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Dedication 

In 1970, Charles Sullins first enrolled in one of my graphics classes. 
He had been setting type by hand for over a decade but then found 
himself nearing unemployment and obsolescence as traditional type¬ 
setting collapsed around him. Yet, instead of bitterness and anger, 
Charlie brought enthusiasm and excitement to the classroom. 

The publishing industry changed dramatically over the next two 
decades, reinventing itself every four or five years. I struggled to 
grasp and to teach each new technology and with every new class, 
Charlie appeared. Sometimes he had a handful of colleagues in tow. 
Charlie, like the technology, constantly reinvented himself. He saw 
type and design as both an art and a science and he was motivated 
to continue learning by his love for words and the impact they could 
have on people’s lives. 

This book is dedicated to Charles Sullins who, before his pre¬ 
mature death, taught me to love words and to recognize how designs 
can best bring them to readers. I taught him technology—he taught 
me lessons for living. I hope that, somewhere in the pages of this 
book, there will be a spark that ignites in you a sincere appreciation 
for design and a true fondness for words. 
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Preface 

In the past, there were two kinds of publication designers: commer¬ 

cial artists who were part of the advertising market and production 

artists working for a typesetting company or in the secretarial, print¬ 

ing, and drafting departments of a corporation. Both kinds of de¬ 

signer had a lifetime of training available through on-the-job 

production and promotions. Today, the commercial artist is called a 

graphic artist and the production artist is called a desktop publishing 

specialist. 

Desktop publishing is now 

available in word processing and 

page layout software. The respon¬ 

sibilities of desktop publishing ex¬ 

tend to many people who are not 

trained designers and who do not 

have access to a support staff to 

offer on-the-job training. Most do- 

it-yourself desktop publishers 

have good design ideas but, be¬ 

cause of the number of choices in 

type specification and quality con¬ 

trol, they experience difficulty 

transferring the design idea to a 

finished product. 

This book will become a 

companion for desktop publishing designers and students who are 

entering the market. Since changes in the marketplace have merged 

job responsibilities, the StyleGuide responds by merging resource 

information. Unlike other resources, the StyleGuide links design and 

typography techniques to the software language in a single source. 

It is an aid to visual design and will also guide the user through 

broad terms of production to specific projects such as letterheads, 

brochures, and newsletters. It details all the information needed to 

produce layouts exactly like the hundreds of samples included. 

The standards and ideal guides for quick desktop success are 

not presented as rigid rules but rather as popular and dependable 

choices. They reflect today’s trends and technology while still ad¬ 

dressing fine typographic information used by traditional typesetters. 

As you master the standard layouts, you will be able to expand your 

choices to include complex layouts and custom level designs. Instant 

reference, instant instruction, instant quality. 

The author working 
“smarter, not harder” 

with StyleGuide 
information. 
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Introduction 

The Desktop Publishing StyleGuide helps new desk¬ 

top publishers launch into publications with infor¬ 

mation and skills that lead to professional results. It 

also serves as a reusable foundation for more com¬ 

plex publications. 

The StyleGuide is divided into two sections. Sec¬ 

tion I, including Chapters 1 through 7, provides 

background information and theory that helps ex¬ 

pand design knowledge and creativity. This section, 

regarding why appropriate choices are made, is fol¬ 

lowed by how to make these choices, found in Sec¬ 

tion II, Chapters 8 through 13- The second section 

also guides the designer through twenty-five specif¬ 

ic publications. Samples of each publication give 

more than a visual reference. All the specifications 

necessary for production, along with quality assur¬ 

ance techniques, are listed. By providing the specifi¬ 

cations to plug into any software package, the 

confusion of software options is narrowed. 

The specifications are presented in three ways, 

reflecting the needs of desktop publishers: 

1. A range of specifications. Provided as appropri¬ 

ate choices for a publication but leaving room 

for creativity and design choices. For example, 

the popular sizes for a company name on a 

business card are 10-14-point type. 

2. Specific specifications. The exact specifications 

for samples included at standard and custom 

design levels allow “instant success,” saving re¬ 

search time and backtracking when deadlines 

are tight. 

3. Visual samples. Standard and custom level sam¬ 

ples correspond with the specific specifications 

listed, while premium level samples serve as ex¬ 

amples of expanded techniques such as color 

ink, paper choices, and bindery. 

The StyleGuide also provides “indicators,” which 

allow easy access to the information: 

• Charts. Approximately 400 charts and illustra¬ 

tions are located throughout the text to serve as 

visual representation. Easy access charts, in¬ 

cluding production specifications, provide in¬ 

stant information and design options. 

• Cross references. Cross references are available 

to reinforce the information and provide addi¬ 

tional choices. A designer beginning in the last 

half of the book because of production dead¬ 

lines will have the benefit of the first half of the 

book, as needed, through cross references. 

• Markers. All chapters contain markers such as 

bullets and numbers, which highlight important 

data or sequential steps. 

• Check points. Check points follow a set of steps 

when all steps are not required for all publica¬ 

tions. An example of a check point would be a 

completed job ticket, which assures the design¬ 

er that all information has been completed at 

that point for the project. 

Because the StyleGuide is presented in a 

unique, comprehensive manner, a section, chapter, 

page, illustration, or chart may be referenced at any 

time. This reference book can be used every time 

you begin a new graphic publication, want to ex¬ 

pand your knowledge, or find initial research re¬ 

garding a publication. You do not have to know 

everything in this book to be a good designer, but 

the why section and the how section are intended to 

work in any order to maximize design opportuni¬ 
ties. Enjoy! 

XVIII 
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Chapter 

I Establishing a Process 

Steps of the design process 

Categories of publications 

Design levels 

Clarifying the process by job titles 

For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Establishing patterns from the initial idea stage to 

the final product that are expandable and repeat- 

able. 

• Finding shared characteristics that help narrow 

specification choices by determining audience and 

effect and matching category. 

• Identifying the four levels of design by complexity, 

deadline, and budget that affect the overall ap¬ 

pearance of the final publication. 

• Defining the role of a designer and major occupa¬ 

tions in the graphic communications industry. 

3 



4 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

This chapter presents patterns, 

instruction, and easy steps to follow 

to help a “growing” designer. 

Read this chapter like it is a road map: 

by using this “map,” some directions 

will be memorized for other trips. 

Without the map, detours will be costly, 

time consuming, and continuous. 

Steps of the design process 
The following five steps are the same whether the 

publication is simple or complex. Only complete the 

tasks within each step that are necessary for that spe¬ 

cific project. The order in which the tasks are com¬ 

pleted is not critical, but using them to gather as 

much information as possible prevents redesigning 

and backtracking. Designers know they are finished 

with a step when the “check” at the end of that step 

is accomplished. The five steps are: 

1. Researching and analyzing the project. 

2. Preparing the design. 

3. Producing the design. 

4. Organizing files. 

5. Communicating with the service providers. 

Step I: Researching 
and analyzing the project 

Research and analysis builds experience for the de¬ 

signer. Research time may vary from a few hours to 

several months. Gathering the correct information 

leads to knowledgeable decisions that carry over to 

other publication projects. Research allows the de¬ 

signer to give informed, professional recommenda¬ 

tions while still giving the client the last word. Some 

common tasks in this step are: 

• Fill out a work order, job ticket, or contract. A 

work order (figure 1-1) gives necessary technical 

and deadline information gathered from the 

client to move the project through each step. 

Other “orders” may be needed in other areas 

such as paper, service bureaus, and printing. 

X Cross reference: Graphics forms are used 

for samples in Chapter 12. 

• Evaluate the design level. Narrow the choices. 

Use information from the work order to estab¬ 

lish limitations to tints, ink colors, output de¬ 

vice, printing process, and bindery. Add this 

information to the work order. 

X Cross reference: Limitations of each design 

level are given in Chapters 1 and 7. 
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Figure I -1 A job ticket. 

Credit: Gordon Green, President, Green Ink Works, Inc. 



6 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

• Identify categoiy and name the publication. A 
category and a name are essential for gathering 
related information from previous projects and 
samples. This step helps develop specific choic¬ 
es, adds to expanding design knowledge, and 
begins communication with the client and out¬ 
side resources. 

X Cross reference: A listing of all cate¬ 
gories is in Chapter 1 and a detailed listing 
is in Chapters 8 through 12. 

• Define the elements (parts of the copy). Label 
the copy by element names with a highlighter or 
typographic marks. Client input will establish 
the importance of different elements of copy, 
which will aid in determining the importance 
of the copy on the design. A name for each part 
of the copy helps establish type information and 
placement of the copy. 

X Cross reference: Typographic marks are 
given in Chapter 3. Element names shown 
by definition and example are at the be¬ 
ginning of Chapters 8 through 13. 

• Set a budget for each step in the process. De¬ 
pend on a printing company representative or 
your company’s service department to build a 
balanced total budget that matches components 
within the particular design level. 

X Cross reference: Components are included 
in Chapters 8 through 13. 

• Set a production schedule. Establish an inter¬ 
mittent date for each step of the process. This in¬ 
cludes working with the outside vendors for the 
final due date. 

X Cross reference: Suggestions for maintain¬ 
ing deadlines are included in Chapter 2. 

• Locate samples and standards. Build resource 
information on professional choices from print¬ 
ed samples similar to the project. 

X Cross reference: Types of reference note¬ 
books are included in Chapter 2 and other 
reference materials are listed at the end of 
Chapters 8 through 13. 

Step 2: Preparing the design 

The designer determines how much time is avail¬ 
able to spend on preparation of the design. An ex¬ 
perienced designer draws on experience but uses 
design time to identify and experiment with new 
trends. Primary components for preparing the de¬ 
sign usually include: 

• Assemble the research information. Attach a 
work order to a large folder that will include 
everything needed to complete the process. 
Keep relevant design books handy. 

X Cross reference: Additional research and 
suggested readings are included at the end 
of each chapter. 

• Determine level of design. Establish the printing 
processes, output device to be used, and de¬ 
sign elements such as the use of photos and 
tints, to match the level of design. 

X Cross reference: Refer to Chapters 1 and 7 
for levels of design and examples of the 
processes. 

• Design at least three good thumbnails. Sketch 
miniature designs until all ideas from research 
and analysis are blended together onto paper 
(figure 1-2). 

X Cross reference: Thumbnail sketch informa¬ 
tion is included in Chapter 3- Research in¬ 
formation is part of Chapters 8 through 12. 

• Determine a grid system. Establish a grid system 
that will bring the project together. Organize 
and group the elements with a grid. If it is help¬ 
ful, include the grid on the thumbnail and 
rough sketches (figures 2-1 through 2-6). 

X Cross reference: Layouts with grid informa¬ 
tion are explained in Chapter 2 and specif¬ 
ic examples are included in Chapters 8 
through 12. 

• Draw a rough that includes type specifications. 
Redraw the best thumbnail sketch full size with 
exact measurements. Mark elements with their 
name and type specifications (figures 1-2, 3-9). 

s/ CHECK: A job ticket is completed. 
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X Cross reference: Type information is found 

in Chapters 2 and 3 and specific type and 

paragraph information is located in Chap¬ 
ters 8 through 12. 

• Select the paper and ink. Determine the number 

of pages, photos, and colors, as well as the type 

of printing and bindery to be used with the pro¬ 

ject so that all the components fit together. Fi¬ 

nalize. Paper can be ordered by the printer or 

designer after this task. 

X Cross reference: Paper information is 

found in Chapter 6. Suggestions for specif¬ 

ic publications are included in Chapters 8 
through 12. 

\/ CHECK: Three thumbnails and/or roughs 

are designed. 

Step 3: Producing the design 
A clear picture of “what to do” and “how to do it” 

should now exist for the designer as the project 

moves onto the computer. The production of a de¬ 

sign should follow this sequence: 

• Prepare the artwork and photos. Determine a 

source for art and photo acquisition that coordi¬ 

nates with the project’s software and file. 

X Cross reference: Choices for line art and 

photos are found in Chapter 5. 

• Produce the layout. Transfer the information 

from the roughs into the software. Place or type 

copy, place art, and check spelling. 

X Cross reference: Type formatting is found in 

Chapter 3. 

• Print one copy for corrections. Thoroughly 

proofread and then mark all corrections to be 

made, maintaining a balance between each type 

specification and the effect of other design ele¬ 

ments. 

X Cross reference: Proofreading marks are in¬ 

cluded in Chapter 3- 

Figure 1-2 Best thumbnails equal the rough. 
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• Present the final copy to client. Use the best af¬ 

fordable proof of the publishing project to pre¬ 

sent to the client. 

X Cross reference: Proofing choices are in¬ 

cluded in Chapter 7. 

• Prepare for printing and bindery. Set up the 

project’s computer files according to require¬ 

ments for various services involving printing 

and bindery. Create the hard copy (from the 

laser printer) that will serve as an original. 

X Cross reference: Production choices are in¬ 

cluded in Chapter 7. 

✓ CHECK: Ready to print the final proof 

Step 4: Organizing files 

Organize computer files to eliminate recreating lost 

files and to reuse on future related projects. This 

involves: 

• Inspecting and renaming all files. To avoid 

confusion, establish a pattern for file names in¬ 

cluding publication name and numerical infor¬ 

mation. 

X Cross reference: Follow files names similar 

to forms in Chapter 12. 

• Updating backup files. Archive or back up the 

final set of project files. 

X Cross reference: Read professional maga¬ 

zines for advice on current storage devices. 

/ CHECK: Ready for future related projects. 

Step 5: Communicating 
with service providers 

Every publishing service, including printing compa¬ 

nies, the jobbers, paper companies, bindery compa¬ 

nies, and service bureaus, has a representative who 

is responsible for communicating with the designer. 

Make an appointment with these representatives to 

discuss schedules and budgets. Avoid oral instruc¬ 

tions. These discussions, where the outcome is writ¬ 

ten instructions, can help return the best product to 

the designer. Also: 

• Take the project folder to the printing company. 

The project folder, containing all project infor¬ 

mation, should be available to the printing com¬ 

pany representative and other publishing 

service representatives. 

X Cross reference: Quality control is the 

focus of Chapter 7. 

• Request additional copies for filing. Save sam¬ 

ples for future projects and portfolios. They 

serve as excellent examples of special papers, 

varnishes, or die cuts. 

X Cross reference: Reference notebooks are 

included at the end of Chapter 2. 

• Evaluate press check or printed copies. Different 

printing processes allow the designer or director 

of the project to sign-off or check the final 

copies at some point of the production. Large 

presses require a press check during the press 

run to ensure image quality. Smaller presses 

and copiers are usually checked after bindery. 

X Cross reference: A checklist is included in 
Chapter 7. 

• Evaluate the finished publication. Complete the 

final examination of the finished product. 

X Cross reference: A checklist is included in 
Chapter 7. 

\/ CHECK: The finished product is available. 
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Categories of publications 
Publications in one category will have similar names 

of elements (parts) and similar type information. 

Finding shared characteristics helps narrow the 

choices and establishing a category helps to narrow 

specification choices. When files are identified by 

groups and names, file information can be reused on 
similar projects. 

How categories are grouped 

The intended audience and its initial effect are pri¬ 

mary factors that identify a publishing project’s cate¬ 

gory. Determine the audience needs with each 

publication by identifying where it is read and what 

might be done with the information. Recognize the 

variety of reading environments and choose a cate¬ 

gory that matches reader comprehension and out¬ 

come. Examples are reference books with 

easy-to-follow subjects, corporate reports with note¬ 

taking room, and unsolicited advertisements with 

brief topics set in large type. Different roles, different 

specification requirements. 

The audience 
The audience of a publication includes the readers or 

targeted readers. The design should be built around 

the reading audience and the intended outcome. 

The effect 
The effect on the audience creates a functional or vi¬ 

sual response. Functional publications have a practi¬ 

cal purpose: information is read for content and is 

usually “required” reading. Visually stimulating de¬ 

signs focus on the artistic image in order to draw a 

prospective audience. Information is presented by 

designs to draw a specific population to the publi¬ 

cation. 

Categories by name 
Categories of publications are grouped by their pur¬ 

pose and similarities. 

Basic business package 
The business package is essential to every company. 

It is a basic communication tool for an established or 

intended customer. Many of the projects included in 

this group will be the first publication a customer re¬ 

ceives, such as letterhead, business cards, and en¬ 

velopes. 

AUDIENCE. Established or intended customers re¬ 

ceive both formal and informal correspondences 

from a company on shells (files set up to insert spe¬ 

cific information, such as employee names or de¬ 

partments) for both formal and informal 

correspondence. 

EFFECT. Quiet, but creates an identity within formal 

communication publications. Choose small type 

sizes. 

Text documents 
The text document has one subject and the pages of 

text usually include technical visuals. 

AUDIENCE. Employees or established customers 

needing research for subject interest. 

EFFECT. Quiet, to prevent eye strain for long reading 

sessions; relays information. Choose readable type 

and easy-to-follow subheads. Allow room for notes, 

conclusions, and corrections. 

Advertising packages 
Advertising packages are used for new products or 

events by both profit and nonprofit organizations. 

AUDIENCE. Everything is audience-driven in the ad¬ 

vertising packages. Audience varies according to the 

market (such as business-to-business or business-to- 

community). 

EFFECT. Strong visual designs draw attention and 

answer questions. Choose and maintain a design 

theme that matches the intended market. 
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News and product publications 
News and product publications present information 

focused on a specific group of people by their spe¬ 

cial interest or leisure activity. 

AUDIENCE. Specialized groups of people who are 

identified by criteria such as age, income, and fami¬ 

ly size. 

EFFECT. Read selectively rather than continuously. 

The eye-catching effect should relate to the subject of 

the publication. Choose one or two words for the 

nameplate in type sizes up to 3" tall and the same 

small-body text type for short line length articles. 

Forms 
Forms are functional publications that serve as a ve¬ 

hicle to gather data such as write-ins and computer 

fill-ins. 

AUDIENCE. A universal audience who strives to 

spend minimal time and focuses only on the 
function. 

EFFECT. A simple and uncomplicated effect. Choose 

clean, sparse designs that use only one typeface and 

size. 

Web design packages 
These packages are electronic publications allowing 

transfer of information that is constantly in flux. Web 

design packages draw from the printed publications 

in areas such as advertising, inter-company commu¬ 

nication, and public relations. 

AUDIENCE. A visit from the broad audience requires 

frequent changes of information at the web site and 

quick maneuvering through the site. 

EFFECT. The effect is active participation of the au¬ 

dience by completion of programmed applications, 

direct ordering, and interaction with other browsers. 
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Design levels 

Today’s designer works in all publication categories 

but in specific design levels. Design levels are de¬ 

fined by common sense and controlling factors that 

relate to time and image quality. Budget and com¬ 

plex needs of the project establish the design level. 

Quality of design is created by using solid design 

principles with an awareness of the variables related 
to that design level. 

Historically, the production work in design lev¬ 

els was priced into sixteen different levels. Today, 

most designers and printing companies communi¬ 

cate about four levels of design and production. This 

book defines these levels as standard, custom, pre¬ 
mium, and showcase. 

The following example illustrates three levels 

of design. Initially, a home-based start-up company 

has a limited budget and chooses a standard letter¬ 

head (a fifteen-minute to one-hour design printed 

in black or a standard color ink). As a growing com¬ 

pany looking for bigger corporate clients, it up¬ 

grades to a custom letterhead (a four- to eight-hour 

design with a logo and one ink color). Later, after 

successful franchising, it includes a unique premium 

image (design time controlled only by budget and re¬ 

quiring marketing research resulting in a redesigned 

logo produced in multiple colors or with embossing). 

Design levels help establish choice of compo¬ 

nents from each task that affects quality and overall 

appearance of the final publication. Using compo¬ 

nents that match a design level will also stabilize 

budget and deadlines while limiting problems. 

The variables of budget and quantity dictate 

the design level. Plan for these six components in re¬ 

lationship to budget and quantity: 

1. Time spent on each step. 

2. Software options and number of software pack¬ 

ages used. 

3. Equipment or process complexity chosen for 

output, printing, and bindery. 

4. Paper and ink choices. 

5. Image and effect created with art, logo, or pho¬ 

tos. 

6. Critiquing by closing out each step with a firm 

agreement between client and designer. 

Figure 1-3 Standard level printing processes 

Standard level 

Typical uses include the business-to-employee audi¬ 

ence, start-up companies, and small businesses. 

Standard level designs are used for publica¬ 

tions with small budgets and are produced by the 

most economic processes (figure 1-3). However, this 

never means lower quality design; rather, there are 

fewer choices in design techniques. 

Time 
Use research from existing standard level samples, 

reusing computer file data as templates. Layout pro¬ 

duction time is from fifteen minutes to one hour per 

page and total turn-around for the finished publica¬ 

tion is “while-you-wait,” or twenty-four hours. 

Software 
Work in one software package, using clip art and 

symbol fonts without alterations for graphics. Be¬ 

cause of deadlines and output devices, avoid use of 

more than ten to fifteen type elements and one tint. 
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Figure 1-4 

Custom level 

printing processes 

Equipment 
Choose from copier, on-demand printing, or small 

offset for production. The image resolution for stan¬ 

dard level is from 300-1000 dots per inch (dpi). 

Paper and ink 
Most standard level design printing is 8V2" x 11" or 

8V2" x 14”, 20#-24# bond in black ink. For heavy 

stock, use 65#-80# Bristol or covers without texture. 

Image and effect 
Bindery choices include spiral, punch, fold, pad, and 

staple. Thermography and perforating are included 

special effects because they can be done during the 

press run. 

Critiquing 
Watch for image quality, junk art, and clutter. 

Custom level 

Custom level designs involve a budget that has an 

established ceiling due to either profit or the need for 

the design to be functional but attractive. They are 

produced on most processes (figure 1-4). Projects 

include visuals such as charts, graphs, tables, and 

photos. Typical uses of custom level designs include 

business-to-public and business-to-business, and 

both small to medium-size companies. 

Time 
Research time includes locating and applying design 

solutions by using trends, esthetics, and tracking 

(such as mailing and numbering) techniques. Pro¬ 

duction time is four to ten hours per page. Use per¬ 

sonalized templates that match the company identity 

or specific design package. 

Software 
Work in two software packages, usually a page layout 

package and a photo or drawing package. Avoid using 

two adjoining colors (also called tight register). Em¬ 

ploy the use of complex specifications within each 
page element. 

Equipment 
Choose up to medium-size presses that print one or 

two colors at a time or color copier and duplicators. 

Range of image resolution is up to 2540 dpi on an im¬ 
agesetter. 
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Figure 1-5 Premium level printing 

processes 

Paper and ink 
Complement designs with a variety of sizes and 

weights of paper and colors and shades of ink. Lim¬ 

itations include four-color process (except for color 

copiers) and enamel-coated paper. 

Image and effect 
Images and type are layered to create a two-dimen¬ 

sional professional look. This is accomplished with 

graduated shading and images that touch the edge of 

the page (see figure 5-9 for bleeds), through manip¬ 

ulation of stock photos, art, and use of tints. 

Critiquing 
Watch for typographic problems caused by complex 

type specifications. Pay special attention to combi¬ 

nations of ink and paper choices. 

Premium level 

The premium level of design provides a broader 

scope of choices. These designs reflect present 

trends or represent a single past era. They are pro¬ 

duced on the high-end, high-quality processes (figure 

1-5). Premium level designers’ skills are strengthened 

by a broad background that may include writing, 

marketing, and fine arts. Typical uses include busi- 

ness-to-business for medium to large or expanding 

companies. 

Time 
Extensive research should include analysis of the 

market, audience, and client. Because of complexity 

and long range goals, deadlines are much more de¬ 

tailed and specific to each budget. 

Software 
Explore and gather knowledge of current software 

versions. Premium level designs are always pro¬ 

duced in two or more packages. Often, a specialty 

package is required for the specific needs of the 

publication. A specialty package could be a type 

manipulation package chosen to create unique let¬ 

ters. 

Equipment 
Use medium presses for shorter runs (up to 5,000) 

and larger presses for longer runs and four-color 

process. 2540 dpi is required as a minimum. Com¬ 

plex finishing such as varnish, embossing, and die 

cuts are included on these projects. 

Paper and ink 
Ink choices include four-color process with an addi¬ 

tional specialty process such as metallic inks and var¬ 

nish. Designs are typically printed on enamel-coated 

stock or fine papers with textures and coatings as ad¬ 

ditional choices. 
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Image and effect 
Presentation should stand out with elegance. Strive 

for a permanent identity for the company. Hire a 

professional photographer and use strong but per¬ 

sonalized graphics. 

Critiquing 
After distribution, some publications are given a 

market analysis to evaluate their effectiveness. 

Showcase level 

Showcase publications are pacesetters and award 

winners and other designers learn from and emulate 

them (figure 1-6). They reflect trends built on typical 

design techniques but use experimental approaches 

and tools that often set new standards. Typical uses 

include all markets and all levels of design. 

These experimental tools and approaches re¬ 

sult from the process of solving design problems. 

Applying an appreciation of hand-crafted art, lost 

technology, and new technology not only solves the 

design problem but creates a trendsetting design. 

Time 
Broad, unlimited time is spent in non-traditional 

places. Research and time are approached in an 

artistic manner. 

Software 
Unlimited new version software options are neces¬ 

sary to recognize all design opportunities. 

Equipment 
This includes the mixing of unfamiliar and uncom¬ 

plementary equipment and techniques for the de- 

Figure 1-6 Showcase printed sample. Courtesy of 

Delmar Publishers 

sired effect. An example is distorting an image with 

excess blur on a copier, then using it as a collage for 

photo manipulation. 

Paper and ink 
Paper and ink combined by experimenting apart 

from typical color combinations and typical color 

palettes create unique publications. This includes 

using papers from other markets, such as packaging 

and newsprint, to create impact. 

Image and effect 
Show stoppers! Exactness and detail make these un¬ 

usual approaches “sit on the sheet.” 

Critiquing 
Use these kinds of designs only when appropriate 

and put the design problem ahead of the technique. 
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Clarifying the process by job titles 
Employment still requires different mixes of job titles, 

design level, and media. Some printed publications will 

be completed by one person assuming all these roles and 

others require a team management group. Usually, job ti¬ 

tles fit one design level with some projects from one 

other level. Since there is not a strong licensing stan¬ 

dard in the industry, people can call themselves any¬ 

thing they wish. Here are some definitions: 

Designer 
The general term designer is used to describe an entire 

group that includes anyone handling a printed publication 

through the prepress stage. Other titles might be com¬ 

munication specialist or graphic technician. 

Attributes 
Attributes require an unusual mix of creative and me¬ 

chanical aptitudes. Additional strengths include orga¬ 

nization, enthusiasm, precision, reliability, productivity, 

and service-oriented. 

Desktop publishing specialist 
This term is used to indicate a designer in an office en¬ 

vironment who may have other responsibilities. Em¬ 

ployment opportunities extend into copier service 

bureaus. Desktop publishing specialists have typo¬ 

graphic and technical backgrounds related to the spe¬ 

cific publications they produce. They also know papers 

and the printing process up to medium-size presses. 

Attributes 
A strong knowledge of standard level designs and an 

ability to produce custom level designs is required. The 

desktop publishing specialist has production skills in 

one page layout or a word processing package. This 

person also has production skills with drawing pack¬ 

ages and can operate photo manipulation software. 

Production artist 
The production artist is the typesetter or assembler of 

the publication in a small to medium-size printing 

company or large copier service bureau. They have 

broad typographic backgrounds and strong command 

of the software. 

Attributes 
Production artists show a strong knowledge of custom 

level designs and the ability to produce standard or 

premium level designs. They have production skills in 

one or two page-layout packages and practice produc¬ 

tion skills in drawing and photo manipulation pack¬ 

ages. They have a strong knowledge of custom design 

with attention to fine details and efficiency. 

Graphic designer 

The graphic designer designs and produces publishing 

projects. They produce publications that include pro¬ 

fessional artwork in traditional and computer-driven 

mediums. 

