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Preface

Have you ever needed to have beautiful and customized
business cards? Have you ever worked under a very tight
budget? Have yau ever wanted to get business cards
immediately? In the old days, this kind of service was
neither while-u-wait nor cheap. Yet, it was not easy fo
get one. One had fo pay seperately for both design and
printing. Moreover, you had to pay for a ton of cards,
just fo try out with risks and make it costs reasonably.
Hopefully, you never had ta make any changes for what

we had already paid for.

Then ane day, | happened to be in the shopping mall where
the business card machine was located. | was very much

interested in this machine in which | can create and get the



business cards within a few minutes just fike an ATM
machine. It is a great combination of business card
design, multimedia kiosks and electronic prepress

technology. What o wonderful machine!

Beside that the first inspiration at the mall, | alsa
had o chance to recieve catalogs from PaperDirect.
This paper company produces full-color impact and
beautifully predesigned papers that can be printed by
loser or ink jet printers. Their products help everyone
create an entire coordinated corporate image that

looks professionally designed.

Therefore, | decided to combine the business card
machine and PaperDirect. | thought this is it, this is

what | want to do for my thesis. It allows me to

apply my skills in computer graphics design and graphic
design by creating the multimedia kiosks for business
card machine. It would help the non-designer produce
their own business cards with satisfactory results and

much quicker service than ever.

| hope, maybe some day, this thesis could be my

real business project.



My interest in this thesis subject would touch mainly upon
the “Kiosk for Dorit-Yourself Express Business Cord Maching”
ond reloted oreos of that noture. Living in the twentieth
century inspires me of the inferoctive ero in which human
interpersonol communication is rore to accur. Technology

in o form of interactive machine is ploying on imparfont role

in technolagicol life. Interactive shopping is considered truly

convenient nowodoys.

Accarding to Aoron E. Wolsh in Destination Mulimedio,

he sees the kiosk-bosed interactive muliimedio os o tool
to “provide direct contoct with consumers.” Aoron’s ideo
towords the existing multimedio Kiosks is extremely

concrete ond posifive upon which | truly ogree:



Creoting-A-Greeting machines ore on ingenious
twist to troditional kiosks. It is on on-the-spot
customizotion ond delivery of products without
having to woit in line or seek ossistance from

0 solesperson.

Being a computer graphics designer, | wonted to develap
the design of canservative business cards and make big
changes onta it. Making the selection of business card
mare attractive and impressive is my crucial abjective.
The development af designs and systems for o business
cord machine would make an advanced pace in the

design industry and technalagical society.

Mareaver, | would like to develap the kiask inferface to
moke it remarkable ta replace the standard plain black

and white text on screen (ardinary Busines Card Machine).
In oddifion, my praposal would imprave the machine in

the following ways: the autstandingly attractive oppeorance,
the easy pracess for the firstfime computer user, and the
simple-butinteresting paint-of-sale. Canceiving ideas for
this writfen literoture hos given me the inspiratian ta

pursue my dreom ta moke it for real in the near future.
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1. BUSINESS CARD

Business card design is one of the most exciting, yet most
diffficult types of design, to create. Graphic designers must
convey a great deal of information about and a posifive
image of a client in a relatively small space. As an illustration,
the designer must juggle typography, color, paper, visuals and
graphics. Al of these considerations must also comply with
mentions are usually based on a very tight budget. Few
fypes of design give a designer such a wonderful opportunity
to create something fruely unique and original. The graphic
designer must possess the basic essenfials of business card
design as well as creative imagination. The following parts
described in a sequential and logical process in order to

produce the creative yet effective business card design.



In order to understand how to design business card, some

information has been taken from Fresh Ideas in Letterhead

and Business Card Design by Diana Martin and Mary Cropper

as follows:

1.1 What is A Business Card?

The business card is the ultimate challenge for the graphic
designer fo develop and create a compelling message in a
concise format. It is an image piece that creates a first and
losting impression. For example, one business card can furn
a client on or off depending upon ifs posifive impressions

or negafive designing image at the first glance.

1.2 The Make-up of a Business Card
The basic rule seems to be to apply a business card design

solufion fo any printed piece that can be perceived as o

selling tool. Considering the compefition most businesses
face, it makes sense fo take advantage of every possible

promotional opportunity.

The business card design almost always includes the
firm’s or organization’s name, address and telephone
number, but there are many variables such as logo,

fax number, employee names and tifles, list of board
members, which are often requested fo be induded and

present unique design challenges.

The most successful business card system does two
things. It communicates the appropriate image for the

client through a careful and purposeful use of design and

design elements, and it lets the letter fulfill its intention

and readability.



1.3 Designing for a Client

The rule for designing a successful business card is know

thy client. Graphic designers need fo become infimately
acquainted with the dlient’s image or style. Most dlients

do have an image, but sometimes it won't be defined or
refined enough, or the client con’t adequately articulate it
for the graphic designer. Besides that the graphic designer
may have to help capture it. The opportunity to do this will
be in the design brief, when the client tells about his project,
business and needs. One way to prepare for a design brief
is to write a list of questions fo ask the client. The answer

o all of the questions will create a personality and budgetory

profile of the client and business.

Use the following questions s list starters:

® What does the dlient feel about his public image? What
does the client want it to be?

o What, if anything, does the client like about the designer's
existing business card design? How well does the client
think it has worked as a selling tool?

o What uses does the client plan for the business card?
Simple letter writing?

® Who is the typical recipient of the business card?

Who does  the dlient want to reach?

® Who is going to use the business card? Secrefaries?
Sales representatives? Vice presidents?

o Does the client have a budget for this job? How firm is it?

© What level of risk is the client comfortable with? Does the

client prefer fo be on the cutting edge, or does it play a

conservative wait-and-see brand of business?



