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Place is a beautiful typeface. Its beauty

is supported by the rigorous craft and
thinking that French calligrapher and type
designer Julien Priez put into its creation.
Two full sets of capitals, offering both
Latin and blackletter structures, also
malke the family an indispensable tool for
logotypes. Set any word in Place—chances

are it will look like a logo.

PUBLISHED
2024

DESIGNED BY
JULIEN PRIEZ

16 STYLES
4 WEIGHTS W/ ITALICS + ALTERNATE CAPITALS

FEATURES

PROPORTIONAL/TABULAR LINING FIGURES
PROPORTIONAL/TABULAR OLDSTYLE FIGURES
FRACTIONS (PREBUILT AND ARBITRARY)
SUPERSCRIPT/SUBSCRIPT

Commercial

Its relatively low stroke contrast ex-
pands the range of sizes at which Place
can be used, and defies the cliché that a
typeface needs to have high contrast to
be elegant. Though its display qualities
are obvious, its ability to serve as a sup-
porting player should not be overlooked.
Its four weights enable complex typog-
raphy, allowing things like headers, foot-
ers, page furniture, and other utilitarian
nagivational elements set in Place to be
functional and poetic at the same time.
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THE SPANISH WAR, which began in 1739,
and the French war which soon followed it oc-
casioned further increase of the debt, which,
on the 3lst of December 1/48, after it had been
concluded by the Treaty of Aix-la-Chapelle,
amounted to £7/78,293,313. The most profound
peace of the seventeen years of continuance
had taken no more than £8,328,354 from it. A
war of less than nine years’ continuance add-
ed £31,338,689 to it (Refer to James Postle-
thwaite’s History of the Public Reverizue). During
the administration of Mr. Pelham, the interest
of the public debt was reduced from 49 down
to 3%9. Or at the very least, measures were tak-
en for reducing it, from four to three per cent;
the sinking fund was increased, and some part
of the public debt was paid off. In 1755, before
the breaking out of the late war, the funded
debt of Great ritain amounted to £72,289,8773.
On the sth of JJanuary 1763, at the conclusion
of the peace, the JFunded Webt amounted to
£122,6803%,3306, whereas the unfunded debt has
been stated at £13,027,589. 3ut the expense oc-
casioned by the war did not end with the con-
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THE SPANISH WAR, which began in 1739, and
the French war which soon followed it occa-
sioned further increase of the debt, which, on
the 31st of December 1748, after it had been
concluded by the Treaty of Aix-la-Chapelle,
amounted to £78,293,313. The most profound
peace of the seventeen years of continuance
had taken no more than £8,328,354 from it.

A war of less than nine years’ continuance
added £31,338,689 to it (Refer to James Postle-
thwaite’s History of the Public Reveriue). Dur-
ing the administration of Mr. Pelham, the in-
terest of the public debt was reduced from 490
to 3%0. Or at the very least, measures were tak-
en for reducing it, from four to three per cent;
the sinking fund was increased, and some part
of the public debt was paid off. ITn 1755, before
the breaking out of the late war, the funded
debt of Great Xritain amounted to £72,289,6773.
On the sth of JJanuary 1763, at the conclusion
of the peace, the JFunded WWebt amounted to
£2122,603,336, whereas the unfunded debt has
been stated at £13,927,589. B3ut the expense
occasioned by the war did not end with the
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The Psychology of Beauty

Every introduction to the problems
of aesthetics begins by acknowledg-
ing the existence and claims of two
methods of attack—the gereral, pril-
osophical, deductive, which starts
from a complete metaphysics and
installs beauty in its place among
the other great concepts; and the
empirical, or inductive, which seeks
to disengage a general principle of
beauty from the objects of aesthet-
ic experience and the facts of aes-
thetic enjoyment: a prime example
of Fechner’s “aesthetics from above
and from below.”

Methodologies

The first was the method of aesthet-
ics par excellence. It was indeed only
through the desire of an eighteenth-
century philosopher, Baumgarten,
to round out his “architectonic” of
metaphysics that the science re-
ceived its name, as designating the
theory of knowledge in the form of
feeling, parallel to that of “clear,”
logical thought. Kant, Schelling, and
Hegel, again, made use of the con-
cept of the Beautiful as a kind of
keystone or cornice for their respec-
tive philosophical edifices. Aesthet-
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The IPsychology of Weauty
CEvery introduction to the problems
of aesthetics begins by acknowledg-
ing the existence and claims of two
methods of attack—the gerneral, pril-
osophical, deductive, which starts
from a complete metaphysics and
installs beauty in its place among
the other great concepts; and the
empirical, or inrnductive, which seeks
to disengage a general principle of
beauty from the objects of aesthet-
ic experience and the facts of aes-
thetic enjoyment: a prime example
of Jfechner’s “aesthetics from above
and from below.”