Attributes 
There is a use of strong artistic skills from both fine arts 

and computer art. The graphic designer applies skills to 

custom and premium level design and possesses color 

sense and awareness. 

Art director 

The main job of an art director is to meet the deadline 

and maintain the quality—keep the job on track. 

He/she contracts and supervises personnel. 

Attributes 
The art director uses a mix of organization and creative 

vision and has a wide range of skills and experiences 

for all steps of premium level publications. 

Creative director 
In larger ad agencies and design studios, the creative di¬ 

rector controls and guides the art director. 

Attributes 
The creative director has an ability to manage creative 

people and can establish creative vision. Creative direc¬ 

tors work in all media and coordinate long-term projects. 
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For additional research 
Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Tour printing facilities 

Read professional magazines 

Contact the Printing Industries of America 

1730 North Lynn Street 

Arlington, VA 22209 

Historical information 
Bruno, Michael H., Pocket Pal, Memphis: Interna¬ 

tional Paper Co., 1995. 

U.S. Printing Office, Book of Occupational Trades, 

1996. 

Trends 
Greenwald, Martin L., Ed.D., Graphic Communica¬ 

tions: Design Through Production, Albany: Del- 

mar Publishers, 1997. 

Lem, Dean, Graphic Master 6, Maui: Dean Phillip 

Lem Associates, Inc., 1996. 



Chapter 

Living with the 
Software Production 

Developing software discipline 
Designing with grids 
Naming style formats 
Building customized templates 
The production critique 
Building reference materials 
For additional research 

After reading this chapter and applying its principles, 

the designer should have success: 

• Demonstrating good work habits when completing 

steps involving software. 

• Identifying and using a grid system to give designs 

structure. 

• Choosing style palette names. 

• Critiquing and correcting new and existing designs. 

• Establishing a personal library of reference infor¬ 

mation and samples. 

• Organizing a file management system for opening, 

copying, saving, and deleting files. 
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This chapter presents general discipline 

attitudes along with the specific use of 

tools to increase production speed a nd 

aid in creating a system of growth. 

When any step of the process gets 

detoured, regrouping and rethinking is 

required and production must come to 

a halt. Following guidelines, using a 

checklist, and having a disciplined 

approach to software are preventive 

problem-solving tools. 

Developing software discipline 

Presented in this section are the “I told you so!” and 

“You should have...” as they apply to software. 

These ten strategies to approaching software save 

valuable time and prevent problems that can halt 

production. Establishing software discipline requires 

becoming familiar with the information in each ap¬ 

proach and making it a habit. Read it! Learn it! Live it! 

10 Strategies for software discipline 

The first three strategies were first applied to desktop 

publishing by Kvern, Roth, and Fraser in RealWorld 

PageMaker. A lot of pain and suffering get credit for 

the rest. 

I. Make it repeatable 
The ability to keystroke data only once is a major at¬ 

traction of computers. Save keystroking with the fol¬ 

lowing production techniques: 

• Templates. Create a few custom-made templates 

from typical finished publications with repeat- 

able data. For similar projects, eliminate steps 

such as storing page size, margins, styles, and so 

on. Revise and improve templates as a final 

step. 

• Styles. Match the style palette name with the el¬ 

ement name to avoid confusion. Use the styles 

in new files in that category by copying them 

from the old file. 

• Grids. Establish grids in the design stage and 

transfer them to the software. Use grids on de¬ 

sign sketches that match software capabilities. 

Create sketch sheets by drawing half-point 

boxes on column grids. Print them as thumbnail 

sketches or full size for rough sketches. 

• Master pages. Place repeatable running head¬ 

ers, footers, page numbers, grids, guidelines, 

and rules on master pages. Use multiple master 

pages for additional changes to page set-ups. 
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2. Make it simple 
Words like classic and elegant help define “make it 

simple.” Apply these words to prepare and produce 

a design that uses the following techniques: 

• Less is more. Focus on simple but quality de¬ 

signs. Examples include using the least amount 

of text blocks, changing weight rather than 

adding a typeface, and finding the simplest grid 

that fits the number of pages. Since complex 

ideas often create problems, save these ideas 
for problem solving. 

• Be practical. Know guidelines that make things 

simpler and understand that they do not always 

apply. For example, if a one-page project has a 

tight deadline and no repetitive information, 

skip the style palette. 

• Use a 12-point leading. Use a 12-point leading 

or multiples of 12 (such as 24 or 72) whenever 

possible. Try 12 first, but do not sacrifice quali¬ 

ty to use it. Aligning columns, copyfitting, work¬ 

ing from a rough with 12-point grid lines, and 

dividing the leading in half or fourths before 

paragraph leading work smoother with 12. 

Also, the math for a 12-point leading is easier to 

memorize. 

• Keep files clean and lean. Eliminate anything 

that will become a “gremlin,” such as front and 

back page set-up for single-sided projects, 

textblocks left on the pasteboard, empty 

textblocks (select “all” with the pointer tool to 

find them), white boxes over copy, and addi¬ 

tional style names in the style sheet or color 

names in the color palette. 

3. Be consistent 
From page to page and job to job, consistency elim¬ 

inates guesswork. The end result of consistency has 

a positive effect on the reader, client, and designer. 

• Establish a sequence to each step. Steps as 

small as saving to the hard drive first and to the 

back up second remove doubt about what was 

done and take guesswork out of even the 

smallest technique. Also, this consistency elimi¬ 

nates the question, “How did I do that?” 

• Work proportionally. Keep page element spec¬ 

ifications in a hierarchy order by their impor¬ 

tance to the design. Throughout revisions, 

match the project needs to the effect on the 

reader. Maintain proportions with color and 

grids. 

• Build page-to-page consistency. Check for con¬ 

sistency of page elements throughout the entire 

publication when proofing. Critical attention 

given to location, white space, location of copy 

on master pages, and specifications becomes a 

professional indicator to the reader. 

4. Work smarter, not harder 
Make efforts worthwhile. Exhaustion that is the result 

of poor planning or undeveloped work habits leaves 

little room for creative growth. Search for an easier 

way to accomplish each task. 

• Add new tools. Explore software upgrades for 

tools that increase production speed. 

• Learn one keyboard shortcut with each project. 

Learn as you work. Begin a new project using one 

new keyboard shortcut that is repetitive in the 

project. 

• Try one new technique with each project. Prac¬ 

tice new techniques during production and in 

small steps that can be abandoned if the dead¬ 

line gets tight. Begin with important techniques 

such as setting tabs, using points, and using era 

and en spaces that professionals use. 

• Work smoother. Use smooth movements at the 

computer to prevent the “whoops!” which 

means, “I didn’t mean to click on that.” 

5. Garbage in, garbage out 
Keep the quality transferring from concept to deliv¬ 

ery. Once a garbage (poor quality) image is in the 

product, garbage comes out in the final publica¬ 

tion—the quality decreases with each step. Correc¬ 

tions, if possible, increase printing company cost. 
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• All scans are not created equal. Beware of inex¬ 

pensive scanners lacking detail and of unskilled 

scanner operators. Poor quality scanners create 

visible dots on images that can indicate poor 

quality to the audience. Use outside services for 

high quality scanning from slides or transparen¬ 

cies. 

• All laser printers are not equal. Rather than de¬ 

pending on dpi (dots per inch), test the laser 

printer’s quality by actually printing a standard¬ 

ized test original. 

X Cross reference: A suggested test original is 

found in Chapter 7. 

• All typefaces are not equal. Assess the printed 

quality of a typeface by comparing it to a sample 

with the same name but a different brand. In¬ 

clude both display type and a paragraph of text 

type in the sample. 

• Eliminate poor quality line art. Discard poor 

photos or line art that create poor quality publi¬ 

cations when enlarged. Designing with tints, tex¬ 

tures, and reverses is an effective alternative to 

using poor images. 

6. Work backwards 
Everything comes together at the printing and finish¬ 

ing processes. Planning each step requires an aware¬ 

ness of the final design steps, printing and finishing. 

This knowledge furnishes the design requirements 

for the output or printing equipment up front. Back¬ 

tracking causes loss of valuable time, repeated steps, 

and reruns. 

• Design and equipment work together. The best 

way to eliminate mismatch is to find out about 

the equipment and its capabilities. Ensure an 

economical, quality image by discussing the fea¬ 

tures with the production personnel, attending 

equipment shows, and reading professional 

magazines. 

• Establish deadlines for each step. Work with 

production personnel to establish deadlines. 

Work from the final deadline forward, placing 

deadline dates at each step. Leave some flexi¬ 

bility for unplanned emergencies. 

7. Know when to go for help 
Two kinds of people get in trouble: those that ask for 

help all the time and never learn to problem solve 

and those that stay with a problem past the point 

where they are capable of seeing new solutions. 

While struggling with a problem, it is difficult to stop 

and get help. Consider these checkpoints to stay on 

track and apply solution techniques. 

• Be specific about the problem. Ask for help 

with concrete information instead of “It’s bro¬ 

ken!” State what is happening, such as, “This 

file will not print,” and write down any error 

messages that appear on the computer. 

• State the possible causes. Recognize what led up 

to the problem by knowing what was happen¬ 

ing before the problem occurred. You may have 

done nothing wrong, but key information in¬ 

cludes what you did, what you did differently, 

and what you have tried to do. 

• Isolate the cause. Systematically eliminate the 

cause of the problem by making changes one at 

a time. Examine causes such as software opera¬ 

tor, electrical, hardware, software, or the file. For 

example, move the file to another computer. 

• Get away from it. Consider the deadline but use 

a technique to move away from the situation. 

For example, push the chair back, turn it in a 

circle, and take a deep breath—whatever works 

for you. 

• Know when and where to go for help. Set a 

time limit, then go for help. When personal re¬ 

sources and manuals appear exhausted or time 

is limited, seek help from an established support 
person. 

• Be prepared to start from scratch. Sometimes, 

starting over with the right focus can take less 

time than struggling with a contaminated file. 

8. Designing on the screen is designing down 
The screen image can hypnotize like a highway 

stripe. The longer the inexperienced designer works 

at the monitor, the more they become lost in the de¬ 

sign. It is impossible for an inexperienced designer to 

visualize the differences between monitor images and 

quality publications without practice and experience. 
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• Screen images vs. output. What looks good on 

the monitor might look bad on the output de¬ 

vice and the publication. Working without a 

sketch creates constant file revision at the mon¬ 

itor that will not look the same on the laser 

printer, imagesetter, or direct output to printing. 

• Compare the first printout to the rough sketch. 

Lettering and layout measurements on a rough 

are a good reference for correcting design prob¬ 

lems. Hold the rough next to the monitor at the 

actual size view. Closely examine display type 

for size, letter width, and letter spacing. Change 

the setting until both images look identical. Ex¬ 

amine body type for leading and line length. 

• Use italics. When designing on the screen, the 

monitor version of italics is poor, but italic on 

the laser and final copies is perfect (and a solu¬ 

tion to many design problems). 

• Watch for large type. New designers tend to use 

large type sizes that make designs look heavy. 

12-point monitor type is clearest, which is too 

large for body type of most printed publications. 

To critique type sizes, print a copy at 80-90% 

and compare it to a full-size sample. If the re¬ 

duction looks better, cut the sizes down for the 

next publication. 

9. Match all components 
Identify the design level of the project. Then, choose 

the components that match the design level. Mis¬ 

matched equipment or different levels of technical 

and creative skills produce disappointing image 

quality on the publication. 

• Refer to the schedule, budget, and design level. 

Continuously check the match between ma¬ 

chines (laser printer, platemaking device, print¬ 

ing press, and bindery). If one component or 

process is changed during the project, the de¬ 

sign may need to be adjusted. 

• Watch out for fonts. Fonts print differently to 

laser printers and imagesetters. PostScript 1 and 

TrueType fonts will print well to most lasers and 

not print to imagesetters. Removing or avoiding 

these fonts can eliminate problems later. These 

fonts appear in the font folder with one icon 

rather than two—a printer and screen font. 

Adobe multiple master fonts provide the most 

accurate way of changing character shapes 

(width and thickness of letters) without de¬ 

stroying the integrity of the letters, avoiding a 

distorted look. They are ideal for custom and 

premium level designs and output devices. 

• Design only what you can produce. Use sam¬ 

ples to confirm the software’s abilities. Use a 

personal evaluation to determine your level of 

computer skills. Stay with what you know for 

tight deadlines. Experiment with what the soft¬ 

ware can do for flexible deadlines. 

10. Be organized 
Organizational skills enable good habits and good at¬ 

titudes to grow. Organized files are accessible for re¬ 

visions and for reuse of grids, styles, and templates. 

The designer gains the confidence of others when 

samples and files are available if needed. 

• Keep notebooks. Keep samples of fonts, printed 

samples, and templates accessible. 

• Protect data. Treat data with care. Correct file 

name and back-up files as soon as possible after 

the first printout. 

• Have cleanup time. Allow ten minutes at the 

end of each day to tie up loose ends. Check for 

unused styles and empty blocks before giving a 

file the final “save as...” 

• Be a technician. Allow time for cleanup of de¬ 

sign “tools” such as the project, software, and sys¬ 

tem files. Technicians with tools in excellent 

working order will perform systematically and 

with precision. 
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Designing with grids 
The grid system is a skeleton invisibly supporting a 

design. A grid helps page elements form groups and 

these groups direct the reader through the design. 

Grids transfer from sketch to computer production al¬ 

most intuitively; experienced designers use grids 

without any conscious effort. Other names for grids 

are columns, unit grids, or modulars. 

Suitable grids are vertical and/or horizontal. 

Basic grids are vertical, like columns. Grids helpful in 

solving complex design problems include both hor¬ 

izontal and vertical divisions. 

Vertical grids 
Vertical grids work as column guides in page layout 

and word processing software. The number of 

columns available in a specific software package de¬ 

termines the variety of grid patterns available. Copy 

may be placed over one column or several columns 

(figure 2-1) depending on layout factors such as au¬ 

dience and typeface. Unless some portion of the 

copy is placed across several columns, the design 

looks rigid. 
To transform cluttered or boring copy to read¬ 

able copy, use the four most common grids: two, 

three, five, and seven. The number of grid columns 

increases with larger numbers of page elements, 

type, charts, and images. Use a scholar’s column (a 

column without body text) for pull quotes, images, 

long titles, and introductions. 
At first, it is hard to identify grids in resource 

samples since they appear hidden. To simplify this 

task, look for the smallest column width of copy. 

Then, find multiples of that column by appearance, 

not measurement (figures 2-1, 2-2, and 2-3 have the 

grids marked with boxes to help identification). De¬ 

signs with complex page elements require more 

grids; for example, this book is a two-column grid. 
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One column of text 
One column of text on a page is either symmetrical 

(in the center) or asymmetrically placed across 

several columns (figure 2-4). Asymmetrical columns 

are useful if the audience needs to write comments 

in the margins because the reader does not need to 

go up and down several columns. All software sup¬ 

ports both symmetrical and asymmetrical designs for 

copy set in one column. Since one line has a mini¬ 

mum of seven and a maximum of fifteen words, 

longer line length requires larger text sizes, more 

leading, and larger indents. The text will consume 

more pages because of the type requirements. 

Watch for longer line lengths with more than fif¬ 

teen words per line with the maximum of 11-point 

type (12 points for a few typefaces). The line length 

will have to be shortened or the text broken into two 

columns. 
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Multiple columns of text 
Larger numbers of page elements create the need for 

a more complex use of grids. Several opportunities 

open up when text is placed in multiple columns. 

Using multiple columns of text increases place¬ 

ment options for additional page elements (figure 

2-5). These additional page elements can spread into 

the margins of other columns of text and the page 
margins, giving the page interest. 

Placing columns of type across one grid col¬ 

umn is an excellent solution for fitting more words 

on a page. Narrow line lengths require smaller type 

sizes to maintain the minimum of seven words per 

line. Narrow line lengths also require smaller leading 
and indents. 

Horizontal grids 

The most common horizontal grid divides a sheet 

into eight parts (figure 2-6). The most important area 

is the third block down from the top, called optical 

center. This is where the audience first looks when 

reading a page. For example, chapter titles for 

StyleGuide are optically centered. Also, advertising 

samples place important copy at optical center. 

Saving time with grids and columns 

When deadlines are critical, grids aid in placing the 

text in an orderly fashion. Every software package in¬ 

cludes some tools that apply columns and grids to 

the following production designs and techniques: 

• Relating copy to grids without columns. If the 

software works without columns, use a simple 

grid pattern for sketches. Within the software, 

move the copy with left indent to establish 

columns. The amount of indent will be the 

same for all designs. 

• Establishing an eye pattern. Eye patterns guide 

the reader’s eyes through the copy—left to right 

and top to bottom. Projects designed with grids 

create identifiable eye patterns. 

• Two- and three-column grid limit. Some soft¬ 

ware limitations include three-column grids. 

Know the measurement for half columns and 

use indents to create more complex grids. 

• Thumbnail grid sheet for sketching. Begin by 

drawing a half-point box around each grid box. 

Figure 2-6 2 x 8, 3 x 8,5 x 8, and 7x8 grids 

If the software will not give thumbnail prints, 

print four copies at 25% and paste up, printing 

on one sketch sheet. If the software will print 

thumbnails, draw boxes on the master page, 

open four pages, and print a sheet as four 

thumbnails. 

• Dividing equal portions. When the measure¬ 

ment across a page needs to be divided into 

equal increments, let the software do its job. 

Use the number of column guides to match the 

number of divisions needed with “0” spaces be¬ 

tween. Place guidelines at the divisions and use 

this to set up columns or location of boxes. 

• Autoflow to grid columns. Software with auto¬ 

flow will place text automatically into all pages 

as long as all columns without body text have 

been removed. To eliminate those columns not 

used for body text, customize the columns by 

marking all columns with guidelines. Then, 

switch to the number of columns with body 

text and move these columns to the guidelines. 
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Naming style formats 
Most software allows for style sheets for formatting 

the repeated use of each page elements. Style format 

recalls type and paragraph specifications and applies 

them to the copy. Styles apply to paragraph-level 

styles, but usually not character-level style changes 

within a paragraph. Paragraph not only refers to a 

paragraph of body text, but also to any set of copy 

that is completed with a return. Character refers to 

a section of a paragraph. For example, run-in sub¬ 

heads, symbols from another typeface, fractions, or 

large initial capitals are character-level styles. Placing 

either type of the specification information into style 

name will retrieve the information without addition¬ 

al keystroking and will give consistency. To be prac¬ 

tical and save time, manually specify the type when 

an element appears only once on a page. 

The name chosen for each style is critical, since 

reusing it requires that it be identified. Using the 

proper name for the element from its category is the 

most straightforward approach. 

Style 

NUMBER CODE 

0 = master pages 

1 = sidebar area 

2 = text, inside pages 

3 = charts 

4 = forms 

5 = ads 

Order 

STYLE NAMES 

0 folio, 0 running head 

1 quote, 1 name 

2 body, 2 subheadA 

3 title, 3 body, 3 legends 

4 tide, 4 body, 4 lines 

5 heads, 5 subA 

Palette 

Figure 2-7 A style window listing by number 

and name 

specification, such as “Body 10” and “Body 8” or 

“Body Times” and “Head 2 pt Rule.” Keyboard sym¬ 

bols shorten the name and provide ownership, such 

as “Body •” and “Body #.” 

Naming large groups of styles 

As the number of style formats increase, it becomes 

difficult to find a specific name because the software 

arranges these names alphabetically. Adding code 

information to style names will group them to be 

easily located. 

Group by name 
For a style name that will not be difficult to locate, 

keep the names together in the style palette by in¬ 

cluding similar beginnings in the name, such as 

“Body indent” and “Body tabs” rather than “Indent” 

and “Tabs.” Another example includes changes in 

Group by layout location 
Numbers in front of the style name work to group 

publications with multiple sections. Figure 2-7 shows 

a style list that works well for newsletters, maga¬ 

zines, and books. 

X Cross reference: Chapters 8 through 13 in¬ 

clude suggestions for shortening names 

that work in the style sheet palette. 

Additional grouping techniques 
If a single style needs to be used frequently, place a 

space bar in front of the name or type it in all 
capitals. 
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Building customized templates 
Templates are the file folders for grids and styles 

(figure 2-8). Opening a template is like opening a 

new file and allows the designer a head start in spe¬ 

cific publication categories. Opening a customized 

template built from a designer’s best files is more ef¬ 

fective than a commercially produced template. 

Smart designers will be able to cut production time in 

half with a good template system while adding per¬ 
sonalized style and technique. 

Using templates 

Templates are most effective for monthly production 

pieces like newsletters and for similar publication 

projects. For standard level designs, a single sketch 

with alignment and typeface changes creates a new 

publication for a product or event. For custom and 

premium publications, changing the grid, typeface, 

additional styles in the style palette, and paper size 

still saves production time. 

Create templates from quality publication pro¬ 

jects, not from scratch. Begin with one good template 

for each kind of publication to utilize size, guide¬ 

lines, grids, type specs, paragraph specs, tabs, and in¬ 

dents. Too many templates cause confusion and take 

as long to locate as starting a new file so add addi¬ 

tional templates cautiously, depending on what 

works for your market. Update templates during pro¬ 

duction use and as software techniques improve. No 

additional time is required to update templates; sim¬ 

ply use one in a new project, improve it during pro¬ 

duction, and create a revision of the old template 

with the new techniques. 

Making a personalized template 

Examine the commercially produced templates that 

come with the software for suggested ways to save 

personalized templates. For the first project, open 

one of these and add the changes that fit your needs. 

Save this unique and improved template in a format 

typical to the software. Four steps to making a tem¬ 

plate from a complete publication are: 
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To itgolfi ptalM at 5274502 of fltom Ihb torm nth fuymrnl Of Mum 15 to 

maun-Mome Winlnwtti Wnrtrtfiop- 
n „ , SWAMP 

Figu re 2-8 A flyer, saved as a template and reused as a mailer. 
luoaj Ptrrj - . Houtum, Ttuu TlllY,- 

WO Gcocnl Admission 

Courtesy of Chris Kovacevich, designer 
Heir Tbb Krtslx* b wntid to 40 prrscra. so ragbtv ruy Ant nmUWg costs MO tu sou u Ws door me monmg <X 0w mtsboo. 
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1. Open the file. 

2. Delete type and images or place markers in 
their place. 

• Photos and line art. Put a tint box in its place 
if the size is critical. 

• Text. Highlight each piece of copy and type 

the style name of the element in its place. 

3- Clean up anything that will increase the size of 

the file, including turning off facing pages and 

removing items from the pasteboard area and 
additional pages. 

4. Use “Save as..Be sure to save it as a template 

rather than a document. Templates open like 

new documents “untitled,” which eliminates ac¬ 

cidentally filing a new project over the top of the 

original file. 

5. Save a copy of the first publication in the re¬ 

search notebook with the name of the file. File 

names with a “T” in front of the name make 

templates easier to locate. 
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The production critique 
Part of the discipline of professional designers in¬ 

cludes evaluating new ideas and improving on de¬ 

sign experiences. Living up to the name designer 

includes having a hunger to critique design. Take a 

detective-like approach to determining if a design 

gives a good first impression and how and why it 
was done. 

• Critique someone else’s work. Critique everything 

around. A twenty-four hour day may bring fifty 

opportunities to see designs and critique them. 

The newest trends can be understood technically 

by making an exact copy on the computer. Those 

slight nuances are what gives new trends a lasting 
effect. 

• Critique your own work while you correct it. 

Find a method to critique your own work. Roy 

Dabney, an ad designer, says he works on new 

ads in the morning and turns the first print up¬ 

side down. When he comes back from lunch, he 

is further away from the ad and can better cri¬ 

tique and correct it. 

• Critique designs from different eras for a broad¬ 

er perspective. A publication using design styles 

from the 1940s could serve as a special effect for 

a new product. Like fashion, some techniques 

recycle. For instance, today’s letterheads follow 

type sizes for addresses from the 1920s. 

How to separate 
strong and weak designs 
First impressions often identify a publication as 

strong or weak. To understand why a particular pub¬ 

lication has a strong or weak effect, answer the ques¬ 

tions on the critique checklist presented in this 

chapter. To build understanding, evaluate the rea¬ 

sons for successful elements and identify solutions for 

the weak components. 

The critique checklist 
“Can you read it, see it, print it?” A weak design will 

probably include “too much” rather than not enough 

of at least five of the following elements: 

Type 

1. Type sizes follow a good hierarchy. For example, 

36, 24, 8, and 6, or 144, 72, 18, 14, and so on. 

2. Type cases blend. For example, all caps, upper 

and lower, lower case, and so on. 

3. Type styles and weights blend. For example, 

bold, medium, italics, and so on. 

Design and trends 
4. Eye patterns are easy or difficult to follow. 

5. Follow a grid, grouping the positioning of copy. 

6. Lias a focus point. Images or headline relate to 

subject matter, creating scale, pattern, or interest. 

7. Blank space helps present the copy. 

8. Are grouped, tightening copy toward the center 

of the page and keeping alignments similar. 

9. Are formal or informal. What is the purpose? 

10. Follow a specific new design trend, using new 

techniques for elements or design. 

11. Format and logo distinguish this company from 

others. 

Shades and color 
12. Borders: What did they accomplish? Do they 

harmonize with type? 

13. Reverse: Use no more than two unrelated 

shapes; add contrast; help eye patterns; use leg¬ 

ible type. 

14. Shades of gray: Type and other page techniques 

give the page an overall look of different densi¬ 

ty; contrast level. 

Image quality 
15. Quality of publication: Type, tints, and photo 

are not broken and do not show visible dots. 

Revising weak production layouts 

When starting with copy that is in a poor design 

form, the designer must identify the problem areas 

and repair them (figures 2-9, 2-10, 2-11). Follow 

three steps to correct a weak design: 
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1. See the copy, not the layout. Write out the copy 
or cut a sample to separate page elements. 
Then, assign standard names (figure 2-10). 

2. Redesign the project. Step away from the old 
design and consider new possibilities by pulling 
out fresh quality samples in the swipe file. 

3. Change the type sizes to match the standard 
level of design samples. To remove too much 
white space or clutter, experiment with different 
type sizes. 

Revising another designer’s file 

Revising a file that someone else has produced can 
also create problems. To determine problem areas 
and “fix” the file, follow these five steps: 

1. Select the pointer tool and hit “select all.” Check 
for the number of text blocks. A problem file 
will be full of separate or empty text blocks. 
Start over—it will be faster than revising the file. 

2. Determine whether the blocks of text are 
linked. If the elements are not defined in the 
style palette, use “new” in the style palette and 
define them. Most software allows specifications 
from existing type to be placed into the style 
palette without rekeying. Place guidelines to 
mark positioning for each text block. 

3. Highlight each element. Determine its specifi¬ 
cation. In most software, the highlighted page 
element will automatically bring specifications 
into the style palette if they are given names. 
(This is helpful for a page element that needs to 
be used again in the new publication.) 

4. Link the copy together. Turn it into a word pro¬ 
cessing file. Retag it. 

5. Eliminate any automatic leadings. When chang¬ 
ing a character’s type size, avoid incorrectly 
leading alignment within a paragraph. 

To learn something from any file, approach 
someone else’s files with an open mind and try to 
understand why specific techniques were used. 

le)& Dozy Uo CB& £$j,ib& 
Dr. Paul Garcia 

Dr. Karen Hertz 
Dr. H. Middleton 

Optometrists 

You’ll probably notice a differ¬ 

ence as soon as you walk in the door. 

No orange plastic chairs in the wait¬ 

ing room. No stiff white lab coats. No 

receptionist behind a glass window. 

Instead, you’ll find a homey atmos¬ 

phere, friendly, accessible staff mem¬ 

bers and waiting room chairs that are 

really comfortable. 

Of course, you’ll notice a big 

difference in your exam. We perform 

more than 20 different tests to evalu¬ 

ate your vision, eye health, eye mus¬ 

cle balance, and perceptual skills. Our 

exam may take a little longer than the 

other guys’, but you can be sure 

you’ve had a thorough, quality exam. 

