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PREFACE

[S—

0ld Sacramento has become one of the most significant
historic restoration projects in the nation. It not
only preserves the rich heritage of California's early
history for future generations, but also adds to the
cultural and economic vitality of the City of Sacra-
mento.

Sacramento is fortunate in having many of its early
buildings still standing. Structures along the Sac-
ramento River mark the landing places for prospect-
ors and goods destined for the northern mining dis-
trict during the '49 Gold Rush. From its beginning,
Sacramento was the hub for all commercial, social

and political activities for Central California.

This pivotal role continued through the Nevada mining
boom of the late 1850's and later in the 1860's as the
terminus and major supply point for the first trans-
continental railroad.

A substantial percentage of Sacramento's central bus-
iness district between the years 1849 and 1875 is re-
presented in the Historic District. Leading banks,
the finest hotels, and offices for the railroad,
steamboat and stage companies were located here, in
the financial center and industrial heart of the com-
munity.

Public awareness of the need to preserve at least

some of the more significant 19th Century structures
was aroused in the early 1950's. Redevelopment of

the central city, during the early 60's, established
over three blocks of the old riverfront section of the

.city as an historic area. By the early 1970's, the

01d Sacramento Historic District had become the foc-
al point and symbol of the revitalization of down-
town Sacramento.

The primary purpose of this manual is to assist dev-
elopers, merchants, and occupants of 0ld Sacramento
in preserving the historic character of the area.
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Presented here are authenticated advertising and de-
sign details of the 19th Century for exterior signs,
sign lighting and street addressing which can be used
in the Historic District. While it is realized that
no study of exterior advertising can be considered
exhaustive, it is felt that sufficient information

on historic sign types and their design character-
istics has been uncovered to guarantee that authen-
tic signs can be replicated if the guidelines are
followed closely.

This handbook supersedes an earlier sign manual and
is a comprehensive guide based, in part, on actual
working experience with tenants of the District.

It is a practical guide, addressing many questions
pertaining to 19th Century advertising as well as
the limitations on sign construction and install-
ation required by today's safety standards. Where-
ever possible, technical terminology has been sim-
plified. :

For economy and added convenience, two versions of
A GUIDELINE FOR SIGNS have been produced. A short-
ened version for District tenant's subtitled MER-
CHANT'S EDITION and the complete guidelines for
those individuals or companies actually construct-
ing signs entitled Sign Designer and Fabricator's
Edition. Potential tenants of the Historic Dis-
trict should pay particular attention to sections
of this document entitled THE COMMUNICATED MESSAGE
and TYPICAL SIGN TYPES. Sign companies doing bus-
iness in Old Sacramento are required to have a
thorough understanding of all guidelines.

in brackets [ ]
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INTRODUCTION

In order to accurately recapture the ambience of Cal-
ifornia's capital city during the third quarter of the
19th Century, 0ld Sacramento businesses must adopt ad-
vertising techniques and images from that period.

Almost all cities in the United States had similar
kinds of signs during that era. In general, sign art-
ists, writers and designers followed identical design
principles in Sacramento as elsewhere, and research
for this manual and the examples shown has been drawn
from cities and towns throughout the United States.
Special attention, however, is given to documenting
the chronology of style change of sign elements in
Sacramento.

19th Century businesses projected their advertising
to reflect the traditional, accepted image of their
enterprises. Businesses could be recognized by an
expected "look'", an almost subliminal form of adver-
tising. :

In many ways, exterior signs were a contradiction of
their surroundings. Architecture popular during the
time, was a revival of sophisticated classical styles
of the old world. Signs, on the other hand, could
best be characterized as bold--often overshadowing
the architecture and the street scene.

The following guidelines outline and illustrate the
correct sign features for historic period 1849-1875.
Wherever possible, elements of design and layout
ihould be copied exactly as portrayed in the guide-
ines. ~

All modern-use commercial signs within the Old Sac-
ramento District should appropiately reflect the
historic period's sign design principles and pract-
ices, including: sign type, location, shape, size,
design, layout, the use of historic typefaces, graph-
ic symbolism, color and construction detail.

