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Type Tasting with Sarah Hyndman



Type Tasting is an innovative studio founded  
by Sarah Hyndman who delivers unique events, 
talks and workshops for exciting clients.

From novices to experts, audiences learn to 
communicate better and use the psychology  
of type, through entertaining and revelatory  
hands-on experiences and all the senses.
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Clients include
adidas, Adobe, BBC, British Academy, 
Heston Blumenthal, Moo, Virgin Active, 
Wellcome, WGSN.

Events include
D&AD Festival, Design Thinkers Toronto
Science Museum, Victoria and Albert 
Museum for London Design Festival, 
Somerset House, Tate Modern.

Teaching 
California Polytechnic, D&AD, Ecole 
Intuit Lab Mumbai, London College of 
Communication, Portland State University, 
RMIT Melbourne, Shillington London, VIA 
University College Denmark.

Combining type and semiotics with 
new ideas in science and design 
underpins Sarah’s approach. She 
creates exciting and original events 
that reveal the power of typography, 
highlight the language of social  
culture or tell the story of a brand. 
Participants are immersed in a 
multisensory journey and become  
a part of the discovery process.

Type Tastings are packed with 
originality, humour, a dash of theatre 
and lashings of audience participation.

Founder Sarah Hyndman established 
Type Tasting in 2013. She is on a 
mission to change the way we talk 
about typography by exploring it from 
the point of view of the type consumer. 
She demonstrates the integral role it 
plays in our everyday lives; and that 
it reveals a great deal about popular 
culture and social history.

TYPE TASTING OVERVIEW

In our modern world typography is the 
interface between consumer and what 
is consumed. It is at the intersection 
of anticipation and experience, yet we 
generally pay little attention to it. Instead, 
we look past it to the experience it 
describes, unaware of the assumptions 
we have formed and the choices we have 
made based on the look of the words.

Having a better understanding of this 
empowers brands to communicate 
more effectively, gives us tools to create 
positive behaviour change, and enables 
us all to make better-informed choices.
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“�Absolutely�amazing!�Lots�of�activities�
to�figure�things�out�for�ourselves.�Very�
interactive,�loved�the�visual�elements��
and�the�games”�ADIDAS

“�Brilliantly�delivered�and�such�a�clever�
structure�that�engaged�us�all”�D&AD

“�Wasn’t�sure�how�relevant�a�session�
on�fonts�would�be�to�me.�BUT�I�was��
so�wrong!”�WGSN

“�What�fascinated�me�was�Sarah’s�way��
of�understanding�and�explaining�type.��
It�isn’t�just�about�what�type�looks�like;��
it�is�about�how�it�makes�you�feel”��
NEHA GODAMBE, STUDENT.

“�Why�isn’t�typography�always�taught��
this�way?” RUCHI MEHTA, STUDENT



WHY IS THE TYPE TASTING 
APPROACH SO UNIQUE?

It is said to take just one-tenth of a 
second for us to form a first impression 
when we meet someone. We base this on 
a wide range of unspoken characteristics 
that greatly influence the way we respond 
to that person.

We do exactly the same thing when we 
read; we instinctively look for visual clues 
in the fonts/typefaces, which influence 
the way we respond to the words. 

For brands, using the right type style  
is a crucial way to communicate. 
Typefaces create a first impression and 
communicate your unique story. It’s not 
about kerning; it’s the impression they 
make on the subconscious. 

Type consumer
Taking the type consumer’s point of 
view reveals how type styles mirror 
patterns in our social and cultural 
experiences. This approach is combined 
with knowledge of semiotics, psychology 
and crossmodal thinking, resulting 
in teaching and events that immerse 
participants in a journey of surprise  
and discovery, and demonstrate how 
type interacts with all the senses. 

Typography reflects cultural coding. 
It narrates our everyday experiences 
and documents cultural trends via the 
packaging, products and information  
we interact with every day. 

   

Type Tasting research
Ongoing research into type and 
perception underpins the Type Tasting 
approach, ensuring that content is 
current and unique.