DS&9&CR&0CJ. 

And when your exam is over our pro¬ 

fessional opticians can help you se¬ 

lect your eyewear. We have more 

than 1,000 spectacle frames to 

choose from, so you're sure to find 

something to compliment your per¬ 

sonal style.. .even if that is a little 

different, too. 

2345 Grove Avenue 

Wassau, Washington 

881-55670 

Figure 2-9 A weak ad: too many faces, distorted art, indistinguishable type elements, text 
too close to the border 
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Headline: We Try lb be A Little Different. 

Subhead A: You'll probably notice a difference as soon as you walk in the door. 

Body Bullet No orange plastic chairs in the waiting room. 

No stiff white lab coats. 

No receptionist behind a glass window. 

Body: Instead, you’ll find a homey atmosphere, friendly, accessible staff members and waiting room 
chairs that are really comfortable 

Of course, you’ll notice a big difference in your exam. We perform more than 20 different test 
to evaluate your vision, eye health, eye muscle balance, and perceptual skills. Our exam may 
take a little longer than the other guy’s, but you can be sure you’ve had a 
thorough and quality exam. 

And when your exam is over our professional opticians can help you select your eyewear. We 
have more than 1,000 spectacle frames to choose from, so you’re sure to find something to com¬ 
pliment your personal style.. .even if that is a little different, too. 

Signature: Dr. Paul Garcia 

Dr. Karen Hertz 
Dr. H. Middleton 
Optometrists 
2345 Grove Avenue 
Wassau, Washington 
881-5567 

Art/Photo: Doctor with children 

Figure 2-10 Write out page element names followed 
by information 

Wetryto 
be a little Different 

You'llprobably notice 

a difference 

as soon as you walk 

in the door... 

• No orange plastic chairs 

in the waiting room. 

• No stiff white lab coats. 

• No receptionist 

behind a glass window. 

HERE, you’ll find a homey atmosphere, 

friendly, accessible staff members and waiting room chairs. 

Of course, you’ll notice a big difference in your exam. We 

perform more than 20 different tests to evaluate your vision, 

eye health, eye muscle balance, and perceptual skills. Our 

exam may take a little longer than the other guy’s, but you 

can be sure you’ve had a thorough and quality exam. 

And when your exam is over our professional opticians can 

help you select your eyewear. We have more than 1,000 spec¬ 

tacle frames to choose from, so you’re sure to find something 

to compliment your personal style.. .even if that is a little dif¬ 

ferent, too. 

Dr. Paul Garcia • Dr. Karen Hertz • Dr. H. Middleton, OPTOMETRISTS 

2345 Grove Avenue Wassau, Washington 881-5567 

Figure 2-11 A strong ad: uses grid, distinguishable page elements, appropriate art, good use 

of rules. 
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Building reference materials 
A work area should contain reference information 

since production or design often requires research. 

Some reference materials include books such as the 

StyleGuide, “how to” books for specific software, 

and samples books showing award-winning designs. 

Also, create custom reference materials: use loose- 

leaf notebooks for up-to-date versions of printed 

samples and spiral notebooks for technical steps and 

troubleshooting notes. 

Saving printed samples 

Printed samples from a variety of sources contribute 

to up-to-date research files. 

Departmental and personal samples 
Request a few extra copies of your projects and, if 

possible, larger amounts of the best ones. To make 

them available, file by category of publication for: 

• Template samples. To help identify exactly 

what a particular template contains, keep a tem¬ 

plate notebook with printed samples of publi¬ 

cations. Write the template name on the sample. 

• Local and national design competitions. Local 

design groups, software manufacturers, and 

paper manufacturers often request printed sam¬ 

ples for their competitions. 

• Potential clients, employees, and supervisors. 

When making a business proposal or requesting 

new equipment, “a printed sample is worth a 

thousand words.” 

• Personal portfolio updates. A portfolio should 

consist of twenty of the designer’s best sam¬ 

ples, making sure that all levels of design are 

represented. 

• References. Any publication has potential for 

revisions or updates. Samples from a previous 

version can provide a reference point. 

The swipe file 
The swipe file is an accumulation of other designers’ 

samples on all levels of design. This file is more like 

sample “swatches” than “swiping” because it repre¬ 

sents visual information about trends. Designs with 

new color combinations, typefaces, or any tech¬ 

niques that create design solutions should be includ¬ 

ed. Organize the samples by name of publication or 

by level of design. 

• Paper samples from paper manufacturers. 

These samples are presented as successful 

printed publications from designers or pam¬ 

phlets of important information related to type, 

paper, and finishes. The samples aid in demon¬ 

strating for clients the recommended papers 

and finishing techniques. Some samples will be 

kept indefinitely because they represent special 

techniques or uses of finishes or colors. 

• Samples offered to the public. Travel bureaus, 

medical groups, and home repair centers are a 

few of the places that offer free quality design 

publications to the public. 

• The mailbox. Unsolicited mail may demonstrate 

a design technique that is worth saving. 

• Shared samples. Get involved with your profes¬ 

sional organizations and swap copies of designs 

that are admired. 

Creating an exact replica of a design can bring 

about the discovery of new typographic subtleties. 

Samples illustrate colors choices that mix well or ap¬ 

plications for new typefaces that then can be mixed 

with personal interpretations. As Sammy Davis, Jr. 

said about tap dancing, . .you see a step, you shuf¬ 

fle it, and you bring it into your own routine.” 

Always practice discretion: swipe files can be 

misused if a total design is copied exactly or line art 

is scanned. This unethical behavior limits learning 

and growth. Use the swipe file to learn new ideas, 

not to copy publications. 

Keeping technical notebooks 

Keep technical information in two kinds of note¬ 

books: loose-leaf for printed sheets, tech sheets, and 

changing information, and a spiral notebook for 
writing down information and notes. 

The loose-leaf notebook 
Here are some helpful divisions that work well in a 
loose-leaf notebook: 
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• All typefaces. Print out the best body size for 

each face and the best display size and case. 

Also, print out from a software package by cre¬ 

ating font specimen sheets. Group the faces by 

categories (refer to Chapters 3 and 4). 

• A test original. One standard test original used as 

a constant for all available printing processes 

demonstrates what will and will not print well. 

X Cross reference: A sample test original is 

shown in Chapter 7. 

• Samples of finishing techniques. Die cuts, var¬ 

nishes, and embossing are some techniques 

included as samples from the paper manufac¬ 

turers because they show the best paper for 
these finishing processes. 

• Magazine articles. Informative articles discuss 

frequently asked questions and often contain 

charts of when to use what, similar to those at 

the end of many of these chapters. 

The spiral notebook 
Use notebook(s) for notes, operating steps, and trou¬ 

bleshooting related specifically to computers, soft¬ 

ware, fonts, and networks. A 9VT x 6" five-subject 

spiral notebook is suggested because the size makes 

it easy to find. Divide the notebook into sections la¬ 

beled computer, software, and network. 

So that steps can be written down quickly, de¬ 

velop a consistent shorthand. For example, when 

referring to a menu item use all capitals and ellipses 

such as, “1. FILE-Preferences...” rather than, “Go to 

the menu item, file, and pull down to preferences.” 

This “shorthand” allows quick writing during verbal 

instructions. Practice from the written steps for 

exactness. 

For additional research 

Keep a well-balanced design approach by continuing 

research into the historical and trendy information 

found in: 

Blatner, David, The QuarkXPress Book, Berkeley: 

Peachpit Press, 1994. 

Kvern, Olav, Roth, Stephen, Fraser, Bruce, Real- 

World PageMaker, New York: Random Flouse 

Electronic Publishing, 1995. 

Landa, Robin, Graphic Design Solutions, New York: 

Delmar Publishers, 1995. 

Swann, Alan, How to Understand and Use Grids, 

Cincinnati: North Light Books, 1989. 

Additional research activities: 

1. Find samples from the 1920s through 1970s and 

begin to date different styles. 

2. Locate samples of this year’s fashion palette 

from car colors or commercial art magazines 

and match them with the PANTONE Color For¬ 

mula Guide. 

3. Look through other designers’ swipe files and 

discuss why they saved the publications. 

4. Join professional organizations. 

5. Find and file samples of newspaper and maga¬ 

zine ads for future reference. 

6. Read current computer magazines. 

7. Read and file hardware and software mailings. 





Chapter 

Type 
Formatting Information 

The type classification system 
The measuring system 
Using type formatting 
Typographic techniques 
Typographic corrections 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Identifying type fundamentals. 

• Using points and picas to measure type and other 

graphic elements. 

• Distinguishing the different uses of type formatting. 
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In desktop pu blish ing software, 

the choices in type formatting 

can be overwhelming. 

With a knowledge of type classifications 

and measurements, informed 

decisions can be made. 

Good type choices pay 

respect to the words. 

The type classification system 

Understanding the type classification system estab¬ 

lishes information about similar typefaces. Organized 

groups of typefaces can be applied to a font man¬ 

agement system for initial sorting. The designer must 

make five choices concerning type. These are la¬ 

beled category, group, family name, weight, and/or 

style, and size. Type classified under these headings 

become the type formatting information that is key¬ 

stroked into the software. To review similarities and 

differences, imagine the characteristics for each clas¬ 

sification as characteristics in a family tree. 

I. Category 

Classifying type puts the unmanageable list of type¬ 

faces into two categories: display faces and text 

faces. When the creator of a typeface draws a new 

display and text face, the approach for each is dif¬ 

ferent. The proportional letterspacing of display 

faces is different from that of text faces. The effect on 

the type is shown in the samples used in figure 3-1. 

Faces are presented on the computer in a list of 

names and categorizing is the responsibility of the 
designer. 

As late as 1975, type choices were separated by 

typesetting machines for display faces (14-72 points) 

and for text faces (6—14 points). Today, most text 

faces are used for both display and text type, but dis¬ 
play faces are used for display type only. 

Images and symbols have a category of their 

own. They are not letters of type but images, sym¬ 

bols, and graphics. Some, such as “Caslon orna¬ 

ment, are considered a font in a typeface. 

Characteristic review 
Compare the type categories to the roles of family 

members: those who listen (body text), those who 

talk (display), and those who play or direct 
(symbols). 
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TEXT and DISPLAY DISPLAY ONLY 
FACES FACES 

-Roman- -Roman- 

Bookman Aachen bold 
Caslon Cooper Black 

Garamond Copperplate Gothic 

New Century TRAJAN BOLD 

Schoolbook University Roman 

Palatino 
Times -Square Serif- 

-Sans Serif- 

Avant Garde 

Officina Serif 

-Sans Serif- 

Helvetica Revue 
Helvetica Condensed 

Optima -Script- 

IMAGE & 
SYMBOLS 

<• f/ie/l (Jioa/u//a/ic/ ricri/j/ 

-Old English- 

-Symbols- 
CARTA 

?5ette 

-Decorative- 

Schmutz ICG Cleaned 

-Pictures- 
HOLIDAY 

un 

m 

Ornaments 
CASLON ORNAMENT 

Figure 3-1 Categories, groups, and family names 
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2. Group 

Typefaces fit into a group when the letter form car¬ 

ries mutual characteristics. Characteristics can include 

the thickness of lines, serifs, and the line of stress. 

The six groups in figure 3-1 are: 

1. Serif or roman type. Thick and thin lines and 

serifs. 

2. Sans Serif. Even-stroked lines and no serifs. 

3. Square Serif. Even strokes and blocked serifs. 

4. Script and cursive. The look of calligraphy or 

handwriting. 

5. Old English. The look of lettering from the 

1300s. 

6. Decorative. A “catch all” that includes the type¬ 

faces with zany trends or seasonal-looks known 

as grunge, decorative, or picture fonts (also 

called pi, symbol, and Zapf Dingbats). Some are 

alphabet letters and others are key positions 

with symbols. 

Text faces are from two of the groups: serif and 

sans serif. It is both easy and acceptable to use one 

text face for all page elements of a project. The pop¬ 

ular trend in design is to use one serif text face that 

is light on the page. Using two text faces, one serif 

and one sans serif, adds contrast and helps with 

complex page elements. 

Display faces fit all six groups with limited sizes 

of 14 points or larger. Because display faces are un¬ 

desirable for smaller type, a body face is chosen for 

the second face. 

Characteristic review 
Think of a family reunion where everyone has dif¬ 

ferent last names but all are still part of the same 

group. 

3. Family name (typeface) 

The family name of the typeface is chosen by the in¬ 

ventor of the typeface or is named after the inventor. 

It was probably easier to distinguish categories of 

typefaces when they were carved from wooden 

blocks or formed in hot metal because the number of 

faces and sizes were limited. Locating a specific type¬ 

face meant going to several type houses that had 

different brands of typesetting equipment. As the 

number of type houses increased, different versions 

of typefaces were invented. For example, there are at 

least four versions of “Caslon. Today, there are 

thousands of typefaces available. 
To narrow the choices, it is important to see a 

sample of all display and text faces and to choose a 

good library for every day use. Put aside many of the 

faces, allowing access to a smaller list of premium 

faces that will be used for 80-90% of production. 

X Cross reference: Twenty-two typefaces cat¬ 

egorized in figure 3-1 are covered in detail 

in Chapter 4. 

Characteristic review 
The family name for a typeface is like the branch of 

your family tree that maintains the same last name. 

4. Weight and style 

One type family can have a variety of weights and 

styles. The unique structure and shape of the letter is 

maintained, but each set or font includes changes 

such as line thickness, width of letters, and slant. 

Weights are described as regular, medium, book, 

bold, semi-bold, demi-bold, light, extra bold, black, 

expanded, and condensed. The changes in structure 

(called styles and effects in software language) are 

italics, oblique, small caps, outline, and shadow. 

Some type software requires that family, weight, and 

style be chosen together from the font window to 

guarantee printing to high-end output devices. 

Unfortunately, software uses two windows that 

allow choices for style and weight. If the font win¬ 

dow includes choices showing the family name, 

style, and weight, it is the safest place to make these 

choices. If style and weight are not available in the 

font window, they are only a safe choice from the al¬ 

ternate “style” window when they are in the font set 

of the computer. Be aware of the disadvantages of 
using the alternate window: 

• Some of these “styles” are weak. Typographic 

choices such as underline, strike-through, shad¬ 

ow, and outline are not the best choices for 
designs. 
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• Mixing weight at both windows. This creates 

distorted type such as an awkward 30° angle for 
italics rather than 15”. 

• Projects proofing to a laser printer. This will not 

show type weight from the alternate window at 
the imagesetter. 

Figure 3-2 shows weight and style samples in a 

sans serif and serif face. Weights and styles for serif 

faces follow the same changes as sans serif, with the 

exception of italics. Roman italics has serifs that 
curve up with flair. 

Characteristic review 
Several people in your family might be exactly the 

same height, but weigh different amounts or have 

different personalities. 

5. Size 

Size refers to the amount of vertical space an entire 

alphabet requires. The software packages give stan¬ 

dard point sizes in pull down windows and this 

should be the designer’s first choice. It is common to 

“go down a size” when problem solving. This refers 

to the next common size instead of going down in 

points. Use alternate sizes when there is a problem 

with fitting copy or legibility. Keep body and dis¬ 

play type within the size range (figure 3-3). 

Shortcuts for changing type sizes outside of the 

style sheet palette that are common to most software 

are: 

• command/shift > for increases in one type size. 

• command/shift < for decreases in one type size. 

Caslon Helvetica 

regular light 

semi-bold regular 

bold bold 

black 
SAMPLES OF WEIGHTS 

italics light italics 

semi-bold italics italics 

bold italics bold italics 

black italics 

THESE STYLES CAN BE MIXED WITH THE FIRST GROUP 

REGULAR, SMALL CAPS condensed medium 

SEMI-BOLD, SMALL CAPS condensed light 

italics old style 12345 condensed bold 

semibold italics old style 12345 condensed black 

bold old style 12345 condensed italics 

bold italics old style 12345 condensed light italics 

REGULAR EXPERTVlVsVsVs condensed bold italics 

regular, alternate: ftkft w condensed black italics 

swash, italics: CKTfW 
THESE WEIGHTS AND STYLES COMBINE WITH BOTH GROUPS 

L 

Figure 3-2 A variety of weights and styles of two 

typefaces 

Characteristic review 
Size can be used to describe people in terms of their 

height. 
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TEXT SIZES 

7 point 

8 point 

DISPLAY SIZES 

14 point 
10 point 

11 point 
18 point 

12 point (in smaller faces) 24 point 

>0 point 

36 point 

48 i joint 

60 point 

72point 

Classifying the body text 
of the StyleGuide 

Category: Body—chosen because this is a long text 

document. 

Group: Serif—usually the first choice for long text 

documents. 

Family name: Garamond—does not strain the eyes 

for long reading. 

Weight and/or style: Medium—an absolute for 

body copy. 

Size: 10 points. 

Figure 3-3 Sample of standard sizes 
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The measuring system 
Type is measured in points and formatting decisions 

are built proportionally around the type size in 

points and picas. Type size in points will not pro¬ 

portionally translate into related measurements in 
decimal inches. 

After the first printout, rely on points and picas 

for fine adjustments. Using minute changes, adjust 

leading and type sizes vertically; adjust size, case, 

and spacing changes horizontally. With point and 

pica measuring experience, advanced type format¬ 

ting decisions such as drop caps, hierarchy of lead¬ 

ing, baseline copyfitting, and em paragraph indents 
are simple to learn. 

Application of measurement 
Do not throw away the inch ruler. It is needed for 

measurements such as page size and margins. Figure 

3-4 shows how the measurements interact with each 

other and each type formatting item. 

The pica ruler 
For a beginning pica user, buy several inexpensive 

rulers (figure 3-5). A pica ruler can be purchased at 

BASIC MEASUREMENTS 

6P (picas) = 1 inch 

72p (points) = 1 inch 

12p (points) = 1 pica 

lJ/2 picas = 18 points (lp6) 

USE THIS KIND OF MEASUREMENTTO MEASURE.. 

Paper size 

Margins 

Line length 

Indents 

Gutters 

Type size 

inches 

inches/picas 

picas 

picas/points 

picas/points 

points 

USE SAMPLES OF CAPITALS TO MEASURE... 

Leading - points 

USE LEADING PART OF THE RULER TO MEASURE... 

Before paragraph leading - points 

Figure 3-4 Measurements and where to use them 

Figure 3-5 Pica ruler. Courtesy of C-Thru Ruler 
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larger graphic arts supply stores and computer soft¬ 

ware supply companies and is an important re¬ 

source tool. Rather than memorize “12 points in one 

pica and six picas in an inch,” just use it to learn it! 

Some software automatically defaults to points 

or picas for all leadings and column measurements. 

For software that shows these measurements in frac¬ 

tional inches, switch to point and pica measure¬ 

ments after the page size and margins are set. 

Type identification 

Researching quality samples and updating last year’s 

graphic projects without the old file requires careful 

measuring of type sizes and leadings. 

The structure of type 

Recognizing the different parts of a letter form helps 

place the type into its correct group, which in turn 

identifies its intended use (figure 3-6). The inven¬ 

tors of each typeface give a shape and proportion to 

the face form to fit a specific design need. 

X Cross reference: Chapter 4 examines 

twenty-four common and representative 

typefaces. 

To further understand the parts of type, visualize 

letters of an alphabet standing up like soldiers. The 

parts include: 

• Cap height. The distance from the bottom sur¬ 

face on which a capital stands to the top of that 

capital. 

• Baseline. The bottom surface of all letters that 

can stand up by themselves. 

• Serif. The brace at the end of a letter that in¬ 

creases the surface it can stand on. 

• Ascenders. The part of letters with upward 

strokes that stand tall like capitals. 

• Descenders. The downward stroke of letters 

that will not stand up. 

• x-height. The height of the lower case letter “x” 

and all other letters that are short. 

Measuring type 
There are two fast and efficient ways to determine a 

type size: the capital section on the ruler identifies 

standard type sizes and the point section is used for 

larger sizes. Both methods work faster if an intelli¬ 

gent guess is included in the measuring process. 

The reason both methods require a guess is be¬ 

cause type measurement is not an exact science. Fig¬ 

ure 3-7 shows two typefaces in the same size that are 

obviously not the same size because of minute 

changes in the structure and proportion of the faces. 

Also, type does not always fill up its measurement 

space vertically. 

Try both measuring methods on figure 3-8: the 

capitals section on the ruler and the points section. 

When the point ruler is used, a descender and as¬ 

cender is included. If there is not a descender in the 

type, sketch a descending letter on the line of type 

proportional to the size of type. 

X-HEIGHT 

DESCENDER 

Figure 3-6 Structure of a letter form 
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TIMES (SHORTER DESCENDERS AND ASCENDERS) 

CASLON (LONGER DESCENDERS) 

The baseline is located at the dotted lines on this 

page and the line length is the gray area behind 

this paragraph. Just remember when you learned } 12-POINT 

to print in kindergarten; it is the same lines just 
LEADING 

BASELINE 

:loser together. TO 

LEADING = BASELINE TO BASELINE IN POINTS 
BASELINE 

Figure 3-7 Two different size typefaces in Figure 3-8 Leading 
24-point type 

Type leading 
Type leading is measured from baseline to baseline. 

The baseline is located at the dotted lines, as shown 

on figure 3-8. It is similar to the baselines used on el¬ 
ementary school writing paper. 

Steps to measure type and leading 
Both size and leading can be measured at the same 

time, but exact measurements often print differently 

than expected. To verify the measurement, print a 

sample of this exact copy and check it on a light 

table. The four steps for size and leading are: 

1. Guess the size. Consider this paragraph of body 

text. What size does it appear to be? A small size 

(6 to 7), a medium size (8 to 9), or a large size 

(10 to 11)? For display type, glance at the ruler 

capitals and guess the size. 

2. Measure the size. Use the capital section on the 

type ruler and measure a capital on each or use 

the point section of the ruler, measuring from 

the top of the ascender to the bottom of the 

descender. With practice, the guess in Step 1 

will be accurate. 

3. Guess the leading. For body text, add two 

points to the type size as a beginning point for 

leading. For display type, start with the same 

number as the type size and then measure with 

the point section of the ruler. 

4. Measure the leading. Use the leading section of 

the ruler for body text and the point section of 

the ruler for display type. 
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Using type formatting 
Type formatting is used throughout the design 

process. It is measured on research samples to de¬ 

termine the technique used for quality samples and 

trends. 

Measuring research samples 
One of the first steps of validating a quality sample or 

new trend is to measure the type sizes and leadings. 

To identify the standard ranges of type sizes for pub¬ 

lications not included in this book, a large group of 

samples should be measured. Research is an ongoing 

process because trends will change, reflecting a vari¬ 

ation in the size commonly used. Continue to mea¬ 

sure type in research samples. The range of sizes 

eventually shifts over a longer period of time. 

X Cross reference: The introduction of Web 

pages is another trend that causes change 

because the type is read from a monitor. 

Refer to Chapter 13. 

Adding specifications to the rough sketch 
There are typographic terms used to give formatting 

instruction after the first printout. Another way to 

say “adding formatting instructions’ is “to spec the 

type.” Formatting instructions or specing type gives 

written information (figure 3-9) for the type and 

paragraph software windows for each different type 

element. 
To shorten the written specifications, the most 

common settings are assumed. The following infor¬ 

mation explains what is commonly eliminated out of 

each set of specifications. 

X Cross reference: Producing a rough is rela¬ 

tively simple and is an excellent reference 

tool for all steps of the design process, but 

if the terms are unfamiliar, a detailed cross 

reference, “Applying font information to 

the rough,” is presented in the next sec¬ 

tion of this chapter. 

• Typeface. The name of the typeface family is al¬ 

ways written on the rough; if it is used for all 

the copy, then it can be written at the top of the 

rough. 

BODY. 

Caslon 

11/36 

Ipt. RULE- 

Summer 
Clearance 

Sale. 
--- A 

1 \\ ‘ ♦ 
rr' ^' 1 4 \! v' K > ; 

\ ■' J Wd 

7*t jrtr 7»{ VSr7***\ 

-HEADLINE 

Caslon 84/72. 

SUBHEAD 

Caslon Semi 

24/36 

.Co. NAME 

Helvetica Black Oblique 

30/24 

-QUOTE 

Helvetica Bold Oblique 

14, reverse 

Figure 3-9 A rough with specs 
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X Cross reference: Chapter 4 shows a broad 

selection of typefaces with at least one 
from each category. 

• Weight and style. “Medium” (regular) is not writ¬ 

ten because it is understood, but all others are 
indicated after the typeface name. 

X Cross reference: Figure 3-2 shows a set of 
weights and styles. 

• Size/leading. Size and leading are written to¬ 

gether with a slash, such as 10/12, and spoken 

as “ten on twelve” (10-point type on a 12-point 
leading). 

X Cross reference: Figure 3-3 shows standard 

sizes and Chapter 4 includes samples of 

different leading combinations for text and 
display type. 

• Case. Upper and lower case letters (“U” and 

“lc”) with sentence capitalization are under¬ 

stood. Other typical settings to be indicated are 

all caps, small caps, and lower case. 

X Cross reference: Possibilities for case are 

included in the display samples in Chapter 
4. 

The ability to set type formally 

is accomplished by setting 

the alignment centered. 
CENTERED (C) - VERY FORMAL, GOOD MIX WITH JUSTIFIED BODY TEXT 

The flush left alignment of body text is readable with minimum 

line lengths and is for a modern look. There have been compre¬ 

hension tests to determine which alignment is more readable, but 

they have had opposite conclusions from their studies. 
FLUSH LEFT (FL) - EASIEST TO READ WITH LASER OUTPUT OF TEXT 

The justification of body text is readable with maximum line 

lengths or with copy that does not cause large white gaps in 

wordspacing. Be aware that there may be gaps in copy if you are 

using the justification mode. The best approach is evaluating align¬ 

ment from the first printout. 
JUSTIFICATION (JUSTI) - FOR BODY TEXT WITH MAXIMUM LINE LENGTHS 

FINAL 
Summer 

Clearance 
FLUSH RIGHT (FR) - MODERN AND WORKS FOR TITLES AND ADVERTISING 

Alignment. Alignment is indicated by a line on 

the edge where the type is to be straight. Use a 

dotted line to show where the line would be 

drawn on the rough for each type of alignment, 

figure 3-10. 

Letter width. Letter width is the width of the let¬ 

ters within one font set. If the designer has cre¬ 

ated a typeface narrower than the standard 

typefaces, it is called “narrower” or “con¬ 

densed.” Changes can be made in the character 

specification window to distort the typeface to a 

narrower or wider width than as it was drawn. 

Some display type works well at 70% and 120% 

of the original width. Body width changes are 

reserved for experts. If a project requires letter 

width changes in the body text, purchase an 

Adobe® Multiple Master font that allows width 

changes while maintaining the integrity of the 

typeface. 

X Cross reference: See Chapter 4 for width 

changes for display faces. 

FORCE 
JUSTIFICATION 

FORCE JUSTIFICATION FOR DISPLAY TYPE 
WITH SINGLE WORDS OR FIXED SPACES 

Figure 3-10 Uses of alignments 
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• Indents. First line indents and paragraph in¬ 

dents should be built into the style and can be 

marked with typographer’s marks. 

X Cross reference: Typographic proofreading 

marks are found in figure 3-26. Indent 

choices are found in figure 4-10. 

• Line length. Line length is established by mea¬ 

suring margins on a rough, indicated by grids of 

columns. 

X Cross reference: Grids are covered in Chap¬ 

ter 2, and line length choices in Chapter 4. 

Applying format information 
to design production 
Formatting comes together smoothly in the software 

when the rough contains the basic specifications, 

the information is placed into the style palette, and 

fine-tuning techniques are applied to the first print¬ 

out. (Files will freeze and become useless from too 

many copy changes at the monitor; this is usually the 

result of no planning or not enough critiquing or 

examination of the first printout.) 

Simply follow the rough and add its information 

to the style palette. A clear relationship between all 

page elements is then established. When changes 

need to be made, the rough serves as a first refer¬ 

ence to make sure the hierarchy of styles is main¬ 

tained. 