2¥lethodologies

The first was the method of aes-
thetics par excellence. It was in-
deed only through the desire of an
eighteenth-century philosopher,
aumgarten, to round out his “ar-
chitectonic” of metaphysics that the
science received its name, as desig-
nating the theory of knowledge in
the form of feeling, parallel to that
of “clear,” logical thought. Rant,
Schelling, and JDegel, again, made
use of the concept of the ZBeautifil
as a kind of keystone or cornice for
their respective philosophical edi-
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The Psychology of Beauty
Every introduction to the prob-
lems of aesthetics begins by ac-
knowledging the existence and
claims of two methods of attack—
the gereral, philosophical, deduc-
tive, which starts from a complete
metaphysics and installs beauty
in its place among the other great
concepts; and the erppirical, or
nductive, which seeks to disen-
gage a general principle of beauty
from the objects of aesthetic ex-
perience and the facts of aesthet-
ic enjoyment: a prime example of
Fechner’s “aesthetics from above
and from below.”

Methodologies

The first was the method of aes-
thetics par excellence. It was in-
deed only through the desire of an
eighteenth-century philosopher,
Baumgarten, to round out his “ar-
chitectonic” of metaphysics that
the science received its name, as
designating the theory of knowl-
edge in the form of feeling, parallel
to that of “clear,” logical thought.
Kant, Schelling, and Hegel, again,
made use of the concept of tAe
Beautiful as a Kind of keystone or
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The IPsychology of 2Z3eauty
CEvery introduction to the prob-
lems of aesthetics begins by ac-
knowledging the existence and
claims of two methods of attack—
the general, philosophical, dedic-
tive, which starts from a complete
metaphysics and installs beauty
in its place among the other great
concepts; and the erpirical, or
inducctive, which seeks to disen-
gage a general principle of beauty
from the objects of aesthetic ex-
perience and the facts of aesthet-
ic enjoyment: a prime example of
JFechner’s “aesthetics from above
and from below.”

2Z¥lethodologies

Che first was the method of aes-
thetics par excellence. Ut was in-
deed only through the desire of an
eighteenth-century philosopher,
Baumgarten, to round out his “ar-
chitectonic” of metaphysics that
the science received its name, as
designating the theory of knowl-
edge in the form of feeling, parallel
to that of “clear,” logical thought.
Rant, Schelling, and Jegel, again,
made use of the concept of tAe
Beautiful as a kind of keystone or
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The Psychology of Beauty

Every introduction to the problems of
aesthetics begins by acknowledging the
existence and claims of two methods of
attack—the gerneral, philosophical, dedic-
tive, which starts from a complete meta-
physics and installs beauty in its place
among the other great concepts; and the
empirical, or irnductive, which seeks to
disengage a general principle of beauty
from the objects of aesthetic experience
and the facts of aesthetic enjoyment: a
prime example of Fechner’s “aesthetics
from above and from below.”

Methodologies

The first was the method of aesthet-

ics par excellence. It was indeed only
through the desire of an eighteenth-cen-
tury philosopher, Baumgarten, to round
out his “architectonic” of metaphysics
that the science received its name, as
designating the theory of knowledge in
the form of feeling, parallel to that of
“clear,” logical thought. Kant, Schelling,
and Hegel, again, made use of the con-
cept of the Beautiful as a kind of key-
stone or cornice for their respective
philosophical edifices. Aesthetics, then,
came into being as the philosophy of the
Beautiful, and it may be asked why this
philosophical aesthetics does not suf-
fice—why beauty should need for its un-
derstanding also an aesthetics “von unt-
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CThe IPsychology of DBeauty

Every introduction to the problems of
aesthetics begins by acknowledging the
existence and claims of two methods of
attack—the gerneral, philosophical, deduc-
tive, which starts from a complete meta-
physics and installs beauty in its place
among the other great concepts; and the
empirical, or inductive, which seeks to
disengage a general principle of beauty
from the objects of aesthetic experience
and the facts of aesthetic enjoyment: a
prime example of Jfechner’s “aesthetics
from above and from below.”

2¥lethodologies

Che first was the method of aesthet-

ics par excellence. It was indeed only
through the desire of an eighteenth-cen-
tury philosopher, Baumgarten, to round
out his “architectonic” of metaphysics
that the science received its name, as
designating the theory of knowledge in
the form of feeling, parallel to that of
“clear,” logical thought. Rant, Schelling,
and Yegel, again, made use of the con-
cept of the 2ZBeautiful as a kKind of key-
stone or cornice for their respective
philosophical edifices. Aesthetics, then,
came into being as the philosophy of the
Beautiful, and it may be asked why this
philosophical aesthetics does not suf-
fice—why beauty should need for its un-
derstanding also an aesthetics “von unt-
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The Psychology of Beauty

Every introduction to the problems

of aesthetics begins by acknowledg-
ing the existence and claims of two
methods of attack—the gereral, phQhilo-
sophical, deductive, which starts from
a complete metaphysics and installs
beauty in its place among the other
great concepts; and the erpirical, or
inductive, which seeks to disengage a
general principle of beauty from the
objects of aesthetic experience and the
facts of aesthetic enjoyment: a prime
example of Fechner’s “aesthetics from
above and from below.”

