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Introduction 
Words are everywhere. Each and every day you read words. Whether these words 
are on street signs or in packaging, on clothing or in books, you internalize them 
and react to them a certain way. Perhaps you come across a flier about a pumpkin-
carving event happening at the nearby pumpkin patch this weekend, and it makes 
you happy. Subconsciously, we make decisions about how we should respond to 
words and phrases based on their typeface, something 
that “may not be the focus of a reader’s attention” but 
has the ability to “[create] a page or document’s first 
impression” (Hazlett, Larson, Shaikh, & Chaparro 208). 
According to Desktop Publishing for Prepress 
Production, a textbook used in Cal Poly’s Graphic 
Communications department, typeface can be defined 
as “a set of shapes representing letters, numbers, 
punctuation, and logograms that share a common 
design aesthetic.” Designers utilize the abundance of 
typefaces that are out there and their accompanying 
“mood, attitude, and tone” in order to truly captivate 
their audiences and contribute to the “document’s tone 
or mood or the personality of an organization’s brand” 
(Hazlett et al. 208). In order to captivate their 
audience, the owners of the pumpkin patch most likely 
used not only friendly graphics of pumpkins and Halloween-inspired creatures, but 
effective typeface to accompany it as well. You would not see Times New Roman 
being used for a family-oriented, fun-and-games, getting-in-the-Halloween-spirit 
shindig such as this one. Contrary to this belief, however, there are some that would 
argue that we simply see words for words and we judge which emotions we should 
be feeling based on the connotation and/or denotation of the words themselves, 
totally independent from how they look entirely. Some may say that we would see 
“pumpkin patch” and “pumpkin-carving” in any font and would instantly think of a 
fun and exciting time. While that may be a compelling argument, this report will 
present both primary and secondary studies that show the effects typefaces do, in 
fact, have on how you react to words and phrases. 
 

Methodology 
Materials 
To determine whether or not typeface had an influence on one’s emotions, a survey 
was created via Google Forms. The survey’s purpose was to see if those who 
responded felt one way or another about a phrase because of its visual aspects, or 
typeface. The survey was mainly for the purpose of establishing emotions and 
connections those that took the survey felt when presented with different typefaces. 
In addition to the survey as a primary research method, articles from Cal Poly’s 
Robert E. Kennedy Library databases were utilized to find relevant and credible 
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sources to support the main point. The purpose of utilizing the databases was to 
acquire results to similar primary research done by credible researchers that could 
be used to compare and contrast to my own observations. 
 
Subjects 
The survey that was conducted was posted on the page for Cal Poly SLO Class of 
2021, a Facebook group composed of 2,363 Cal Poly students with the expected 
graduation year of 2021; the page for Cal Poly SLO Class of 2022 (Official), a 
Facebook group composed of 4,138 Cal Poly students with the expected graduation 
year of 2022; my Facebook page, composed of my 445 friends and family; the Relay 
for Life 2019 GroupMe, a group message composed of the 31 members of the 
Colleges Against Cancer Club on Cal Poly’s campus; and in PG Bros, a Snapchat 
group message composed of 13 of my friends and fellow Poly Goats 4x4 and Off-road 
Club members. These group all consist of people varying in factors such as gender, 
age, ethnicity, interests/hobbies, and major which allowed for a diverse population 
to pull from. 
 
Procedure 
Primary Resource – The survey began with demographic questions pertaining to 
gender, age, ethnicity, major, college, and field of work. They then were given the 
definition of “typeface” in order to eliminate any confusion and to elaborate on a 
phrase that could be considered graphic communication jargon. The next portion 
consisted of various forms of the phrase “Lorem Ipsum” in different typefaces where 
those taking the survey were asked to describe what emotion each typeface gives 
them. To clarify what kind of answers were ideal, a prompt was supplied: Your 
answers can be adjectives (happy, sad, angry, excited, etc), events (carnival, career 
fair, etc), places (restaurant, museum, park, etc), or anything else that comes to 
mind. The term “Lorem Ipsum,” a nonsense Latin-inspired phrase often used by 
those in the media industry, was used in order to remove any possibility of a word’s 
ability to sway emotion based on its connotation or denotation. The survey’s 
participants concluded their experience with a question where they were asked how 
much they thought typeface had an impact on how people feel about the things they 
read/see on a scale of one to five, one being “no impact whatsoever” and five being 
“it’s the sole reason for how we feel when we read/see things.” 
 