This is a good time to do some artistic fine- 

tuning—adding elements of contrast, color, and scal¬ 

ing images. The first printout can be compared to the 

monitor image of display type and be adjusted until 

the fine-tuning techniques give the rough and the 

monitor image a match. View the monitor image at 

100% and hold the rough next to the monitor after 

each adjustment to check visual consistency. 

Changes like letter width, letterspacing, kerning, and 

small cap size can be quickly fixed. Leading for 

body copy can be adjusted by measuring the space 

allowed for type on the rough or measuring the 

space between the lines that were drawn to indicate 
the body text. 

Allow artistic fine-tuning beyond the rough and 

flexibility to use this technology to expand the cre¬ 

ative process. But if the design gets into an unending 

loop, return to the original specifications and work 

from there. 

Fine-tuning formatting 
The greatest advantage of computer production is 

how quickly corrections can be made. Roughs no 

longer require the exactness that they once did. 

They are, however, an important step for less expe¬ 

rienced designers in order to avoid getting lost in the 

software. Experienced designers refer to roughs for 

client conversations or complex projects before pro¬ 

duction. 
When the design process is in the production 

stage and the first printout has been made to match 

the rough, fine-tuning begins. Below are a few of 

the fine-tuning techniques found in most software 

packages: 

Alignment 
Figure 3-10 shows the available alignment choices 

and how to mark them. Display type uses all the 

settings, but body type is commonly set justified 

(both margins straight) or flush left (only the left 

margin is straight). 

Leading 
Leading is the line spacing from the baseline of one 

line to the baseline of the next line. An example of 

different leading is the line spacing on the paper 

used in elementary school compared to the paper 

used in college. Replace the automatic leading with 

a leading point size for all type formatting. “Auto” 

looks fine with some faces because it gives a stan¬ 

dard leading of 120% of the type size, but does not 

allow enough room for some text faces and needs to 

be set differently for display type. Common settings 

like vertical alignment, secondary leading, and first 

line indents build on the leading. When “auto” is 

not replaced with a number, special first line effects 

using larger type on the first line will create a gap be¬ 

tween the first and second line that is different from 

the leading for the rest of the paragraph (figure 3-11). 



Chapter 3 Type Formatting Information 47 

Copy set.in ten points on 

automatic leading looks 

fine for most typefaces be¬ 

cause 120% leading leaves 

enough white space in the 
copy. 

But when large type is 

added to the beginning of 

the first line, the computer 

uses the ‘auto’ leading of the 

large type giving a noticeable 

difference in the leading be¬ 

tween the first and second 

lines. 

LEADING SET AUTOMATICALLY 

Copy set in 10/12 looks 

the same in 10-point type 

because it leaves the same 

leading as 120% automatic 

leading and keeps the copy 

from looking cramped. 

But when large type is 

added to the beginning of 

the first line with a 12- 

point leading put in the 

leading window, the large 

type can be given the same 

leading and the first and 

second lines have the same 

leading. 

LEADING SET IN POINTS 

Figure 3-1 I Autoleading and assigned leading with 

larger type on first line 

10/12 LEADING WITH 
6 POINTS BEFORE 

PARAGRAPH LEADING 

10/12 LEADING 

Copy begins with an introduction and 

is followed by a subhead, which con¬ 

tinues throughout the copy. 

Subheads 
When a subhead is separated from the 

rest of the copy by size only, size gets 

unmanageable on the page. 

A secondary leading above the copy 

gives the attention to the subhead that 

is required without burdening the 

reader with increased darkness to the 

page. 

Figure 3-12 Paragraph spacing before subheads 

Before paragraph spacing (secondary leading) 
The primary leading is the leading number in the 

leading window. The secondary leading (SL) is 

above a paragraph to add contrast with white space. 

There is more control of space when using sec¬ 

ondary leadings rather than double returns. Use 

below paragraph leading sparingly if the contrast 

required cannot be achieved with above paragraph 

leading alone. Otherwise, it is difficult during cor¬ 

rections to sort out which leading was used on the 

page elements. After looking at figure 3-12, find the 

above paragraph leadings used throughout the 

StyleGuide. 

Changes in horizontal scaling 
The width of the letter “m” in a typeface determines 

its natural width. Adobe multiple master fonts and 

some typefaces can be used when type is needed 

with a narrower (condensed) or wider (expanded) 

horizontal scaling without distortion and with op¬ 

portunity to adjust the thickness of the letters. Addi¬ 

tionally, the horizontal scaling of any typeface can be 

changed in some of the software but requires a 

close check for letter distortion. Some faces will han¬ 

dle up to 40% scaling changes while others cannot 

handle any (figure 3-13). 

Watch out! Watch out! 
CASLON ON THE LEFT LOOKS BETTER AT REGULAR WIDTHS 

Watch out! Watch out! 
120 PERCENT SET WIDTH CHANGES HOLD UP BETTER IN HELVETICA 

Watch out! Watch out! 
70 PERCENT SET WIDTH CHANGES HOLD UP BETTER IN HELVETICA ALSO 

Figure 3-13 Two typefaces with horizontal scale 

changes 
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Letterspacing (tracking) and kerning 
Although they are included together, letterspacing 

and kerning are not the same thing. What they do 

have in common is the addition of space between 

letters. Letterspacing (tracking) globally adds or 

subtracts space between sections of copy and kern¬ 

ing (expert kerning) selectively adds and subtracts 

space between two adjacent letters (figure 3-14). 

Some techniques to make letterspacing (global) 

changes include the following: The character win¬ 

dows in some software have a place for “tracking.” It 

can be set under the paragraph window under “let¬ 

terspacing” or it can be adjusted with the control 

panel by highlighting the word, line, or paragraph. 

Two settings that add kerning for different software 

are expert kerning, where the computer reads the 

combinations and adds preprogrammed changes, 

and ligatures, which are keystrokes found in some 

keyboards that give two letters instead of one, such 

as an fi or ff. Kerning also can be adjusted visually 

with the control panel by highlighting two characters 

or with software keyboard shortcuts to add and re¬ 

move spaces. Depend on the method that fits the sit¬ 

uation. Changes made at the control panel level are 

practical when they apply to one specific piece of 

copy. If the changes are needed repeatedly, make the 

changes that place them permanently in the style 

sheet. 
Display type benefits from kerning and let¬ 

terspacing. Most typefaces that are used for both dis¬ 

play and body are set for body letterspacing. 

Kerning is set for some letter combinations and in 

some software more combinations can be added, 

but usually a line of display can benefit from expert 

or manual kerning. 

The official 
TAFFY PULLING 

WITHOUT LETTERSPACING GLOBALLY ON TITLE 

The official 
TAFFY PULLING 

WITHOUT KERNING 

The official 
TAFFY PULLING 

LETTERSPACING DECREASED 

The official 
TAFFY PULLING 

EXPERT KERNING AT NORMAL 

The official 
TAFFY PULLING 

TRACKING VERY LOOSE 

The official 
TAFFY PULLING 

EXPERT KERNING WITH TIGHTER SETTING 

The official 
TAFFY PUTTING 

TRACKING VERY TIGHT 

The official 
TAFFY PULLING 

CASLON EXPERT LIGATURE ‘FF’ IN ‘OFFICIAL’ 

Figure 3-14 

Comparison of 

the variety of 

letterspacing and 

kerning options 
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Word spacing 
Word spacing involves increasing the space bar value. 

Changes are only necessary for display type that seem 

to run together or for body type using leading that ap¬ 

pears out of proportion to the space bar value (figure 
3-15). 

Ruled lines 
For many application programs, ruled lines or rules 

can be built into a format. Rules are not limited to 

Copy set in additional leading gives a quality 

look to the text. It may give a cramped look to 

some typefaces, especially in flush left align¬ 

ment, which keeps even space bar values. 

When extra value is added to the space bar, 

the leading and space bar values seem more 

compatible. 

Copy set in additional leading gives a quality look to 

the text. It may give a cramped look to some typefaces, 

especially in flush left alignment, which keeps even 

space bar values. 

When extra value is added to the space bar, the lead¬ 

ing and space bar values seem more compatible. 

DEFAULT SETTING FOR WORDSPACING 

lines, as with underline. They can be included as a 

second color, tinted, or designed wide enough to 

appear to be a box. The applications measure the lo¬ 

cation from the baseline of the type. When the de¬ 

fault setting does not work, use the point size for the 

positioning of the above rule and use four points 

below for a starting point. When using rules for 

upper and lower case type, the line needs to break 

under the descending letters (figure 3-16). If the ap¬ 

plications program cannot build in rules, use a draw¬ 

ing pen to create them. 

Copy set in additional leading gives a qual¬ 

ity look to the text. It may give a cramped 

look to some typefaces, especially in flush 

left alignment, which keeps even space bar 

values. 

When extra value is added to the space 

bar, the leading and space bar values 

seem more compatible. 

Copy set in additional leading gives a quality look 

to the text. It may give a cramped look to some 

typefaces, especially in flush left alignment, which 

keeps even space bar values. 

When extra value is added to the space bar, the 

leading and space bar values seem more compatible. 

25 PERCENT INCREASE IN WORDSPACING 

Figure 3-15 Word spacing changes the value of the space bar to be visually proportional with the 16-point 

leading. 



50 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

^consistent 

Be consistent 

Be consistent 
DISPLAY TYPE USES 

A rule can be used to set off body text 

from another column. 

When the listing in the copy needs to 

be separate such as in quotes, fillers, or 

want ads. 

Other text copy that benefits 

from rules is copy that is set off 

with an indent left. 
TEXT TYPE USES 

Figure 3-16 Various uses of rules 

Baseline shift 
Baseline shift moves the location of the baseline of a 

single letter or an entire line. It is also used for 

bouncing letters for special effects (figure 3-17). 

Measuring for publication production 

Printing presses and paper measure in inches. There¬ 

fore, all information throughout the process should 

be given in inches and decimal inches. These choic¬ 

es include printing size, finished size, and image lo¬ 

cation. 

GARAgE 
SAL.E 

Figure 3-17 Baseline shift for individual letters 
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Typographic techniques 
Professional designers use precise measurements 

and apply them to typography. Typography gives 

subtle addition and subtraction of space that is not 

noticed by the casual reader and adds characters 

not available in regular typing. Its purpose is to 

make the copy easier to read. Used correctly, these 

techniques can be the difference between a good 

publication and an excellent publication. 

Small cap sizes 

Small cap sizes may need changing when used as 

display type (figure 3-18). This can be accomplished 

in three ways. Increase the size of the small cap to 

80-90%. If the software does not allow for small 

caps, a typeface can be purchased for some body 

text faces that are small caps. Another solution is to 

choose a different size in the type so that the letters 

look like small caps. This may give the appearance 

of two different weights. 

Make it repeatable 
COPY WITH A NORMAL UPPER AND LOWER CASE IN CASLON 

Make it repeatable 
COPY WITH THE SOFTWARE WINDOW FOR SMALL CAPS 

Make it repeatable 
COPY WITH FONT, CASLON SMALL CAPS 

Make it repeatable 
COPY WITH THE SMALL CAPS DIALOG WINDOW SET AT 85 % 

Figure 3-18 Different methods of creating small caps 

Manual letter kerning 

Display type for custom and premium designs re¬ 

quires manual kerning. As explained in “fine-tune 

formatting,” manual kerning moves a letter away or 

toward the next letter. It also visually adjusts the vol- Rgure 3., 9 Jhe second sample ha$ whjte space 

ume of space between sets of letters (figure between the letters adjusted to the slant of the letters 

3-19)- and the left margin is moved two points for the last 

three lines to line up visually with the “W.” 
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Some software programs assist manual letter 

kerning with an expert kerning. This takes most of 

the common letter combination adjustments and ap¬ 

plies kerning. The designer can also add additional 

space between letters by using the following shortcut 

key combination: 

• Add space = option/shift + the key “delete” for 

Mac applications and contol/shift + backspace 

for Windows applications. 

• Removing space = option + the key “delete” 

for Mac applications and control + backspace 

for Windows applications. 

More white spacing surround the capitals Y, V, 

X, P, L, and F because of their shapes; lower case 1, 

f, and q are changed proportionally in width from 

lower case to all caps. 

Indents 
Indents are described in two different ways: first 

line indents and hanging indents. First line in¬ 

dents are similar to typewriting indents because they 

shift text in the first line. Hanging indents do not 

move the first line of text, but instead shift over the 

remaining lines of text following the first line (figure 

3-20). 

Tabs 
Tabs have the same use in desktop publishing as 

they have in typewritten copy. Tabs divide copy 

horizontally, but bring the reader from one element 

to the other. Practice on simple tabs and work up to 

complex tabular material. 

Some additional uses for tabs include leader 

dots as found in tables of contents and for forms. 

They mix well with indents and hanging indents 

and occur with bullets, numbers, and column mate¬ 

rial in the StyleGuide. 

First line indents are the indents of 

standard. They have been used in 

handwriting, typing, and typesetting. 

Once the return key is used, the soft¬ 

ware uses the indent for any additional 

paragraphs without any additional key¬ 

strokes. 
FIRST LINE INDENT 

Left and right indents are 
also built into the style, 
shifting different lines of 
text in the same text block 
rather than putting the el¬ 
ements into separate 
textblocks. 

LEFT AND RIGHT INDENT 

Hanging indents are set under tabs and in¬ 
dents and reverse the indent to the sec¬ 
ond and third line of type and continue 
to indent until it’s returned. 

HANGING INDENT 

Figure 3-20 Paragraph indents 

MATCH LEVELS 
USING THE SPACE BAR ADDS ALL EXTRA SPACE TO THAT AREA 

MATCH LEVELS 
USING T SPACE (THIN SPACE) 

M AT CH LEVELS 
USING ‘N’SPACE (EN SPACE) 

MATCH LEVELS 
USING ‘M’ SPACE (EM SPACE) 

Figure 3-21 The effects of various fixed spaces on 
forced justification 

Fixed spaces 

The width of the lower case letters “t,” “n,” and “m” 

can be put to work for locked-in spacing called fixed 

spaces. Fixed spaces keep the computer from using 
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the varying space bar value given added with justifi¬ 

cation and forced justification. The “t,” “n,” or “m” 

space allows all spaces to expand proportionately. 

Use the space that matches proportionally with the let¬ 
terspacing (figure 3-21). 

Since the space bar value is not always the 

choice of spacing needed for professional-looking 

type, try the various fixed spaces. If it seems to be 

easier to use space bars instead of setting a tab, 

apply that instinct to fixed spaces of either en, em, or 

thin spaces. If the copy is ever changed to justified 

copy or if the type size changes, the space value will 

be proportional to the changes. Many of the figures 

in this book are typeset with the text and spaced 

with these fixed spaces. 

Thin space (flex space) 
The thin space or flex space gives more space than 

the space bar, but it is the smallest amount of the 

three choices. It is one of the choices for a forced jus¬ 

tified line instead of space bars. It also is a good 

choice for bulleted material when the type is in dis¬ 

play sizes. 

even numbers. Additionally, rather than set a right tab 

at the colon or use a space bar, which can change 

value in justified lines, this space can be used to sep¬ 

arate bullets, colons, and so on (figure 3-22). 

Em space 
“M” space or em space is the most frequently used 

spacing value. It naturally provides a proportional 

square space for any size type because it is not only 

the space of the letter “m,” but it is also a square of 

the type size. 

The em space is a term used to indicate the 

amount of first line indent for the paragraphs, such as 

“one em space” or “three em spaces.” Using an em 

space manually indents paragraphs that appear only 

once in the copy. 

Em also serves as a marker when setting tight-fit¬ 

ting columns of information and should be the min¬ 

imum amount of space between columns (figure 

3-23). 

Dashes 

En space 
“N” space or en space is worth different amounts in 

different software packages. It is measured by the let¬ 

ter “n” or two figure “0” and can be used to align un- 

•nSAFE 

• SAFE 

•nEconomical 

• Economical 

Figure 3-22 En spacing after bullets 

18439 20th Street North • University City, North Carolina 55312 

When most long documents were produced on a 

typewriter, a single dash was used for all dash situa¬ 

tions. One dash, two dashes, or three dashes were 

keyed to indicate a hyphen dash, en dash, or em 

dash respectively. Historically, typesetting always 

provided several kinds of dashes. Here is a general 

guideline to follow for determining which dash to 

use for effect: the longer the pause—the longer the 

dash. Dashes also can be used instead of colons 

when a large number of commas make the copy dif¬ 

ficult to read. 

Before production, the designer should know 

whether the use of dashes has been indicated by the 

author. If the author uses the traditional typewriter 

method of two regular dashes to indicate an en dash, 

this can be changed globally with “find and replace” 

in the software package. If the author or editor does 

not indicate the typographical dash, the typesetter 

should follow the information in the following 

section. 

Dashes are set without a space bar on either 

side of the dash, but one space can be included on 

each side. Once a pattern is set, be consistent. 

Figure 3-23 Em spacing around bullets 
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The copy in figure 3-24 uses a hyphen in para¬ 

graph one, an en dash (alt or option dash) in para¬ 

graph two, and an em dash (alt or option/shift dash) 

in paragraph three. The shortcut keystrokes for all 

four dashes are shown for both Mac and Windows in 

figures 3-25a and b. 

Hyphen dash 
This is the common dash used for a regular type¬ 

writer or word processing software. 

• End of line hyphenation. To change line length, 

the designer can manually hyphenate a word 

by keystroking a lower case hyphen. 

• Hyphenated words. Simply use a single stroke 

hyphen for compound words such as self-as¬ 

surance and mid-semester. 

• Separating groups of numbers. A single stroke 

hyphen can be used to separate phone numbers 

and social security numbers that have common 

divisions. 

Underline dash 
This dash is used seldomly unless the copy is set up 

with blanks to be filled in, such as those on a form 

without upper left-hand corner (ULC) arrangement. 

The weight of the line is controlled by the weight of 

the type. 

X Cross reference: This is discussed in detail 

in Chapter 12. 

En dash 
An en dash is the length of a capital “N” and longer 

than a hyphen. It is located in the option position of 

the hyphen key. En dashes can be used in se¬ 

quences to indicate a range of choices, with or with¬ 

out a space bar on either side. It is used frequently to 

indicate sequence with choices in between, espe¬ 

cially numbers. 

X Cross reference: See figures 10-5 through 

10-10 for samples of en dashes. 

Em dash 
The long dash (em dash) is as long as the capital “M” 

or the square of the type size. Because it is used 

SELF-ASSURANCE GROUP CREED 

Hyphens: Self-assurance is the way we feel about our¬ 

selves and we project that without even try¬ 

ing. In both professional and daily 

situations, the amount of self-assurance 

shows as the confidence we feel is projected 

to others. 

en dash: Begin with an experiment, from 8:00-12:00 

noon do not show any self-assurance. Record 

how others treat you. Write down 5-10 situ¬ 

ations in which you noticed how you were 

treated. From 12 noon-7:00 pm, change to 

an appearance of little confidence. Write 

down how you felt about yourself to gain 

confidence and what kind of message you 

gave to yourself. 

em dash: When you do not have any confidence you 

treat yourself differently—different expecta¬ 

tions and satisfaction. When you have high 

confidence you have more room to grow and 

you can do a better job of helping others, 

too. 

Underline We appreciate your generous donation of 

$_, which will be 

used toward new computers. 

Figure 3-24 Samples of various dashes 

more frequently than the en dash, it is also called 

simply “dash.” It is used for long pauses within a 

sentence, preceding an author’s name instead of the 

word “by,” and as a substitute for bullets. Em dash 

can be set with or without a space bar on either 

side, but the most popular method is without spac¬ 

ing. Again, once a pattern is chosen, be consistent. 

The slash 
The slash is used as an alternate to a dash when two 

opposite choices are presented within the text, such 

as: either/or, he/she, and yes/no. With either/or sit¬ 

uations, the slash is a clearer choice. It also can be 

used as another alternative to separate an area code 
from the rest of a phone number. 
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LOWERCASE SHIFT OPTION OPTION/SHIFT 

a A & A 
b B 1 1 

c C 9' C 
d D d 1 

e E ' ' 

f F f I 

g H 6 

h G © " 

i I 

j J A 6 

k K ° * 

i L - 6 

m M P A 
n N — ~ 

0 O 0 0 

p P K n 
q a OS CE 

r R ® %0 

s S & i 

t T t v 

u U 

V V V 0 

w W I 

X X ~ t 

y Y ¥ A 
z Z Q i 
1 1 

i / 

2 @ TM n 

3 # £ < 

4 % 9 > 

5 % oo s 

6 A § a 

7 and 1 t 

8 
★ 

• 
° 

9 ( a 

0 ) 
o 

y 

- - - 

= + * + 

[ {• 
“ ” 

] 1 
u 

y 

‘ « X JE 

Figure 3-25a Mac keyboard typographic marks 

Character Windows code MAC CODE 

Cents 9 alt/0188 option/4 

Degree alt/0189 option/K 

Copyright © alt/0169 option/H 

Register Mark ® alt/R option/R 

Trademark ™ alt/0153 option/2 

% alt/0188 expert font: shift/G 

y2 alt/0189 expert font: shift/H 

% alt/0190 expert font: shift/I 

alt/0133 option/colon 
THESE ARE SYSTEM SPECIFIC 

Em dash alt/shift/- option/shift/- 

En dash alt/-option/- 

Em space control/shift/M cmd/shift/M 

En space control/shift/N cmd/ shift/N 

Thin space ctrl/shift/T cmd/shift/T 
THESE ARE AN EXAMPLE OF POSSIBILITIES THAT ARE SOFTWARE SPECIFIC 

Figure 3-25b Windows and Mac system and software- 

specific typographic techniques 

The ellipse 
The ellipse is three dots spaced with fixed spaces. 

The ellipse has been given several new uses today: to 

draw reader into copy, as a substitute for bullets, 

and at the end of headlines. Additionally, the original 

use, when sections of a sentence were omitted in 

quotations, still applies. The set of ellipses is includ¬ 

ed as a key position in figure 3-25a and b. 

Accessing typographic characters 

There are other typographic characters found on the 

symbol font for Windows (figure 3-25b) and through 

coding. They are also found on keyboard positions 

for the Mac (figure 3-25a) under option and op¬ 

tion/shift. 
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Typographic corrections 
Typographic corrections are an essential part of the 

production process requiring background informa¬ 

tion and knowledge. So that it is approached in a 

professional manner, “etiquette” exists in the industry 

along with steps for a systematic approach. 

Publisher alterations 
vs. author alterations 

Proofreading produces two different kinds of 

changes to the copy. Publisher’s alterations (PA) are 

typos that caused the copy to appear differently than 

the author had originally written. Author’s Alterations 

(AA) are changes that the author requests that do not 

match the original copy. 

An important question arises as to who pays 

for the time required to make changes. Minor 

changes that affect the overall time required for the 

job but do not negate the deadline are easy to 

waive. Changes that require large volumes of pro¬ 

duction time or that cancel the scheduled printing 

time are normally charged. 

It is important to have these decisions involving 

alterations in the contract signed by the client and 

the designer. With a corporate production depart¬ 

ment, an agreement for deadline revision usually ex¬ 

ists or the requesting department agrees to pay 

overtime charges in order to meet the deadline. 

Proofreading techniques 

Publications are proofread and marked for typing 

mistakes and typographic mistakes. One of many ver¬ 

sions of proofreading marks is included in figure 3-26. 

Whichever marks are used, the typesetter should un¬ 

derstand them and a red pen should be used for easy 

identification. Once the typesetting is finished and 

passed on as a proof, it implies that the typesetter is 

“signing-off’ that all spelling and typographic incon¬ 

sistencies are corrected. There are three ways to 

proofread copy: 

1. The typesetter reads alone. This method takes 

less time and usually results in the greatest 

amount of typos. 

2. A partner can read it to a typesetter who has the 

final copy. This doubles the proofreading ex¬ 

pense because it requires two people, but it is 

the most effective. 

3 A proofreader is responsible for the proofread¬ 

ing of all copy. Large companies with volumes 

of long documents often use a professional 

proofreader. Some proofreaders read the copy 

backwards to identify errors. 

Weak design techniques 
for new designers 

Some weak design techniques are overused by new 

designers when a stronger design alternative exists. A 

common example includes choosing more than two 

typefaces for a publication, resulting in clutter and 

distraction. A stronger design choice is to change 

weights and sizes. Strong design choices are indica¬ 

tions of experience and knowledge. Learn the pitfalls 

first. Examine some pitfalls of weak design tech¬ 

niques and their alternatives (figure 3-27). 

The pitfalls for the new designers are easy to 

step into and difficult to see after they are applied to 

the design. The following ten tips are not absolutes, 

but suggestions for eliminating problems that new 

designers encounter: 

1. Use no more than two typefaces. The design 

will look cluttered with more than two type¬ 

faces. 

2. Choose typefaces from different groups. For ex¬ 

ample, use one serif and one sans serif. The 

subtle difference between two serif faces can 

confuse both the hierarchy of sizes and the au¬ 
dience. 

3. Avoid small caps, except in headlines. Since 

small caps make smaller capitals, the appear¬ 

ance on the page is toward the size of the small 

caps not the larger capitals; then the hierarchy is 

more difficult to maintain. 

4. Use one typeface. Whenever possible, use one 

typeface or have a good reason for using two 

(such as more contrast is needed or because of 

the number of page elements). Try changing 

size or weight rather than adding another type¬ 

face. It changes printing time and makes it eas¬ 

ier to keep up with page elements. 
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Description in text If necessary, Marks in Margin 

Capitalize now is the time cap 

Lower case Now is the Time Ic 

Small Caps Now is the time sc 

Italics Now is the time Itai 

Bold Now is the time bf 

Add paragraph indent J Now is the time 

Add EM space Now is the time □ 

Add EN space •Now is the time 
A P 

Add tab * ^?Now is the 

Add a space Nowis the time 
A 

# 

Bring together Now is the time 

Insert Now is time 
A 

the 

Spelling Now is the tirf time 

Transposed letters Now is the tiem 
y 

Delete Now is the the time 

Move to here [<—Now is the time 

Combine to one paragraph Now is the time. 

'For all good men 

Begin a new paragraph Now is the timejFor 
all good men 

Specifications for elements 
not consistent Now is the time NC 

Figure 3-26 

Proofreaders’ marks 



58 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

3 ft 091 SR inform 
WEAK: OLD ENGLISH IN ALL CAPS STRONG: UPPER AND LOWER 

WEAK: STRONG: 
VERTICAL 90s 
LETTERS LETTERS 

I z 
N 0 
F 
O H 
R < 
M X 
A 
T 
I o 

(fit 
O 
N z 

NOW IS THE TIME FOR ALL 
GOOD MEN TO COME TO 
THE AID OF THEIR COUN¬ 
TRY. NOW IS THE TIME 
FOR ALL GOOD MEN TO 
COME TO THE AID OF 
THEIR COUNTRY. 

WEAK: PARAGRAPH IN ALL CAPS 

SEMI-ANNUAL 

NEW SELECTION 
OF THIS SEASON S FASHIONS 

WEAK: THREE TYPEFACES 

Now is the time for all good 
men to come to the aid of 
their country. Now is the 
time for all good men to 
come to the aid of their 
country. 

STRONG: CHANGE TO 
SENTENCE CAPITALS, IN BOX, 1 
PICA INDENT LEFT AND RIGHT. 

SEMI-ANNUAL 

Clearance Sale 
New selection 
of this season's fashions 

STRONG: THREE WEIGHTS, ONE FACE 

Now is the time for all good men to come to the aid of their country. Now is 
the time for all good men to come to the aid of their country. Now is the time 
for all good men to come to the aid of their country. Now is the time for all 
good men to come to the aid of their country. 

WEAK: MORE THAN 15 WORDS ON A LONG LINE LENGTH 

Now is the time for all good men to 
come to the aid of their country. 
Now is the time for all good men to 
come to the aid of their country. 
Now is the time for all good men to 
come to the aid of their country. 

