
T Y P E  A S  A  S E R V I C EPed r o g l i f o s s t u d i o@ped r o g l i f o s . c om



Typography is 
the soul of visual 
communication.
Beyond telling information, it conveys identity.



` A B C D E F G H I J K L M N O P Q R S T U V W X Y Z Á Ă 
Ǎ Â Ậ Ä Ạ À Ā Ą Å Ǻ Ã Æ Ǽ Ḅ Ɓ Ƀ Ć Č Ç Ĉ Ċ Ƈ Ð Ď Ḓ Đ Ḍ 
Ɗ Ḏ É Ĕ Ě Ê Ệ Ë Ė Ẹ È Ē Ę Ɛ Ǝ Ʃ Ẽ Ə  Ʒ Ƒ Ğ Ǧ Ĝ Ģ Ġ Ḡ Ħ Ĥ Ḥ 
Ɦ Ɥ Ĳ Í Ĭ Î Ï Ḯ İ Ị Ì Ī Į Ɨ Ĩ � Ĵ Ʝ Ķ Ƙ Ĺ Ľ Ḽ Ļ Ŀ Ḷ Ł Ḿ N Ń Ň Ṋ Ņ Ṅ Ṇ 
Ɲ Ñ Ŋ Ó Ŏ Ǒ Ô Ộ Ö Ȫ Ọ Ò Ő Ō Ṓ Ṑ Ǫ Ɔ Ø Ǿ Õ Ṍ Œ Þ Ŕ Ř 
Ŗ Ɍ Ɽ Ś Ꞌ Š Ş Ŝ Ș Ṣ Ŧ Ť Ţ Ṱ Ț Ṭ Ƭ Ṯ Ʈ Ú Ʉ Ŭ Û Ü Ǘ Ǚ Ǜ Ǖ Ụ 
Ù Ű Ū Ų Ʊ Ů Ũ Ɣ Ʋ Ʌ Ẃ Ŵ Ẅ Ẁ Ⱳ Ý Ŷ Ÿ Ỳ Ȳ Ỹ Ƴ Z Ź Ž Ż Ẓ Ļ 
Ņ a b c d e f g h i j k l m n o p q r s t u v w x y z a á ă ǎ â ậ 
ä ǟ ạ à ā ą å ǻ ã æ ǽ ḅ ɓ ć č ç ĉ ċ ƈ ð ď ḓ đ ḍ ɗ ḏ ɖ é ĕ 
ě ê ệ ë ė ẹ è ē ę ɛ ʃ ẽ ǝ ʒ ɣ ğ ǧ ĝ ģ ġ ḡ ɠ ʔ ʕ ɂ ħ ĥ ḥ ɦ ı í ĭ î ï ḯ 
i ị ì ĳ ī į ɩ ɨ ĩ ȷ ʝ ĵ k ķ ĸ ƙ ĺ ľ ļ ŀ ḷ ł ḿ ń ŉ ň ņ ṅ ṇ ɲ ñ ŋ ó ŏ ǒ ô ộ 
ö ȫ ọ ò ő ō ṓ ṑ ǫ ɔ ø ǿ õ ṍ œ ƥ þ q ɋ ŕ ř ŗ ɾ ɽ ś ꞌ š ş ŝ ș ṣ ṩ ŧ 
ť ţ ṱ ț ṭ ƭ ṯ ʈ ú ʉ ŭ û ü ǘ ǚ ǜ ǖ ụ ù ű ū ų ʊ ů ũ ʋ ʌ ẃ ŵ ẅ ẁ 
ⱳ ý ŷ ÿ ỳ ȳ ỹ ź ž ż ẓ ļ ņ Б В Г Д Ж З И Й Л П У Ф Ц Ч Ш Щ 
Ъ Ы Ь Э Ю Я  б в г д ж з и й л п у ф ц ч ш щ ъ ы ь э ю я 
Δ Θ Λ Ξ Σ Ψ Ω Ϗ α β γ δ ε ζ η θ ι κ λ μ ν ξ π ρ σ ς τ υ φ χ ψ 
ω · ; . , : ; … ! ¡ ? ¿ · • * # / \ - – — _ ( ) { } [ ] 〈 〉 ‚ „ “ ” ‘ ’ « » ‹ › 
“ ‘ ͵ @ & § © ® ™ ° | † ¢ $ € ₴ ₽ £ ¥ + − × ÷ = > < ~ ^ % ↑ 
↗ → ↘ ↓ ↙ ← ↖ ↔ ↕ 1 2 3 4 5 6 7 8 9 0 1 2 3 4 5 6 7 8 

Learn how type strategy 
can bolster brands 
potential.
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Who needs type? Why, really?

Who
& Why



Who

Wh yTy p e  a s  Vo i c e  →

All brands 
speak in 
type.

Typography is one of the elements of branding that 
audiences interact with the most. Through type, brands 
reach out to audiences, tell their stories, answer their 
questions, and deliver messages. Successful brands 
understand this and purposefully choose typefaces that 
reflect their unique personality.

However, the cost of licensing fonts for each user seat 
can quickly add up as companies scale. This is especially 
true when embedding fonts on the web, where annual 
licensing costs can become a burden with scaling tra	ic 
growth. That’s why companies like AT&T, WISE, Google, 
Walmart, Disney, Nike, and others invest in their own 
typefaces—a one-time investment leading to perpetual 
savings.