A GUIDELINE FOR SIGNS 1l Introduction



This manual covers only permanent types of advertis-
ing and not the detailed information pertaining to
broadsides and temporary paper, glass, canvas, wood
or other short-term historic types of signs. Signs,
street addresses and sign illumination should follow
mainstream styles typical of the interpretive period
Extremes in design should be avoided. Symbols are
given to assist sign designers and District tenant
in this goal. In the text, a denotes very common,
very rare, and the absence o0f a symbol indicates
néitner extreme. The majority of sign types install-
ed in the District should be in the classification.
In Section V, TYPICAL SIGN TYPES, an additional indic-
ation is given as to the maximum number of some sign
types which should be present at one time in the Dis-
trict: Some sign formats were historically
rare and erfore should be avoided today as well.
denotes an unacceptable and incorrect element of
sign design.

Questions or problems concerning sign regulations
should be directed to the Sacramento Museum and His-
tory Division of the Department of Communitv Services,
1930 J Street, Sacramento, California 95814,

(916) 447-2958

XEY TC SYMBOLS USED @ Historically very common. o Rare and restricted t
TC INDICATE THE ERE- :ze‘;alant: etement of sign element of sign design
Lol L ‘ esign or sign type., It These sign characteris-
MIENCY.
‘::"t‘:; 9"’ OCCURRENCE should be noted that rules tics should, in general,
of ZLEZMENTE OF SIGN for designing signs were be avoided.
JESIGN, SIGN TYPE, sev:rtiigidcllidabsoluce.ﬂ
T ariations occur. ow~ Rare sign type. A
STETET 1 :
:--‘—“" ADDRESS OR ever, sign painters who de- @ maximum of 3 signs
3IGX LIGHTING : viated from the unwritten (example shown) of
laws risked criticism. Most this type should be
strove to stay within the present at any time
stylistic bounds of their in the Historic Dis-
day. Merchants also attempted trict,
to stay within the accepted
advertising limits,

e e et r e e e e S N A e
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The absence of symbols
indicates neither very
common nor rare.

An unacceptable or in-
correct sign detail.
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[I. PURPOSE OF SIGN GUIDELINES

i g SR, [— JUS————

The purposes for the sign guidelines outlined in
this manual are to:

- Encourage signs which, by their design, integrate

and harmonize with the buildings and sites they
occupy, while eliminating excessive and confusing
sign displays. '

. Preserve and improve the historic ambience of the

0ld Sacramento Historic District as a place to live
and work, and to make it an attraction for non-res-

idents who come to visit ox trade.

- Safeguard and enhance property values.

. Protect public and private investment in buildings

and open spaces.

. Eliminate potential hazards to pedestrians.

A GUIDELINE FOR SIGNS 3 Purpose of Sign Guidelines




I11. OLD SACRAMENTO
SI1GN GUIDELINES

A, DEFINITION OF A
SIGN

B, LIMITS OM SIGN
LOCATIONS

A sign includes any symbol, device, image, poster,
flag, banner, billboard, design or directional in-
dicator used for advertising purposes; whether
painted, attached, erected or otherwise maintained
on any premise; containing any words, letters or
part of letters, figures, numerals, phrases, sent-
ences, emblems, devices, trade names, or trade-
marks; anything which is used to designate an indiv-
idual, firm, association, corporation, profession,
business, street address, commodity, or product; and
is visible within the 0ld Sacramento District.

Furthermore, the definition of a sign is expanded to
include all necessary appurtenances for a sign to
function, including, for example, sign support hard-
ware, flagpoles and lighting.

The sign regulations are to be rigorously enforced

- for the following signs: 1) All exterior signs

which occur within the boundaries of the Historic
District. 2) Interior signs, visible from the ex-
terior of a building, occurring within the space de-
limited by the inside face of an exterior wall and
the exterior surface of that wall. This includes
all signs painted on windows and glass doors and
signs placed directly behind glazed portions of ex-
terior walls. The intent of the sign regulations is
to encourage interior signs which maintain the his-
toric character of the District when viewed from the
street.