STRONG: SET IN TWO COLUMNS 

Now is the time for all good men to 
come to the aid of their country. 
Now is the time for all good men to 
come to the aid of their country. 

Figure 3-27 Weak and strong choices with typefaces 
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5. Change weight or structure instead of size. 

When a section of the copy needs some sepa¬ 

ration between its parts, try italics, bold, or all 

caps to add the contrast required. Then, less 

additional copyfitting is required. 

6. Leave letterspacing and width changes “as is” for 

body text. Although typeface characteristics are 

easy to identify in large sizes, they are more 

subtle in smaller sizes. 

7. Avoid 12-point body text. The monitor looks 

better with 12-point type and some software 

defaults to 12-point, but research shows that 12- 

point type is rarely the best choice for body 
text. 

8. Add contrast. Add contrast by lightening the 

page rather than darkening it. Start with the 

body text and make it one size smaller with the 

same leading. 

9. Keep to a few good trusted typefaces. The 

headline of advertising can carry the unusual 

typefaces, but concentrate on learning the basic 

typefaces well. Instead of knowing a little about 

a whole lot of typefaces, know a lot about a 

few. 

10. Use one piece of good art or none at all. Let line 

art have a true purpose (subtle or explosive on 

the page, but not distracting). If there is not 

“good” art available, use the headline for the 

focus instead, or let all the type carry the design. 

For additional research 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Historical information 

Bain, Eric K., The Theory and Practice of Typo¬ 

graphic Design, New York: Hastings House 

Publishers, 1970. 

Rogondino, Michael, Computer Type, Vancouver: 

Raincoast Books, 1991. 

White, Jan V., Graphic Idea Notebook, Rockport Pub¬ 

lishing, 1990. 

Trends 

Cardamone, Tom, How to Spec and Buy Type, New 

York: Art Direction Book Company, 1993. 

Moriaty, Sandra Ernst, The ABC’s of Typography, New 

York: Art Direction Book Company, 1990. 

Typography 15: The Annual of Type Directors Club, 

New York: Watson-Guptill, 1994. 

Wheilcton, Colin, Type and Layout, Berkeley: Strath- 

moor Press, 1995. 

Summary 

Recognizing typefaces is like recognizing cars: after 

buying a new car, you suddenly notice all the others 

like it on the road. Appreciation of one specific car 

or type produces meticulous examination and instant 

recognition. 
The typeface charts on the following pages (fig¬ 

ure 3-28) give detailed information as well as sam¬ 

ples for comparison and study. The charts can serve 

as an immediate start-up set of typeface choices or as 

a step to establishing a personalized set. See also 

figure 4-30 for the list of typefaces and their uses. 
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TEXT AND DISPLAY - Serif faces 

BOOKMAN 
• Display — For large, extra wide display. 

• Text — Sets large with a dark tone. 
Try extra leading. 

Strong, straightforward look; italics is happy and playful. 

Try one size smaller than other faces. 

STRENGTH: For readers with vision difficulties and ex¬ 

tends copy length to fill a space. Highly legible on laser 

output—no thin strokes. Prints well on a wide range of 

paper from newsprint to high gloss enamel. 

Gives high contrast between regular and bold. Holds 

up well when reversed. 

LIMITS: Busy look on pages with a large number of dif¬ 

ferent type specs. Because it sets so large, it requires 

careful use of sizes and sometimes requires half sizes 

in both type size and leadings. 

WEIGHT/STYLE 

Light Light Italics 

Demi Demi Italics 

abcdefghij klmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890=!@#$%A*()_+ 

CASLON 
• Display— Distinctive capital “A”. Wide capitals. 

• Text — Sets small and light on the page. Try standard leading. 

A very dependable old style Roman. Classy and readable. 

STRENGTH: Used for book text and makes an excellent “basic” serif 

face. Works well for designs requiring a lighter look on the page. 

Very dependable for annual reports and all dpi printing. 

LIMITS: Will not hold a reverse without looking broken. 

WEIGHT/STYLE 

Regular Italics 

Semibold SemiBoldItalics 

Bold Bold Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890U@#$%A*()_+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on busi¬ 

ness cards and forms. 

8/10 To the inexperienced person, all type faces may 

look the same. Blindly picking a type which looks 

good on the screen, may produce poor type after it 

is printed. 

9/11 Every typeface looks different to each differ¬ 
ent output devices. Printing type samples to 
the production output device leads to accu¬ 
rate choices. 

10/12 The lower the dpi of a laser printer, the 
larger the dots forming each letter. The 
stroke on a letter appears thicker with 
the larger dots of lower dpi. 

11/13 Comparing samples from different 
type faces help determine: what is 
the ideal body copy size; the leading 
for each face; the set of the face; and 
the readability and legibility. 

12/14 TWELVE slows the reader if the set 
is large and the line is short. 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business cards 

and forms. 

8/10 To the inexperienced person, all type faces may look the same. 

Blindly picking a type which looks good on the screen, may 

produce poor type after it is printed. 

9/11 Every typeface looks different to each different output 
devices. Printing type samples to the production output 
device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger the 
dots forming each letter. The stroke on a letter ap¬ 
pears thicker with the larger dots of lower dpi. 

11/13 Comparing samples from different type faces 

help determine: what is the ideal body copy 

size; the leading for each face; the set of the 

face; and the readability and legibility. 

12/14 TWELVE slows the reader if the set is large 
and the line is short. 

Figure 3-28 Typeface specimen charts 
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TEXT AND DISPLAY - Serif faces 
GARAMOND 

• Display — Not readable for posters or flyers. 

• Text — Sets small with a light tone. Try standard leadings or one 

point above the type size. 

There are numerous versions of Garamond today. Originally designed 

for the arts: programs, prose and short verse. Elegant family to use for 

prestige work. 

STRENGTH: Gives a light and even color on the page. Easy to read 

and elegant. Sets small and will work in 12-point as well as 6-point. 

Designed with Caslon. 

LIMITS: As a light face, it requires the best environment (exhausted 

chemicals or film will cause broken letters) for imagesetter dpi. Not 

recommended for laser dpi in smaller sizes. Contrast between medium 

and bold. Watch for gray images on originals to be copied, the type 

will become broken. 

WEIGHT/STYLE 

Roman Italics Bold Bold Italics 

SemiBold SemiBold Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=!@#$%a&*()_+ 

NEW CENTURY SCHOOLBOOK 
• Display — Standard size. 

• Text — Sets medium with a medium tone. Try standard lead¬ 

ings. 

A plain look and medium size face. A modem roman. 

STRENGTH: Easy to reproduce, strokes are not too thin. Is 

both readable and legible. Will not suffer from overuse. 

Solves a lot of problems that Times will cause, but try one 

type size smaller than Times. 

LIMITS: Will not give a unique look to the copy. 

WEIGHT/STYLE 

Roman Italics Bold Bold Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=!@#$%A*(L+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business cards and 

forms. 

8/10 To the inexperienced person, all type faces may look the same. 

Blindly picking a type which looks good on the screen, may pro¬ 

duce poor type after it is printed. 

9/11 Every typeface looks different to each different output de¬ 

vices. Printing type samples to the production output de¬ 

vice leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger the 

dots forming each letter. The stroke on a letter ap¬ 

pears thicker with the larger dots of lower dpi. 

11/13 Comparing samples from different type faces 

help determine: what is the ideal body copy 

size; the leading for each face; the set of the face; 

and the readability and legibility. 

12/14 TWELVE slows the reader if the set is large and 

the line is short. 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business 

cards and forms. 

8/10 To the inexperienced person, all type faces may look 

the same. Blindly picking a type which looks good on 

the screen, may produce poor type after it is printed. 

9/11 Every typeface looks different to each different 

output devices. Printing type samples to the pro¬ 

duction output device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the 

larger the dots forming each letter. The 

stroke on a letter appears thicker with the 

larger dots of lower dpi. 

11/13 Comparing samples from different type 
faces help determine: what is the ideal 
body copy size; the leading for each 
face; the set of the face; and the read¬ 
ability and legibility. 

12/14 TWELVE slows the reader if the set is 
large and the line is short. 
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TEXT AND DISPLAY - Serif faces 

PALATINO 
• Display — Nice italics and works in larger sizes. 

• Text — Sets normal with a medium tone. Longer descenders re¬ 

quire extra leading. 

Designed by Hermann Zapf to use for display and body copy . 

Also works combines with Optima as heads and subheads. 

Gives a look of grace and prestige with a hand drawn look. 

STRENGTHS: Highly legible. Good contrast in different size 

of display type in bold. A company may chose Palatino for all 

text documents for a prestigious look. A very useful face for 

almost all jobs. 

LIMITS: Shapes of letters look blotchy in 6-7pt. type output to 

laser dpi. Palatino requires more file memory than most faces 

because of shape of letters. Italics appears smaller that regular 

in a text block. 

WEIGHT/STYLE 

Roman Italics Bold Bold Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=!@#$%A*()_+ 

TIMES 
• Display — Try 2 sizes larger than standards. Kern letterspacing. 

• Text — Sets small with a medium tone. Try standard leadings. 

Used for all categories of printed material except forms and posters. 

Designed for newspaper body text. A contemporary Roman, with 

small serifs and thicker strokes. 

STRENGTH: Times Roman has a larger x-height than most type 

faces (the relationship of its lower case letter to its ascending let¬ 

ters), but it appears smaller than most type. This face fits more word 

per line than most faces. Works at 12-point body text. 

LIMITS: Times will not give a contrast for subheads if they are 

upper and lower case bold and one standard type size different. Be¬ 

cause of its small size, it is not readable in 6-point type nor is it legi¬ 

ble in 6-point type at laser dpi. 

WEIGHT/STYLE 

Roman Italics Bold Bold Italics 

abcdefghij klmnopqrstu v wxy z 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=! @#$%A&*()_ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business 

cards and forms. 

8/10 To the inexperienced person, all type faces may look the 

same. Blindly picking a type which looks good on the 

screen, may produce poor type after it is printed. 

9/11 Every typeface looks different to each different 
output devices. Printing type samples to the pro¬ 
duction output device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger 

the dots forming each letter. The stroke on a 

letter appears thicker with the larger dots of 

lower dpi. 

11/13 Comparing samples from different type 

faces help determine: what is the ideal 

body copy size; the leading for each face; 

the set of the face; and the readability and 

legibility. 

12/14 TWELVE slows the reader if the set is 

large and the line is short. 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business cards and 

forms. 

8/10 To the inexperienced person, all type faces may look the same. 

Blindly picking a type which looks good on the screen, may 

produce poor type after it is printed. 

9/11 Every typeface looks different to each different output 

devices. Printing type samples to the production output 

device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger the 

dots forming each letter. The stroke on a letter ap¬ 

pears thicker with the larger dots of lower dpi. 

11/13 Comparing samples from different type faces 

help determine: what is the ideal body copy 

size; the leading for each face; the set of the 

face; and the readability and legibility. 

12/14 TWELVE slows the reader if the set is large 
and the line is short. 
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TEXT AND DISPLAY - Sans serif faces 

AVANT GARDE 
• Display — Try 2 sizes larger than anticipated because it 

looks light. 

• Text — Try a size smaller because it looks crowded. Add 
extra leading and usually limited to 3 lines of type (ad¬ 
vertisements). 

Modern, unique letter "a". Round letters. 

STRENGTHS: Very unique look. Great with additional lead¬ 
ing and white space design. Works as body copy from a 
distance (posters). 

LIMITS: Tracking and leading needs to be increased. Re¬ 
quires extra time and effort to get a professional look as 
text. Would become tiring to read as body in a text doc¬ 
ument. 

WEIGHT/STYLE 

Book Book Oblique 

Demi Demi Oblique 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOP 

QRSTUVWXYZ 

1234567890!@#$%A&*()_+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business 

cards and forms. 

8/10 To the inexperienced person, all type faces may 
look the same. Blindly picking a type which looks 
good on the screen, may produce poor type after it 
is printed. 

9/11 Every typeface looks different to each differ¬ 
ent output devices. Printing type samples to 
the production output device leads to accu¬ 
rate choices. 

10/12 The lower the dpi of a laser printer, the 
larger the dots forming each letter. The 
stroke on a letter appears thicker with the 
larger dots of lower dpi. 

11/13 Comparing samples from different 
type faces help determine: what is 
the ideal body copy size; the leading 
for each face; the set of the face; 
and the readability and legibility. 

12/14 TWELVE slows the reader if the set is 
large and the line is short. 

HELVETICA 
• Display — Try one size smaller than standards. A 

heavy look with contrasting weights. 

• Text — Looks large and heavy above 9-points. Re¬ 
quires extra leading. Regular is too dark for laser 
resolution, use light. 

A contemporary face. 

STRENGTHS: Used for all categories of printed mater¬ 
ial. A clean, well organized look. Has even strokes 
and even color on the page. Handles severe width 
changes. One of the largest choices and weights and 
styles. 

LIMITS: Not a distinguished face. Large x-height re¬ 
quires careful size leading choices. 

WEIGHT/STYLE 

Light Light Oblique Regular Oblique 

Bold Bold Oblique 

Black Black Oblique 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=! @ #$%A*()_+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business 

cards and forms. 

8/10 To the inexperienced person, all type faces may look the 
same. Blindly picking a type which looks good on the 
screen, may produce poor type after it is printed. 

9/11 Every typeface looks different to each different out¬ 

put devices. Printing type samples to the produc¬ 

tion output device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger 
the dots forming each letter. The stroke on a 
letter appears thicker with the larger dots of 
lower dpi. 

11/13 Comparing samples from different type 
faces help determine: what is the ideal 
body copy size; the leading for each face; 
the set of the face; and the readability 
and legibility. 

12/14 TWELVE slows the reader if the set is 

large and the line is short. 
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TEXT AND DISPLAY - Sans serif faces 

HELVETICA CONDENSED 
• Display — Try 2 sizes larger than standards. 

• Text — Sets narrow with a dark tone. Try standard leadings or 

greater. Try body text is light rather than regular. 

Used for ads, flyers, posters. Gives you a face to mix with Helvetica 
when a variety of specs are required. 

STRENGTH: Specifically for listings like price and parts list, directo¬ 
ries, catalogs, newsletter when economy of space and maximum leg¬ 
ibility are of prime importance. Great for short blocks of type. 

LIMITS: Not as readable as normal width faces. 
WEIGHT/STYLE 

Light Light Oblique Regular Oblique 

Bold Bold Oblique Black Black Oblique 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUv 

WXYZ1234567890-=!@#$%A*()_+ 

OPTIMA 
• Display — Try 2 sizes larger than standards, especially de¬ 

signed to work with Palatino. 

• Text — Sets medium with a light tone. Try standard leadings. 

Has an elegant stylish and distinct look, slightly contrasting thick 

and thin strokes. 

Best choice for sans serif body copy if output to laser. 

STRENGTHS: One of the few faces that will combined well with 

both serif and sans serif faces. Nice contrast between regular 

and bold. 

LIMITS: Will create a larger file size because of the shape of the 

letters. May appear broken in 6 or 7-point type. Distinguishable 

look can suffer from overuse. 

WEIGHT/STYLE 

Regular Oblique Bold Bold Oblique 

abcdefgh ij kl m nopqrstu vwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890-=!@#$%A*()_+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business cards and 

forms. 

8/10 To the inexperienced person, all type faces may look the same. 
Blindly picking a type which looks good on the screen, may pro¬ 
duce poor type after it is printed. 

9/11 Every typeface looks different to each different output de¬ 
vices. Printing type samples to the production output de¬ 
vice leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger the 
dots forming each letter. The stroke on a letter ap¬ 
pears thicker with the larger dots of lower dpi. 

11/13 Comparing samples from different type faces 
help determine: what is the ideal body copy 
size; the leading for each face; the set of the 
face; and the readability and legibility. 

12/14 TWELVE slows the reader if the set is large and 
the line is short. 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business 

cards and forms. 

8/10 To the inexperienced person, all type faces may 

look the same. Blindly picking a type which looks 

good on the screen, may produce poor type after it 

is printed. 

9/11 Every typeface looks different to each differ¬ 

ent output devices. Printing type samples to 

the production output device leads to accu¬ 

rate choices. 

10/12 The lower the dpi of a laser printer, the 
larger the dots forming each letter. The 
stroke on a letter appears thicker with the 
larger dots of lower dpi. 

11/13 Comparing samples from different 
type faces help determine: what is the 
ideal body copy size; the leading for 
each face; the set of the face; and the 
readability and legibility. 

12/14 TWELVE slows the reader if the set is 
large and the line is short. 
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TEXT AND DISPLAY - Square serif face 
OFFICINA SERIF 

• Display — Condensed width and clean. 

• Text — Sets regular with a dark tone. Try standard lead¬ 
ings. 

Has a modern, clean, open look. Condensed shape. 

There are a limited amount of square serif faces available today 

and most are used for display type. This face is usually set in 

lower case with at least .5 letterspacing. 

STRENGTHS: One of the few faces that will combined well with 

both serif and sans serif faces. Nice contrast between regular and 
bold. 

LIMITS: Book weight is heavy in color. Get burdensome to read for 

long documents. Very distinguishable look that may suffer if 
overused. 

WEIGHT/STYLE 

Book Book Italics Bold Bold Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOP 

QRSTUVWXYZ 

1234567890-=! @#$%A*()_+ 

COURIER (a typing face) 

A true typewriter look, therefore 

shown in 10-point type. 

STRENGTHS: Try as 10-12 point type 

for electronic forms to quickly 

identify fill-ins. Try as the body 

copy of a letter or memo to contrast 

between original printing. 

Limits: Not readable in long docu¬ 
ments. Poor letter and word spacing. 

WEIGHT/STYLE 

regular bold 

oblique bold oblique 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890=-!@#$%Aand*()_+ 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on business cards and 

forms. 

8/10 To the inexperienced person, all type faces may look the 

same. Blindly picking a type which looks good on the 

screen, may produce poor type after it is printed. 

9/11 Every typeface looks different to each different out¬ 

put devices. Printing type samples to the production 

output device leads to accurate choices. 

10/12 The lower the dpi of a laser printer, the larger 

the dots forming each letter. The stroke on a 

letter appears thicker with the larger dots of 

lower dpi. 

11/13 Comparing samples from different type 

faces help determine: what is the ideal body 

copy size; the leading for each face; the set 

of the face; and the readability and legibili¬ 

ty. 

12/14 TWELVE slows the reader if the set is large 

and the line is short. 

6/8 SIX-POINT ALL CAPS IS USED ON BUSINESS CARDS. 

7/9 SEVEN-POINT ALL CAPS or lower case is used on 

business cards and forms. 

8/10 To the inexperienced person, all type 

faces may look the same. Blindly picking a 

type which looks good on the screen, may 

produce poor type after it is printed. 

9/11 Every typeface looks different to each 

different output devices. Printing type 

samples to the production output device 

leads to accurate choices. 

10/12 The lower the dpi of a laser 

printer, the larger the dots 

forming each letter. The stroke 

on a letter appears thicker with 

the larger dots of lower dpi. 

11/13 Comparing samples from differ¬ 

ent type faces help determine: 

what is the ideal body copy 

size; the leading for each 

face; the set of the face; and 

the readability and legibili¬ 

ty. 

12/14 TWELVE slows the reader if the 

set is large and the line is 

short. 
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DISPLAY ONLY - Serif faces 

AACHEN 
Strong, but not overpowering. 

STRENGTHS: Works well on a portrait page because shape of 

the type matches the shape of the page. 

LIMITS: No apostrophe. Unable to create contrast with lots of 

different specs, careful use beyond 3 - 4 lines, only mixes 

with a clean Sans Serif like Helvetica 

WEIGHT/STYLE 

Bold 
ABCDEFGHIIKLMNOPQRSTUV 
WXYZ1234567890! $% 

Work SMART 

Work SMART 

Work SMART 

Work SMART 

COOPER BLACK 
Strong, masculine, friendly, informal 

STRENGTHS: Works well for single words or initials. Can be 

read from long distances. 

LIMITS: Will not be used as often as other faces because of 

distinct strong message it conveys. Too strong for more than 

one or two lines. 

WEIGHT/STYLE 

Bold 

abcdefghi J kmnopqr stu vwxy z 

ABCDEFGHIJKLMNOPQRS 

TUVWXYZ1234567890!@$%a 

Work SMART 

Work SMART 

Work SMART 

Work SMART 

COPPERPLATE GOTHIC 
Distinguishing look from a hot type face. 

STRENGTHS: Legible face for laser and imagesetter. 

Mixes well with any face. Is still readable in 6-point 

type in all caps. The lower case capitals have a letter 

width drawn for small caps. Professional business like 

appearance. Was the original font used for forms. 

LIMITS: No lower case letters 

WEIGHT/STYLE 

Bold 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1 234567890-=!@#$%a 

Work Smart 

Work Smart 

Work Smart 

Work Smart 
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Revue 
DISPLAY ONLY - Serif faces 

A forceful, strong and festive look 

STRENGTH: Works well in color. Excellent for outside, display 
type but one or two words only. 

WEAKNESS: The face is unrelenting, inflexible. If it does not 

work well, leading or tracking changes do not seem to help. 

WEIGHT/STYLE 

Work SMfiRT 
Work SMfiRT 

Work SMfiRT 
Bold 

abcdefghijklmnopqrstuvwxyz 

fiBCDEFGHIJKLMNOP 

QRSTUVWXYZ 

1234567890- !@#$%Aand*()_+ 

WorkSMflRT 

TRAJAN 
’ ROMAN FACE, OLD WORLD LOOK OF CHIS' 

ELLED IN STONE 

'USED FOR INVITATIONS AND AWARDS 

LIMITS: NO LOWERCASE 
WEIGHT/STYLE 

MEDIUM 
ABCDEFGHIJKLMNOP 
QRSTUVWXYZ 
1234567890- !$%AND*()_ 

WORK SMART 
WORK SMART 

WORK SMART 
WORKSMART 

University Roman 
Feminine, informal 

STRENGTHS: Works in 72-point without overpowering the 

page, even in reports. Works as body text for invitations 

LIMITS: Do not use in sizes smaller than 14-point type. No 

apostrophe, use Times apostrophe. Difficult for long read¬ 

ings. 

WEIGHT/STYLE 

Light 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGfflJKLMNOPQRbTUV 

WXYZ1234567890-! $% and*()_ 

Work (Smart 

Work Smart 

Work Smart 

Workbmart 
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DISPLAY ONLY - Script faces 

COCHIN 
A classical hot type face 

STRENGTHS: Excellent for invitations and programs because 

the face has a script like italics and a regular serif. Excellent 

in italics for subheads with the text in regular. 

LIMITS: The elaborate italics is not readable in all caps. Use 

as upper and lower case italics In 14-point or larger. 

WEIGHT/STYLE 

Work SMART 

Work SMART 

Work SMART 

WorkSMART 
Regular Italics 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOP 

ORSTUVWXYZ 

1234567890=! @#$% A* ()_+ 

Work SMART 

Work SMART 

Work SMART 

WorkSMART 
abcdcfghijklmnopqrstuvwscyz 

ABCDEFGHIJKLMNOP 

QRS TUVWXYZ 

1231567890-=!@#$ % A * () _+ 

Jiie/l JloumTAa/icl 
Clear script, easy to read and reproduce. 

LIMITS: Do not use in all caps 

Use 14-point or larger. 

WEIGHTS 

723466y<Sj)0- =/@#S% a *fj_ + 

IHorA Smart 

(K(>// ' I//U//Y 

C((()/'/ c 1/7/0/f 
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DISPLAY ONLY - Old English face 

Schmutz Cleaned 
A redraw of 1940s version of fabric ribbon typewriter. 

STRENGTHS: Readable, comes in a family of faces. Follows 
current trends. May be used for body text in advertis¬ 
ing. 

LIMITS: Display type as headlines, titles and pull 
quotes. Can be used smaller than 14-point type, but 
losing its personality at smaller sizes. Like other dec¬ 
orative faces, it should be used sparingly, but in fun! 

WEIGHT/STYLE 

Work SMART 

Work SMART 

Work SMART 

WorkSMART 

Regular 

abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJKLMNOPQRSTUV 

WXYZ1234567890=!@#$$Tand*()_+ 

inn 
A face with a western or 1900s fun look. 

STRENGTHS: One of the narrowest faces to use for display 

type. Can be used on 8H x 11 page in sizes of three inch 

type or greater. 

LIMITS: Display type only. Difficult to read without additional 

letterspacing of at least .5-point. Do not use smaller than 14- 

point type. 

WEIGHT/STYLE IN 14-POINT (LETTERSPACING ADDED FOR LEGIBILITY) 

ABCDEFCH1JKUN0P 
I1STIVVXYZ 
lMS6!B90-[];\./ 

IT 

11 SMART 

! 
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DISPLAY ONLY - Decorative 

^cttc JvvnUtur 
An Old English face, for initials and titles on legal docu¬ 

ments. 

ADVANTAGES: Lower case letters are extremely read¬ 

able for an Old English face. 

LIMITS: The capitals are extremely illegible for an Old 

English face. All letters do not stay on baseline. 

WEIGHTS 

123456’<890=! @ # $% A an&*0-+ 

'.Kuril Smart 

3®orft Smart 

oth Smart 
oiii3nutrt 

ADDITIONAL FACES 

This is a listing of additional commonly used faces that are dependable. Your faces may differ slightly in names. 

If you choose to use any of these faces, set up a sample similar to this book. 

DISPLAY AND TEXT DISPLAY ONLY 

SERIF SERIF OLD ENGLISH 

Beguiat Americana Engravers Old English 
Bodoni Engravers Cloister BlackAridi 
Century Souvenir 
Galliard Tiffany 
Goudy Old Style 
Korinna 
Mediaeval 

SANS SERIF SANS SERIF SCRIPT AND CURSIVE 

Gill Sans Franklin Gothic Ashley 
Futura (Spartan) Gothic Brush 
Univers Olive Dorchester 

SQUARE SERIF SQUARE SERIF DECORATIVE 

Rockwell City Caslon Open Face 
Stymie Lubalin Charlemagne 
Lubalin ORNAMENTS 

Poetica Ornaments 
Adobe Wood Type 
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DISPLAY ONLY - Decorative-picture faces with key positions 





Chapter 4 Typefaces 
and Their Uses 

Setting up a type library 
Selecting formatting for body text 
Choosing display type 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Assembling a starter group of typefaces. 

• Identifying typefaces by name and characteristics. 

• Determining character and paragraph formatting 
to match line lengths. 

• Blending character and paragraph formatting for 
display type, body type, and subheads to match 
each other. 



74 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

Chapter 3 dealt with type formatting— 

ivhat the software does with type 

and how the computer 

accomplishes formatting. 

This chapter focuses on type and its 

relationship to categories, families, 

groups, and weights, or, simply, 

how to select the formatting. 

Each selection step in this chapter 

builds answers to important questions 

related to type formatting... 

Is it appropriate? Does the personality of 

the face match the project? 

Is it readable? Can the reader 

comprehend the words? 

Is it legible? Can the words 

be |seen ” by the reader? 

Will it print well? Will the image 

quality match the output device? 

Setting up a type library 
The listing of typefaces that appear in the window of 

a software package can be endless and pointless 

without seeing the face and knowing its uses. If the 

list contains over thirty typefaces, separating type¬ 

faces will make the list more manageable and allow 

more opportunity to study the faces. 

Step I: Inventory the typefaces 
Sample sheets of typefaces are called type speci¬ 

men sheets and serve as a reference for production 

and inventory. The initial sorting requires specimen 

sheets to show each typeface without styles and 

weights. Make a customized type specimen sheet 

with each face in both a 10-point body text size with 

a 12-point leading and a display size of 24-point type 

with one of the words in all caps (figure 4-1). 

Using the printout, separate the typefaces by 

categories and groups. Some type houses list the 

typefaces in their catalogs by group. If information is 

not available for categories and groups, visually eval¬ 

uate the body text line to determine those faces that 

are heavy or unreadable as display faces. 

