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2.1 

HIPPYUSA® 
Home Instruction for Parents of Preschool Youngster,

0.65 i  ! We partner with parents to prepare their children for success in school.
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Primary Typeface: Helvetica Neue
Secondary Typeface: Times New Roman 

Headline: Helv. Neue Cond. Bold Home Instruction 
for Parents 
of Preschool
Youngsters

Subhead: Helv. Neue Cond. Medium Starting a HIPPY Program

Body Copy: Helv. Neue Roman While the basic shapes of letters have not changed 
much in hundreds of years, there have been thousands 
of variations on the theme. There are special types for tele-
phone books, newspapers and magazines, and 
for the exclusive use of corporations. Some typefaces 
have a leisurely look about them while conforming to everyday
typographic expectations. Others were born 
with unusual, yet casual, shapes and make the best of it.
Some typefaces have a leisurely look about them while con-
forming to everyday typographic expectations. Others were
born with unusual, yet casual, shapes and make 
the best of it. There are special types for telephone books,
newspapers and magazines, and for the exclusive use of cor-
porations. 

Call-out: Times New Roman Paraprofessionals gain job experience while the
programs flexibility allows them to deal with
their ongoing concerns as parents.

HIPPY USA Type