Within the Old Sacramento Historic District, signs
have been divided into two groups--historic and mod-
ern use commercial. In order to preserve the orig-
inal historic character of the buildings, many his-
toric signs are being restored to their original loc-
ations and standards are established for the number
and potential mounting locations of new, modern-use
commercial signs. Building exteriors should not be
overwhelmed with signs. *

A GUIDELINE FOR SIGHS 5 0ld Sacramento Sign Guidelines
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All space above and including the fascia (see diagram)
of the first floor canopy structure to the top of a
building's parapet is reserved exclusively for histor-

ic signs. Historic signs are defined as advertisements Rear wall and alley mod-
and building identifications which were located on spec- ern use commercial signs
ific buildings during the interpretive period (1849- . are restricted to the
1875). These are verifiable and can be found in histor- street floor and base-
ic photographs and drawings of the same period. These ment levels of Historic
signs are considered part of the fixed historic archit- District buildings.
ecture. . The lower grade in the

alley, in effect, allows
modern-use commercial

All modern-use commercial signs on the front of the signs to be installed
buildings within the District are to be confined be- . on the two lower levels
tween the underside of the canopy structure and the ‘ of most buildings.

top of the wooden sidewalk. (On some structures, this
upper boundary is an imaginary line drawn between the
first and second floor windows or door openings.)

The only exceptions are free-standing, pole-mounted
signs which may project slightly .above this demarcation. ‘ ﬂ

Historic flagpole "“71_#’ . =i =

fascla \ —
e ) ) B B
= =

= T T]’ i 1T V7 F?"ﬁﬁ{mﬁlmm
1. 1 11 LU ]Kl Zone ;?sgrved for hlgtortc slgis :
L“"".‘" n i ri‘llu}H'l‘n T —

i ||

==

puilding with a second- Buildings with second- Building with a canopy Building without a
floor balcony and canopy floor balconies canopy.

A typical streetscape in the 0ld Sacramento Historic District. The shaded area indicates the zone available
for modern-use commercial signs. o
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IV, ELEMENTS OF 19tH CENTURY SIGNS The following elements of design are common to ex-
. terior advertising for the years 1849 through 1875.
Exterior signs should follow these design principles

to produce signs representative of the time span of
the District.

t7] A GUIDELINE FOR SIGNS 7

Elements of 19th Century Signs
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A, THE COMMUNICATED MESSAGE

Merchants must use brief and direct printed words

on their signs communicating products or services
offered for sale. There should be little question
about the line of merchandise a firm sells based

upon its signs. -To "individualize" a business ident-
ity, entrepreneurs may use their own name or an
historically appropriate fictitious surname as part
of the business' title. Exterior signs may emphasize
the owner's surname more than products, once a firm
has been established.

Historically (unlike the current advertising trend)
colorful or fictitious business titles were restrict-
ed to specific groups of enterprises. These included
primarily, saloons, restaurants and hotels. Accord-
ingly, fictitious business names today should only

be used by these same businesses.

Generic product. symbols and product displays can
be used by specific groups of businesses. However,
Logos should not be used on exterior signs (see
Logos) -

THE COMMUNICATED MESSAGE outlines correct methods
for using written words, language, logo substit-
utes, product symbols and displays in exterior
advertising.

ELEMENTS OF 19TH CENTURY SIGNS 9 The Communicated Message




' a. Historically, a sign's message was almost always
[ WRITTEN WORDS totally composed of lettering. Graphics were
relatively rare, on exterior signs.

b. Most signs advertised a single building tenant
or enterprise. Joint signs, advertising more
than one business, were rare. Directories on
the exteriors, were also not common.

¢c.  Straight-forward sign copy-relayin roduct,
servi%e and ownersh%g [tgz name%s)gog the
owner (s)] information-was the most popular for-
mat for retail, wholesale and manufacturing en-
terprises. Only rarely, was a thematic, non-
product, service or ownership oriented word
used for advertising these business types.

(1) A sign's message could:
(a) Be limited to:

1) Product information. Examples: HARD-
WARE.; CARPETS & OIL CLOTHS.

2) Service Information. Examples: FIRE
& MARINE INSURANCE AGENCY.;DENTIST.

3) Ownership informantion. Examples:
M. FRANK.; H.R. COVEY & CO.

(b) Advertise both ownership and product or
services being offered. Example: GRAHAM'S
DRUG STORE.; PAGE, BACON & CO. BANKERS.

(c) A business might use a series of two or
more signs to convey its complete ad-
vertising message. One sign might contain
only proprietary information. Others, the
products or services being offered.

(2) If an owner's name was included in a sign,
-one of the following was most likely true:

(a) Only the last name was used. Example:
SMITH.

(b) The last name was utilized, preceded by

(1] N . ... . ZHE COVMUNICATED MESSAGE = 11 Writken Words




(3)

(4)

(5)

(6)

(7

&)

N e T tV;rv“““:i:nib‘:s.‘u‘ﬂ[-S R {1 e SM.L e : i . ' . k M.me;

R.H. SMITH.