Methodologies

The first was the method of aesthet-
ics par excellence. It was indeed only
through the desire of an eighteenth-
century philosopher, Baumgarten, to
round out his “architectonic” of meta-
prhysics that the science received its
name, as designating the theory of
knowledge in the form of feeling, par-
allel to that of “clear,” logical thought.
Kant, Schelling, and Hegel, again, made
use of the concept of the Beautiful

as a kind of keystone or cornice for
their respective philosophical edifices.
Aesthetics, then, came into being as
the philosophy of the Beautiful, and it
may be asked why this philosophical
aesthetics does not suffice—why beau-
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The IPsychology of Deauty

CEvery introduction to the problems

of aesthetics begins by acknowledg-
ing the existence and claims of two
methods of attack—the gerneral, prilo-
sophical, deductive, which starts from
a complete metaphysics and installs
beauty in its place among the other
great concepts; and the epirical, or
inductive, which seeks to disengage a
general principle of beauty from the
objects of aesthetic experience and the
facts of aesthetic enjoyment: a prime
example of JFechner’s “aesthetics from
above and from below.”

2¥lethodologies

T he first was the method of aesthet-
ics par excellence. Tt was indeed only
through the desire of an eighteenth-
century philosopher, 23aumgarten, to
round out his “architectonic” of meta-
prhysics that the science received its
name, as designating the theory of
knowledge in the form of feeling, par-
allel to that of “clear,” logical thought.
Rant, Schelling, and JGegel, again, made
use of the concept of the 2BZeautiful

as a kind of keystone or cornice for
their respective philosophical edifices.
Aesthetics, then, came into being as
the philosophy of the X3eautiful, and it
may be asked why this philosophical
aesthetics does not suffice—why beau-
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The Psychology of Beauty
Every introduction to the problems of aes-
thetics begins by acknowledging the exis-
tence and claims of two methods of attack—
the gereral, philosophical, deductive, which
starts from a complete metaphysics and
installs beauty in its place among the other
great concepts; and the erpirical, or ir2duc-
tive, which seeks to disengage a general prin-
ciple of beauty from the objects of aesthetic
experience and the facts of aesthetic enjoy-
ment: a prime example of Fechner’s “aesthet-
ics from above and from below.”

Methodologies
The first was the method of aesthetics par
excellence. It was indeed only through the
desire of an eighteenth-century philosopher,
Baumgarten, to round out his “architectonic”
of metaphysics that the science received its
name, as designating the theory of knowl-
edge in the form of feeling, parallel to that of
“clear,” logical thought. Kant, Schelling, and
Hegel, again, made use of the concept of tke
Beautiful as a kind of keystone or cornice for
their respective philosophical edifices. Aes-
thetics, then, came into being as the philoso-
phy of the Beautiful, and it may be asked why
this philosophical aesthetics does not suf-
fice—why beauty should need for its under-
standing also an aesthetics “von unten.” The
answer is not that no system of philosophy
is universally accepted, but that thke gereral
aesthetic theories have not, as yet at least,
succeeded in answering the plain questions
of “the plain man” in regard to concrete beau-
ty. Kant, indeed, frankly denied that the ex-
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CThe IPsychology of Weauty
CEvery introduction to the problems of aes-
thetics begins by acknowledging the exis-
tence and claims of two methods of attack—
the gerneral, philosophical, deductive, which
starts from a complete metaphysics and
installs beauty in its place among the other
great concepts; and the erpi7rical, or ir2duc-
t7ve, which seeks to disengage a general prin-
ciple of beauty from the objects of aesthetic
experience and the facts of aesthetic enjoy-
ment: a prime example of Jfechner’s “aesthet-
ics from above and from below.”

X¥flethodologies
The first was the method of aesthetics par
excellence. It was indeed only through the
desire of an eighteenth-century philosopher,
Baumgarten, to round out his “architectonic’
of metaphysics that the science received its
name, as designating the theory of knowl-
edge in the form of feeling, parallel to that of
“clear,” logical thought. Rant, Schelling, and
Hegel, again, made use of the concept of tke
2Beautiful as a kind of keystone or cornice for
their respective philosophical edifices. Aes-
thetics, then, came into being as the philos-
ophy of the XBeautiful, and it may be asked
why this philosophical aesthetics does not
suffice—why beauty should need for its un-
derstanding also an aesthetics “von unten.”
The answer is not that no system of phi-
losophy is universally accepted, but that tAke
general aesthetic theories have not, as yet at
least, succeeded in answering the plain ques-
tions of “the plain man” in regard to concrete
beauty. Rant, indeed, frankly denied that the

>
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The Psychology of Beauty
Every introduction to the problems of aes-
thetics begins by acknowledging the exis-
tence and claims of two methods of attack—
the general, philosophical, deductive, which
starts from a complete metaphysics and
installs beauty in its place among the oth-
er great concepts; and the erpirical, or ir:-
ductive, which seeks to disengage a general
principle of beauty from the objects of aes-
thetic experience and the facts of aesthetic
enjoyment: a prime example of Fechner’s
“aesthetics from above and from below.”