1.4 The Elements of Business Card Design

Whotever design solution the designer ond the dient agree
on, it will be implemented through the coreful ond creotive
use of vorigus design elements. Often the visuol or graphic
aspect of the solution begins with the designer's sometimes
Herculeon tosk of designing the dlient’s logomork. Depending
on the impression the client needs to create, other graphic
elements con be on effective port of the design solufion. For
exomple, the childlike stick figures used for o pediofricion or

the friendly looking dolmation used for o hot dog restourant.

Anather woy to communicate on image is through the
selection of typefoce. For exomple, o design for on
accounfont or lowyer would prabobly coll for o frodifioncl

ond conservotive typeface. On the ather hand, less radifional
clients, mony designers find mare madern computer fonts to

be porticulorly suitable for the business cords.

Color selection is another importont element of business cord
design. A grophic designer’s chaice must be bosed bath on
the dlient’s budget ond on the imoge he needs to canvey.
One-color prinfing is not only the mast economical; it is often
the mast oppropriote for conservotive clients such os bonks
ond insurance componies. In contrast, if the dient hos
money for multicolor to estoblish himself os creofive ond
progressive, toke odvontoge of the opportunity. Color

con achieve o wide ronge of effects such os creating depth,
commonding ottention, orgonizing, dividing, infensifying

or subdueing.

Probably the most bosic, but sometimes leost considered,
ingredient in business cord is the poper on which it's printed.
Tadoy's morket offers hundreds of voriations suitoble for
business cord, and determining which poper will wark best

with which printing technigue is no eosy job. The paper’s



2. KIOSKS

color, its fiber content, its texture, ifs size and weight and
its availability in business card stock will dll play a port in the
selection. And for the environmentally conscious, recycled

paper now comes in an exciting array of colors and fextures.

1.5 Standard Size of Business Card

Business cards can be folded or unfolded. They can have a
design or information printed on one side or both sides; the
choices are virtually limitless. The business card, however,
should be durable and easy to carry. Because cards are
handled frequently, they should be printed on a heavy
weight of paper. Most business cards measure  3.5" x2°,
but through folds and die cuts, many kinds of cards may
be produced. If the business card will be folded, have it

scored on the press fo ensure accuracy.

Today, many multimedia kiosks are addressed by two

basic needs. They convey the information fo many people
in a consistent way and they make its access appealing

and useful. Kiosks allow people to search far information at
their own pace and “ask questions” without imposing on
others. A user can request the directions aver and over
again and the kiosk will reply in  consistent manner,
whereas a person might be tired of repeating the same
information and answering the same quesfions. The

key to a successful kiosk is a highly usable interface

which o wide variety of people can understand.




2.1 What Are Kiasks?

Kiasks are public installatians designed ta make infarmatian
accessible ta many peaple. Mulfimedia kiasks (camputers
haused in attractive shells) can be faund in hatels, music
stares, museums, shapping malls, galleries, dirparts,
renfal car agencies, canventian centers, theme parks,
zaas and ather public enviranments. While same of these
camputer infarmatian centers are strictly educafional ar
service-oriented, athers cambine infarmatian at the paint-
afsale with advertisements and pramatians. In addifion to
praviding useful infarmatian ar advertisements, a kiask
may alsa survey users in arder fa callect market research

infarmatian, public apinian, ar ather dafa.

Mast kiasks are custam-built far a particular client and o
particular enviranment. As a result, dear cammunicatin
between the dient and praductian hause is crifical ta
creating a kiask that perfarms its functian an schedule and
under buget. Other tasks invalve finding the right level

af infarmatian and assembling the necessary hardware ta
fit the function and the design. The pravisian of basic
functians and infarmatian technalagy at the kiask is likely

ta be based salely upan the service abjective and lacatian.

2.2 Considerations

In the back Macramedia Directar Design Guide, Cathy
Clarke and Lee Swearinger, depict same cansideratians
far kiosk multimedia design which are described in the

fallawing paragraphs:



2.2.1 Kiosk Environment

The characteristics of the environment where the multimedia
project will be used may have some impacts on a project.

The location, lighting and ambient sound are all elements
that can affect a design. A public installation is quite different
from a house use. A public site may be able to use better
quality equipment than most consumers can afford but will
also require more durability and protection from weather or

theft. These followings are the issues for kiosk environment:

2.2.1.1 Public Spaces

Consider lacations where people naturally congregate or

wait, such as labbies, lines in a supermarket, bus terminals,
airparts , or hospitals. A kiosk that allows people to have o
prompt service or less time-consuming can attract a greatly

pafronage.

In the public spaces, privacy is an issue. Same Kiasks are set
up to project screen activity onto a larger overhead monitor.
The appropriateness of this setup depends on the content and
the type of interactivity. For example, if the user is entering
name and address information, this would be a poor choice.
Automated teller machine Kiosks are also designed for privacy
so that the display screen can only be read by a user standing
dirctly in front of the kiosk. For public use, provide wheel
chair accessibility to the kiosk and consider other physical
characteristics that may be unique to your target audience
such as the height of the kiosk’s average user and whether

this user is a child or adult.

2.2.1.2 Sound

The ambient noise, foot traffic noise, and nearby sound
sources like ir condifioners are all elements that will offect
the ability of a user ta hear sounds from a kiosk. A designer

needs fa take these infa account to determine valume levels



and how much sound to use. Another issue is the impoct
the sound from a kiosk will have on the environment.
Some ploces like commercial shopping areas may be noisy
and more accommodating to sound. In other places like
museums of libraries, sound may be obstrusive. In these
coses, kiosks may need fo be placed in special areas or

provided with headphones.