(¢) The last name was followed by an apostrophe
('s). Example: SMITH'S.

(d) In a partnership, two last names were used with
an ampersand (&) joining them. Example: SMITH
& JONES.

(e) In a partnership, a last name with or without
preceding initial(s) followed by "and Company'
usually abbreviated (& Co.), or 'and Rrother(s)"
normally shortened to (& BRO. or BROS.)
Example: SMITH & CO.; R.SMITH & CO.; SMITH,
JONES & CO.; SMITH & BRO. (BROS.)

(f) If a woman owned a business, '"Mrs.' sometimes
preceded (a), (b), (c) or (e) above, whether or
not the owner was married. During the 19th
Century, the use of the prefix '"Mrs.'" was diff-
erent than today. It not only indicated a marr-
ied female but also any woman who had reached
adulthood. This designation was a traditional
European (German) symbol of maturity and res-
pect. Example: MRS. SMITH; MRS. SMITH & CO.

A business often emphasized whether it was a whole-
saler, retailer, importer, manufacturer, agent or
jobber.

The phrase '"DEALER IN...'" was commonly incorporated
into a sign's text.

News, tobacco merchants, hide dealers and occasion-

ally other businesses sometimes use the concluding
word "DEPOT".

Exterior signs often used short connective words
including: FOR, TO, AND, BY, IN, OF.

The conjunction "and' was commonly replaced by an
ampersand (&) .

At the conclusion of a sign message listing prod-
ucts, an abbreviation for ''et cetera' was frequent-
ly used. This was especially common on wall-mounted

THE_COMMUNICATED MESSAGE 12 Written Words
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signs. During the historic period, "& c.' was used as
an abbreviation for "et cetera'. Often two of these
symbol combinations were used in succession - "& c. &
c " The "c¢'" was most commonly a lower case letter.
The paired abbreviation "Ete. Etc." was also used on
occasion.

Descriptive words or brief statements on wall-mounted
signs were occasionally used to indicate the quality
of merchandise a business was selling; the quality of
service that was being offered; the selection of goods
on hand; or the degree of expertise an owner had in a
particular field. Examples of the types of words and
phrases used historically are:

FANCY. .. .. GENERAL AGENTS.
FINE..... CONSTANTLY ON HAND.
LOW PRICES. A FULL ASSORTMENT.
HONEST GOODS. EVERY DESCRIPTION.
CELEBRATED. MADE TO ORDER.

ALL SIZES. ‘ TRIMMED TO ORDER.

EVERY STYLE.

SUCCESSORS TO. .

ONE PRICE ONLY.

WARRANTED THE BEST.

EVERYTHING FIRST CLASS.

OF THE LATEST STYLE. :

AT THE LOWEST RATES (OR PRICES).

MADE AT THE SHORTEST NOTICE.

EXECUTED WITH NEATINESS AND DISPATCII.
CAREFULLY REPAIRED. (AND WARRANTED) .
PARTICULAR ATTENTION PAID (GIVEN TO).
WILL BE ATTENDED TO AT THE SHORTEST NOTICE.
ALL ORDERS PROMPTLY EXECUTED.

EXCELS ALL OTHERS.

UNEQUALED IN THE VORLD.

GUARANTEED OR MONEY RETURNED.

SALE AGENTS IN CALIFORNIA.

FOR SALE HERE ONLY.

d. Saloons, hotels (houses), restaurants, stables, riews-

apers, ana theaters regularly used a thematic approach
in their advertising. These words often reflected a

THE COMMUNICATED MESSAGE 13 Written Words




geographic, ethnic, democratic, patriotic, pic-
turesque or romantic idea of time. For other types
of businesses, however, the thematic approach was
used by themselves or preceded the actual business
type of these exterior signs; i.e., PIONEER SALOON,
GOLDEN EAGLE or GOLDEN EAGLE HOTEL, etc. In Sac-
ramento, theme words include:

PIONEER CHICAGO ALTA
(GOLDEN) EAGLE SUTTER ALHAMBRA
UNION LAKE CONCERT
0.K. STAR GLOBE
CALIFORNIA TEHAMA A IDAHO
SACRAMENTO METROPOLITAN WESTERN
MINER'S CINCINNATI FLORENCE
YOLO EUREKA GRAND
NEW ENGLAND MECHANIC'S DEMOCRATIC
PEOPLE'S UNITED STATES(U.S.) EASTERN
AMERICAN NEW YORK FRENCH