Secondary Resources – In order to navigate through the Cal Poly Robert E. 
Kennedy databases to find relevant information to the research, the keyword 
“typeface” combined with AND “feelings or emotions or attitudes” in the form of the 
Boolean method were used. These sources were able to provide information on 
related previous studies that were conducted, infographics of comparisons of 
typefaces used in these studies, and information showing how much of an impact 
typeface truly has. Once a relevant search was established, a handful of the articles 
were set aside for examining. The credibility, relevance, and understandability of 
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each article was examined and the content that was going to be used to complete 
the report was pulled into a separate document and sorted by article for easy access. 
 
Limitations 
The primary research via survey provided valuable responses that were able to help 
in answering the main question, but unfortunately did not prove to be extremely 
representative information. The survey showed bias simply because it was 
extremely specific to the groups of people that were presented with the survey. 
There are large populations of people that were not given the opportunity to 
participate in the survey simply due to their lack of factors such as having a 
Facebook or a connection to the creator of the survey. This created a self-selection 
bias because the groups of those given the survey were hand-picked—if you will—by 
the creator and the randomization factor that should have been present failed to be 
accounted for. A good number of people participated in the survey, but it was not 
necessarily enough people to make a conclusion about everyone since this topic can 
apply to virtually anyone and a good majority of everyone wasn’t able to respond or 
even had the opportunity to. This is an example of a voluntary response bias in 
action. While the survey was presented to numerous groups, there were no 
incentives offered or requirement put in place to make sure that the survey was 
answered by every person that came across it. Those that wanted to take part in the 
survey did; those that didn’t want to take part in the survey didn’t. Based on 
curriculum, this report’s topic applies to Graphic Communications (GrC) but since 
there were only 3 GrC majors that responded, a limitation arose. GrC students 
study this type of thing and since they weren’t represented as significantly in this 
survey, their knowledge of the subject—or expertise in some cases—was not 
represented. Another limitation that came up was the honesty factor. Since this 
survey wasn’t monitored and free response sections were utilized, the floor is 
opened for virtually anything. There was no consequence for those who made up 
absurd responses or lied about any of the demographic questions, so in theory 
anybody could have bluffed and messed up the categorization of things 
anonymously with ease.  
 
The limitations weren’t specific to just the primary resource either. When using 
databases, many make the mistake of assuming that everything they find within it 
is both accurate and relevant. Although databases are known to be trustworthy, 
there is always the opportunity for there to be biased, close-minded information. 
The limitation presented is finding the valuable information that you need while 
observing the integrity of the document as well as the credibility of the author(s). 
Another limitation that presented itself when searching for secondary resources 
was my researching abilities, which was determined to be subpar when it came to 
finding what was needed from within each document for the report.  
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Results 
Primary Resource – After collecting the results from the survey, it was evident that 
those that participated were very much so in concordant. According to the 
responses, many people felt similarly—if not identically—about the handful of 
typefaces provided to them. Below is a collection of some of the responses from the 
87 people that took the survey: 
 

Given Typefaces Responses 

Lorem Ipsum 
(American Typewriter) 

• “typewriter” (17) 
• “old” or “old school” or “old style” (6) 
• “The Office” (3) 
• “childish” or “children” (3) 
• “elementary school” (2) 

Lorem Ipsum 
(Braggadocio) 

• “(too) bold” (8) 
• “artistic” or “creative” or “edgy” (8) 
• “Great Gatsby” or “20s” (7) 
• “hard to read” (4) 
• “carnival” (3) 

Lorem Ipsum 
(Times New Roman) 

• “essay” or “school” or “textbooks” (27) 
• “professional” (12) 
• “times new roman” (9) 
• “normal” or “plain” or “simple” (9) 
• “bored” or “boring” (6) 

