:

APPENDIX C

ART DIRECTOR:

Some time back a questionnaire dealing with a research problem

related to the importance of teaching the art of hand lettering

in a University Advertising Art Program was mailed to your

company and directed to your attention. The questionnaire was

very well received and the number returned was very gratifying.

In checking the returns I was unable to locate your answer.

I truly feel that this is a subject that every Art Director

is concerned with and I would like very much your own personal

answers. I feel that you are the most highly qualified person

to voice an opinion on the subject. Having been an agency Art

Director prior to going into teaching, I am concerned very

much with the quality of students we graduate from our univer-

sities.

In the event that the questionnaire has escaped your attention,

I am enclosing another form and would appreciate very much

your answer.

Please enclose in the self-addressed, stamped envelope. If

you would like a copy of the results of this research, please

indicate in writing at end of questionnaire. Thank you very

much for your time and opinions.

H. V. Greer

Texas Tech University
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