(DE FRANCE)
BOSTON (NEW) ORLEANS DE PARIS
CITY ARCADE PACIFIC
CLIPPER CAPITOL EMPIRE
MARYSVILLE UNIVERSAL PHOENIX
STATE EL DORADO CENTRAL
VERANDAH CHEAP JOHN (An exception used

only for a retail store)

In addition, saloons and restaurants had the following
legends:

OUR HOUSE DIANA OUR HOME
OUR CORNER FASHION HEADQUARTERS
HOLE IN THE WALL GEM BLUE WING
LOUISIANA MAGNOLIA ELEPHANT

It should be noted the word "EXCHANGE" could often be
found used in association with banks and saloons.

The street address was often incorporated into the

THE COMMUNICATED HESSAGE 14 Written Words
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design of an exterior sign, see section entitled
STREET NUMBERS ON SIGNS, on page 10l for details.

(L

Occasionally, if a business occupied a loca-
tion other than the street level of a building,
an indication was given as to its location.
Appropriate phrases include ''Above...store',
"2nd STORY'", "UPSTAIRS'", or "ROOM (NO.)..."
This message was usually scaled down in size
from the rest of the sign's text. The loc-
ation statement could also be encircled by

a decorative design to set it off on the sign.

See page 43 for an example.

g. The following are the principal advertising mess-
ages found on historic exterior signs. These sign
texts were copied directly from photographs dating
from the years 1849-75.

THE COMMUNICATED MESSAGE

HARDWARE.

PAINTING.

CATHOLIC BOOKS.
CLOTHING .

CLOTHING WAREHOUSE.
ALE HOUSE.

SALOON.

DR. BURBANK, DENTIST.

DAVIS & SEGER.
STORAGE.

J. GRIFFITH.

SUTITER IRON WORKS.
BANKING HOUSE.
SABATIE & MAUBEC.
BAR FIXTURES,
TAPPAN & CO.

PACIFIC HOUSE.
GENERAL MERCHANDISE.
DRUGS .

BOOKS & STATIONERY.
WOCLE'S SHIRT DEPOT.
POST OFFICE.

15 Written Words

. ASSAY OFFICE.

CLOAK, BONNET &
FANCY GOODS.

STAGE OFFICE.
DAGUERREAN GALLERY.
GAS FITTING.

DUNCAN & CO.
ATLANTIC & EUROPEAN
EXPRESS .

Wm. T. COLEMAN & CO.
DR. PROVOST.

UNION SALOON.
ORLEANS HOTEL.
VARM & COLD BATHS.
D.L. ROSS.

NEWS DEPOT.

BOOK STORE.

MILLINERY.
REFRESHMENT,
CRAWFORD HOUSE.

ATLANTIC EXCHANGE.

METROPOLITAN BATHS.




WASHING AND TRONING.

LITERARY DEPOT.

CLOTHING, DRY GOODS, BOOTS & SHOES.
SMITH & PORTER'S COFFEE HOUSE.

YEE WA LEE. CALIFORNIA LAUNDRY.
JOHNSON'S CONFECTIONARY & BAKERY.
H.J. BRENDLINGER. TOBACCO & CIGARS.

CHAMBERLAIN'S AMBROTYPE & PHOTOGRAPHIC GALLERY.

BAKERY, BOOTS, SHOES, LEATHER & FINDINGS.

CROOKS, SPERM & POLAR OIL, CHANDELIER & LAMP
STORE.

MCCOLGAN & O'KANE. SADDLES AND HARNESS.

R.S.MAYEN. ATTORNEY AT LAW.

FANCY STORE, TOYS WHOLESALE.

SHOE & RUBBER V/AREHOUSE.

LEVI ELDRIDGE'S CARPET STORE. one door above.

T.N. & C.W. TOWN. BOOK & JOB PRINTING.

HAT, CLOTHING, BOOTS & SHOES.

GROCERIES & LIQUOR. L.F. BARTELS & CO.

DRUGS, PAINTS, OILS, GLASS, FANCY GOODS. -

MEDICINES, FANCY GOODS AND TOILET ARTICLES.