2.2.1.3 Lighting

Glare on the screen can adversely offect the visibility of any

disployed information. Kiosks should not be ploced in direct
sunlight and the ambient light should be ot  readable level.
Just s the impoct of the sound on the environment needs o

be taken infa account so does the impact af the graphics.

If a room has a green undertones then it may be distracting
to have o kiosk with a blozing red display. Also, displays are
commonly designed to atiract people but they moy take oway

from the environment if they are so busy os to annoy.

2.2.1.4 Security

Security can include anything from the security of a iosk,
any of its companents, or the information in the kiosk to
the security of the user while using the kiosk. Lighting,
access, ond posifioning are considerations that will offect

securify issues.

2.2.2 Network

A sophisticated network of kiosks might involve o dozen
kiosks stafioned throughout an area, such as a shopping
mall, ond networked to a single server. These iosks

could provide store locations, generol news, and consumer



2.2.3 Hardware

information, such as product availability and comparative
descriptions. Some can be designed ta receive nightly

updates from merchants and adverfisers.

Costs can range from $10,000 for a single-site kiosk on
standard equipment o over $1,000,000 for a networked,
mulfiple-unit system. Prices vary with the degree of quality,
time, media and content complexity, hardware components,
number of stafions, and maintenance required. A midtange
kiosk might showcase a company’s products and capabififies
using exfensive full-color animations and video, while o
simpler kiosk might be based on an interactive HyperCard
stack using text, graphics, and a few simple animations.
Speciol hardware or the use of video many increase the

cost dramatically.

A common hardware component in most Kiasks is a fouch-
screen inferface, an alternative to a keyboard and mouse.
It aflows people fo easily inferact with a kiosk by physically
touching selections on the screen. Rarely do public kiosks
feature keyboards because of the difficuty and time involved
in keying in requests. Another component may be a
videodisc player fo show video segments. These analog
players are more prone fo breakdowns and more expensive
to update than using digital video compression boards, but
they are still a common choice for many developers. Other
components may include credit card readers, bar scanners,
printers, or other types of input and output devices. The

booth that houses the equipment also needs to be tailored

o the environment. It should look good, have appropriate
lighting, signs, and instructions and be durable and secure

enough fo protect the equipment housed in the booth.



2.2.4 Maintenance

The custom nature of kiosks, the frequency of use, and the
hardware components often make support and mainfenance
a big issue. Monifors may need fo be replaced because of
burnin. Videodisc players, credif card readers, or prinfers
may need mainfenance or replacement because of wear.
Kiosks may need backup equipment on site for most
components, as well as people trained in both routine and
special maintenance. Maintainance not only applies fo the
physical components but also to the information and confent
provided by kiosk. Kiosks that contain outdated or incorrect

content may be more of a disservice than an aid.

2.3 Kiosk Design

Arriving af appropriate design decisions will likely require
in-depth market research into raffic flow, buying patterns,
and information needs. A production house may benefit from
having some type of marketing knowledge or expertise on

hand to help inferpret this research into design decisions.

According to Multimedia Demystified A Guide fo the World

of Multimedia by Apple Computer Inc., there are two rules

of thumb mentioned by many developers are to keep the
interface simple and o provide prompt feedback. The
organization of the information and the design of the inferface
is important, since much of the audience may not be familiar
with computers and may not have a lof of time o fry to figure
out how a system works. Most kiosks feature an attraction
loop that invites people fo use the number of “hops” or
branches of information to @ minimum. Kiosk design is

composed of two following principles:



2.3.1 Information Design

Salving communication needs is on essentiol design tosk for
any product. Informotion design oddresses ways to orgonize
ond present information in o meaningful ond useful form.

It includes the infarmation in oll medio (whether fextual,
aural, or visual) and, to some degree their interaction.
Where graphic design is primarily concerned with creafing

0 beautiful visuol orrangement of information, informotion
design is concerned with creating o ear, accurate, ond
meoningful arrangement af information. This is not fo soy
thot graphic design ond information design ore necessarily ot
adds. In the best cose, information con be both otfractive

ond meoningful, ond succeed from both stondpaints.

Information design con offect the color, loyout, sequence,
and styles of any medio, but it is most cancerned with the
arganization of all elements in an entire product. The
arganization affects the communication of those elements.
For exomple, rearganizing oll of the wards in a dictionory
by arder of everyday use insteod of olphobeticol order

wauld change haw o user might search for words or moke
associotions. Visual dictionories use pictures and scenes to
ollow users ta find o ward for something they con identify by
sight. A thesaurus groups words by similor or apposing

meonings. Each solufion solves o porficulor need.

In the baok Information Anxiety by Richard Saul Wurman

identifies five general ways to arganize ony information:



2.3.1.1 Alphabet

An example of organizing data alphabetically is o telephone
directory or Rolodex file. Alphabetical organizations have no
inherent meaning but most people who speak Roman-based
languages are more than fomilir with this sequence of letters.
However, the alphabet does not necessarily franslate into
other languages. Users who speak Asian, Semitic, or Cyrillic
longuages may be unfomilior with “an olphabet” and thus

unable fo find things.

2.3.1.2 Time

Organizing by time can be effective in relating events to each
other. Train schedules and theater listings do this because
this is the most important aspect of their use. A fimeline
might be the navigation method for @ muliimedia piece
depicting the evolution of a speies. Time is a particularly

useful organization because just about every culture on earth

shares a common method of measuring time. In foct, the
international time standord is active in nearly every spot
throughout the world (although somewhat confusingly in

Southern Asia and along the north coast of South America).

2.3.1.3 Location

Ordering information by location is o common form of
presenting spatiol relationships and is parficulorly effective
when such relafionships are port of the message. Maps
are obvious examples of organizations by location. A less
obvious example is a medical book that starts of the top
of the body (the head) and works its way down to the
toes (the thigh bone’s connected fo the knee bone...).