Methodologies
The first was the method of aesthetics par
excellence. It was indeed only through the
desire of an eighteenth-century philoso-
prher, Baumgarten, to round out his “ar-
chitectonic” of metaphysics that the sci-
ence received its name, as designating the
theory of knowledge in the form of feeling,
parallel to that of “clear,” logical thought.
Kant, Schelling, and Hegel, again, made use
of the concept of the Beautiful as a Kind
of keystone or cornice for their respective
philosophical edifices. Aesthetics, then,
came into being as the philosophy of the
Beautiful, and it may be asked why this phil-
osophical aesthetics does not suffice—why
beauty should need for its understanding
also an aesthetics “von unten.” The answer
is not that no system of philosophy is uni-
versally accepted, but that the gerieral aes-
thetic theories have not, as yet at least, suc-
ceeded in answering the plain questions of
“the plain man” in regard to concrete beauty.
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The IPsychology of Deauty
CEvery introduction to the problems of aes-
thetics begins by acknowledging the exis-
tence and claims of two methods of attack—
the gerneral, philosophical, deductive, which
starts from a complete metaphysics and
installs beauty in its place among the oth-
er great concepts; and the erpirical, or izz2-
ductive, which seeks to disengage a general
principle of beauty from the objects of aes-
thetic experience and the facts of aesthetic
enjoyment: a prime example of JFfechner’s
“aesthetics from above and from below.”

2¥lethodologies
CThe first was the method of aesthetics par
excellence. It was indeed only through the
desire of an eighteenth-century philoso-
pher, Baumgarten, to round out his “ar-
chitectonic” of metaphysics that the sci-
ence received its name, as designating the
theory of knowledge in the form of feeling,
parallel to that of “clear,” logical thought.
fRant, Schelling, and Jegel, again, made use
of the concept of the ZBeautiful as a kind
of keystone or cornice for their respective
philosophical edifices. Aesthetics, then,
came into being as the philosophy of the
Beautiful, and it may be asked why this phil-
osophical aesthetics does not suffice—why
beauty should need for its understanding
also an aesthetics “von unten.” ©he answer
is not that no system of philosophy is uni-
versally accepted, but that the gerneral aes-
thetic theories have not, as yet at least, suc-
ceeded in answering the plain questions of
“the plain man” in regard to concrete beauty.
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The Spanish War, which began in 1739,
and the French war which soon fol-
lowed it occasioned further increase
of the debt, which, on the 31t of De-
cember 1748, after the war had been
concluded by the Treaty of Aix-la-
Chapelle, amounted to £78,293,313.
The most profound peace of seven-
teen years continuance had taken

no more than £8,328,354. from it. A
war of less than nine years’ continu-
ance added £31,338,689 to it. (Refer to
James Postlethwaite’s 7he IHistory of

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

The Spanish War, which began in 1739,
and the French war which soon fol-
lowed it occasioned further increase
of the debt, which, on the 31st of De-
cember 1748, after the war had been
concluded by the Treaty of Aix-la-
Chapelle, amounted to £78,293,313.
The most profound peace of seven-
teen years continuance had taken

no more than £8,328,354.. from it. A
war of less than nine years’ continu-
ance added £31,338,689 to it. (Refer to
James Postlethwaite’s 7 he IHistory of

PLACE REGULAR, REGULAR ITALIC, 9/13.5 PT

The Spanish War, which began in 1739,
and the French war which soon fol-
lowed it occasioned further increase
of the debt, which, on the 31st of De-
cember 1748, after the war had been
concluded by the Treaty of Aix-la-
Chapelle, amounted to £78,293,313.
The most profound peace of seven-
teen years continuance had taken

no more than £8,328,354.. from it. A
war of less than nine years’ continu-
ance added £31,338,689 to it. (Refer to
James Postlethwaite’s 7he History of

Jommercial

PLACE REGULAR, REGULAR ITALIC, 9/14.5 PT

The Spanish War, which began in 1739,
and the French war which soon fol-
lowed it occasioned further increase
of the debt, which, on the 31st of De-
cember 1748, after the war had been
concluded by the Treaty of Aix-la-
Chapelle, amounted to £78,293,313.
The most profound peace of seven-
teen years continuance had taken

no more than £8,328,354. from it. A
war of less than nine years’ continu-
ance added £31,338,689 to it. (Refer to
James Postlethwaite’s 7he History of
the Public Reveritue.) During the ad-
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CESKY (CZECH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Ackoli kKlimsova nenapsala knih mmno-
ho, prece zna ji ta nase cetbychtiva
mladez tuze dobre. Zna ji zejmeéna =z
knih: Z jara do leta, Kniha bachorek,
Palecek a Malenka, Z raje, Rodinna
skrinka a j., a pak z raznych casopi-
st pro mladez, do nichz velice pilne
prispiva. Jeji prace vesmes deti nase
rady c¢itaji, ponévadz skutecne vyni-
kaji vsSim, ¢ceho se na dobré cetbe zada.
Vsak Klirmsova take pracuje s laskou,
prracuje opravdove vaznrne a rnevyda rric
r2a svetlo, co by dukladne nepodrobi-
la soudu svérmu 7 soudu jirnyocza. A to