WELLS, FARGO & CO. EXPRESS OFFICE.

CHA'S FEESS. DEALER IN CIGARS AND TOBACCO.

J. SAMUEL. MERCHANT TAILOR, CUTTING, CLEANING
& REPAIRING DONE TO ORDER.

HARDWARE, STOVES, CHEMICALS, PAINTS, OILS,
GLASS, FANCY GOODS.

REED & CO. 117 PHOTOGRAPHERS.

THE COMMUNICATED MESSAGE 16
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Historically, the majority of sign texts in the 01d
Sacramento District, were written in the English lang-
uage. However, some foreign languages, including Ger-
man, French, Spanish and Chinese, were used occasion-
ally. The text of these messages were almost always
duplicated elsewhere on the exterior of the building
in English. Signs incorporating foreign languages
were otherwise identical in design and construction

to signs shown in this manual.

Illustrated above and to
the right are typical
sign combinations using
two languages for adver-
tising. BExcept for the
street number (705),
both signs repeat the
same text, in different
languages.

THE COMMUNICATED MESSAGE 17 Language
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3, LOGOS

An exterior sign printed on
business cards, stationary,
paper bags, etc., may serve
the function of a logo.

Logos aré not permitted on exterior signs. Logos,
unusual sign formats, unique emblems and insignias
were not common and even rarer in exterior advertis-
ing from the interpretive period. Merchants of the
period strove to_ stay within the bounds of the popu-
larly accepted advertising idiosyncracies of their
era which did not include the use of logos. Logos
will not be permitted on today's modern-use signs in
order to recapture this aspect of advertising.

A standardized system for product and service sym-
bols was occasionally incorporated into a sign's
design during the historic period. These symbols,
however, were not treated as logos. See PRODUCT
SYMBOLS AND DISPLAYS section on page 21.

If a more modern, unified image in advertising is
desired by a building tenant within the Historic
District, an approved exterior sign, with text to-
tally composed of words, could readily set that
image, being repeated in business cards, stationary,
bags, etc. A word of caution--the format in which
a sign text is presented was never considered very
important during the historic period. A sign's loc-
ation on a building facade determined the sign type
and sign board shape which was adopted. Therefore,
if an exterior sign design is adopted as a business
symbol, it may be limited in its exterior use. See
Section V, TYPICAL SIGN TYPES, beginning on page-27.

THE COMMUNICATED MESSAGE 19 Logos




4, PRODUCT SYMBOLS AND Most exterior signs used simple, straight-forward
advertising of written words to convey their mess-
DISPLAYS ages. For some businesses, however, specialized sym-
bols became synonymous with particular enterprises.
The mortar and pestle, for example, is probably fam-
iliar to everyone as an advertisement for drug stores.

In addition to symbols, some businesses commonly used
displays of products sold by the establishment as a
means for advertising. It was not uncommon for a
store specializing in men's clothing to display men's
coats or shirts outdoors near the entrance of the
business.

Some business types used both product displays and
symbols for advertising. An example is men's foot-
wear-a business which commonly used the boot for
product symbol and for product display.

Product symbols and displays acted as supplements to
more conventional signs. Not every merchant involved
in trades traditionally designated by symbols or :
displays, used them. Many businesses operated with-
out these additional advertisements.

PRODUCT SYMBOLS

During the era reflected by the Old Sacramento His-
toric District, graphics on exterior signs were prod-
uct, service, or trade oriented-directly illustrat-
ing the goods or services offered by the establish-
ment. These symbols should not be considered logos
because of their generic use. More than one bus-
iness on a city block could utilize the identical
symbol. Product symbols were finite in number and
very standardized throughout the country. It should
be emphasized that during the 19th Century, a major-
ity of business types did not use product symbols
for advertising.

{211 THE COMMUNICATED MESSAGE 21 Product Symbols and Displays




Symbolic representation of word elements on a sign
other than for a particular product or service, were

rare. One might consider the elephant, a common min-
ing or boom town saloon name and graphic image, to
be a contradiction to this general rule. However,
this symbol relates to ''Seeing the Elephant', a pop-
ular 19th Century folk theme, universally under-
stood to mean saloon when displayed as a symbol,

Seventeeth and Eighteenth Century European and Col-
onial American heraldic or symbolic signs (using
animals or other caricatures) were extremely rare.
During the research for this manual, no examples
were discovered to have been used hlstorlcally in
Ola Sacramento.