X Cross reference: Use figure 3-1 to deter¬ 

mine groups. 

Remove typefaces that are limiting. Some faces 

print to one printer only. TrueType and other faces 

that are packaged with a specific laser printer will 

only print to that particular output device. These are 

examples of typefaces that should be eliminated or 

separated. Also, remove most monospaced type¬ 

faces. Some are easy to detect because their names 

are cities and countries. This group of faces can be 

described as typewriter faces. The safest procedure to 

follow is to remove all fonts from the basic group 

that do not have a printer and screen version. 
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TEXT AND DISPLAY 

Avant Garde The best way to choose a face is to treat it with romance not rules. 

Caslon The best way to choose a face is to treat it with romance not rules. 

Garamond The best way to choose a face is to treat it with romance not rules. 

Helvetica The best way to choose a face is to treat it with romance not rules. 

Helvetica Condensedlhe best way to choose a face is to treat it with romance not rules. 

N. C. ScllOOlbook The best way to choose a face is to treat it with romance not rules. 

Palatino The best way to choose a face is to treat it with romance not rules. 

Times The best way to choose a face is to treat it with romance not rules. 

DISPLAY ONLY 

Aachen The best way to choose a face is to treat it with romance 

COPPERPLATE GOTHIC The best way to choose a face is to treat it w 

TRAJAN THE BEST WAY TO CHOOSE A FACE IS TO TREAT IT WITH 

DhuptialScript ZJhe Sest way to choose a face is to treat it with romance. 

SYMBOLS 

Carta ®^o® i®^® ®0 *0 
Wood ornament 

Figure 4-1 Sorting type by printing out all available faces by groups 
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Caslon 
REGULAR_BOLD_SEMIBOLD _ITALICS. 

a A a A a A a A a A a A a A a. A 

b B 1 i b B J i b B J i b B I i 

c C 9 <? c C 9 A c C 9 Q c C f Q 
d D 3 i d D a i d D a i d D a i 

e E ' " e E ' " e E ' " e E ' 

f F f i f F f i f F / I f F / i 

g G © " 
g G © " 

g G © " g G © 

h H 6 h H • 6 h H 6 h H 6 

i I * * i I a * i I a A i I a A 

j J A 0 j J A 6 j J A 6 j J A 0 

k K ° • k K ° 4 k K ° • k K ° • 

1 L —i 6 1 L —i 6 1 L —i 6 l L “i 6 

m M P A m M P A m M P A m M A 

n N ~ n N - n N n N 

o O 0 0 o O 0 0 o O 0 0 0 0 0 0 

P P K n P P n n P P 7t n P P n n 
q a ce CE q Q_ ce CE q a ce CE 9 Q ce CE 

r R ® %0 r R ® %0 r R ® %o r R ® %0 

s S £ 1 s s fi I s S fi I s S fi 1 

t T t t T t v t T t v t T t * 

u U u u •• •• u U •• •• u U •* •• 

V V V 0 V V V 0 V V V 0 V V V 0 

w W I yy w w X yy w W X yy w w X n 
X X as c X X X X = X X = c 

y Y A A y Y A A y Y A A y Y A A 
z Z Q > z Z £2 * z Z Q z z 0 
1 i i / 1 1 ! / 1 I i / 1 ! / / 
2 @ TM G 2 @ TM G 2 @ TM G 2 @ TM G 

3 # £ < 3 # £ < 3 # £ < 3 # £ < 
4 $ 9 > 4 $ 9 > 4 $ 9 > 4 $ > 

5 % oo fi 5 % oo fi 5 % oo fi 5 % oo fi 
6 A § fl 6 A § fl 6 A § fl 6 A § fi 
7 & 1 7 & If t 7 & 1 t 7 & f I 
8 * • ° 8 * • O 

8 * • O 8 * • ° 

9 ( a 9 ( a • 9 ( a • 9 ( a ■ 
0 ) o > 0 ) o > 0 ) o > 0 ) o 

* 

= + * + - + 4 + - + * - + 4 + 

[ { 
a 

[ { 
a yy 

[ { 
u 

[ { 
« » 

] } 
< » 

] } 
< y 

] } 
L > 

] } 
t * 

y ... u y 
: • •. U y : ... U ) u 

< a as a: < u ae JE t a ae JE f a 
a AE 

y < < - > < < - 
j < < ~ 

y < < ~ 

. < > • < > w , < > < > - 

/ ? -r i / ■r / > -r i / ? ■r i 

Figure 4-2 Sample of four key positions on a Mac 
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Step 2: Set up customized 
sets of typefaces 

Divide typefaces into an essential start-up group and 

alternatives. The essential start-up group should hold 

twenty to thirty typefaces and give a representation 

of each category and group of typefaces. Use the 

typeface samples at the end of this chapter for an ex¬ 

ample of a broad range of face sizes and audience 

for the essential group. The essential group should 

also be flexible and updated because of changing 

trends and project requirements. 

Notice that text faces are found in two groups: 

serif and sans serif, with a large variety of weights 

within each typeface. Display faces are in six groups 

and are more numerous, but come in less variety of 

weight and style. The characteristics of display faces 

are more unique. The extremes of letter widths and 

line weights would make the body type difficult to 

read, but would create that attention-getting look re¬ 

quired of some advertising projects. Include at least 

one expert font series that contains fractions, orna¬ 

ments, swashes, and true small caps, as well as a 

serif and sans serif multiple master font that can be 

used when special line width, type width, and sizes 

are needed. 

Step 3: Fit the type library 
into all steps of the process 

Grouping for essential and alternative typefaces 

should be maintained in the reference notebook so 

that they are easy to locate and identify. A single 

page printout of each typeface created from key 

caps software packages (figure 4-2) or personally 

produced helps accomplish this goal. Also, a per¬ 

sonalized sheet of each face could be made (similar 

to the type charts at the end of this chapter). 

Because typeface samples are accurate to the 

output device, faces can be chosen confidently at 

the beginning of the design process. If the file is out¬ 

put to a different device or at a different location, 

screen and printer versions of the typeface need to 

be transported with the file to ensure image quality. 
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Selecting formatting for body text 

For comprehension, body text needs to be the read¬ 

er’s friend. Good type choices should not distract 

the reader’s focus. After a project has been designed, 

look at the typeface samples from the output device 

and find a face that suits the needs of the reader. 

Step I: Choose an appropriate 
typeface for the body text 
Begin choosing an appropriate typeface by referring 

to the type specimen sheet at the back of this chap¬ 

ter. Presented are the characteristics of the typical 

set of essential faces in relationship to the limita¬ 

tions of the output device or needs of the audience. 

A careful examination of typefaces is an essential re¬ 

search step. One good body text face provides a 

foundation that can be transferred to other projects. 

When designing for one company, choose one 

body text face for each category of publications in 

order to maintain a company identity. When design¬ 

ing for a number of companies, the designer will 

need to refer to the entire group of typefaces. 

✓ CHECK: Personality and print quality of 

typeface are acceptable. 

Step 2: Determine 
readable size by line length 

Type is read just as words are spoken. When type is 

set correctly, there will be seven to fifteen words on 

8/10 9-17 PICA LINE LENGTH 

Part of learning any software program is getting an eye for the kinds of things that the program can do. In 

the first part of research, you will begin to recognize what looks good, but in the second part of research 

you will begin to understand how it was done and which software package it can be completed in easily. 

9/11 10-19 PICA LINE LENGTH 

Part of learning any software program is getting an eye for the kinds of things that the pro¬ 

gram can do. In the first part of research, you will begin to recognize what looks good, but in 

the second part of research you will begin to understand how it was done and which software 

package it can be completed in easily. 

10/12 11-21 PICA LINE LENGTH 

Part of learning any software program is getting an eye for the kinds of things that 

the program can do. In the first part of research, you will begin to recognize what 

looks good, but in the second part of research you will begin to understand how it 

was done and which software package it can be completed in easily. 

11/13 12-23 PICA LINE LENGTH 

Part of learning any software program is getting an eye for the kinds of things 

that the program can do. In the first part of research, you will begin to recog¬ 

nize what looks good, but in the second part of research you will begin to un¬ 

derstand how it was done and which software package it can be completed in 

easily. 

Figure 4-3 Sample of a face with four common sizes and seven to 

fifteen words marked 

8/10 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/11 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/12 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/13 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/14 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/16 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading. 

8/18 The ability to set type quickly and clearly is 

accomplished by setting several sample lines to 

choose the best size and leading;. 
O 

Figure 4-4 Test the typeface and line 

length with a variety of leadings 
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a line and line length will not be wider than the out¬ 

side measurement across the eyes (24 picas). If the 

line length is longer than 24 picas, the reader will be 

uncomfortable from moving back and forth across 

the line, and comprehension will be more difficult. 

When copyfitting is a factor, remember that type¬ 

faces with small x-height and oval “o”s fit more 

words per line. Since the face, size, and line length 

are dependent on each other, make these choices to¬ 
gether. 

• Make a chart similar to figure 4-3- 

• Count and mark seven words and fifteen words. 

• Use the look of the size and the line length of the 

page design to find a size that falls within the 

minimum and maximum word length of each 
line. 

CHECK: Face and size are equal to the ideal 

line length. 

Step 3: Find a matching leading 
Each typeface handles the spacing between letters 

and spacing between words differently. Use the type¬ 

face and size chosen from the previous steps to set up 

another sample that only changes leading. Examine 

the white space between words for this typeface and 

include other variables like line length, indexes, and 

amount of white space in the overall design. Weigh all 

factors to determine four leading choices to examine 

with this typeface (figure 4-4). 

✓ CHECK: Face, size, and line length are equal 

to the necessary leading. 

Step 4: Subhead techniques 
The best subhead size is up to two points greater 

than the body text. This choice allows for easy ad¬ 

justment to secondary leading and other hierarchy 

problems. 
Depending on the number of page elements and 

the amount of contrast, subheads are presented with 

the same face as the body text or in a second face 

(figures 4-5, 4-6, 4-7). 

Upper and Lower Subheads 

This copy has no first indent and is used for the 

first paragraph in a section followed by one or two 

pica indent. 

The second paragraph begins with a normal first 

line indent, in this case it is set at an em space. 

SUBHEAD COMBINED WITH NO INDENT 

FOR THE PARAGRAPH INTRODUCTION 

ALL CAPS SUBHEADS 

This is a first line one pica indent and is the 

most common indent used for a line length of this 

amount. If the line was longer, the indent could be 

two or three picas. 

This is a first line indent of 10 points which is 

the type size and therefore an em space, a finer 

measurement than one pica. Both can be used with 

or without above paragraph. 

FIRST LINE INDENT OF ONE PICA OR ONE EM SPACE 

Italics with Subheads 

This copy has a left indent and no first 

line indent. It is used for all paragraphs. 

A before paragraph leading of half the 

leading or 6-7 points is used to separate 

the paragraphs. 

COPY WITH AN INDENT LEFT 

Mixing with Subheads. This is used for bibliogra¬ 

phies, verse and some leader dots. After the first 

line, it automatically indents till the end of a 

paragraph. 

A ‘before paragraph’ leading of half the leading 

or 6-7 points is used to separate the para¬ 

graphs. 

HANGING INDENT 

Figure 4-5 Traditional subhead combinations 
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SUBHEAD ONE 
The subhead has a two-point rule above 

built in and the rule has an indent right on 

the body text. Helpful for large docu¬ 

ments requiring more than four levels of 

subheads and one type face. 

SUBHEAD ABOVE PARAGRAPH 2 PT RULE 

SUBHEAD ONE 

The subhead has one-point rule above 

and below, built in. Useful for copy that is 

placed in the center of the page, set in a 

traditional design. If the line were black, a 

hairline might also be chosen. 

SUBHEAD ABOVE AND BELOW PARAGRAPH 1 PT RULE 

SUBHEAD 
This rule can be set in a tint or color and it will not 

give the piece a blotchy look when the page is full of 

subheads. It can be longer or larger if the tint or 

color is lighter. The sample is 30% blue. 
SUBHEAD 2 PT ABOVE PARAGRAPH RULE 

SUBHEAD 
This reverse is built into the style for subhead. It 

has an above and below rule the width of the type 

with an en space (cmd/shift n) before and after the 

type and the type is paper. This could be a color or 

a tint of 40% or greater. Be sure that the type face 

does not look broken when it is used. 

SUBHEAD 2 PT ABOVE AND BELOW PARAGRAPH RULE 

Figure 4-6 Subheads with rules 

X Cross reference: For publication-specific 
subheads, see Section Two of the 
Style Guide. 

Projects frequently require multiple subheads 
or multiple levels of subheads. If one bold face does 
not provide enough contrast, try increasing let¬ 
terspacing and width before increasing type size. 
Most design solutions for multiple subheads can be 
found in the wide variety of choices in figures 4-8 
and 4-9. 

✓ CHECK: Body text size and face are equal 

to subhead, size, and face with bold. 

Run-In Subheads. A favorite among typographic people be¬ 

cause it adds a recognizable amount of contrast, is easy to see 

and makes the copy fit together nicely. Works for a third level 

subhead and requires no additional above paragraph leading. 

AFTER THE SUBHEAD, THE PERIOD IS 
FOLLOWED BY AN EN SPACE. 

Run-In Subheads, Another approach 

that continues with the idea in the first sample but adds more 

contrast. Works for text that must carry the design because of 

the absence of illustrations or photos and also in advertise¬ 

ments. The period is followed by an en space. 

RUN-IN SUBHEADS WITH AN EN SPACE AFTER THE PERIOD 

Run-in Subhead This copy requires a hanging in¬ 

dent at the left side of the text and 

two tabs: a right tab next to the 

‘D’ in subhead and a left tab at the 

exact location of the hanging in¬ 

dent. The copy appears rather 

straight forward, but without the 

tabs, it would be unlinked text 

blocks and cause multiple correc¬ 

tions for copy revision. 

The second paragraph is given an¬ 

other style name in the style 

palette with an above leading of 7 

points, a left indent of 9 points. 

RUN-IN SUBHEAD WITH TAB AND HANGING INDENT 

Figure 4-7 Run-in subheads 

Step 5: Break up text with indents 

One project can require different body text indents. 
Indents are used to break up the text and identify its 
purpose to the reader. These techniques provide the 
reader clues as to where new information begins 
and to what type of paragraph is being presented. 
Within a single publication, indents change for basic 
body text, the introduction paragraph after a sub¬ 
head, quotes from another person, and numbered or 
bulleted information. 

✓ CHECK: The longer the line length, the 
greater the indent. 
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You can begin the first step at any time to help you pro¬ 

duce the best possible piece. 

THE FINAL PROJECT 
Research the variety of printed pieces that are part of the 

desktop publishing industries that interact with your industry 

or choose a specific market of desktop. 

Combine the operations of software learned during this 

class as they apply to that work group. 

Research 
Your research to how your market uses desktop publishing can 

consist of interviewing other teachers, people in industry, 

reading articles in our library. Once you feel comfortable with 

the basic information you have found you need to discuss it 

with your instructor. The instructor will set a deadline. 

Identify the kind of market. The instructor will approve 

your project, help you determine if that project fits into your 

time frame and ability, and handout information on standards 

for that printed piece. 

8/12 WITH ONE TYPEFACE 

You can begin the first step at any time to help you pro¬ 

duce the best possible piece. 

THE FINAL PROJECT 
Research the variety of printed pieces that are part of the 

desktop publishing industries that interact with your industry 

or choose a specific market of desktop. 

Combine the operations of software learned during this 

class as they apply to that work group. 

Research 
Your research to how your market uses desktop publishing can 

consist of interviewing other teachers, people in industry, 

reading articles in our library. Once you feel comfortable with 

the basic information you have found you need to discuss it 

with your instructor. The instructor will set a deadline. 

Identify the kind Of market. The instructor will approve your 

project, help you determine if that project fits into your time 

frame and ability, and handout information on standards for 

that printed piece. 

8/12 WITH TWO TYPEFACES 

THIS drop cap is set for two lines because the body of text 

was too short to handle a three-line drop. Spacing can be 

removed between the “T” and the “h” in the first word, if it is a 

letter that is narrow at the top like an “A.” Using all caps helps 

tie the cap to its word. 

The size of the drop cap shown was highlighted and changed 

to a size that placed it even with the top of the first line and the 

bottom of the second line. 

DROP CAP ADJUSTED TO TWO LINES FOLLOWED BY CAPITALS 

Not used as often as drop caps because 

it has to be done manually. Type sizes used are 8 and 16, be sure 

the leading is not on automatic but use the same number for 

both type sizes or the first two lines of this paragraph would 

have a different leading than the rest of it. The spacing in the 

larger type has been done using expert kerning. 

PARAGRAPH OPENING IN 16-POINT TYPE 

Not used as often as drop caps because it has to be 

DONE manually. Type size used is 8,be sure the leading is not on 

automatic but use the same number for both type sizes or the 

first two lines of this paragraph would have a different leading 

than the rest of it. The spacing in the larger type has been done 

with expert kerning. 

PARAGRAPH OPENING IN SMALL CAPS 

Figure 4-9 Type changes in paragraph opening 

Figure 4-8 Two samples of multiple level subheads; 

changes include case, weight, size, and before 

paragraph leadings. 
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Basic indents 
The first line indent shown is an em indent. Profes¬ 

sional production artists use em indents because 

they are proportional to the type size. For instance, if 

it is 8-point type, use an 8-point indent; or, for larg¬ 

er indents with longer line lengths, use multiples of 

the type size. First line indents can be up to half the 

width of the paragraph. Usually, the wider the para¬ 

graph the greater the indent (figure 4-10). 

Introduction paragraph after subheads 
The first paragraph after each subhead is usually 

written as an introduction to the reader about the rest 

of the copy. It is set off from the rest of the copy 

with no first line indent (figure 4-11) and should be 

given a separate name in the style palette, such as 

“body intro.” 

Paragraph markers 
Rather than using a paragraph indent, try a symbol or 

special effect as a paragraph marker for body text in 

introductions or copy requiring the text to carry the 

design. Other paragraph markers make drastic 

changes to the first line or first letter of type (figure 

4-12). 

Step 6: Break up text with secondary 
leadings 
Once all other type formatting has been chosen, lo¬ 

cate a page that includes all required formatting and 

determine additional contrast requirements that can 

be accomplished with white space. Rather than use 

an additional return that cannot be adjusted, use a 

secondary leading and follow the hierarchy of type 

to decide where to add it and how much to add. For 

special circumstances that exclude a first line indent 

in all paragraphs, before leading is needed to sepa¬ 

rate paragraphs (figure 4-13)- 

✓ CHECK: The more important the page ele¬ 

ment, the greater the amount of white space is 

needed. 

This is a first line with a 

one pica indent and is the 

most common indent used for 

short line lengths. If the line 

were longer, the indent could 

be one or two picas. 

This is a first line with a two pica indent and is the 

most common indent used for short line lengths. If the 

line were longer, the indent could be two or three picas. 

This is a first line indent of three pica indent and works for this line because 

it has a maximum number of words in the line. Both can be used with or without above 

paragraph leading depending on the lightness of the page. 

Figure 4-10 Three indents that increase proportionally to the line length 



Chapter 4 Typefaces and Their Uses 83 

The Title __ 
THE purpose of this project is to understand 

how desktop publishing is an integral part of 

many jobs. You may already know which job market 

you intend to pursue. 

We hope you will choose a project that fits into 

that market so your fellow students will learn a vari¬ 

ety of related applications for the use of this kind of 

software as well as typographic information. 

THE FINAL PROJECT 

Research the variety of printed pieces that are part 

of the desktop publishing industries that interact 

with your industry or choose a specific market of 

desktop: Secretarial, writer, artist, print shop, drafter, 

commercial artist, T-shirt printing, newspaper pub- 

lishing. 

Research 
Your research to how your market uses desktop pub¬ 

lishing can consist of interviewing other teachers, 

people in industry, reading articles in our library. 

Once you feel comfortable with the basic informa¬ 

tion you have found you need to discuss it with your 

instructor. The instructor will set a deadline. 

Identify the kind of market. The instructor will 

approve your project, help you determine if that pro¬ 

ject fits into your time frame and ability, and hand¬ 

out information on standards. 

■ Some magazines are beginning and ending their 

articles or shorts with a symbol font. It gives a 

marker for the end of the article or brief and the 

reader does not have any trouble recognizing it.B 

Others are using the symbol at the end. ▲ 

Figure 4-12 Popular paragraph markers from the 

font Zapf Dingbats, used to separate the groups of 

paragraphs or articles 

This copy has no first line indent and is used for the first para¬ 

graph in a section followed by one or two pica indents for the 

rest of the paragraphs or with an above paragraph leading. 

The paragraphs that follow need the before leading to help the 

reader separate the copy. This works well on brochures with 

the body text given a left indent from the subhead. 

Figure 4-13 Body text without first line indents need 

6-point before-paragraph leading 

Figure 4-1 I Multiple subheads with baseline leadings 

remaining constant 
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Choosing display type 
The problem with display type is how to make 

choices when there are no limits. Display type her¬ 

alds the rest of the copy. Display type sizes are a 

minimum of 14 points up to billboard sizes, de¬ 

pending on the limitations of page size and software 

package. Display type sizes and techniques are used 

for headlines and subheads in advertising pieces, 

title sheets in text documents, nameplates and head¬ 

lines in news publications, and company names for 

business communications. 

Some production techniques for display type 

generally include no hyphenation and deliberate ex¬ 

treme leadings. Tighter leadings include techniques 

such as the same leading as the typefaces (set solid) 

or leading one type size smaller than the type size 

(negative leading). Loose and varying leadings for 

upper and lower case display lines also provide op¬ 

tions (figure 4-14). Some software allows leading 

method changes to top of caps or baseline—a more 

logical effect on headlines in several different type 

sizes. Try changing the leading to baseline; the space 

above each line can be adjusted. 

Although multiple lines of display type need to 

grab the reader’s attention, they also should be easy 

to read. Samples in figures 4-15 through 4-17 show 

one or all of these characteristics. 

• A title has a “bowl shape” from line to line, re¬ 

gardless of the alignment used. 

• To focus or contrast, use weight, case, or size 

changes. 

• The line division must be logical (by preposi¬ 

tions). 

Figure 4-14 (Right) Single lines for titles or headlines 

A Guide to Type 
CHARACTER SCALE 70% 

A guide to type 
SENTENCE CAPITAL 

a guide to type 
LOWER CASE 

A Guide to Type 
CAPITALIZING IMPORTANT WORDS 

A Guide To Type 
CAPITALIZING ALL WORDS 

A GUIDE TO TYPE 
ADDITIONAL LETTERSPACING 

A GUIDE TO TYPE 
UPPERCASE (ALL CAPS) 

A GUIDE TO TYPE 
SMALL CAPS, LOWER CASE ONLY 

A GUIDE TO TYPE 
ADDITIONAL LETTERSPACING 

A GUIDE TO TYPE 
CHARACTER SCALE 120% WITH THIN SPACES 

A Guide to Type 
SMALL CAPS, 85% SMALL CAPS 

A Guide to Type 
BOLD 

A GUIDE TO TYPE 
BOLD ALL CAPS 

A Guide to Type 
BOLD ITALICS 

A GUIDE TO TYPE 
BOLD ITALICS, ALL CAPS WITH THIN SPACE INSTEAD OF SPACE BARS 
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A Guide 
to Type 

18 ON 14, NEGATIVE LEADING 

A Guide 
to Type 

18 ON 18, SET SOLID 

A Guide 

to Type 
18 ON 24, NEGATIVE LEADING 

A GUIDE 
TO TYPE 

18 ON 14, NEGATIVE LEADING - ALL CAPS 

A GUIDE 
TO TYPE 

18 ON 18, SET SOLID - ALL CAPS 

A guide 

to Type 
18 ON 24 

Figure 4-15 Multiple line titles and 

headlines with various leadings 

Figure 4-16 (Center) Display type 

with character scale changes 

Figure 4-17 (Far Right) Display 

type with typeface and letterspacing 

changes 

A GUIDE TO 
TYPE 

CASLON SEMIBOLD, 18/18 WITH BASELINE 
LEADING 

AGUIDETO 

TYPE 
SIZE CHANGE FOR SECOND LINE: 30/24 
CHARACTER SCALE OF 70% 

A GUIDE 
TO 

TYPE 
SIZE CHANGE 
CHARACTER SCALE OF 120% 

AGUIDETO 
Type 

NEGATIVE LEADING: 18/14, SMALL CAPS 
CHARACTER SCALE OF 70% 

a guide to 
"Type 

NEGATIVE LEADING, 18/14, LOWER CASE 
CHARACTER SCALE OF 120% 

AGUIDETO 
TYPE 

CHARACTER SCALE OF BOTH: 
70% AND 120% 

A TYPE 
GUIDE 

.5 RULE AT THE TOP 
AND HAIRLINE RULE AT THE BOTTOM 
CHARACTER SCALE OF 120% 

AGUIDETO 

TYPE 
LOWER CASE SMALL CAPS 
CHARACTER SCALE OF 70% 

A GUIDE TO 
TYPE 
LOWER CASE SMALL CAPS 
WITH FORCE JUSTIFIED 
CHARACTER SCALE OF 120% 

a guide to 
type 

18/18 WITH BASELINE LEADING 
AND DECREASED LETTERSPACING 

the guide 

to type 
SIZE CHANGE FOR SECOND LINE: 30/24 
WITH DECREASED LETTERSPACING 

the 
guide 
to 

type 
SIZE CHANGE 
WITH INCREASED LETTERSPACING 

. • the • 
guide to type 

BULLET WITH DECREASED LETTERSPACING 

—the— 
guide to type 

M' DASH 
WITH INCREASED LETTERSPACING 

the guide 

type 
SNELL ROUNDHAND 'AND' 
WITH INCREASED LETTERSPACING 

THE 

Type 
GUIDE 

30-POINT COCHIN ITALICS 
WITH DECREASED LETTERSPACING 

THE 

Type 
GUIDE 

30-POINT SMUTZ CLEANED WITH BASELINE 
SHIFTS AND INCREASED LETTERSPACING 
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Medium-weight italics is a resurgent trend from 

the 1920s. For a highly visible headline, additional 

contrast can be added using the current trends in 

negative leading, multiple sizes, and every imagin¬ 

able typeface (figure 4-18). 

Tabular section of display or text 
Special spacing and tabs might seem hard to under¬ 

stand and difficult to learn to set, but they are es¬ 

sential to design. (Refer to the instruction manual 

or additional reference guides to practice tabular 

techniques in the software package as they apply.) 

Use the same leading and before paragraph 

leading as in the body text for single lines of bullets 

and numbers. For multiple lines of bullets and num¬ 

bers, add a small before paragraphs leading (one- 

fourth the type size) to separate each one. 

If there is a small amount of before paragraph 

leading between each number, it is helpful to sepa¬ 

rate multiple lines of bulleted text from each other. 

As in leaderworks, the type specifications leading 

can be cut back and 3-point before paragraph lead¬ 

ing is usually enough to separate these for the read¬ 

er. 

Leader dots need at least 4 to 6 points of lead¬ 

ing more than the type size to help the reader stay 

on the same line (figure 4-19). Use the largest 

amounts of leading whenever possible for readabil¬ 

ity. This can be accomplished by using a standard 

leading for the leader dot specifications and an 

above leading. These samples show the effects of 

leading on leader dots. 

Single lines—bullets 
The purpose of a bullet is to direct the eyes to a 

group of similar information (figure 4-20). If there is 

more horizontal spacing between the bullet and the 

copy than between the lines of copy, the reader 

might drop down a line. Then, the bullet is both in¬ 

effective and distracting. Spacing from the bullets or 

numbers to the text should be one en or less of 

space, depending on the size of the type. An at¬ 

tempt to use bullets with a default tab defeats the 

purpose of a bullet. 