DANSK (DANISH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Der var en lille havfisk af god familie,
navnet husker jeg ikke, det ma de leer-
de sige dig. Den lille fisk havde atten-
hundrede soskende, alle lige gamle;
de kendte ikke deres fader eller mo-
der, de matte straks skotte sig selv
og svemme om, men det var en stor
forngjelse; vand havde de nok at drik-
ke, hele verdenshavet, foden teenk-

te de ikke pa, den kom nok; hver vil-
le folge sin lyst, hver ville fa sin egen
historie, ja det tecenkte heller ingen af
dem pa. Soler skRirnnede ned 7 vandet,
det hyste orn dern, det var sct Rlart, det

DEUTSCH (GERMAN)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Sehen wir das Gesamtbild unseres
heutigen LLebens nur mit unseren Au-
gen an, so kdnnen wir die Folgerung
ziehen, daf$ dieses Gebilde einen chao-
tischen Charakter tragt, und es kann
uns nicht wundern, dafd diejenigen,
welche sich in diesem scheinbaren
Chaos unwohl fuhlen, der Welt entflie-
hen oder sich in geistigen Abstraktio-
nen verlieren wollen. Docr jederfalls
mufS es urts Rlar sein, dafs diese Flucht
vor der Wirklichkeit eirn ebernso grojfser
Irrturr ist wie jerie Arilehrnurg art der
reinster Materialisrius. Weder die

Commercial

ESPANOL (SPANISH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

En esta conferencia no pretendo,
como en anteriores, definir, sino sub-
rayar; no quiero dibujar, sino sugerir.
Animar, en su exacto sentido. He-

rir pajaros sonolientos. Donde haya
un rincodn oscuro, poner un reflejo de
nube alargada y regalar unos cuantos
espejos de bolsillo a las sennoras que
asisten. He guerido bajar a la ribera de
los juricos. Por debajo de las tejas arric-
rtllas. A la salida de las aldeas, donde
el tigre se come a los ninos. Estoy en
este momento lejos del poeta que mira
el reloj, lejos del poeta que lucha con
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FRANGCAIS (FRENCH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Dada a son origine dans le diction-
naire. C’est terriblement simple. En
francais cela signifie «cheval de bois».
En allemand «va te faire, au revoir, a

la prochaine». En roumain «oui en ef-
fet, vous avez raison, c’est ¢ca, d’accord,
vraiment, on s’en occupe», etc. C’est u72
0t tnternationral. Seulerrnerit ur 1120t
et ce 770t cormmme rnouvernenrt. Tres
facile a comprendre. Lorsgqu’on en fait
une tendance artistique, cela revient a
vouloir supprimer les complications.
Psychologie Dada. Allemagne Dada

Yy compris indigestions et crampes

BAHASA INDONESIA (INDONESIAN)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Hari yang panas itu berangsur-ang-
sur menjadi dingin, karena matahari,
raja siang itu, akan masuk ke dalam
peraduannya, Re balik Guriurg Stbu-
albuali, yang menjadi watas dataran
tinggi Sipirok yang bagus itu. Langit
di sebelah barat pun merah kuning
rupanya, dan sinar matahari yang tu-
run itu nampaklah di atas puncak
kayu yang tinggi-tinggi, indah rupa-
nya, sebagai disepuh dengan emas
juwita. Angin gunung yang lemah-lem-
but itu pun berembuslah, sedap dcar:
rvarmar rasaryva bagi orarig-orarig

{SLENSKA (ICELANDIC)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Pad var ario 1866, ad sa kvittur kom
upp og gekk staflaust um 611 16nd, ad
vart hefdi ordid vid sjoskrimsl eitt
mikio og ilt. Sumum fanst nu samt
fatt um pessa sOgu, sem heyrou hana
i fyrsta sinni. S6gdu peir petta mundu
vera seceorminn alkunna, sem kemur
i1jos & hverju ari og hverfur aftur an
bess ad gera nokkrum manni mein. En
i petta sinn urdou margir ad lata san-
nfeerast, po ekki veeru peir audtrua,
bvi skrimsl petta var séod af r12Srgurr
sRipurr og hvad eftir annad. Einu sin-
ni sast pad fra tveim skipum i senn,

Jommercial

ITALIANO (ITALIAN)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Dapprima, ripetendendo ’errore com-
messo in gioventu, scrisse di anima-