A multimedia piece about outomobiles, for example,
might explain each component and major subassembly
when users dlick on that component from o detailed
illustration of a car. The illustration essentially forms o

“Table of Contents” for the product.



2.3.1.4 Confinuum

Continuums or mognitudes con be onything with two opposing
porometers. Number systems like the Dewey Decimol system,
used fo cofolog books in o librory, ore confinuums where
mojor ideos ore represented with o number from 0 to 999;
minor ideos ore divisions from the mojor represented by o
decimol number from .000001 t0.999999. Mognitude con

"

be from “best fo worst,” “leost to most,” or “biggest to
smollest” or vice verso. A multimedio fitle obout movies
might be orgonized from highest to lowest revenues or

highest to lowest budget. A gome might be orgonized by

levels of difficulty.

2.3.1.5 Category
Finolly, content con be orgonized by cotegory. Cotegories con
be obvious or unexpected. They should be chosen to reveol

something obout the content itself. How content is grouped

or seporoted speoks for the purpose ond understonding its
areofors intend fo communicote. Newspopers, for exomple,
ore often orgonized by cotegories such os Business,

Enterfoinment, Sports, Food, Books, ond Clossifieds.

Informotion Design Tools

When orgonizing informotion, certoin tools lend themselves
well fo cerfoin functions. A mop or diogrom might be useful
to depict interoction or relofionships of different elements.
Qutlines describe order ond sequence well. Informotion
mops informofively describe elements ond their connections,
especiolly when the connections outnumber the connecting
points. (An informotion mop is o web or tree thot shows oll

the elements ond connections between them.)



In film, theater, or videa praduction an effective tool

for visualzatian is o starybaord. A staryboard is an illustrated
scene-by-scene plan far telling a stary and for indicating

the balance of visual and ourol elements in each scene.
Staryboards, by nature, are arganized by time since that

is the unifying campanent. In many ways the experience

of multimedia is like that of film or theater, meaning that
several forces are ot play in creating o rich experience.
Astarybaord, therefore, can be a useful taal for describing
the multiple “tracks” that wark together ta create o

multimedio experience.

Anather useful taol for designers is o noteboak to capture

design ideos for future reference and fo communicate them
with athers as necessary. A glimpse inta o designer’s nate-
baok might reveal pendl sketches of screen designs, rough

autlines of navigatianal paths, quick studies of onimated

characters, phane numbers of passible recording studios, ar
anything that represents the fload of thaughts-in-process thot

are inevitable in any design pracess.

2.2.2 Interface Design

Interface design is very much like infarmation design but

its domoin is mainly screen display and interactivity with
computers and electranic devices. Many of the some
organizatianal cancemns apply but there ore some odditional
anes that deal with specific media and with specific interaction
in an electranic enviranment. Inferfoce design encomposses
everything a user sees, touches, hears, ond interacts with.
While many project managers, pragrommers, ond inferfoce
designers define interfoce design os o primarily visual

exercise dealing mastly with screen, button, ond icon
design, ifs scape extends ta include ol visuol companents

os well os oudio elements and, mast importontly, interaction

and novigafion.



The interface design orients the user fo the experience or
message of the project. Paradoxically, the best interface is
one that is fransparent fo the user, meaning that it does not
distract from the purpose and message of the experience.

A transparent interface is one that is so subtle and quiet that
users do not perceive an interface ot all. Elements of the
interface range from screen layout and color selection to
modes of interaction such as a touch screen, keyboard,

joystick, or voice control.

2.2.2.1 Principles of Interface Design

Interface design presents a challenge of balancing different
fraditions of communication to create @ meaningful and
understandable experience for people. The first question an
interface designer should ask is, “What is the experience
people should have?” Defining the experience defines the

interface design. If the experience is a conversation, the

interface should draw from the conventions of human
conversation. If the experience is that of a journey, the
interface should give a person the means to orient and
explore. A good interface respects human infelligence ond
foculties without getting in the way of understanding. A
poor ar nor-intuitive inferface cantinually reminds people

that they are working with @ machine.

Each medium has a fradition of experience and a history of
how peaple relate o it. Reading a boak may seem like o
passive experience but people do more than just read the
words. They underline them, dog-ear pages, scribble notes
in the margins, look up words in a dictionary, drop the book

accidentally in the tub, and lend them to friends. One of the

challenges of interface design is to allow the user as much

control of the environment as possible.



The Apple Human Interface Guidelines presents principles

of the Apple Desktop Interface and the particular specifications
of standard interface elements. These guidelines can be
interwoven with the design conventions of other media

such as literature, music, video, and film.

A) Metaphors

A metaphor allows someone to understand and experience
one kind of interaaction in terms of another more fomilir
kind. Use metaphors based on realworld experience and
moke them clear so that users have a set of expectations

to apply to the computer environment. Carefully croft o
visual, aural, and behavioral environment ta support the
metaphor. Build a stable and consistent warld for the
metaphor. Even an inferactive game that tokes place an the
distant planet Devargas should give the player a way fo find

their way around.

Sometimes structuring the interface in o metaphor can clarify
the interaction. One might present information about a dity
with o street map interface. An inferactive pragram to teach
research skills to young people might use the metaphor of an
archeological excavation, complete with maps, excavation
“tools,” “finds,” and perhaps a local quide. Organizing the
interaction around @ metaphor can only be useful if the
metaphor is familiar, stable, and consistent. Misusing o

metaphor can range from being cormy fo irritating fo unusable.