Sarah Hyndman has co-authored two 
collaborative studies with Professor 
Charles Spence, Crossmodal Research 
Laboratory, University of Oxford.

Published research
i-Perception, International Journal of 
Gastronomy and Food Science, MA Thesis 
University of the Arts London and Why 
Fonts Matter (Penguin/Random House).

Press includes
AIGA, CNN, Communication Arts,  
i-Newspaper, The Times and Wired.
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“�Fascinating�insights�into�how�type�can�
influence�our�feelings,�our�senses,�and�
even�our�taste”�PROFESSOR CHARLES SPENCE, 

UNIVERSITY OF OXFORD

“�Sarah’s�multisensory�experiments�turned�
typography�on�its�head” NATALIE KELTER, 

GRAPHIC DESIGNER

“�Type�Tasting�surveys�have�given�the�graphic�
design�community�comprehensive�information�
to�use�as�hard�evidence”�COMMUNICATION 

ARTS MAGAZINE

“�Sarah�Hyndman’s�talk�was�a�game-changer”�
LILY C, TYPO SAN FRANCISCO

Personality

Mood
calm energised relaxed



BIOGRAPHY

Sarah Hyndman is a graphic designer, 
author and public speaker who founded 
Type Tasting in 2013. She collaborates 
with experts in different fields, and she 
is investigating and quantifying the 
experience of typography from the  
type consumer’s point of view.

Sarah works with experts including 
semioticians and psychologists, and she 
co-authors collaborative research studies 
with Professor Charles Spence, Crossmodal 
Research Laboratory, University of Oxford.

Sarah is a judge for both Penguin and 
D&AD Awards, and runs their bespoke 
typography workshops. She has worked  
in the design industry for over twenty years 
and ran a design business for a decade.

Qualifications
MA Typo/Graphic Studies (distinction), 
London College of Communication, 
University of the Arts London.

Teaching
Sarah taught the Experimental 
Typography course at the London  
College of Communication for six years. 
She is currently a guest tutor for colleges 
both in the UK and abroad.

Writing
Sarah’s books include Why�Fonts�Matter 
(Penguin/Random House) and How�to�
Draw�Type�and�Influence�People��
(Laurence King). She also writes for 
magazines and blogs.

Public speaking
Sarah’s talks are interactive, packed 
with games and demonstrations 
that inform, entertain and challenge 
preconceptions. She has given a TEDx 
talk, spoken at South by Southwest 
Austin Texas, the Museum of Brands, 
TYPO San Francisco, Ecole Intuit 
Lab Mumbai, Creative Mornings and 
Glug. She is a regular on BBC Radio 4 
regular and Channel 4 Sunday Brunch. 

BBC Radio 4 with Michael Rosen  
www.bit.ly/R4Sarah
TEDx talk
www.bit.ly/TTTedxB
Nicer Tuesdays talk
www.bit.ly/TTNicerTuesdays
Taster Tape
www.bit.ly/TTTaster
BBC Radio 4 Saturday Live 
www.bit.ly/Radio4in4
Channel 4’s Sunday Brunch
www.bit.ly/TTSundayBrunch2
Speaker sheet:
www.bit.ly/SpeakerSarah

Press and interviews
Sarah has been interviewed by BBC 
Click, CNN, Creative Review, Dazed 
& Confused, i-Newspaper, New York 
Times, The Times, Wired magazine 
and Heston Blumenthal has featured 
her research on his podcast.
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Large-scale and public events:

Mass participation workshops

Pre-talk experiments and activities

Breakout sessions

Pop-up typography lab

Mass participation experiments

Public workshops

Exhibitions & interactive displays
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MASS PARTICIPATION 
WORKSHOPS

Sarah Hyndman works with a team  
to create mass participation workshops 
in which delegates create a piece that 
is added to a display, which grows 
throughout the duration of the event. 
This creates a focal point with visual 
impact and is highly shareable on  
social media. 

Sarah is a regular public speaker,  
and recent workshops have taken place 
at conferences where she is also a 
speaker. The workshop can tie in with 
the theme of the conference and Sarah 
can reference it in her presentation. 