1li che conosceva poco, e le sue favole
risonarono di ruggiti e barriti. Poi si
fece piu1 umano, se cosi si puo dire,
scrivendo degli animali che credeva di
conoscere. Cosi la mosca gli regalo urna
grart gqguantita di favole dirmostrarndost
urn animale piv utile di guarnto ST cre-
da. In una di quelle favole ammirava la
velocita del dittero, velocita sprecata
perche non gli serviva ne a raggiunge-
re la preda ne a garantire la sua incolu-
mita. Qui faceva la morale una testug-
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LATVIESU (LATVIAN)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Cels mus driz noved pie tilta, kas par-
stiepies par se ne visai plato upi. Kas si1
tada par upi ir, to jau tu atmineési, kad
teiksu, ka vina viena no musu tévijas
jaukajam upém, kas te gan vél, ka jau
palaikam jauniba, mazina, bet sava
muza beiguma izplétusies isti liela;
vinai isti tur gals, kur musu nakosai
stasta bildei iesakums. Nu tu skaidri
zinasi. Tatad tilta jau ari esam pari un
ejam pa gludo, labi Ropto lielcelu uz
prieksu. Labi kopts vins tiesam sau-
cams, sis lielcels: lielakie akmentini
rupigi nokasiti mala, gravisi iztiriti —

MAGYAR (HUNGARIAN)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Hajnali ket orakor a segedtiszt bele-
pett a tabornok szobajaba és jelentet-
te, hogy a jardérok elindultak a hodricsi
uton. Az asztalra allitott petroleum-
lampa koral szétteregetett tereprajzok
és jelentések hevertek, rajtuk kereszt-
be dobva egy ezuistgombos lovaglopal-
ca. A tabornok a szoba k&zepen allt

és hideg arccal hallgatta a segedtiszt
szavait. Kurtara nyirt szakala r6tesen
csillogott a l1ampafenyben. Araryke-
retes szermiuvege 1710giil jeges ryuuga-
lommal csillarmlottak eld Réek szernel.
Csupa energia volt ez a hat 1ab magas,

BAHASA MELAYU (MALAY)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Malam meranglkalk dari senja ke
maghrib dan terns masuk waktu
isyak. Lahuma sedang bertimpuh di
atas tikar mengkuang sambil ked-
ua-dua belah tangannya tercantum
menadah langit. Jeha yang berada di
belakangnya dalam keadaan serba pu-
tih bertimpuh dengan kemas sekali.
Mukarya ditutup rapat dengar: Reduc-
dua belan tapak tarngar:. Masingmas-
ing bermohon doa kepada Allah S.W.T.
Esok akan berjuanglah mereka selama
beberapa bulan. Selagi padi tidak ma-
suk jelapang dengan selamat, selagi it-

Commercial

NEDERLANDS (DUTCH)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

De meubelmalker en zijn gezelschap
waren vroolijk tot diep in den nacht,
maar eindelijk legden zij zich toch te
slapen; de jonge gezel ging ook naar
bed, en zijn toovertafeltje zette hij te-
gen den muur. Doch de waard kon
niet tot rust komen, hij dacht, dat hij
op den rormrmelzolder een oud tafeltje
staan had, dat er juist zoo uitzag; hij
haalde het voor den dag en ruilde het
voor het toovertafeltje. Den volgerz-
der rmorger betaalde de meubelma-
ker zijn nachtverblijf, nam zijn tafel-
tje en merkte niet, dat het een ander
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POLSKI (POLISH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Od wczoraj jakis niepokdj panuje w
uliczce. Stary Mendel dziwi sie i cze-
Sciej niz zwykle naklada krotka tajke
patrzac w okno. Tych ludzi nie widziatl
on tu jeszcze. Gdzie idga? Po co przysta-
ja z robotnikami, spieszacymi do kopa-
nia fundamentdow pod nowy dom ni-
ciarza Greulicha? Skad sie tu wziely te
obszarpane wyrostki? Dlaczego patrza
tak po sieniach? Skad maja pienigdze,
ze idg w pieciu do szynku? Stary Men-
del kreci gtowag, smokczac matly, silnie
wygiety wisniowy cybuszek. Oz z72a
tak dobrze te uliczke cichqg. Jej fizjorio-

PORTUGUES (PORTUGUESE)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

D. Benedita levantou-se, no dia seguin-
te, com a idéia de escrever uma carta
ao marido, uma longa carta em que lhe
narrasse a festa da véspera, nomeasse
Os convivas e 0os pratos, descrevesse a
recepgcao noturna, e, principalmente,
desse noticia das novas relagcdoes com
D. Maria dos Anjos. A mala fechava-se
as duas horas da tarde, D. Benrnedita
acordara as rnove, e, 712ao0 rorarido lor-
ge (rnoravea 1o Carmpo da Aclarnacdao),
wurn escravo levaria a carta ao correito
rmuito a tempo. Demais, chovia; D. Be-
nedita arredou a cortina da janela,