B) Direct Manipulation
Peaple want to feel that they are in charge of the computer’s
activities. They expect their physical actions fo have physical

results and want their tools to provide feedback. Objects and

their properties should be movable. This is especially true of

multimedia programs which invite inferaction. See figure 1.
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() See-and-Point

Peaple select actins from alfematives presented on the
screen. They rely on recagnifion, nof recall; they should not
hove to remember anything the computer already commands.
A multimedia pragrom that requires o complex manuol for the
users may not lost long. If peaple understand whot has fa be
dane, they can usually figure aut how fa da it. For example,
if someane wants fa quit o progrom, they will thru the abvi-
aus first (such os the ward QUIT or on EXIT sign) ond then

explare ather aptions to get the desired result.

D) Consistency

Effective applicatians are bath cansistent within themselves
and cansistent with ane anather. Peaple feel centered when
they can rely on fomilior woys ta gef things dane. With
cansistent design a persan is mare likely ta toke chances on

exploration. An ican that indicates “refurn fa screen ane”

displayed on every screen is reassuring os lang as it warks
consistently. As soan os the icon freezes or brings the persan
ta o screen ather than the ane expected, thot persan’s foith

in the system is shaken.

E) What You See Is What You Get
Implement the metophor os realistically as passible. There
shauld be na secrets from the user, na abstract commands

that anly promise unpredictable results.

F) UserInitiated Actions
The person, nat the computer, inifiates and cantrals oll
actians. Peaple learn best when they are actively engaged.

This is different from the mare troditionol model, in which

the computer acts and the user respands with o limited set

of aptians.



G) Feedback and Dialog
Peaple appreciate immediate feedback an the progress of
on operotion. Cammunication should be brief, direct, ond

expressed in ferms of the user's paint of view.

H) Forgiveness

Users make mistokes; forgive them. Fargiveness means
letting users do anything reasonable, letfing them know

they won't breok onything, and ollawing them to explore
oll ferritary. All actions should be reversible—let users

knaw about ony that ore not.

1) Perceived Stability
Peaple feel comfartoble in o computer enviranment thot
remoins understondable and fomiliar, rather than ane that

chonges rondomly. Cansistent grophic elements provide

visuol stobility; a finite set of abjects and actians ta perfarm

an them provide conceptual stability.

J) Aesthetic Integrity

Visually canfusing or unottractive disploys detract from the
effectiveness of humon-computer interactions. Avoid clutter,
Simplify representation to whot is essential for the user to
knaw, hiding the rest. Messes are acceptable only if the
user mokes them—mulfimedio opplicatians are allowed this
freedom. The user should be able fa cantral the style ond

individuality of the experience.

K) 90/10 Functionality

User operations perfarmed aften (90% of the time) should
be very simple while aperotions perfarmed infrequently
(10% of the time) con be more difficult if necessary.
Dangeraus aperations such os erasing oll files should be

difficult o do, preventing inodvertent triggering.



3. ELECTRONIC PREPRESS

In the mid 1980s, the term desktap publishing was coined
by Poul 8rainerd, who wos ot that time president of the
Aldus Corporation in Seottle, Woshington. Aldus Corporofion
developed the first populor poge loyout softwore application
for the Macintash computer—Aldus PageMoker (now from
Adabe Systems). Desktop publishing (DTP) is defined os the
use of personal computers (microcomputers), sconners, loser
printers, ond specific saftwore applicotions to creote o wide

variety of publications.

Usually, o poge loyout saftwore applicotion such os
PogeMaker from Adobe Systems or QuorkXPress forms

the bsis of o desktop publishing aperation. In the bosic
operofion, text ond other typogrophic elements ore creoted
in word processing softwore o directly in the poge loyout

softwore. Grophicimoges moy be abtained by sconning

phatagraphs ond ather ortwark or by reoting them in o
drowing or pointing sftware opplication such os Adebe
Illustrotor or Froctal Design Painter. After text and grophic
elements are combined, completed publicotion pages moy

be output on ¢ loser printer or o high-resolution imagesetfer.

The development of the relotively low-priced persanal
computers, such os the Apple Mocintosh and the IBM PC,
spurred the desktop publishing revalution, but electronic
prepress con invalve expensive hordware ond softwore.
Some prepress functions ore likely to be performed by
speciolists employed ot color frode shaps (color houses),
prepress service bureous ond commerciol printing firms.
This more speciolized field is defined os high-end electranic
prepress ond invalves the use of color electronic prepress

systems (CEPS).



A less expensive approach to electronic prepress is represented
by mid-ange prepress systems. These fall somewhere
between desktop publishing and high-end prepress systems

in cost and capability.

3.1 When Desktop Publishing Becomes

Electronic Prepress

The degree of involvement by graphic designers and other
deskfop computer users in prepress activity depends on the
sophistication of available hardware ond software and the
ability of the individual. For example, a person who creates
a simple advertising flyer using a page layout software
application on a Macintosh computer and then autputs the
final layout on a deskfop laser printer at 300 dots per inch
(dpi) is performing electronic prepress work at its most basic
level. The 300 dpi output can be taken to a print shop where

a prinfing plate can be made from it. The resulfing printed

flyers would be adequate for the adverfising purposes of many
business. In fact, this type of prepress acfivity is quite
widespread now that desktop publishing technology has

become so popular.

3.2 The Publishing Process

In the past, prepress work was exclusively done by people
frained to do spedialized jobs. Publications were usually
conceived and designed by graphic designers and others
whose expertise lay primarily in art and editorial functions.
Comera-ready artwork was handed over fo the specialists
employed at a prinfing firm, and the next time the origination
or saw the publicafion, it was in the form of a proof copy
which showed how the publication would look when it come
off the press. For the sake of discussion, we will call this the
" traditional publishing process”. The fraditional process has
all but given way to the use of personal computers in the

“deskfop publishing process”.