A workshop is an effective way to 
engage participants in a hands-on 
activity while they contemplate the 
information presented in the talks. 

Toronto, London, Helsinki
FONT SELFIES

Speaker and workshop curator. 

This drop-in workshop is linked to 
content in the talk that Sarah delivers 
during the conference.

Participants choose a typeface that 
reflects their personality and customise 
it to create their own ‘font selfie’.  
Their letter is added to the display that 
grows throughout the event to create 
an exciting collection of typographic 
self-portraits. Participants also have 
the opportunity to take part in Sarah’s 
ongoing typeface personality research

FONT SELFIE WORKSHOPS: 

Design Thinkers, Toronto 
Victoria and Albert Museum for the 
London Design Festival, London
Vuoden Huiput Festival, Helsinki, Finland
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Design Thinkers Toronto
TYPOGRAPHIC BANQUET

Speaker and workshop curator. 

Delegates at the conference are asked to 
consider the physical and edible qualities 
of typefaces and to invent a recipe to 
convey these. The aim is to engage 
participants in thinking about fonts in an 
unusual and fun way, which prompts lots 
of lively conversations in person and on 
social media. This is linked to Sarah’s 
research into type and all the senses and 
referenced in her presentation.

Monotype sponsored the Typographic Banquet 
workshop at Design Thinkers Toronto. 

Pick Me Up at Somerset House, 
London
DECORATIVE DISPLAY TYPE

Participants are supplied with a 
selection of letters based on the 
typefaces designed by Louis John 
Pouchée in the 1800s. His original 
letters featured images of Victorian 
life from farmyard scenes to masonic 
iconography. For this workshop they are 
brought up to date and personalised 
with modern motifs and materials.



Victoria and Albert Museum for  
the London Design Festival
LONDON IS…

Participants choose a word to complete 
the phrase “London is…” that reflects 
creativity in London. They recreate their 
word in a style that reflected the word’s 
meaning either in advance or during 
drop-in workshops that took place 
throughout the weekend. 

For the London Design Festival event 
all the words were displayed at the V&A, 
and each day was documented with live 
lettering by Oli Frape and Ruth Rowland. 
Pieces were created for the exhibition 
by high profile figures including Ralph 
Steadman and Alan Kitching.

South by Southwest (SXSW),  
Austin, Texas
GLOBAL LETTERING

Participants customise letters from 
a selection of templates created to 
reflect global typography trends. This 
demonstrates that typography on 
signage reflects the history of an area 
and creates its typographic DNA. 

Sarah was invited to run this drop-in 
workshop at South by Southwest. 
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Victoria and Albert Museum for  
the London Design Festival
TYPOGRAPHIC TIME MACHINE

Participants decorate letters from 
different eras in time. A typeface 
captures the spirit of when it was 
designed and is a permanent record 
of that moment in time. In this way 
typefaces document social history 
and chart developments in technology. 
Type can transport you to an imagined 
nostalgia that  you may not have 
experienced first-hand, but which 
has become real to you through the 
experience of film and television.
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PRE-TALK EXPERIMENTS  
AND ACTIVITIES

Engaging and thought-provoking 
activities are linked to the theme of a 
talk series or conference. These set 
the scene in an entertaining way; they 
energise the audience and prompt 
discussion by including the audience  
in the topic or theme from the outset. 

Activities are suitable for a mainstream 
audience because type is an integral 
part of everyday life; from food 
packaging to the products we purchase 
that reflect our personalities, tastes  
and the things we enjoy. 

Letterform Live
VINYL TYPE GAME

This is a pre-talk activity created for an 
evening of talks on the theme of ‘music’. 
Vinyl records had the labels replaced 
with a single letter in a typeface that 
hinted at the genre. Participants 
guessed what music genre they thought 
it was. They then put the record on the 
turntable and listened to it through 
headphones to find out.
Grafik and ISTD with Monotype.