Lorem Ipsum 
(Apple Chancery) 

• “fancy” (24) 
• “elegant” or “formal” (10) 
• “ancient” or “antique” or “historic” or “outdated” or “old-timey” (7) 
• “wedding” or special events (6) 
• “restaurant” (4) 

Lorem Ipsum 
(Herculanum) 

• “Egyptians” or “Egypt” (15) 
• “Greek” (11) 
• “old” or “ancient” or “historical” (18) 
• “cave art” or “caveman” (3) 
• “Avatar” or “Avatar: The Last Airbender” (3) 

LOREM IPSUM 
(Stencil) 

• “military” or “war” (21) 
• “army” (18) 
• “prison” or “jail” (9) 
• “bold” or “attention-grabbing” or “aggressive” (9) 
• “stencil” (3) 

 
The fact that most of the responses for each typeface are related to each other—or 
at least have the same concept—is one indication of the typefaces having an 
influence on the emotions that were triggered, as hypothesized. Since “Lorem 
Ipsum” was used, the possibilities of word connotation/denotation being able to 
sway the survey takers’ opinions were eliminated. The results of the survey show 
that although there are numerous varying factors from person to person 
demographically, these six specific typefaces each give off a rather specific feeling.  
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Literature Review – A total of three documents found in the Robert E. Kennedy 
Library databases and one lecture given at California Polytechnic State University, 
San Luis Obispo were used as secondary resources in this report. 
 
Donna Templeton’s lecture “What is Digital Publishing?” revolved around the 
history of the publishing industry and how it has morphed into desktop publishing, 
a revolutionary upgrade to the modern world both efficiency-wise and visually. Her 
lecture was accompanied by a visual presentation that provided pictures and 
illustrations that elaborated on the various topics of the lecture: defining desktop 
publishing (DTP) and the importance, ease, history, and workflow of it. 
 
The second resource was an article from an academic journal written by three 
professors: Roland Schroll and Benedikt Schnurr, assistant professors in the 
Department of Strategic Management, Marketing, and Tourism at the University of 
Innsbruck, and Dhruv Grewal, Toyota Professor of Commerce and Electronic 
Business and professor of marketing at Babson College. Their article titled 
“Humanizing Products with Handwritten Typefaces” examines the effects of 
“humanizing” products and comes to the conclusion, based on numerous studies, 
that “handwritten typefaces” are indeed effective in providing a humanlike feel. 
Since the handwritten typefaces stray away from the automated feel that many 
other typefaces have and instead portray a “friendlier and more personalized” 
version, they “lead to more favorable product evaluations by enhancing the 
emotional attachment between the consumer and the product” (Schroll et al. 649). 
 
The third resource, an article briefly referred to in the introduction of this paper, 
featured two studies that observed what kind of impact a typeface’s “personality” 
had on “readers’ processing of affective information” (Hazlett et al.). One of the 
studies discussed in the article found that people react quicker with typeface 
personalities that were congruent to the meaning of the content rather than those 
that were incongruent. The other study found that readers create their own 
interpretation of the “emotional tone of [a] page” after seeing the present “typeface 
personality,” even if it was only for a few seconds (Hazlett et al.). From these 
studies, Hazlett and his co-authors determined that people can “process typeface 
personality” in a matter of seconds and that typeface does, indeed, “affect onscreen 
affective processing.” 
 
The fourth and final resource used in this report, written by Jaime Banks, was a 
conference paper that recorded the International Communication Association 2006 
Annual Meeting. This source explores how “gender and product-category 
involvement” plays a role in “advertising response.” It determined that a brand’s 
“organizational identity marks such as graphic logos and wordmarks” receive 
different attention based on the brand’s market presence and how individual the 
“identity marks” are to the brand (2). It also pokes at prior research that neglects to 
acknowledge the visual importance of typeface (3). 
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Discussion 
 Presentation has a strong influence on 
how we perceive something. Of all of the 
human senses, sight is the most 
influential of the five. For instance, think 
about lectures: don’t most professors 
provide visual aids in the form of 
something like handouts, presentation 
slides, or drawings on the board? In 
Donna Templeton’s Digital Publishing 
Systems (GrC 201) lecture, she offered 
reasoning behind this commonality. Her lecture, in fact, was accompanied by a 
visual presentation that coincided with what she was saying. At the end of her 
lecture, she presented two slides that included one infographic each on how people 