Communication Designers
Agencies & Brand Studios
User Centric Companies
So�ware Developers
Video Game Industry
Consumer Goods
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I n  U s e  →

Top-Le�: Brand Identity By Pitirre Studio for Feelthentic • Bottom-Le�: Collateral by Claudia Robiou for S.O.P.I. • Middle: Publication «Ojo de Agua» by La Impresora • Top-Right: Tanicha 
López’s Single “La Burla” • Bottom-Right: Matria Specimen by María Sánchez for Capson Project at Loyola University in New Orleans, United States

Zorzal

Zorzal

Zorzal Deliria

Matria

0 6



Who

Wh yTy p e  a s  F u n c t i o n  →

Material, 
tool, device;
the editor’s
machine.

When it comes to the industry most dependent on 
typography, it is the editorial universe. Not only do they 
use type as the primary medium, but they also exploit all 
the features hidden within a font. Ordinal numbers, 
subscripts, ligatures, stylistic sets, old style numbers, 
tabular lining, small caps, fractions—they use it all. They 
also need extensive font families that suit all their 
content needs: various weights, extended, narrow, italics, 
optically adjusted, display, text... the list goes on.

Publishers are also aware of who creates a typeface and 
where it originates. A book about black narratives is 
better set in a minority-created typeface. To a publisher, 
type is purpose, and as you can see, the costs for 
superfamilies can mount quickly. That’s when bespoke 
typography comes in to save the day.

Publishers
Book Designers
Newspapers
Editorial Media
Online Publications
Education Industry
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I n  U s e  →

Le�: By Estudio Interlínea for Nayda Collazo Exhibition • Top-Le�: Signage By Estudio Interlínea • Top-Right: Verte logo by dpBrands • Bottom-Right: Publication La BoriVogue by La Impresora

Sato Sato Sato

Sato
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Ty p e  a s  E x p r e s s i o n  →

Who

Wh y

When embarking on a world tour, launching a new art 
exhibition, or preparing for an upcoming film, typography 
always makes the first impression. Before anyone hears, 
sees, or experiences anything else, typography sets the 
stage for what's to come. It can convey just the right 
amount of expression needed for the intended message. 
In such instances, a unique and distinctive type design 
may be essential to complement the masterpiece. 
Sometimes, it requires a typeface with special 
features—like motion or dynamic interactions with users.

These situations o�en transcend mere licensing concerns; 
they're about finding the perfect typeface. It's about 
ensuring that the typeface for a piece of art—whether 
auditory, visual, or experiential—is truly one-of-a-kind.

Museums
Plastic Artists
Filmakers
Producers

Setting 
the mood 
is a job for 
type.
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I n  U s e  → Be s p o k e

Custom lettering for branding projects by dpBrands. Money’s logo was not created by Pedroglifos —only the brand architecture’s descriptor type.
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Enter Type Design as a Service

What,
Then.



B e s p o k e  →

C a p a b i l i t i e s
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Develop a typeface 
tailored to your voice. 

Display Fonts
Expressive typefaces 
for titles and identities

Text Fonts
Fonts for running text, 
optically adjusted

Type Engineering
A smart font that 
behaves dynamically

Variable
Fonts that respond to 
user interaction

Multilanguage
Added support for over 
200+ languages

Exclusive Licensing
Avoid permanent 
licensing fees
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C u s t om i z a t i o n  →

Ask us to customize a 
type from our library.
C a p a b i l i t i e s

Alternates
Create variations that 
suit your needs

Stylistic Sets
Incorporate character 
traits that feel branded

Modify
Make the font look 
more like your brand

Thematize
Include icons, and 
patterns of your brand 

Variations
Add new weights or 
width to the font

Proprietary Naming
Name the font to fit 
your identity
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S t r a t e g y  →

Elevate your brand 
with type strategy.
C a p a b i l i t i e s

Advisory
Analize, test and 
suggest font pairs

Accesibility
Certify your typefaces 
are accesible

Responsiveness
Ensure font reliability 
on various media

Relevance
Use typefaces that 
resonate with culture

Licensing
Manage font licencing 
to avoid legal conflicts

Guidelines
Write usage guidelines 
for brand book
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Services
Le t t e r i n g  →

Maybe you just need a 
speci�c word of sorts.
C a p a b i l i t i e s

Wordmarks
Develop distinct text 
brand mark

Sign Painting
For murals, signage, 
tattoos, and menus

Vectoring
Convert hand-written 
letters to digital

Graphics
Letters as graphics for 
a special project

Packaging
For products that need 
unique lettering

Merch
Made for apparel and 
other merchandising
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Unlock your brand’s 
potential with type 
strategy.

studio@pedroglifos.com



S t u d i o  →

My name is Pedro, 
and I’m 
passionate about 
What started as a curiosity in 2020, quickly became 
«amor verdadero». Rooted in my lifelong fascination 
with communication and problem solving, I have been 
designing typefaces with a focus on expression and 
accesibility ever since. Today, my typefaces are 
licensed in countries such as Belgium, France, Ukraine, 
New Zealand, United Kingdom and others.

I’m confident collaborating with both designers and 
brands, is the next step in my venture as a type design 
studio. Let’s type together!
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studio@pedroglifos.com

Document set in Sato for body texts 
and Sobria for titles & headings.

www.pedroglifos.com

Thank you




