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Spread. The inside facing  pages in a
newsletter, book, or magazine.

Tagline. Subtext that may optionally
go with the masthead, usually to
describe affiliation or the purpose of
the publication.

White space. Leave room between
items on your page to create blank
areas—or white space—in your doc-
ument. This improves readability
and makes your overall document
look less crowded, more appealing
and professional.

Newsletter Size
The standard office newsletter is
printed with “letter size” pages—
that’s 8½ x 11 inches. It’s best to
have your print shop copy the pages
onto “tabloid” size paper (that’s 11 x
17 inches), then fold it to the desired
size.

Using the tabloid-sized paper means
that the number of pages in your
newsletter will always be equally
divisible by 4.

Another option is to have your
newsletter copied onto 11 x 25½
inch paper, then folded into thirds.
This will allow you to have a news-

letter with a number of pages divis-
ible by 3. But not as many print
shops are equipped to copy to paper
of that size, so even though you’d
use less paper, this might be a more
expensive option.

About Paper
When printing the originals to use
for copying, use the brightest white,
most opaque, and smoothest paper
you can find. This will produce the
crispest, cleanest original.

For the finished newsletter, good
quality paper can make a big diff-
erence without adding much to the
overall cost. Look for a paper that is
opaque and is a little thicker than
standard copy paper.

If you will have photos of people in
the document, use white or cream-
colored paper, not blues or greens.

Fonts & Type Matters
Rule #1. Be consistent! When you
decide what typeface to use for a
head, use that typeface for all heads
in this and future issues of the news-
letter. Document all your decisions
about type, layout, placement, and

editing in your style guide to ensure
consistency.

Rule #2. Limit yourself to no more
than three typefaces in your entire
newsletter. The mark of an amateur
is using lots of different typefaces.
You’ll find many good newsletters
that use only two or even just one.

The typefaces (fonts) you choose are
very important. You should match
the typeface to the message, such as
a traditional face for a professional
document or a fancy calligraphic
face for a wedding announcement.

When selecting a font for the body
of your newsletter, pay attention to
its weight: does it look crowded ,
dark, or heavy? Or does it look open
and light?

Serifs: These fonts are excellent for
body text in printed pieces:

§ Times New Roman
§ Garamond
§ Century Schoolbook

Sans-serifs: These fonts are good
for heads, for call-outs in figures,
and for tables:

§ Arial
§ Eras
§ Franklin Gothic

Designed for screen: These fonts
were designed specifically to look
good on a computer screen:

§ Verdana
§ Georgia
§ Tahoma

Editing
Laying out a newsletter is more than
placing pictures and text in a pleas-
ing manner. The most overlooked
function when creating a newsletter
is the careful editing that is required
in order to achieve a quality publi-
cation. Editing includes verifying
that all the information is accurate, is
spelled correctly, is grammatically
correct, and conforms to your house
style guide.

Figure 2. Match the typeface to the message.

Ahoy! Come Dine  on a Pirate Ship
Blackadder ITC, 24 pt.

Kid’s Clothes at Kid’s Prices
Tempus Sans ITC, 20 pt.

Try Our Aromatherapy & Massage Package
Bergell LET, 20 pt.

Give the Gift of Diamonds
Copperplate Gothic, 22 pt.

Pina Colada Specials!
Jokerman, 22 pt.
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Buy a recognized style manual and
use it as your editing bible—
especially if you are editing work
contributed by other authors. My
style manual is the Chicago Manual
of Style, 14th Edition.

Following are a few of the common
mistakes to look for when editing.

Spelling. I know this seems obvious,
but you’d be surprised how many
people neglect to use their spell-
checker. But beyond the obvious,
look for the variants which many
spellcheckers will miss. These
include words spelled to British
standards (such as colour) and
homonyms (there/their).   

Underlines. Never underline except
optionally in email and website
addresses or for type effect in heads.
Underlining for emphasis went out
with the typewriter!

Italics. Use italics for publication
titles, foreign words, the first
occurrence of a special term, and
sparingly for emphasis. Special note:
The title of a magazine is italicized;
the title of an article in that
magazine is set in quotation marks.

Improper emphasis. Italicize
sparingly for emphasis. Never use
all-caps, quotes, or underline for
emphasis.

Dashes. There are three types of
dashes each with a different length:
the hyphen, en-dash, and em-dash.

§ Use the hyphen to form compound
words and to interrupt a word on a
line and continue it on the follow-
ing line. (“The butter-eating con-
test will be fun.”)

§ To show a continuation of num-
bers (such as 23–28), use an en-
dash. (“The contest will be held
March 5–7.”)

§ Use the em-dash to set off inter-
rupting clauses in a sentence—
such as the dash used here.
(“I want to go—even though I
hate butter.”)

For each kind of dash, do not put a
space before or after it

Ellipses. The ellipsis is a series of
three dots to show the trailing off of
a thought or that a word is missing.
This series always has exactly three
dots with no spaces. If it ends a
sentence, add the period.

Quotes and apostrophes. Use the
typographic quotes and apostrophes
(“ ”, ‘ ’) not the straight marks
shown on the keyboard key (" ", ' ').
The only time you should use the
straight marks is in some mathe-
matical formulas, or when speci-
fying degrees, minutes, and seconds.

Photos & Graphics
Keep in mind how your publication
will be output. If you know that it’s
going to be printed on a nice color
printer and color-copied by a
reputable print shop, then go for
color photos. But if it’s going to be
copied on the office copier, make
sure that you choose photos and
graphics that will look good in black
and white without looking “muddy.”

Photographs. Blurry or under-
contrast photos and childish clipart
are worse than no images at all.

Edit your photos using photo-editing
software to improve contrast, crop,
and size them before inserting them
into your newsletter.

It is important when preparing
photos for a newsletter to consider
the size of the file. In general, the
higher the quality of the photo, the
larger the file size will be. At its
simplest, the quality of a photo can
be measured in resolution. So a
1200-dpi (dots per inch) photo
would be a much larger file than a
300-dpi photo.

However when you print a 1200-dpi
image on a 600-dpi printer, it looks
no better than a 600-dpi image.
Often, due to the print technology,
paper, and the image size, a 300-dpi
image will look fine.

For a large image destined for a
glossy, high-resolution magazine
cover you want a 2400-dpi image;

but for an office newsletter, storing
an image at 300-dpi—and some-
times even 150-dpi—is fine.