internalize different sensory 
stimulations. These infographics 
(seen above and to the left) informed 
her students that people remember 
“80% of what they see and do,” “20% 
of what they read,” and “10% of what 
they hear.” She also made it known 
that people are “visually wired” and 
that “almost 50% of your brain is 

involved in visual processing,” “70% of all your sensory receptors are in your eyes,” 
and that “we can get the sense of a visual scene in less than 1/10 of a second.” These 
statistics alone solidify the notion that sight is the superior sense. 
 
Typeface is all about the presentation of words. As its earlier definition implies, 
typeface in itself is the visual existence of words that expresses their goal aesthetic. 
In “Two Studies on How a Typeface Congruent with Content Can Enhance 
Onscreen Communication,” it speaks of the Vox-ATypI system that fits each 
typeface into one of its eleven classes: “humanist, garald, transitional, didone, 
mechanistic, lineal, glyphic, script, graphic, blackletter, and Gaelic (208). These 
categories each represent either a “particular century,” “serif” or lack of, and other 
features that differ “within a family of fonts, such as weight (light, bold, black), 
italic, and letter width (condensed, expanded)” (208). Deciding on a specific typeface 
is deciding on what characteristics you want your words to have: one word, two 
words, italicized word, bold word. 
 

Therefore, typeface has a strong influence on how we perceive something. In fact, 
“onscreen page aesthetics are processed quickly and automatically... and can impact 
readers with very brief presentations” (Hazlett et al. 207). People take in a typeface 
and interpret the information rather quickly, doing so in seconds. How a typeface is 
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perceived is based on one major thing: experience. Part of our analyzation process 
involves “[using] existing schema to relate typeface character to familiar places, 
groups of people, or situations as a sort of problem-solving method” (Banks 3). This 
could be seen in the results from the survey. For example, responses included “The 
Office,” in reference to the American sitcom, and typewriters; Great Gatsby and the 
1920s; essays and professionalism; Aladdin, in reference to the Disney movie, and 
restaurants; Egyptians and Greek; and army and military for the typefaces 
American Typewriter, Braggadocio, Times New Roman, Apple Chancery, 
Herculanum, and Stencil respectively. Each of these responses indicate a reflection 
on “places, groups of people, or situations” as suggested and whether these 
experiences were personal or media-based, they became associated with a typeface 
and later stuck with it, bringing the prior memory with it when it was presented 
again (3). Typeface can be loosely seen as “guilt by association” in the way that 
when you see a typeface and associate it to an experience, you’ll assume the 
outcome or purpose of the typeface is similar to that of your memory associated with 
it. People are emotional beings and typeface just so happens to be one of the many 
things that we internalize and produce feelings about. 

Rather unanimously, all five sources come to the conclusion that typeface is 
extremely important in the whole scheme of things when it comes to how we feel 
about the words in front of us. They all suggest that it’s typeface that pokes at our 
memory bank and triggers the feelings people get when they see typeface. 

Recommendations 
The statistics are in and it looks like typeface is in the lead. Whether you’re 
conscious of it or not, it’s there and it’s altering how you feel about what you see. 
While typeface is on the forefront of the minds of those in the graphics field, it’s also 
important for it to be even a minor thought in the minds of others. Typeface is used 
every day and whether you’re writing a paper or creating your resume, putting 
together a birthday invitation or designing a poster for the door to your room, 
making a poster to help find your lost dog or producing an infographic about your 
club’s next meeting, typeface is relevant and being aware of how to accomplish the 
feeling you want to give your reader is important. Knowing typeface is knowing the 
difference between using a bubbly font for a poster about a fun-filled game day 
versus the infamous Times New Roman, known for MLA and late-nights spent 
writing papers. 
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