Letterform Live

GUESS THE JELLYBEAN FLAVOUR

This is a pre-talk activity created for 
an evening of talks on the theme of 
‘experimental’. Sarah was one of the 
speakers at this Letterform Live event 
and presented her experiments with 
type and perception, including how 
lettering styles influence what we taste. 

For this activity participants guess what 
flavour the jellybeans are from the 
typeface, and then open the package 
and eat them to discover what the real 
flavour is. 
Grafik and ISTD with Monotype.
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Ecole Intuit Lab, Mumbai

TYPOGRAPHY LAB

Students work with Sarah to create and 
host a series of pre-talk experiments 
and demonstrations based on what she 
has taught them during ‘typography 
week’. Sarah delivered the monthly 
Master Talk to the whole college and 
wider Mumbai design community. She 
spoke about her week teaching the 
students and included their work and 
insights in her presentation. Organising 
the students to host the pre-talk 
experiments is an effective way to 
involve them in the talk and to see first-
hand the value of research. 

Open Studios
YOUR TYPE OF COFFEE?

Participants select their preferred coffee 
from a menu of typefaces. We then 
predict how the participants drink their 
coffee. Sarah has extensive results 
from online surveys and live events that 
enable her to make these predictions 
with a high degree of accuracy. Future 
events would ideally take place in 
collaboration with a barista who would 
serve the coffee to match the choice.
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BREAKOUT SESSIONS

Demonstrations and activities taken 
to conferences, festivals and events 
for participants to interact with. Sarah 
is on hand to guide and explain the 
theories. These can take the form of a 
single session as an icebreaker to create 
an open-minded atmosphere, or as 
breakout sessions throughout an event.

POP-UP TYPOGRAPHY LAB:

BBC Bristol’s annual awayday
The Mindshare Huddle for Monotype
The Victoria and Albert Museum for the 
London Design Festival
WGSN’s Fight Club teambuilding evening
Teambuilding evenings for a range of 
communications and design agencies.

“�Clever,�insightful�and�original,�Sarah�left�
a�lasting�buzz�and�excitement�behind�her!”�
CHARLOTTE GODFREY, BBC BRISTOL

“�Lots�of�activities�to�figure�things�out��
for�ourselves.�Very�interactive,�loved�the�
visual�elements�and�games” WGSN

“�This�went�down�a�storm.�Inspiring,�
inclusive”�JAMES FOOKS-BALE, MONOTYPE

“�Sarah�converted�even�the�most�cynical��
to�the�power�of�the�fonts�around�us.”��
MARK JONES, BBC BRISTOL

“�I�thought�it�was�really�interesting,�like��
a�mini�TED�talk�with�activities” WGSN
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POP-UP TYPOGRAPHY LAB

What might fonts smell like? What 
memories do they store? Are these 
collective memories or personal 
associations?

Participants are invited to take part  
in typographic research in the mobile 
Type Tasting pop-up typography lab.  
The experiments are designed to gather 
data, and also to encourage them to 
think differently about typefaces and 
perception as they take part.

Sarah is working on an ongoing project 
to create typographic interventions 
and to explore the potential for using 
type and language to create positive 
behaviour change. 

POP-UP TYPOGRAPHY LAB:

Birmingham Design Festival 
D&AD Festival
Ecole Intuit Lab, Mumbai
Letterheads London
Stoke Newington Literary Festival
Tate Modern Bookshop
Victoria & Albert Museum for  
the London Design Festival

“�I�was�absolutely�blown�away.�It�was��
just�awesome�taking�part�in�experiments��
and�listening�to�really�cool�theories�about�
type”�DAISY, STUDENT

“�The�multi-sensory�experiments�turned�
typography�on�its�head”�NATALIE, DESIGNER
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MASS PARTICIPATION 
EXPERIMENTS

These gather data for specific studies 
such as The role of typeface curvilinearity 
on taste expectations and perception and 
The Taste of Typeface Design which are 
co-written with Professor Charles Spence 
of the University of Oxford.

Science Museum
MASS PARTICIPATION  
JELLYBEAN EXPERIMENT

A mass participation jellybean experiment 
that took place at the Science Museum 
Lates. This gathered data and engaged 
the public in the conversation.