3.3 The Traditional Process and the Desktop Process
In both the tradifional process and the desktop process,

a publication begins when it is conceived and designed.
The designer uses rough sketches and a fully-realized
mock-up called a comp (abbreviation of comprehensive)
to communicate the design concepts fo others involved in
the project. Comps can be quite elaborate. They may
utilize the actuol paper stock that the job will be printed
on, and, in the traditional method, show color elements
rendered by marker, paint, or colored paper. In the
desktop method, the comp can be much more accurate
at showing what publication will eventually loak like when
it's printed on a printing press. Since the publication is
being created on a computer, oll the fext and graphic

elements can be rendered in more or less their final state.

The publication can then be output to a color printer, showing
colors, typography and other elements much more accurately
than a tradifional handmade comp ever could. See figure 2

and figure 3.

3.4 The Digital Mechanical

The process of creating a traditional mechanical is being
replaced by the desktop method. In the desktop method,
the mechanical is created entirely in o computer. Type is
areated and formatted in the computer, and photographs
and other artwork are either scanned or created in the
computer. The computer replaces the fraditional fypesetting
pracedure, and the scanner replaces the process camera.
When images are created by a scanner, they are said fo be
digitized images. The term digital is often used to describe
the functions of a computer, referring to the numerical basis
on which a computer processes data. Desktop publishing

allows type and graphic images to be combined electronically



1 Concept and Design

The project begins with a penal rough
or a color comp. Discussion among
individuals involved in the project results
in a final design.

2 Typesetting

Type is set a professional typesetter
from copy prepared by the designer,
copywriter, or editor. Type galleys are
returned to the designer or production

qgﬁl@%i [7) on @ﬂ artist. Changes require additional
Publisiing

S m typesetting time and expense.
Tocess figure 2

3 Camera Work

Photos, logos, and other illustrations
are sized fo fit the layout and
photograped with o process camera.
Prints, or stafs are refurned to the
designer or production artist.

4 Camera-Ready Mechanicals
The designer or production arfist
prepares o mechanical by pasting up
type and graphic elements.

5 Final Camera Work

The process camero is used fo make film
negafives or positives from the paper
mechanicals. Color seperations for spot
colors and color halftones are alsa made
at this point.

The film is prepared for plate-moking by
a stripper who assembles ol the pages
and other elements.

] Printing Press
Printing plates are made and the project
is printed, folded, and bound.



The project may sfill begin with o
pencil rough, but it's just as likely that
it will begin an o computer because
design changes con be so easily made.
Text is generated in o word processor
or directly in opage layaut applicatian.
Typographic changes are easy o make
ot any stage.

Desliop B 2 Giophis |

Graphic elements are digitized with a

[/@ U ﬂ IS, ﬂE%] scanner or areated in o graphics
rocess figure 3 software application. Special effects

and color adjustments can be applied

with image manipulation software.

3 Electronic Mechanicals
Text and graphics elements are
combined in o page loyout sofiware
application. Calor information is an
integral port of the publication file.

4 Electronic Stripping
Futher adjustments, such as inserfing

high-esolution digital halftones or
trapping colors, may be made fo the
electronic mechanicals by o
professianal prepress service provider,
or the publicatian may be output
directly to film ar printing plates on

0 high-resolution imagesetter or

film recoder.

Printing plates are made , and the
project is printed, falded, and bound.
Same types of digital presses da not
use plates, or the plates are made
an the press through digital imaging.



in a manner which might be thought of as a metaphor for the
fraditional paste-up board. The resulting mechanical can be an

almost exact representation of the final printed piece.

3.5 The Software Base

The basis of the desktop method is a software application
which provides the electronic paste-up board. This type

of software is known as page layout software. Two have
dominated the field so far—PageMaker and QuarkXPress.
They are both available in Macintosh and Microsoft Windows
versions. Page layout software allows the user to exercise
complete control over typographic elements. In fact, the
amount and ease of control exceeds that of any previous
typesetting technology. The only problem with this

revolutionary technology is that many of the people working

with fype in o page layout software application are not
professianal typesetters or graphic designers. Consequently,
many of the resulting publications do not have the finesse
that a professional hand would apply. For example, a novice
will often combine inappropriate fypefaces or utilize type sizes
and styles incorrectly. It seems that this is merely a matter of
education, hawever, and individuals who are working with
page layout software are leaming that there is often more to

a printed page than first meets the eye.

The benefits of computer-generated type are many. Easy
access, rapid revisions, vast choice of fonts, and sheer
economy are only some of the reasons computer typography

is 50 successful.



3.6 Software Applications

3.6.1 Page Layout Software

Standard page loyout software applications form the basis
of desktop publishing and electronic prepress. Special
proprietary software, such as Hell ScriptMaster, Scitex
Visionary , or Crosfield Studiolink, is used in high-end
prepress operations to link desktop software with the high-
end scanners and film recorders. However, there are two

widely-used desktop publishing applications in the prepress

systems and service bureaus; PogeMaker and QuarkXPress.

3.6.1.1 PageMaker and QuarkXPress

PageMaker and QuarkXPress are fierce campetitors, and
users are offen equally fierce in their advocacy of one or
the other of these software applications. The two software
companies are constantly changing and improving their

products to meet the demands of the market, and

PageMaker and QuarkXPress are both excellent page loyout
software applications. Both are available in Macintosh and
Windows versions. Any statements regarding which product is
better are essentially subjective and affected by personal bias.
Objectively, the twa software applications are approximately

equal in their ability to generate sophisticated publications.