SUOMI (FINNISH)
PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

He olivat ystavia ystavyydessa, joka
oli laheisempaa kuin veljeys. Nello oli
pieni Ardennelainen — Patras suuri
Flamandilainen. He olivat saman ikai-
sia vuosilla mitattuna, mutta kuiten-
kin toinen oli viela nuori, toinen oli jo
vanha. He olivat asuneet yhdessa koko
ikansa; molemmat he olivat orpoja ja
kurjia seka saivat leipansa samasta
kadesta. Se o077 ollut heiddr siteertsd
alku, heiddrn erisirnrrndirner sSyrmpatiar:
scitkeersd, se oli vahvistunut paiva
paivalta ja kasvanut heidan mukanaan
kiinteana ja erottamattomana niin,

Commercial

SHQIP (ALBANIAN)

PLACE REGULAR, REGULAR ITALIC, 9/12.5 PT

Para ksaj prandvere bani njé dimén
acar. Bora gé tashti shifet si kunoré
vetém nder bjeshkét e nalta, né dimén
kish mbulue mbaré tokén. E stuhia e
tmerrshme s’kish lané pa futé borén
deri ndér shpella rnali dhe zgavrrige
drunjsh. Né két acarim dimri dhe
bishét e malit zbriten népér katunde
te njerézit. Por kta nuk i priten miré.
Bashké me bishét e malit zbriti edhe
Cubi, i cili ishte tmera pér ata gé
kishin ndigjue pér té e gé nuk e njif-
shin. Né besé, 72é€ buk’e Rrypeé, 1 ati i
Diles e mbajti cubin si mik. Dhe gjaté
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SVENSKA (SWEDISH)
TERZA READER REGULAR, REGULAR ITALIC, 9/12.5 PT

Klockan var mellan dtta och nio den
vackra majmorgonen, da Arvid Falk
efter scenen hos brodern vandrade
gatorna framat, missndjd med sig
sjalv, missndjd med brodern och miss-
noéjd med det hela. Han dnskade att
det vore mulet och att han hade da-
ligt sallskap. Att han var en skurk,
det trodde han icke fullt pa, 77zezz ~zarz
var icke 71ojd med sig sjcilv, har var Sci
var: atct stéilla hdga fordringar pc siqg,
och han var inlard att i brodern se
ett slags sty vfar, for vilken han hys-
te stor aktning, nastan vordnad. Men

TAGALOG (FILIPINO)
TERZA READER REGULAR, REGULAR ITALIC, 9/12.5 PT

Walang kasunduan kung paano mag-
bigay-kahulugan sa demokrasya,
ngunit natukoy ang legal rna pagkakct-
prantay-paritay, maka-pulitikang ka-
layaan at pamamahala ng batas bilang
mga mahahalagang katangian nito.
Ipinapakita ang mga prinsipyong ito
sa pagkakapantay-pantay ng lahat ng
mga mamamayang nararapat sa ha-
rap ng batas at pagkakaroon ng mag-
kapantay na daan sa mga proseso ng
pPambatasan. Halimbawa, sa isang
kinatawang demo-krasya, 772agRasirrz-
bigat arg bawat boto, walang maika-

TIENG VIET (VIETNAMESE)
TERZA READER REGULAR, REGULAR ITALIC, 9/12.5 PT

Ong 4y ndéi thé mot cach sé6t sang
chang kém nhirng ngudi gay go é&m yéu
khoéng hé tap thé thao bao gis va chi
xui giuc ké khac. Nguyén do 6ng ay la
mot du hoc sinh quay vé t6 qudc ma
kKhoéng cd mot manh van bang nao ca.
Hinh nhu & bén Phap, 6ng la ban than
clla nhong nha chinh tri da tung lam
thd trudng, thuong thu, van hao, van
van, nhing vi cé danh tiéng ma bao
chi Viér Narn cting nhcc nhom tdi. SS
Liém Phoéng Securité da cat hai vién
tham td di do ong. Sau ba thang rong
ra hai vién tham t& chi thay nhing

Commercial

TURKGE (TURKISH)
TERZA READER REGULAR, REGULAR ITALIC, 9/12.5 PT

Sadik geng, araladigi kapiy1l cekince,
vine birden kararan sanduka stukunu
icinde, Iskender Pasa, galeyansiz iba-
detine baslardi. Artik dinyaya dair
hicbir iimidi kalmamasti. Istedigi
yvalniz bir iman selametiydi. Vakia
RrRorkak bir adarr degildi. Arna, r72ue-
hakkak bir Sltirnt her giin, her saat,
her dakika, hatta her sanive bekl-
emekR... Ornnurn cesaretini Rirrmus, Sireiri-
erini zayiflacrnust:. Dustindukcge, ens-
esinde soguk bir satirin sarih temasini
duyar gibi oluyordu. Bu sarih temas
silinirken karsisina kendi boguk hayali
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NUMERATORS &
DENOMINATORS

SUPERSCRIPT &
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OPENTYPE FEATURES
FAMILY WIDE

ALL CAPS
opens up spacing, moves
punctuation up

PROPORTIONAL LINING
default figures

PROPORTIONAL OLDSTYLE

TABULAR LINING

TABULAR OLDSTYLE

DEACTIVATED

ciCut & «Cover» @ $25!7?