Product symbols were, principally, oriented toward
attracting business off the street--not sidewalk
foot traffic. Many symbols were made larger than
life-size, and were displayed between the top of
the building and the first floor canopy structure.
Rarely were these symbols used below a first floor
canopy. Because of the restrictions placed on the
location of modern-use commercial signs, the pre-
dominant mode for product symbol presentation will
be via pole-mounted installations wherever side-
walks have weather protection.

Generally, product symbols were displayed alone.
Much less commonly, they were combined into one of
the more conventional sign formats illustrated in
this manual. Many of these symbols were construc-
ted of wood and sheet metal as three-dimensional
objects. Others were painted on flat wooden
boards in a manner which gave them the appear-
ance of having depth and dimension. Some flat
boards were also cut-out into the shape of a prod-
uct symbol. A range of minor variations occurred
in the actual design of the symbols. As stated,
most of them were oversized.
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PRODUCT DISPLAYS
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Realistic color representations of products-not ab-
stract, stylized drawings-should be used in reprod-
ucing 19th Century product symbols. Modern graphic
production techniques such as. air brushing or silk.
screens are to be discouraged. (Note that in .order
to facilitate printing of this manual, product sum-
bol illustrations have been simplified.)

The symbols listed are typical of those found in an
inland city of medium size, such as Sacramento. Other
larger, coastal cities would have had additional sym-
bols because of their size and location. These would
include symbols for the sale of navigation instrum-
ents and fresh fish. .

Some of the listed symbols are no longer applicable
to modern commercial development within the 0ld Sac-
ramento District. The complete list is shown only
to make this section comprehensive.

Direct display of goods for sale was another method
used to advertise certain types of businesses. Many
did not use this sales technique, however. 1In 1850,
Sacramento passed ordinances forbidding the sale and
storage of goods on the sidewalk. This space did not
belong to the store owner, but rather to the city.
Sacramento, like most other cities, however, was nev-
er able to completely abate this form of advertising.
It also must not be forgotten that the original street
surfaces were dirt, and goods displayed outdoors :were
subject to sollage. Vandalism and theft were also
potential concerns during the past, as today. Conse-
quently, heavy, durable goods, such as large pieces
of hardware, were the most commonly displayed prod-
uct outdoors. Light-weight, low-value goods, which
included tinware and small brooms, were often tied

or wired together as ''display strings' hung from a




nail or wooden peg on a canopy column or on a build-
ing face. Most businesses dealing in "high class"
or valuable merchandise, displayed their wares in-
doors and/or in display windows.

The introduction of product displays as an accepted
method of advertising for current tenants of the
Historic District raises a major concern. .Many items
sold today were not available during the historic
interpretive period of the Distriet and outdoor dis~-.
plays of such items as plastic toys, automobiles and
airplanes would be disruptive to the District's goal
of recreating the historic character of the 1849-
1875 period. Consequently, only materials available
during the interpretive era of the District, as out-
lined in the text, will be permitted for outdoor ad-
vertising. '

The following listing indicates the appropriate
symbols and product displays used during the Old
Sacramento time frame. Product symbols and dis-
plays will be restricted to those listed. Sym-
bols and displays will only be permitted when
they are representative of the business type that
the symbol and displays typified historically.
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BUSINESS TYPE

Pharmacist

Tailox

Boot/Shoe Dealer
Saloon/Auction House
Broom Maker/Dealer
Barbershop
Watchmaker/Jeweler
Optician
Photographer
Saloon: China Dealer
Carpet Dealer |
Hardware Dealer

Hotels, Theatefs,
Saloon, Billiards

Stable
Tack and Harness Shop
Cooper

Book and Stationary
Store

Haberdashgr
Gunsmith

Cigar Dealer
Tinsmith

Product Symbols and Displays

SYMBOL OR DISPLAY

Mortar with Pestle
Men's Coat or Shirt
Men's Boot
Elephant*

Broom and Brushes
Barber Pole

Pocket Watch

Eye Glasses
Camera/Photographs
Pitcher

Rugs

Agriculture Imple-
ments/Hardware

Special Gas Lamp

Horse
Saddle
Barrel
Book

Top Hat
Rifle

Wooden Indian
Tinware

* One of the few saloon themes illustrated by a
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