Hacking flavour perception, 
Somerville College, Oxford University
SMELL AND TYPE PAIRING

Gathering data for the ongoing smell  
and type pairing research and discussing 
the scope of the project with scientists, 
chefs and perfumers. 

Food Sensorium, Food Matters Live
THE TASTE OF CHOCOLATE:  
CHEAP TO PREMIUM

An experiment exploring whether 
typefaces have the potential to influence 
the consumer’s perception of its taste 
and how much it costs.

New Scientist Live
MULTI SENSORY EXPERIMENTS

A series of experiments that establish  
first stage concepts with a view to 
developing them in future.
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Wellcome Collection
LANGUAGE LABORATORY 
WORKSHOP 

A workshop in the Designing for Health 
Pop-up Studio as part of a programme 
of events to accompany the Wellcome 
Collection’s Can Graphic Design Save 
Your Life? exhibition. 

In this creative workshop participants 
the expressive nature of letter-forms 
and create before-and-after designs that 
represent feeling ill versus feeling well. 
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PUBLIC WORKSHOPS

Public workshops are commissioned  
by organisations or brands and take 
place as part of an event or exhibition  
to generate public engagement.

OTHER PUBLIC WORKSHOPS

Disrupters, heretics, propaganda and 
revolutions: the dystopian history of type
The incredible and entwined histories  
of gin & type

Type Tasting x 1HQ
DECODING TYPE

This is a participatory session 
investigating typefaces as cultural codes. 
We explore how brands communicate 
through design and looking at the new 
emergent brands that are increasingly 
focused on type. Participants learn how 
type can be used to create meaningful 
stories and code different emotions  
for their brand. 

Co-hosted with Amelia Boothman, 
Director of Strategy for global brand 
agency 1HQ. 



BumbleBizz London launch

FONTS FOR ENTREPRENEURS

This one-hour masterclass took place 
during a weekend of events celebrating 
the UK launch of the new BumbleBizz 
app. Guests were guided through a 
series of activities as they discovered 
how to use typography expressively to 
tell the story of their brand. 

D&AD Festival Fringe

WAKE UP AND SMELL THE FONTS

This masterclass took place in 
member’s club Shoreditch House. 
Games and experiments featuring 
typography and all the senses were put 
out in the club’s library for participants 
to interact with. This was followed by a 
participatory presentation by Sarah and 
a lively Q&A session. 
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London Design Festival,  
Chester Literature Festival
WHAT’S YOUR TYPE?

Intensive and fun 90-minute workshops 
in which participants learnt how to 
choose fonts with confidence. They took 
part in experiments and created their 
own set of tasting notes based on latest 
research results.

London Design Festival  
at Laithwaite’s Arch
DO YOU JUDGE A WINE  
BY ITS LABEL?

This is a multisensory tasting journey  
through five wines. Each course 
demonstrates an aspect of  
how what you experience is 
influenced by assumptions made 
by your subconscious, culminating 
in an enlightening finale that 
puts the science into practice. 
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EXHIBITIONS & INTERACTIVE 
DISPLAYS

Sarah Hyndman creates exhibitions  
and displays that invite the audience  
to interact with type and all the senses. 
This creates a unique and innovative 
approach of typography that places it  
in the sphere of everyday experiences. 

British Academy
PRIDE, PREJUDICE  
AND PERCEPTIONS

Installation and Lates event for the 
British Academy’s Literature Week.

Taking inspiration from the typography 
found in three editions of a classic novel, 
Pride, Prejudice & Perceptions uses type, 
sound, sight and scent to serve one 
story three ways.

Wellcome Collection

TYPE TRIAGE INSTALLATION

An interactive installation to accompany 
Wellcome’s Can Graphic Design Save 
Your Life? exhibition. 

Participants are presented with a 
selection of typefaces and asked to 
respond to them viscerally: what might 
they convey about how a person feels, 
do they feel well or ill, how severe 
are the symptoms, what might they 
prescribe as a treatment?
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