Figure 4-19 (Right) Weak and strong sample of lead¬ 

ing that helps the reader move across the leader dots 

a guide to 
type 

NEGATIVE LEADING WITH HAIRLINE RULE AT BASELINE 

An important Guide 

to using TYPE 
MIXED SIZES AND STYLES 

a guide to 
uYPE 

NEGATIVE LEADING 18/14, ALL CAPS 

WIDTH CHANGE: 70% WITH TYPE SIZE CHANGE 

A GUIDE TO 
TYPE 

SHADOW CREATED WITH LAYER OF TYPE SET AT 20% BLACK 

Figure 4-18 Display type with current trends 

ORDER OF CEREMONY 

Invocation .Michael R. Button 
Introduction .Donna Frieling 
Guest Speaker.James Barnett 
Closing.Michael Drew 

WEAK: 8-POINT TYPE WITH A 10-POINT LEADING 

ORDER OF CEREMONY 

Invocation .Michael R. Button 

Introduction.Donna Frieling 

Guest Speaker.James Barnett 

Closing.Michael Drew 
STRONG: 8-POINT TYPE WITH A 14-POINT LEADING 
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• PRIZES • PRIZES 

• FOOD •FOOD 

• FUN •FUN 
DEFAULT TAB THIN SPACE 

Figure 4-20 Single line bullets draw the reader to the 

copy when placed closer to the type. 

Single lines—numbers 
Single digit numbering with a single line of text is 

straightforward and can be set up similar to bullets 

(figure 4-21). If numbering goes up to 10, the align¬ 

ment of the numbers will be inappropriate, because 
of the double digit. 

Follow the steps listed under bullets and num¬ 

bers with multiple lines of text. 

Multiple lines—bullets and numbers 
Multiple lines of text will require a marker for the 

first line and an additional marker for the rest of the 

copy in the block. Figure 4-22 shows alignment of 

bullets and numbers in a 10/12 type with a 3-point 

before leading. The fastest way to draw attention to 

information is by rewriting a sentence or paragraph 

and arranging it in bullets or numbers. Copy is eas¬ 

ier to follow with the help of bullets and numbers. 

Paragraphs can be rewritten as bulleted lists and 

numbered lists in resumes, advertising, and text doc¬ 

uments. Using bullets or numbers presents two 

choices: 

1. If the information must be done in a specific 

order, or a specific number of items has been 

referenced (as in this numbered list), use num¬ 

bers. 

2. If it is information that can be used in any 

order, use bullets. 

✓ CHECK: Number tab set-up in the style 

sheets is available to all files. 

1. This copy has an en space. 

2. Each step adds to the readability. 

3. Set the hanging indent first. 

4. Keep a template. 

10. Use a right tab to line up numbers. 

Figure 4-21 Single line numbers 

• This copy has an en space from the bullet 

to the “T” and a hanging indent set for the 

second line so it lines up with the first line. 

• An above paragraph leading of 3 points 

(0p3) is built into the style. You can see 

from the copy that each step adds to the 

readability of the copy. 

1. Set the hanging indent first, then the right 

and left tab. The tab will disappear if it is 

set in reverse order. 

10. Keep a template or add this to the default 

setting of the software program. 

WEAK: WITHOUT ABOVE PARAGRAPH LEADING 

• This copy has an en space from the bullet 

to the “T” and a hanging indent set for the 

second line so it lines up with the first line. 

• An above paragraph leading of 3 points is 

built into the style. You can see from the 

copy that each step adds to the readability 

of the copy. 

1. Set the hanging indent first, then the right 

and left tab. The tab will disappear if it is 

set in reverse order. 

10. Keep a template or add this to the default 

setting of the software program. 

STRONG: WITH ABOVE PARAGRAPH LEADING OF 3 POINTS 

Figure 4-22 Numbers and bullet tabs 
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Set-up for number tabs 
Follow these steps in exact order. If Step 4 is done 

before Step 3, it erases the tab. Most software will 

open the tab marker to match the location on the 

copy when the full page is seen on the screen. 

1. Type one line of copy and pull two guidelines. 

This marks the right side of the bullet and num¬ 

bers and the left side of the text. 

2. Set a hanging indent. Use this technique for all 

lines following the first line of each bullet or 

number. 

3. Set a left tab at the exact setting of the hanging 

indent. This matches the first line of the para¬ 

graph of copy with the lines that follow the 

hanging indent. 

4. Set a right tab for the bullet or number. This 

matches the alignment for single, double, and 

so on, digit numbers for alignment. Be sure to 

add the tab keystroke to the copy. 

5. Save this in the style palette as “body Save 

this in a file with all other styles removed but 

“Body In most software programs, a new 

document can use this setup by copying the 

style to the new file. If display type is usually in 

the same size, create a file for that. 

Tab columns 
When information is presented in columns, leader 

dots and 4 to 6 points of extra leading help the read¬ 

er move from one side of the copy to the other, as in 

a table of contents. The longer the column, the more 

important the leader dots. 

Some publications that may require leader dots 

include a table of contents, programs, menus, charts, 

price list, and telephone books. Because the reader 

may move down a line without realizing it, leaders 

and extra leading assist in accurately following the 

copy. Lists with two or three columns can be difficult 

to read without leader dots. Those without addi¬ 

tional leading are also difficult to read. 

New kinds of leader dots (figure 4-23) have 

emerged as typesetting methods have changed, but 

all styles are acceptable. The best style is space 

bar/period because it gives copy with multiple lines 

of leader dots a light look, avoiding overwhelming 

the copy (any of the samples can be produced in the 

page layout software by adding a custom setting 

when the tab is selected) . 

1. Solid dash Hot metal 

2. Space bar/period . . .Strike-on 

3. Solid periods. .Phototypesetting 

4. Your choice. 

Figure 4-23 Types of leader dots 

LEFT TAB RIGHT TAB WITH LEADERS 

DECIMAL TAB 

Electricity. $225.99 

Water. 9.59 

Telephone . 60.76 

1 

Figure 4-24 Using three kinds of tab markers 
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Setting custom leaders 

To set custom leaders, complete the following three 
steps: 

1. Select the tab. 

2. Choose a custom setting. 

3- Type space bar + period for the custom setting. 

When leading to numbers, the leader dots stop 

in a straight line. Set the right tab with the leader dot 

stored in it where the leader dots should end and 

then a right tab or decimal tab for the numbers (fig¬ 
ure 4-24). 

Chart titles and headings 
Titles and headings are important with complex 

charts. The title is the name of the chart and the 

headings are the names of the columns. 

Chart headings are secondary to the copy itself, 

so they are set “quietly.” (They are not like subheads, 

which need to be read first.) Type size on headings 

is smaller than the type used for the leader dots. It is 

either italics upper and lower for traditional docu¬ 

ments, or 6-point type in all caps for others. The 

heading is centered above the full area for the data 

below it (figure 4-25). 

Sublevels on leader dots 
When there are several lines of copy that are part of 

the left side, forming a sentence, the second line 

should have an indent of one em space—the point 

size of the type. If there are paragraphs on the right 

side of the design, they should also have a second 

line indent of one em space. 

When subcategorizing exists, it should be in¬ 

dented two em spaces and the category should use 

a semicolon to separate its copy. Leader dots with 

multiple line copy need standard leading between 

the lines in the same copy block, and added leading 

between the next block of copy. For the above 

paragraph leading, use one-half the type size to lead 

the reader to lines that belong together. 

When the right and the left copy take up two 

lines, the second line should have an em indent es¬ 

tablished with a hanging indent that is as many 

points as the type size (figure 4-26). 

CATCH OF THE DAY 

FISH INCHES COST PER M 

Perch.6 $ 20.00 

Catfish.8 15.00 

Bass .4 25.00 

WITH EXTRA TAB 

DESTINATION MILEAGE 

Houston .1.437 

Raleigh. 953% 

WITH FRACTIONS 

WIDTH PICAS 

One column ad. 11 

Two column ad. 23.5 

WITH DECIMALS 

Figure 4-25 Special situations with numbers 

CLEANING MATERIALS 

Alcohol: 

Rubbing alcohol . .pharmacy 

Ammonia. . ..grocery 

Baking soda: 

Baking supply. .. .grocery 

Borax. 

WEDDING CEREMONY 

Prelude 

Jesu, Joy of Man’s Desiring. .J.S. Bach 

The guests are asked to join 

the mother of the bride in standing 

during the entrance of the bride and her 

Trumpet Voluntary. 

lather 

.H. Purcell 

Figure 4-26 Second line subcategory 
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Tint blocks 
The more complex the table, the greater the need 

may be for distinguishing tints or color. A tint block 

adds contrast to charts for all categories of publica¬ 

tions using imagesetter resolutions (figure 4-27). 

Tabs only 
Leader dots guide the reader from one set of text to 

another, but there are a few other techniques that 

also accomplish this. Tabs, for example, work well 

with programs and tables of contents (figure 4-28). 

Leader dots within charts 
A complex table may need leader dots and horizon¬ 

tal and vertical hairlines (narrower than a . 5-point 

line) to help split up the table for the reader (figure 

4-29). Add horizontal rules to separate groups of in¬ 

formation, column titles, or the chart itself. Add ver¬ 

tical lines when the reader needs to get information 

frequently from one category. (Most software pro¬ 

grams will build basic charts.) 

X Cross reference: Assigned specifications 

are presented at the beginning of Chapter 

4, page 86 and figure 4-19- 

DATE HIGH LOW RAIN 

.036 for the week 
.031 for the month 

2.15 for year 
Average rainfall in county 

for a year: 44 inches 

Figure 4-27 Using 

color tints instead of 

leader dots 

RIGHT TABj ILEFTTAB 

Rabbi! John Meisen 
I I 

Soloist! Janice Poole 

Liturgist! Rodney Seale 

USES A RIGHT TAB, 6 POINTS BETWEEN AND A LEFT TAB 

Figure 4-28 Tab only alignment 

Summary 

The summary for this chapter is presented in a chart 

(figure 4-30) to create an accessible reference for 

choosing faces and matching them to the publica¬ 

tion. The type samples are the set of good, trusted 

typefaces shown in the chart. They will help when 

locating a basic set for setting up a library of type¬ 

faces. This chart will make a quick reference for 

launching into learning typefaces. Use the chart to 

understand the points to look for in using typefaces 

for specific publications. 
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CO 

(for a S 

The following information has been a 

covering the most recent five years is i 

tion. This information should be read 

thereto, which are also incorporated b 

NDENSED FINANCIAL INFORMATION 

ihare Outstanding Throughout Each Year) 

udited by Henderson-Carraway, independent accountants, whose report 

ncorporated by reference in Part B, the statement of Additional Informa- 

in conjunction with the Company’s latest financial statements and notes 

y reference in Part B, the Statement of Additional Information. 

Year Ended December 31 

1999 1998 1997 1996 1995 

Investment income . . S .57 $ .52 $ .50 $ .50 $ .46 

Expenses . . .06 .06 .05 .05 .05 

Net investment income. . .51 .46 .45 .45 .41 

Dividends declared from 

net investments . . 1.14 .23 2.21 2.99 .28 

Distributions declared from net 

realized gain on investments. . (-76) (.75) (2.45) (.49) (.51) 

New increase (decrease in net asset value) . 33 (.58) (.32) 2.51 (.26) 

Net asset value: 

Beginning of year . . $12.61 $12.61 $13.19 $13.51 $11.00 

End of year .. . . $12.94 $12.61 $13.19 $13.51 $11.00 

Ratio of expenses to average net assets . . .48% .42% .41% .43% .47% 

Ratio of net investment income to 

average net assets. . 3.78% 3.14% 3.47% 3.80% 3.98% 

Portfolio turnover . . 16.4% 11.5% 10.8% 17.5% 19.8% 

Number of shares outstanding at end 

of year (in thousands) . . 318,134 308,834 282,897 227,214 218,774 

Note:figures representing per share amounts have been adjusted to reflect the 100% stock dividend effective March 15. 

Figure 4-29 A complex chart with dots and hairlines common to annual reports 
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Figure 4-30 Typefaces and their uses in specific documents 



For additional research 
Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Historical information 

The Chicago Manual of Style, Chicago: The Universi¬ 

ty of Chicago Press, 1993. 

U.S. Government, Style Manual, Washington: United 

States Government Printing Office, 1986. 





Chapter 

5 Adding 
Shades and Colors 

Adding shades 
Printed color 
For additional research 

After reading this chapter and applying its principles, 

the designer should have success: 

• Choosing techniques for adding shades that solve 

design problems. 

• Matching the design level to the technique while 

maintaining image quality. 

• Understanding the purposes of color and the bud¬ 

get restraints of each technique. 
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Ruled lines, boxes, textures, tints, 

images, and colors are “design 

accessories ” to a page, like accessories 

are to a room. Tloey are techniques that 

add shades and color to the design 

foundation and solve design problems. 

When available in desktop publishing 

software, these techniques provide 

a convenience that may be 

distracting to the purpose of the design. 

This chapter clarifies why to use the 

techniques and what design level 

maintains image quality for a 

specific level of design . 

X Cross reference: These 

techniques are included in 

quality reference charts, 

figures 7-2 through 7-10. 

Shades and colors solve design problems that 

cannot be solved with changes in type specifications 

or by adding white space. The purpose of any of 

these techniques is to group and separate, add con¬ 

trast, focus, and dimension, reinforce the grid pattern, 

help create an eye pattern, and indicate quality. 

Often, a poor choice of technique is not identi¬ 

fied until after the job is finished. Without the fore¬ 

sight to ensure image quality, a professional job can 

take an amateur look. So, be cautious before trying 

too many techniques on one page. The result of too 

many techniques is often overcrowding and clutter 

(refer to figure 2-9). 
The research stage of shades and colors begins 

with a visual evaluation to identify their purposes. 

Because the choices are overwhelming, examine re¬ 

search samples separately by the uses of shades and 

colors. First, visualize the design without the shading. 

Then, in order to critique the design, ask these 

questions: 

1. What is the basic color in the design? 

.. .Are there shades of that color? 

.. .What is their purpose? 

2. Are there additional colors? 

.. .Why were they added? 

.. .Are there shades? 

3. Did the paper color help the page? 

4. What kinds of color techniques were used? 

.. .Were they cost effective? 

...Could a different color technique have been 

as effective but less expensive? 

5. How well did the shading or images 
reproduce? 

.. .What is the quality level of the dot size? 

...Did the techniques match the printing 
process? 
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Adding shades 

Software tools exist for creating shades for all levels of 

design, even with one color of ink. If those available 

do not solve a design problem, a second ink color 

may be needed to add contrast or dimension. 

Some techniques are commonly used for spe¬ 

cific categories of publications and can become a 
first choice when designing: 

• Ruled lines in business communication, text 
documents, and forms 

• Reverses and boxes in classified advertising 

• Boxes in news publication 

Boxes, tints, or textures can help organize a de¬ 

sign. A single box, tint, or texture helps to add con¬ 

trast and focus, or to separate text. Grouping is 

effective in matching any of these measurements: 

copy placement, length, height, or alignment. Multi¬ 

ple boxes, tints, or textures help group unequal 

page elements. Tints and texture work best when 

they are not boxed in with a line. 

Many of the figures in this chapter appear with 

the same copy as in figure 5-1. Only two sets of 

fonts, weight, and size are used. By limiting options, 

a stronger reference point to the impact of these 

techniques is presented. Even with the same type 

specifications, the type appears different depending 

on its color and the color surrounding it. Consider 

figures 5-1 and 5-2 as research when applying the 

techniques to any design. Additionally, do not limit 
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Figure 5- i Basic design.The correct type 

specification but a flat-looking page without 

shades of gray. 

Figure 5-2 Cluttered design.A page with too much 

shading and color has a cluttered, confusing effect and 

added expense to run the tight register. Credit: Brian 

Campbell, graphic artist—artwork 
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their application to projects requiring two colors of 

ink. Good designs carry as well in one or two colors 

(especially with tints) as they do in a four-color 

process. 

Each of the designs (figures 5-3 and 5-4) will 

work within all levels by using a simple technique. 

Information included with each design refers to de¬ 

sign levels and visually shows what prints with each 

process. Match the output device to the level of de¬ 

sign. Both are usable copy, but the techniques 

change. Limitations to the level of design are includ¬ 

ed in each technique. 

Ruled lines 
Adding ruled lines is a fast way to add contrast. 

Ruled lines work for all output devices and printing 

techniques. Ruled lines can be repositioned and the 

thickness and width of lines varied to accommodate 

the typeface and the design. (Be aware that ruled 

lines are not the same as the underline.) 

Use as many of one rule as needed, unless the 

pages appears “patchy.” Too many different kinds 

and thickness of ruled lines will always clutter a 

page. As a guideline, use no more than three kinds 

or thicknesses of ruled lines in one publication. Be 

cautious when designing with hairlines and printing 

to an imagesetter. True hairlines may present a thin¬ 

ner line than expected. 
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Figure 5-4 Custom level design.This requires a 

medium-size press to guarantee quality of tints. Bleed 

requires printing on larger paper than final cut size. 

Shows one color ink with tints. Credit: Brian Campbell, 
graphic artist—artwork 

Figure 5-3 Standard level design. Correct type 

specifications complemented by original line art, plus 

reverses. Credit: Brian Campbell, graphic artist—artwork 
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Positioning ruled lines 
A few desktop programs build ruled lines into style 

names. Without a built-in line, positioning is not 

repeatable and the line must be repositioned with 
each use. 

The position of the ruled line is measured using 

the baseline as a starting point for both above and 

below lines (figure 5-5). Also, changes can be made 

to the thickness of the ruled lines. Whether building 

ruled lines into a style name or manually adding 

ailed lines, use the following measurements to help 
position them. 

FOR BODY TEXT. Set the bottom rule at 2 to 4 

points below it. Set the top rule the same size as the 

body text. 

FOR DISPLAY TYPE. Use 20% of the type size for the 

bottom rule and the type size for the top rule. 

Line thickness 
A traditional approach to changing line thickness is to 

match the line thickness to the line thickness of the 

type or use a one-half- or 1-point rule. Double lines 

work well with serif faces because they have thick 

and thin lines. Dashes and dots work well with sans 

serif display faces or a face with a bold, playful look. 

Hairlines will accurately print as very fine line on 

high resolution imagesetters, but will print an incon¬ 

sistent thickness to different laser resolutions. 

INTERACTION, INC 

The most importantjob you have 

is the one you do today. 

Figure 5-5 Ruled lines placed: above the baseline at 

24 and 8 pts respectively (the type size), and below 

the baseline at 5 and 2 pts respectively (20% of the 

type size). 
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Designing with ruled lines 
Ruled lines print well to all output devices and print¬ 

ing processes (figure 5-6). Ruled lines can be both 

traditional or trendy (figure 5-7). Here are some 

problems and solutions using lines: 

• Group and separate. Use 1" longcentered hair¬ 

lines. 

• Add contrast. Use a line below, with the line 
breaking around lower case descenders (draw 
manually in page design or drawing packages). 

• Add focus. Use lines on each side of a title. 

• Add dimension. Use above and below the sec¬ 
ond line of display type or a signature. 

• Reinforce the grid pattern. Use lines the length 
of one or more grids, symmetrically and asym¬ 

metrically placed. 

• Help an eye pattern. Use a line from the left 
margin to indented body text. 

• Indicate quality. Use a dotted line or tinted 
block above a subhead. 

Boxes 
Boxes enclose and define a space. One box can add 
contrast to a headline (when, because of the space 
available, this cannot be accomplished by making it 
any larger or bolder). Boxes can also be used to 

WANTED 
New Designers 

You may fit into this new and 
exciting field with abilities such as... 

• Creative thinking 

• Mechanical curiosity 

• Work well with people 

• Open to new ideas 

• Command of English 

• Handle tight deadlines 

hannah&harrison 
700/337-1260 • Fax: 700/337-5961 

e-mail: hannah@adv.com 

Figure 5-6 Ruled lines, presented in one color work 

well for all output and printing processes. 

Figure 5-7 A non-traditional design and a traditional 

typeface. Lines help draw attention to the headline and 

the company name. Copy and lines set at a 14° angle and 

tint is 40%.Two colors without tight register, but difficult 
vertical bleed for small press. 
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help the shape of a block of type match the shape of 
the page. 

Boxes that match the page help organize the 

copy. When adding a box to display type, leave an 

en space between the type and box; when adding a 

box to text type, indent the copy one pica both left 

and right. A page full of boxed copy, such as an or¬ 

ganization chart, may be easier to produce in a 

drawing package if the desktop publishing package 

does not group and center the type in the boxes. 

Designing with boxes 
Boxes output to any device and printing process. To 

strengthen a design with boxes (figures 5-8 and 5-9), 

consider the following solutions: 

Group and separate. Use a hairline box to sep¬ 

arate different sets of body text. 

Acid contrast. Use a wide line on a box to con¬ 

trast a page element. 

Add focus. Use a placed box and type at a 15 or 

45° angle. 

Add dimension. Use an additional box without a 

fill and with a white line one pica inside a tint¬ 

ed box or photo. 

Reinforce the grid pattern. Use a box around 

the body text or drawing on the grid. 

Help an eye pattern. Use an additional box 

around the type element at the bottom line of 

the page. 

Indicate quality. Use a double line box at the 

page margin to complement formal centered 

copy. 

wanted new 
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Figure 5-8 A box used for a reverse and another 

turned at 90° to form the diamond to thread the 

headline and signature.This can print as spot color 

with laser original to a small press. 

Figure 5-9 Box for headline and signature are linked 

by body text box.Tints are 40% and 60%, although this 

design would work without the tints. Large black 

background requires medium-size press. 
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Textures 

Textures are the most overlooked technique for 

adding a shade to a one-color standard level design. 

Textures give dimension to basic designs just as tints 

give dimension to custom and premium designs. 

Textures can be used as a layer under line art, as dis¬ 

play type, and as a border on a page as shown in the 

illustrations for this chapter. To keep type readable 

when layered over a texture, use an extra-bold 

weight of type or place a white box between the tex¬ 

ture and the type. 

When working with textures, recognize that 

they are built behind the page. The technique is sim¬ 

ilar to cutting a hole in the page and letting the tex¬ 

ture in that particular spot show through. If 

alignment of a texture is critical, the texture should 

be manually drawn in the drawing package. 

Designing with textures 
Textures substitute for tints where a laser original is 

used to print additional copies creating shades and 

layers (figures 5-10 and 11). Texture can be added 

under text as a solution to the following: 

• Group and separate. Use a drawn rectangle 

filled with a texture 1-2 picas wide or use like a 

border. 

• Add contrast. Use several texture fills to add 

contrast to a cover. 

• Add focus. Use as a box over extra-bold type. 

• Add dimension. Use with a white circle or 

square to create a one-time logo look. 
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Figure 5-10 Line art with text.A texture under line 

art that fits a column of the grid adds contrast to the 

art and reinforces the grid pattern. Works for on- 

demand copiers and from a laser original to copier 

and small presses. 

Figure 5-1 I The texture groups the mix of solid 

blocks and tints.This is an imagesetter-to-small press 

or greater job. No tight register because the body 
text is overprinted. 
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• Reinforce the grid pattern. Use a filled box be¬ 

hind part of the art to help direct the eyes to¬ 

ward the text. 

• Help an eye pattern. Use a texture with a white 

box over it to fill a large space with a small 

amount of body copy when the type size 

should not be increased. 

• Indicate quality. Use a personalized texture 

made from a pattern of art, type, or a company 

logo tinted on a tint in the background. 

Reverses 
Reverses are used to create a heavier look for type 

without changing the type itself. Reverses are similar 

to boxes because of the effect of containing an area, 

but a reverse adds more intensity than a box does. 

Many classified ads and flyers use reverses be¬ 

cause they print well on both newsprint and bright 

colored paper. Reverses are also helpful on the cus¬ 

tom design level when using one color of ink on a 

colored paper, giving the effect of an additional ink 

color. 

When using reverses, be aware of factors that af¬ 

fect image quality. To make the type legible, use a 

clean sans serif typeface in bold or serif bold (avoid 

those with thin stroke lines) in sizes above 7 points. 

A reversed is called a “knockout” when the color of 

the type is set reversed or white and is placed on a 

box set from 40% (60% for imagesetters) to black. 

Use lines “none” to keep the size of the box true to 

measurement. 

X Cross reference: Check the quality infor¬ 

mation in Chapter 7 for sizes of color 

blocks that will print to each process. 
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Figure 5-12 Reverse and boxes. Shows the use of boxes 

and reverse box that prints well to small presses and on- 

demand color copiers as a standard level design. 

Overprinting could be done from two laser originals 

because there is no tight register. 

Designing with reverses 
Check the maximum size of the reverse with a test to 

output devices and printing processes (figures 5-12 

and 5-13). Here are the problems and solutions that 

can be solved with a reverse: 

• Group and separate. Use a reverse at the bottom 

or top of a page to set off a headline or signa¬ 

ture. 
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New Designers 

Figure 5-13 Reverse. Using both reverse and white 

boxes in alternate layers gives this one-color design the 

look of multiple colors. Without an outside box, it could 

be used on all processes. 

• Add contrast. Use a reverse with display type to 

add the maximum contrast to a block of type. 

• Add focus. Use white type above a black box 

for important body text information. 

• Add dimension. Use white lines, rules, and 

boxes over display or body text. 

• Reinforce the grid pattern. Use boxes shaped to 

match the grid pattern or multiples of it. 

• Help an eye pattern. Use a black box under a 

series of ruled boxes to bring them together. 

• Indicate quality. Use reverses with a double line 

to give a formal look to the copy. 

Tints 

Tints add a smooth tone to a design. A tint is made 

up of dots and gives a page a layered or two- 

dimensional look. Tinting gives the appearance of a 

second color by allowing the color of the paper to 

mix with the color of ink, which appears as another 

color. Type, textures, lines, and boxes produced in a 

page layout program can be tinted. Additionally, line 

art can be tinted in the drawing package and the 

page layout software will recognize the tint. 

When using multiple tints, keep a 20% differ¬ 

ence for contrast (20% and 40% or 30% and 50%, 

for example). Using tints in one color of ink is often 

as effective as adding an additional ink color. 

When adding tints, be aware of the cost factors. 

Black ink on muted and fiber-looking paper also 

gives the look of a second color without additional 
cost. 

Tints cannot be reproduced accurately from a 

laser original (hard copy). Files with tints sent di¬ 

rectly to a copier, plate, or film negative maintain 

the image quality on the tints. Tints will print in 

coarser, low quality dots with laser copiers. Tints will 

change in appearance if created in a drawing pack¬ 

age and given a size change in page layout. 

X Cross reference: Determine the quality of 

the specific output by following the test 
original in Chapter 7. 

Tinting boxes, lines, and textures 
Although boxes are the most common object to tint, 

lines and textures can also be tinted to create a 

lighter dimension to the page. When type is over- 
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printed or reversed on a tint, it must be legible and fit 
within the cost of the document. Samples of type on 
a tint appear on Colorplates C-l through C-9. 

• White letters (reverse or knockout). Use on a tint 
40% (60% for imagesetters) or greater. 

• Black type (overprinting). Use on a tint 40% or 
less of the second color. 

• Solid letter of the second color. Use on a tint 
40% or less of the second color. 

Tinting letter characters 

Changing lines or words of type to a percent of an 
ink color complements solid lines or words of type. 
This provides more flexibility in type size when a 
portion of the type is tinted; since tinted type lowers 
the contrast of the type, the type size can be in¬ 
creased. Solid letters can be overprinted or reversed 
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Figure 5-14 Boxes and reverse box that prints well to 

small presses and copiers as a standard level design 

on the tinted type or on a tinted box (figures 5-14 
and 5-15). 

• Tinted type by itself mu4 be 40% or darker in 
black ink. With other colors of ink, the lighter 
the color of an ink, the darker the percent 
needs to be for the image to be readable. 

• Tinted letters 40% or less. Use on a tint 60% or 
greater (be sure there is a 20% difference be¬ 
tween both). 

• Type in a color of ink (overprinting). Use on a 
tint 40% or less of the black or any other color. 