3.6.1.2 How They Work

A page layout software application allows the user fo
electronically combine text and graphic elements such

os scanned photos, illustrations, and lines and boxes.
PageMaker and QuarkXPress each take o completely different
approach fo the process of incorporating elements into the

electronic layout, but there are many similorities, especially

in typagraphic features. Both applications can import o wide

variety of file formats.



Both applicatians create an the manitar screen a dearly
defined layout page and pastebaard area cantained within
a document window. This page can be any size up to
48" x 48" in QuorkXPress and 42" x 42" in PageMaker.
Bath applications allaw text and grophic elements created
in ather saftware applicatians, such as word pracessars

and drawing and painting pragrams, fa be imparted info

the publicatian layout. Scanned images can alsa be imparted.

It is in the manner that these elements are displayed an the

page loyout that the two pragroms differ mast.

In PageMaker, imparted fext and graphic elements are
ploced directly an the loyaut page where can be manipulated
os a discrete abject. Text flow is contralled either by calumn
quides ar by adjusting the size of the text abject. Graphics
appear in much the same manner as they da in their

ariginating saftware.

On the ather hand, to impart text or graphics infa
QuarkXPress, o box must be created to contain the element.
Text boxes are created far fext, ond picture boxes are
areated for graphics. Text baxes canfral the flow of fext
and can be formatted with calumn guides. Picture baxes
display graphic images accurately, but the edges of all

baxes are always apparent unless guide display is disabled.

Both saftware applicatians have similar typagraphic features
to format font, size, style, choracter width, keming and
tracking, etc. Graphics can be resized, crapped, rofated,
skewed, and flipped in bath applicatians. Bath applications
have ward-pracessing features such as spell checking and
search and replace. Text and simple graphics such os lines
and geameric shapes can be created directly an the layaut

page in bath PageMaker and QuarkXPress. Other camman



features indude style sheets, digital halftone manipulation,
text wrap-oround on graphics, color formatting and separation
capabilities, and library files for storing text and graphic
elements. QuarkXPress provides built-in color trapping
features. Trapping in PageMaker can be accomplished with
an add-on called TrapMaker. Indexing, fable of contents,
and book ossembly features in PageMaker give it an
advantage for long documents. Both software companies
have made arrangements with other developers to provide
software adjuncts which address specialized needs or enhance
the basic features. In QuarkXPress, these are called
"XTensions;” in PageMaker, they are known as “Additions.”
XTensions and Additions perform such functions as color man-
agement (EfiColor XTension) and creating printing signatures

(Build Booklet Addition).

3.6 Final Qutput

Several aptions exist for outputing desktop publications.
Assuming that the publication will be printed on an offset
press or by some other means of mass reproduction,

the computer file containing the page layouts (electronic
mechanicals) can be autput to paper or film on a laser
printer or on a high-esolution imagesetter. That output
can then be used to make printing plotes. It is even

possible to output directly to printing plates.

The most obvious difference between laser printers and
imagesetters is the resolution. Laser printers provide output
in the 300 to 1,200 dpi range, and imagesetters work in

the 1,200 to 4,000 + dpi ronge. Another major difference

is in the quality of the output. Although a 1,200 dpi laser
prinfer and 1,200 dpi imagesetter have the same resolution
rafing, output from the imagesetter will usually look better

due to ifs photographic quality. A toner-based laser printer



simply cannot provide as sharp an image as the photographic
process used in an imagesetter. The difference is especially

apparent in digital halftone.

If a printing press is not the ultimate goal, then a laser
printer, color printer, or color copier may be the final output
device. Allowing for the image quality limitations inherent in
such devices, it’s not unreasonable to reproduce hundreds of
copies of a publication. Some business routinely reproduce
letters, business cards, adverfising flyers and so on with their
loser printers. Even full color brochures can be economically
produced on such deves as a Canon photocapier fitted with a
Fiery controller. The Fiery confroller (developed by Electronics
for Imaging) is o PostScript interprefer which creates good
confinuous-tone color images. This kind of final output for
business presentations and short+un color is an important

aspect of electronic publishing.




@Zf@@ﬂ

A

The first thing that | decided fo do is to research and to focus
on the business card machines. These machines are available
mostly in the public areas such as airport, shopping arcade,
supermarket and wholesales store. As menfioned earlier in
the preface, the first business card machine that | had seen in
the shopping mall has brought the inspiration for my concept
of o card machine: service rendered at ease and safisfactory

system operafion. See figure 4.

This research was established and based on three key

components: business cards; kiosks; and electronic prepress.
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1. BUSINESS CARD RESEARCH

Its "too” simple design is nat quite otfractive yet baring.
It lacks design elements: visual, graphic, calor, ond
texture. The plain stondord black and white typagraphy is
commonly found. The use of white paper in steod of the
paper sfack drows back the first impressians. The design
neither creates excitement nor drows any aftentian.

See figure 5.
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figure 5




2. KIOSK RESEARCH

It lcks proportional visual arrangement on the screen
interface design such as color, layout, and graphic.

The simple black and white fext is not quite convincing.

It provides a keyboard and a fext on screen for interaction
and navigation instead of dealing with buttons, icons
design on screen and voice confrol. Moreover, the fips
helps and the card design selections are misplaced next

to the monitor instead of on the screen itself—that would
take the user somefimes to find out for help. In addition to
that the point-of-sale looks dull and unattractive. There are
two parts for researching this machine’s kiosk: Card Design

Panel and Control Panel . See figure 6.

figure 6



2.1 Card Design Panel

The card design panel is on top of the machine.

It separates from the screen monitor and shows
variation of business card limitedly on both sides
of the panel. The number above each card design
samples are neccessary for the user in order fo

operate the machine. See figure 7.

