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Helvetica Research....

Many typefaces are speci�cally chosen to subliminally compliment the mes-
sage. It is astonishing that with thousands of fonts to choose from, the ma-
jority of companies still choose Helvetica more than any other font even 
now- 50 years on from the day it was designed. 

Bloomingdales. New York Subway guide. Beauty is the simplicity. 1950s inter-
esting period of graphic design. Horror and cataclysm of war, feeling of ideal-
ism. Need to reconstruct, open, democratic, early experiments of high mod-
ernist period evolves and deconstructed, rationalised. Helvetica emerges in 
that period where there is felt to be a need for rational typists that can be 
applied a variety of types and express the message in a legible way.  It should 
be straightforward.  

“its neutrality is a platform for daring design.” 

“Designers and readers invest so much in the typeface. Letter 
spacing colours,open interpretation.  Helvetica perhaps says eve-
rything, that is part of its appeal. “

Fonts or typefaces, can be varied in a number of ways; the proportions, weight of the curves, vertical dimensions, horizontal permeables. The experience of reading  something is critical when designing a 
font. Usually typefaces are speci�cally chosen to subliminally compliment the message. Helvetica was developed in 1957. It was conceived as a contemporary version of Akzidenz Grotes, a late 19th century 
sans serif typeface that had become popular with Swiss graphic designers during the mid-1950s.  The swiss pay more attention to the background so that the space between the letters says something. It is a 
letter that lives withing a powerful matrix, you can’t move it, it is solid, �xed. It is sans serif; there are no wiggly bits at the end of the letters. It has smooth, clean lines, and an unobtrusive geometry that 
suggests it was not designed to stand out It initiated a revolution in design and presented a di�erence between advertising and branding. Before Helvetica, adverts were mostly complicated, cluttered 
graphics showing a range of confusing typefaces. After the transformation in the 60s, advertising became much more concise, modern and simplicity was the new complexity. Half a century on and it is still 
the most widely used font around. However, it’s dominance has caused some controversy amongst graphic designers.  Helvetica is known as the safe choice for businesses.  It is said that the choice of font 
dictates what you think about something before you even read the �rst word.  So perhaps, it is understandable that so many corporations don’t want to take any typographic risks, bounds as they are to the 
bottom line. They want to be a member of the highly e�cient, modern world.  A designer choosing typefaces is essentially a casting director. 

"It has a modern attitude which lines up with the aesthetic 
premises of the 1950s and 60s. Helvetica is a corporate typeface, but 
on the other hand it's the favourite of hairdressers and kebab 
shops. It is the butter on the bread."