Jan: $13,460 €12,895
Mar: ¥19,031 £17,215
Jan: $13,460 €12,895
Mar: ¥19,031 £17,215
Jan: $$13,460 €12,895
Mar: ¥19,031 £17,215
Jan: $13460 €12,895
Mar: ¥19,031 £17,215

ACTIVATED

LICUT & « COVER» @ $25!7

Jan: $13,460 €12,895
Mar: ¥19,031 £17,215
Jan: $13,460 €12,8905
Mar: ¥19,031 217,215
Jan: $13,460 €12,895
Mar: ¥19,031 £17,215
Jan: $13,460 €12,805
Mar: ¥19,031 £17,215

FRACTIONS
ignores numeric date format

SUPERSCRIPT/SUPERIOR

SUBSCRIPT/INFERIOR

DENOMINATOR
for making arbitrary fractions

NUMERATOR
for making arbitrary fractions

LANGUAGE FEATURE
Catala (Catalan) I glyph

LANGUAGE FEATURE
Roméana (Romanian) s accent

21/03/10 and 2 1/18 46/93
x158 + y23 x z18 - a4260
x158 + y23 x z18 - a4260
0123456789 0123456789
01234568789 0123456789

IL-LOGIC al-lusi6 col-leccid
ACTIVISTI orasul castigat

21/03/10 and 2Vvas 4Sos3

8 4260

15 - a

x158 23 x 2?1

Xiss ¥ Y23 X Zis ~ Q4260
0123456789 o123456789
0123456789 0123456789

II-L.OGIC allusid colleccid
ACTIVISTI orasul castigat

OPENTYPE FEATURES
EXTRA & ITALIC EXTRA

TITLING ALTERNATES
extra initial caps

STYLISTIC SET 01
standard caps

Commercial

DEACTIVATED

CEXC CEMLICEYJCCE IYJ IDCEAS
CEXC CEMLICEYJCCE IYJ IDCEAS

ACTIVATED

CEXCELLENCE IN IDEAS
EXCELLENCE IN IDEAS
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STYLES INCLUDED IN COMPLETE FAMILY

Place Light

Place Light Italic

Place Light Extra
Place Light Italic Extra
Place Regular

Place Regular Italic
Place Regular Extra
Place Regular Italic Extra
Place Bold

Place Bold Italic

Place Bold Extra

Place Bold Italic Extra
Place Black

Place Black Italic

Place Black Extra
Place Black Italic Extra

SUPPORTED LANGUAGES

Afrikaans, Albanian, Asturian, Basque,
Breton, Bosnian, Catalan, Cornish, Croatian,
Czech, Danish, Dutch, English, Esperanto,
Estonian, Faroese, Finnish, French, Galician,
German, Greenlandic, Guarani, Hawaiian,
Hungarian, Ibo, Icelandic, Indonesian, Irish
Gaelic, Italian, Kurdish, Latin, Latvian,
Lithuanian, Livonian, Malagasy, Maltese,
Maori, Moldavian, Norwegian, Occitan, Polish,
Portuguese, Romanian, Romansch, Saami,
Samoan, Scots, Scottish Gaelic, Serbian
(Latin), Slovak, Slovenian, Spanish (Castillian),
Swahili, Swedish, Tagalog, Turkish,
Vietnamese, Walloon, Welsh, Wolof

Commercial

ABOUT THE DESIGNER

Julien Priez was born in Montreuil, France,
in 1986. As a child he dreamt of becoming

an illustrator, toy designer, or math teach-
er, but he ended up studying graphic and
type design at the Lycée Eugénie Cotton in
Montreuil and later at the Ecole Estienne in
Paris, where he fell in love with calligraphy.
In 2015 he joined the High on Type collective.
The following year, the Morisawa Type Design
Competition awarded Priez and Michel Derre
its Bronze Prize in the Latin category for
their Abelha script typeface. With the trans-
disciplinary design studio WeShouldDoltAll
(WSDIA), in 2019 he painted fourteen murals
at Nike’sWorld Headquarters in Beaverton,
Oregon. In 2020, he and Yoann Minet created
Boogy Brut, published by Bureau Brut. Priez
designed Peugeot’s new custom typeface
with Mathieu Réguer and Emmanuel Benoist
in 2021. In 2023, the Centre du graphisme in
Echirolles, France, mounted Priez’s solo ex-
hibition 7he Boogy Shron,. In 2024, he joined
Commercial Type for a new adventure.

CONTACT

Commercial Type
277 Grand Street #3
New York, New York 10002

office 212 604-0955
www.commercialtype.com

COPYRIGHT

© 2024 Commercial Type. All rights reserved.
Commercial® is a registered trademark &
Place™ js a trademark of Schwartzco Inc.,
dba Commercial Type.

This file rmay be used for evaluatior
prurposes oriy.
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