2.2 Control Panel

The user can operate this machine by using a control panel
which places below a cord design panel. This confrol panel
includes a screen monitor (on the right side), a keyboard
(below center), helps and tips (white square on the left

side). See figure 8.

figure 7
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3. You have selected (quantity of cards

2.2.1 Screen Monitor and prices).
This screen interface has no color, buttons, or graphics. © If you would like to change your
There is only text which is visible on the screen: selection, please wait for previous
1. Welcome to the Express Card Machine. display to re-appear and then make
® Press key E for English. onother selection.
® Press key F for French. ® Please insert money.
® Press key S for Spanish. o Accept ST and 55 Bilks.
® Select languages to view prices. ® Press Enter to Continue.
2. Please select one of these fallowings. 4. You now have 15 minutes to design your card.
o 4 small or 2 large S1 press A. o Select your card style from the samples
© 10 small or 5 large 52 press B. on the display and type its number, now.
o 40 small or 20 large S5 press C. © Press Enter when selection hos been
entered.
® Press Enter fo Confinue.

o Correction to Amend.



5. Please type your information.

© Type Company’s name.

© Type name (Title/Position).

o Type address (Telephone/Fax).

® Press Enter to Continue, next line.

® Press Correction fo Amend.

o Press Previous fo o to the Previous line.

® Press Enfer to Print.

6. You hove recieved (quantity of cards
and prices).

o Your card is in memory if you
would like another set of cards.

o Press Enfer to Menu to design
another cards.

o Press Correction fo make another

set of cards.

2.2.2 Keyboard

The keyboard is the most important device for this machine.
The user con command and access fo it by pressing the
corresponding buttons on keyboard; Previous button, Next

bution, Enter Bution, and efc.

2.2.3 Helps and Tips

The helps and fips function is o fundomental need called
for to a self<ervice machine operation. The users may
ake o litle fime to understond and to remember how fo
use before starfing fo operate the machine. It should be
the "see-ond-point”; instead of the “remember-and-fype”.
The following ports are about the explanation of helps

ond fips that appear on the left white square:




2.2.3.1 The Explanation of Help
Use the Express Card Machine fo make professional
business cards in just a few minutes. Instructions
will appear on the screen once you have inserfed your
money. We suggest that you first take these steps :
@ Pick a card style from the samples above.
© Decide what you want to put on your card.
* Select the language you understand by pressing

it first letter.
* Select the quantity of cards you want o print by

pressing the letfer for that quantity.

« Insert bills face up on the right front of the machine.

2.2.3.2 The Explanation of Tips

® Print a small amount of cards first. If they are exactly
the way you want them, you can print additional sets
immediately after the first are printed.

© While the machine prompts for specific information,
like ‘name’, you can type any information in any field
or line.

* You can skip any line— our samples include all
available lines.

® If you run out of room on a line, try using lower case
letters— more wil fit on a line.

© Remember fo identify which numbers are for felephone
(Phone or Tel.), Facsimile (Fax or FAX), Work, Home,

Cellular, efc.

e (heck each line for errors before going to the next line.
It helps to write the information on a paper before

putting in yaur money.



All publication send directly to an electronic black

3. ELECTRONIC PREPRESS RESEARCH and white laser printer. This laser printer can

For this machine, electronic prepress is operated by computer, produce output of 300 dpi, however; the quality
however; it is confrolled by user. The printing materials and is poor and it is limited fo black and white and also
designs are available for finished products on premises. The the only option which is available for this machine.

users have absolute control over the machine. This is the

way it works:

The user chooses one of the business card designs from the
design panel first, then he has to type afl of the information
that he wants to oppear on the business cards. After that,
typography and font which have been formatted on each

individual designs, are generated and ready to the next step.




1. THE DESIGN OF LOGO

In my opinion, this system shauld hove o self-described
nome thot con identify and represent the system itself.

| come up with o cauple of names such os Quick Cord,

Cord on The Run, etc. Eventually, | picked out “Cord-fo-go”
which | think it is the most suitable one for the system:

self-exploined with o cleor description.

After noming this system, | started designing the logo.
See figure 9-12 for the first idea logas to the finol lago.
The concept for designing the loga is to be simple,
memorable, eosily recognized and fimeless. All endeovors
con moke the client capture the essence of this system,

yet realize instantly what this system is oll abaut.



In association with my concepts, the logo image is
designed to be a direct franslation of its name as the
following paragraphs:

o The inclination of the rectangle shape (visual image of
business card ) shows its movement and readiness in a
forwarding direction.

o The meaning of the arrow aims at the target audience
who make possible the business fransaction. And it is
a metaphor of the future trend business.

o Using the font such as Futura family can express the
concept of designing the logo.

© The brightness of primary colors such as yellow, red, blue
invifes the farget audience to try out a service as well as
reinforce a point-of-sale.

o The system overview expresses fhe easiest way of owning
business card. Ifs simplicity looks irresistably convincing to

the new users.

. figure 9
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2. THE DESIGN OF BUSINESS CARDS
Fram the variaus design selections of Paper Direct, | have
chosen eight designs which are wonderful combinations of

colors, graphics, and qualities.

Each 8.5"X11" sheet contains ten business cards that are the
tradifional 2"x3.5” standard size. See figure 13. I choose
the usual formats, because all eight designs may be oriented

to put either horizontally or verfically. See figure 14-21.
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After the design selections have been chosen, then it comes
to the typography on each individual business card. Simple
typography, first and lasting impressions are my concept.

| choose some fonts such as Avante Garde, Futura, and
Helvetica that are not too fashionable and not too traditional
styles. These three fonts are the big type families which
include various typefaces. Moreover, they are legible and
suitable to design the information on the business card such
as name, address, telephone number and so on.  With
the vast selection of the typography on each business card
designs, all business cards are appropriately designed for
every levels of dlients’ styles and personalities. See figure

22-53.
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