• Solid letter of a color. Use on a tint 40% or less 
of another color. 

• Tinted letters of a color. Use on a tint 40% or 
less; on a tint of another color, use a tint 40% or 
greater (be sure there is a 20% difference be¬ 
tween both). 
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Figure 5-15 Tints.This combination of type distortion, 

with a 14° slant quieted down some with a 40% tint of 

“Wanted.”This requires a medium-size press because of 

background ink coverage, but it is just overprinting of 

black so it does not need traps. 
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Tinting line art 

Tinting works best with line art that is a silhouette or 

has few details. 

Designing with tints 

Check the quality and appearance of the tint with a 

test to specific output devices and printing process¬ 

es. For example, a 20% tint will appear much lighter 

and smoother to imagesetter in comparison to laser 

printer. Box, ruled lines, art, type, and photos can be 

tinted and layered (figures 5-16 and 5-17). Here are 

problems and solutions associated with tints: 

• Group and separate. Use line boxes or tint 

boxes to separate display type or special body 

text. 

• Add contrast. Use tint to tone down artwork 

that takes over a page or is a bad piece of art¬ 

work. 

• Add focus. Use tint of display type up to 40% 

when using 72-point or larger type. 

• Add dimension. Use layers of tint boxes, tex¬ 

tures, or line art below the layer of type. 

• Reinforce the grid pattern. Use tint boxes that 

follow multiple columns of grid patterns with 

type, photos, or line art. 

• Help an eye pattern. Use tint boxes in areas 

that reinforce the eye pattern. 

• Indicate quality. Use a combination of any of 

the above techniques to create tint boxes under 

tinted lines, art, type, and so on, in order to 

give the appearance of a second color of ink 

without the expense. 
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Figure 5-16 Tinted line and type.The line at the 

headline and the company name would require tight 

register with printing to small press and up. Credit: 

Brian Campbell, graphic artist—artwork 

Wanted 

New Designers 
You may fit into this new and ex¬ 

citing field with abilities such as... 

Creative thinking 

Mechanical curiosity 

Work well with people 

Open to new ideas 

Command of English 

Handle tight deadlines 

Hannah and Harrison 
Phone: 700/337-1260 

Fax: 700/337-5961 

e-mail: hannah@adv.com. 

Figure 5-17 Tinting line box with art. Shows the use 

of boxes around the art to help it group with the 

other boxes. Prints well to small presses and copiers 
as a standard level design. 
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Line art 

In the last fifty years, line art has changed both its 

look and its process. Look at a dollar bill to see the 

line art of yesterday. Before photography, line draw¬ 

ings were used for pictures, art, and logos. Today, the 

misuse of line art can damage an expensive publica¬ 

tion rather than help it. For example, jagged edged 

drawings and cute cartoon art are inappropriate for 

professional publications. Too many pieces of art 

placed all over the page contribute to the bad repu¬ 

tation of line art. There are, however, two profes¬ 

sional situations requiring line art: 

1. When a general piece of art can help relay the 

message. 

2. When the client wants a specific drawing, such 

as a Siamese cat eating their brand of cat food, 

on the specification sheet. 

Figure 5-18 Art design with scale.The art was 

opened in the drawing package, turned into an outline, 

and tinted. 

For advertising, line art is an effective focal 

point because it draws attention to a particular sub¬ 

ject (figure 5-18). For business communications 

packages, line art can serve ,as a logo for a small 

start-up company (figure 5-19) or as standard level 

designs. For text and news publications, line art 

breaks up the text or sets a theme throughout the 
piece. 

Purchasing line art 

Some line art is free while some can cost up to $100 

per disk. When establishing a library of line art, sort 

subjects according to market, avoid dated materials, 

and be sure that the file format allows for modifica¬ 

tion. The best buy is line art that can be colorized, 

converted to color, or modified. This allows layers 

that do not fit the subject to be revised or removed. 

Ilf 

WANTED 
New Designers 

You may fit into this newand exciting 

field with abilities such as... 

• Creative Thinking 

• Mechanical Curiosity 

• Work Well with People 

• Open to New Ideas 

• Command of English 

• HandleTight Deadlines 

haimah&harrison 
Phone: 700/337-1260 • Fax: 700/337-1261 

e-mail: hannah@adv.com 

Figure 5-19 Line art as a pattern. Shows line art and 

tints support the eye pattern and give depth . Credit: 

Brian Campbell, graphic artist—artwork 
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Additions to the drawing or fills create an opaque 

layer to color or to tint. Quality art which can be re¬ 

vised is the most useful. Also, once revised, it can be 

used in various projects without being recognized. 

Scanning and redrawing line art 
Line art requiring placement in a computer package 

must be scanned or drawn if it does not exist as a 

computer file. 

Line art can be successfully scanned if it is 

placed as the same size and if the size of the file is 

not an issue. A scanned image, or a raster file, is 

covered in black and white dots similar to the dots 

on a photograph. When scanned art is enlarged, the 

dots give a coarse effect (jagged edges). Because 

the scan records the image and the white spaces, 

scanned images occupy a large file. 

Redrawing in a vector-based package like 

Adobe® Streamline, CorelDraw, Adobe® Illustrator, 

or Macromedia® FreeHand produces an image with 

information about each point and curve. If the draw¬ 

ing will be reused, is part of a line art library, or will 

be revised, the time spent on automatic redrawing or 

manual redrawing is beneficial. 

Placing line art 
Line art is either linked to the page or all the infor¬ 

mation about the image is stored in the page. 

X Cross reference: Many important quality 

maintenance issues for placing and man¬ 

aging line art are covered in Chapter 7. 

Designing with line art 
Line art outputs to any device and printing process. 

Following are uses of line art for various design 

problems: 

• Group and separate. Use with white boxes 

printed on top of it for type or images. 

• Add contrast. Use tinted line art to lighten. 

• Add focus. Use at a large scale, covering at least 

one-quarter of the page. 

• Add dimension. Try overprinting on line art for 

advertising and business packages. 

• Reinforce the grid pattern. Layer art above a 

texture, box, or solid that fits the grid. 

• Help an eye pattern. Use a series of the same 

line art scaled to 1" or less and place them in a 

line as a border, as a texture behind the whole 

page, or as a pattern moving with the eye pat¬ 

tern. 

• Indicate quality. Bleed images off the edge of 

the sheet. 

Photographs 
Photographs can be placed into two groups: Con¬ 

tinuous shade or tone (traditional photographs 

from traditional cameras, having hundreds of shades 

of gray or color), and halftone or process (pho¬ 

tographs that have been converted to a monitor or 

printable image). To print a photograph, it must be 

converted by scanner from a continuous tone photo 

to a halftone. 
To scan a photo, scale and set the number of 

dots per line inch to match the printing process. 

Once it is scanned, the number of dots per inch is 

fixed. If the photo or line art is enlarged, the detail 

will be lost. However, if the photo is scanned for the 

maximum dots per inch (dpi) screen that can be 

used, it will print well to a lesser screen, but the size 

of the file will be unmanageable. A better solution is 

to include the photo size to page percentage in the 

scanning. Photos that are scanned as black and 

white photographs are used for one color of ink 

(Colorplate C-7) or four-color process (Colorplate C- 

13). Color can be corrected and additional effects 

can be added to these scans with photo manipula¬ 

tion software. 

Opening the page layout software and placing a 

scanned photo or art in it may not produce the same 

quality image as on the screen. To handle pho¬ 

tographs professionally, seek additional training with 

the photo manipulation software and kinds of input 

and output systems used. 

Sources of photos 
Purchase quality photographs individually from 

stock photo services, stock CDs by subject matter, or 

royalty-free stock photos. Additionally, customized 
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photos can be created from photo scans, prints, or 

slides sent to a service bureau that specializes in 

scanning and producing. CDs and digital cameras 

record images ready for the computer. Photo color 

can be corrected and edited in photo manipulation 

software. For high-end photos, use the professional 

scans to a CD. Except for monitor viewing and nest¬ 

ing of photos, avoid low-end scans. 

X Cross reference: See Chapter 7 for quality 

issue with photographs. 

Designing with photos 
Check with the printing company to match the cor¬ 

rect line screen with the printing process. Photos are 

included in publications to show detail (Colorplate C- 

13 through C-15) or to create an effect (Colorplate C- 

16 through C-24). This is accomplished by using the 

following techniques: 

• Group and separate. Use sections of a tinted 

photo like a tint block under page headings to 

tie a booklet together (Colorplate C-13). 

• Add contrast. Use as a background layer with 

type overprinting (Colorplate C-24). 

• Add focus. Use a heavy border around a photo 

(Colorplate C-10). 

• Add dimension. Use a ghost of a photo in the 

background as a layer with the detailed photo 

(Colorplate C-21). 

• Reinforce the grid pattern. Use a photo size that 

matches the grid(s) (Colorplate C-ll). 

• Help an eye pattern. Use photos placed in line 

with the eye pattern (Colorplate C-13). 

• Indicate quality. Use mixed photo techniques 

and combine photos (Colorplate C-10). 

Cropping 
If only part of an original photo is used, it is 

cropped. Cropping, while scanning, will eliminate a 

large file size containing unused file information and 

keep the page layout file “clean and lean.” 

To identify the best area of a photo, make two 

L-shaped tools about the width of a ruler out of 

poster board. View the possible image areas with 

Figure 5-20 Marking the best section of a photo 

with cropping tools 
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the tools. Lightly mark the area to be cropped on the 

white border of the photo or mount the photo on a 

board and mark the board (figure 5-20). 

SCALING. Scaling is changing the percent of original 

size of the photo. If an entire photo or a cropped 

section requires a larger or smaller image, scale it by 

a percentage of the original size. Determine the size 

and cropping for an accurate reduction size for scan¬ 

ning. The desired area can only be reduced or en¬ 

larged proportionally (a rectangular shape cannot 

become a square). Follow these steps: 

1. Draw the shape of the area of the photo to be 

used. 

2. Draw a diagonal line from the bottom left cor¬ 

ner to the upper right corner and then measure 

it. X = the le?igth of the diagonal of the original 

and Y = the diagonal size of the space available 

on the rough. 

3. Use the calculator to divide the original size of 

the diagonal by the printed size. 

4. Use this percentage in the scanning software 

when the photo is scanned. 

5. Include the dpi setting to match the line screen 

required by the printing process. When scan¬ 

ning, be sure to set the scanner for an output 

resolution that is double the line screen size, 

not the dpi. 

1254 dpi = 85 line screen 

2400 dpi = 133 line screen 

Working with a photographer 
If the designer is responsible for a photo shoot, 

he/she must hire the photographer and attend the 

shoot. For a successful shoot, refer to the following 

suggestions: 

• Carefully interview the photographer. Examine 

portfolios, models, charges, ownership of origi¬ 

nals, rights to reprint, cost of additional prints, 

and photo CDs. 

• Keep a file of names of employees or friends 

who could be used as models. 

• Storyboard the shots in a practical order. Save 

time by sketching each shot to identify small 

details. Gather home props. 

• Borrow from local stores, both antique or tradi¬ 

tional. Build their trust by returning everything 

promptly and in top condition. 

• Keep an emergency kit handy. Some items are 

straight pins, duct and adhesive tape, lint brush¬ 

es, hair pins, brushes, and hair spray. 

• Use a professional photographer. Quality saves 

money. Also, use the best equipment and brand 

name film whenever possible. 

• Convert to CD files. Photos stored on a CD save 

photo shoots for future uses. 
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C-1 (Above) One color of ink with tints. 

CreditVosburg de Seretti, inc., designers 

C-2 (Left) Two spot colors with tight register. 

CreditVosburg de Seretti, inc., designers 

PEARSALL PEDIATRIC 
Gurney F. Pearsall. M.D., P.A. 

Peggy P.H. Kan, M.D. 

C-3 (Below left) Color on 

color. CreditVosburg de Seretti, 

inc., designers 

C-4 (Right) Two colors of ink 

with tints and traps. Credit: 

Vosburg de Seretti, inc., designers 

Second in a series of 
Career Development Programs 

For RNs, GNs, LVNs and Student Nurses 

Now — with the hint of Fall in the air, and just before the start 
of the busy holiday season — Is the perfect time to make plans 
to attend the latest In a series of Memorial Southwest s career 
enhancement programs: 

THURSDAY, NOVEMBER 1, 1990 

5:30pm-7:OOpm 
Buffet Dinner and Tours 

7:00pm-8:30pm 
Select from a variety of informal, 

informative career development programs: 

•Career Development 
•Delegation 

• Hyperbaric Medicine 

To be a part of our festivities, please call 
(713) 776-5525 before November 1 for reservations. 

Memorial Southwest Hospital 
The finest in community health care 

NOVEMBER, 18, 1995 
ADMISSION PRRK • PARKINS $3.00 PKR CAR 



SATURDAY, OCTOBER 28th, 10 am - 7 pm 

BIKE BARM’S NEW LOCATION 

GRAND OPENING 
Super '95 Closeout Sale! 

COME SEE... 

• The COOLEST Bikes For ‘96. SWEET! 
• The Most EXTREME Gear 
• The HIPPEST Bike Store You’ll Ever Experience 

COME GET... 

The Greatest FREE Helmet & Seat Sag ($40 value) 
With Purchase Of A 1995 Specialized Bike 

• The Best KILLER Deals On ‘95 Close Out Bikes 
• BLOWOUT Prices On Hew & Used Rollerblades 
• AWESOME Specials On Bar Ends, Gloves, 

Threads, Treads & More! 

COME MEET.. 

Vendors & Factory Reps with 
ALL NEW 1996 PRODUCTS FROM: 
• TREK • SPECIALIZED • GT • KLEIN • BELL 
• MONGOOSE • YAKIMA • BONTRAGER 
• OAKLEY • SHIMANO * ROLLERBLADE 

COME WIN... 

INCREDIBLE Door Prizes: 
A SLEEK TREK Mountain Bike, GT BMX 
Bike, T-Shirts, Hats, Gear & More! 

C-5 (Left) Two spot colors overprinted on white 

paper. Credit:Vosburg de Seretti, inc., designers 

C-6 (Below left) Two spot colors overprinted on 

yellow paper. Credit:Vosburg de Seretti, inc., designers 

C-7 (Below) Two colors of ink with blue and gray 

duotones. Credit:Vosburg de Seretti, inc., designers 

TREK • 

SATURDAY, OCTOBER 28th, 10 am - 7 pm 

BIKE BARM'S NEW LOCATION 

GRAND OPENING 
Super '95 Closeout Sale! 

Startup businesses 

COME SEE. 

• The COOLEST Bikes For ‘96. SWEET! 
• The Most EXTREME Gear 
• The HIPPEST Bike Store You'll Ever Experience 

destined for success 

COME GET.... 

The Greatest FREE Helmet & Seat Bag (Mo value) 
With Purchase Of A 1995 Specialized Bike 

• The Best KILLER Deals On ‘95 Close Out Bikes 
• BLOWOUT Prices On New & Used Rollerblades 
• AWESOME Specials On Bar Ends, Gloves, 

Threads, Treads & More! 

COME MEET... 

Vendors & Factory Reps with 
ALL NEW 1996 PRODUCTS FROM: 
• TREK • SPECIALIZED • GT • KLEIN • BELL 
• MONGOOSE • YAKIMA • BONTRAGER 
• OAKLEY • SHIMANO • ROLLERBLADE 

COME WIN... 

INCREDIBLE Door Prizes: 
A SLEEK TREK Mountain Bike, GT BMX 
Bike, T-Shirts, Hats, Gear & More! 

.. BIKE BARN 
Rnd us at 2422-B Bay Area Blvd., 
just East of Space Center BlYd., In the 
Sears/BIKE BARN Center In Gear Lake. 

turn to the 

f " M 

Small Business 

TREK • SPECIALIZED • GT • CANNONDALE 

Management 

Information Center 



Placement Services 

I ith an extensive candidate base, we can provide personnel in 

a number of disciplines including accounting, financial ser- 

I vices, information processing, legal, marketing, mortgage 

banking, office support plus engineering and technical services. 

Our experienced staff is dedicated and committed to providing 

only the best available candidates for your staffing requirements. 

In depth interviews of candidates, background and perfor¬ 

mance evaluations, plus skills testing, when applicable, are just a 

few of the methods used to assure you of an ideal match to job 

specifications. 

We serve companies of 

all sizes, including small 

emerging growth compa¬ 

nies to Fortune 500 firms, 

with a commitment to 

provide client satisfaction. 

Our team 

provides our 

\ 

Outplacement 

When businesses downsize, we provide a valuable service 

that helps you maintain a good reputation for being a conscientious 

and caring employer. Our Outplacement workshops assist employ¬ 

ees in understanding and adapting to changes in the job market We 

prepare them for career and job search planning, and also offer a 

resume service to showcase their skills, experience, and education. 

CLIENT SATISFACTION 

clients with the personalized 

attention they need in 

order to make the right 

choices in hiring for all 

positions. 

LET’S 
RODEO! 

•- 
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BBRADY PERSONNEL SERVICES, INC, 

STUDENT NURSE ROUNDUP 
Thursday, February IS, 1995 

Marriott Medical Center Hotel 
Grand Ballroom 

Registration 4:00 p.nt.-4:30 p.m. 
Dinner, Program & Prizes 4:50 p.m.-7:30 p.m. 

RSVP (713) 790-2186 
Western Attire 
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Houston, Texas . -7'r 
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C-8 (Above) Three colors of ink, blending 

colors. 

CreditVosburg de Seretti, inc., designers 

C-9 (Left) Three colors of ink, opaque white 

plus two. CreditVosburg de Seretti, inc., designers 



In a recent survey of Manlove clients, respondents 

rated our performance as excellent m 

all areas of overall capabilities, knowledge, experience 

creativity, effectiveness and responsiveness, Manlove 

clients are also frequent providers of referrals and 

recommendations. When a client calls and tells us that 

wedida flWHt jOl), and that tlipTSSU ItS 

exceeded their expectations, that is the 

w////waft1 re ward for us. 

What 

Our Cl 

Tell Us 

V H V S I C IANS 

C 0 N S V I. 1 I N <; 

I N C 0 R I* 0 R A I r: I) 

The Doctor's Prescription 

l‘Or Hnhanced 

Spine Rehabilitatiot\.’“ 

C-IO (Above) Blue and black duotone contrasted with process photos. Credit: 

Manlove Advertising, Pasadena, TX, design and production 

C-1 I (Opposite, top) Black and black duotone with one spot color. Credit: Creative Art 

Director: Jennifer Woeste, University of Houston Small Business Development Center, Graphic 

Designer: David Leiper, Leiper Design, Photographer: Fred Carr, Photograper, Houston,TX, 

Printer:Jimmy Seiford, the Beasley Company 

C-12 (Left) Blue-green and black duotone from photo. Credit: Credit: Manlove 

Advertising, Pasadena,TX, design and production 

C-1 3 (Opposite, bottom left) Four-color process plus one spot color. Credit:Western 

National Life Insurance Co. Randi Stephens and Jennifer Junemann, designers/production 

C-14 (Oppostite, bottom right) Four-color process with multiple photo 

manipulations. Credit: Manlove Advertising, Pasadena, TX, design and production 
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Dear Friends, 

It is o pleasure to send my best wishes 

ond to congratulate you on 10 ywrs 

cf outstanding 

The success of small business fuels cur 

economy. Small businesses creole 

many of the jobs in Texas, introduce 

new products ond services, ond fill 

niches in local end intemotienc! 

markets. This strong entrepreneurial 

spirit olso hos mode Texas o leader in 

developing new technologies. Small 

businesses hove ployed on important 

role in putting Texas ai the forefront 

of technological developments in 

aerospace, energy medicine, ond 

computing. 

Through its philosophy cf partnership, 

the U diversity of Houston Small 

Business Development Center has 

united universities, community 

colleges, cities, chambers of 

commerce, civic groups, ond large 

corporotions in o single mission: To 

help small businesses grow ond 

prosper. Thanks to this collaboration, 

valuable business consulting and 

training has reached more then 

82,000 small business owners end 

employees since 19S4, 

The University of Houston Small 

Business Development Center provides 

practical knowledge and expertise to 

help entrepreneurs meet the 

challenges of running a small 

business, while allowing them to 

concentrate on growth ond success, 

Congratulations to the people of the 

University of Houston Small Business 

Development Center who create a 
positive impact on our state. I wish 

you the best of luck for success in the 

future. 

I he University of Houston Small 

Business Development ( enter delivers 

technical and management assistance to 

help business start, glow, ami prosper. VI1 

SBLX supports all businesses \v«h 

consulting and training and spccialmat 

services in the areas of government 

contracting, international trade, product 

development, technology transfer, anil 

manufacturing assistance. Through these 

ethms. UH MUX continues to make a 

significant jnd post it ve impact on the 

economy. Highlights of UW.L l*»*M include 

the following: 

*) Created the Institute tor Enterprise 

Excellence as tin: tnnhteilu oi'g-.umarinn 

managing the University of Houston Small 

Business Development t. enter. Intcrtu 

tional Trade l .enter, Texas Informal ton 

Procurement Service. Texas Mamdacturtng 

Assistance < .cmer-Culf Coast. Training 

C.enter, anil lextu IVocluct iVvdopnwni 

Center. 

*) A 1V)*M indepemk-tit study found that 

UH SRIX clients generated more than 

i 128 ntillion rn new sales and more than 

I, 700 new jobs after receiving SBIX 

assistance from l*X92 to l'm3. 

•) Consulted with more than 6.7WU small 

business owners and provided training lor 

II, 00(1 seminar participants. 

*) Emvklcd more than 4 2.000 hours of 

consulting and nearly 49.000 hours of 
training. 

•i Selected as a team member of the Texas 

Manufacturing Assistance Center network, 

a partnership dedicated to improving the 

competitive positk>n of Texas 20,000 small 

manufacturers. 

•) Asm sled eight Texas Product Dcvcktp' 

mem lCenter clients in receiving a total of 

$<>40,000 in Small Business Innovative 

Research awards. These awards help small 

businesses fmul innovative research ami 

development of leading technologies. 

George W. Bush 

GiPtfnc-r 

State cf Texas 

*) T.nhanced existing and added new 

bilingual and minority programs through 

community sponsorships. Hu- Hispanic 

Entrepreneur Training Series, underwritten 

by Southwestern Bell leTephom , conducts 

business seminars in Spin is h Minorities in 

Northeast Houston turn to the new 

Training Seminars for Entrepreneurs, a 

program in pannerxhip with Texas Com¬ 

merce Bank. Historically under served 

l htrd Wan! residents now seek business 

consulting at UH SRI *C s satellite loca¬ 

tions at Texas ( ommerce Bank’s Riverside 

Branch. 

*) CavspotKWol international rtadc 

missions to Columbia and IVru resulting in 

significant sales and ongoing negotiations 

1»m Houston-based companies, 

UNmiSWOf HOlfiTOtt 
«Mfl BBSWBS SfVHOmiBI CfKtffi 

•) Added a I.Cimii computer training 

laboratory to teach business applications 

ten managing .v business more efTectivelv 

and operating more efficiently. 

*) i ompleted 44S TAR/ A-.v,n computer on¬ 

line info* mat ion search propers. More than 

A 00 entrepreneurs received database 

information in areas such as patents, 

market research, and specific tei hnologk-v 

High client satisfaction luts generated an 

increasing demand for TAR/ Textb services. 

•) Upgraded the ( oinputer Learning 

l enters at nine SBIX offices with new 

IBM hardware (Value |V>int 48b eomptu- 

erx) ami Lotus software (SmariSuitv for 

W indows) to provide bask training 

through (mortal* and om-oti-one avsi> 

ranee. These computer work stations 

resulted from a long-standing partnership 

of the Association of Small Business 

IVvelopmem Centers with IBM Corp. and 

Lotus Development ( dtp. 

•> Assisted clients throughout the region to 

(ki^i6gh}s toohmwuf) 

fwfl bebre fccxss wsrg tspcdcsd sad hfnriire bed deiversd hr 1$ 

SSOC'i fircl office. Hcrtkj hndsp.gbs4sr onhee cf 1ht deer locking for yp. 

Tie cwsaiiwf sRpped wpedwig efha susses end sci devn cn \m fesr 

wifi tra fbr (hew iesrs to sdk stesi ny fcestwsi My trwspedcSw csfscoy -m 

repidy grown®. but ash few prefers were sfroarieg tfi* company* cvzrsi 

sictbl The ccnstar s es&nHe sx ssstimi sei«d ?w ;<(srr-?.e jxd 

scluiicrs for my busiaes/ .Verde hsSs^xer brer;o Sernas preset. x<i. 

Lucrgc Serrxes pro-dec; intercedes trvdarg <s>i wrWfcesc Mrvites for 

Mfcratlscad sf%ets, end defrbuteo. lb* ccra?ery trespass 

c<« t. .-ontcisen letwei? peris crA weraheuses ced else frossperis rsrji vs 

piggyteck triers oerifeer Hcssfer-crai rssl Jensinck end indisfries. 

Enfreprenranhip rws in rcsdvsgbuers fcr^y. Wb&e wertijg cJ her fsffiV* 

bed pxk^ng fcesmess. V4 wsttrsfec c r&e for qaeily priemeds fr^iiag 

sernces for sad ’o mid-size ts^eaks. 

fts&zgb&itr hones her kzsimss occls crcusd sfbring the srvkfs she bc^d 

eding ss c astoner. S« seeks ?e exailen? tys'emer serrse ssi 

ferejees. ccenectit pftbsssrc,1 drivers. Her s»:f»gy hes tekec 

csmc'.y from f»o e^feyees a 1979 to 30 emkyets icdcy and smv-d ;rcs 

xks of S2 m^Kit 

hyn T 984 to i 989. Ftsiiroghcser nh& & UH $8iX br oswfence fWfi 

working cot copceras for co/esr^g tool irsTafing cotrpe'sn c’d mcRijing 

issues. ‘C-rect nx&^q b^a 3H $8£C tensefep^ he^ed re sd'-e 

vshess pbeses of kutldmg c {rowbg ad s«tesifji baness. * Fcrths-gbci.'if s^d. 



C-15 Traditional four-color process. 

Credit: C.C. Nicks, photographer 

C-16 Tritone. 

Credit: C.C. Nicks, photographer 

C-17 Duotone, cyan and black. 

Credit: C.C. Nicks, photographer 
C-18 Duotone, twin color, magenta and cyan. 

Credit: C.C. Nicks, photographer 



C-19 Posterization. 

Credit: C.C. Nicks, photographer 

C-20 Special edging. 

Credit: C.C. Nicks, photographer 

-...s'* 

C-21 Ghosted background. 

Credit: C.C. Nicks, photographer 

C-21 With transparent type. 

Credit: C.C. Nicks, photographer 



C-23 Four-color process with action 

effect by blurring background. 

Credit: Manlove Advertising, Pasadena,TX, 

design and production 

C-24 Four-color process with multiple 

photo ghosting. Credit: Manlove Advertising, 

Pasadena,TX, design and production 

ASSIST THE EMPLOYER IN RECRUITING QUALITY CANDIDATES AND WE ASSIST. THE 

candidaie in iocatinc the right career opportunities! Yes, we're people 

HELPING PEOPLE AND WE PROVIDE THESE SERVICES NATIONWIDE. 

WHY JOIN IPA? 

As the employment industry contin¬ 

ues tachange, independent staffing 

firms are finding it increasingly 

difficult; to remain competitive in the 

marketplace, Job candidates recognize 

the opportunities associated with 

gaining greater exposure lor their 

ivsumes, and arc looking for staffing 

firms which can offer them this 

advantage. Ukewiw, employee are 

drawn to those that offer the most 

diverse and comprehensive candidate 

pools. Many of these employers, par¬ 

ticularly larger ones, have trimmed 

their recruiting staffs and are looking 

more often to personnel lecruifijig 

Anns to meet their hiring weeds. As 

these companies become increasingly 

ivlianton staffing organizations, they 

are also setting higher standards for 

quality and service and demanding 

ZJhe experiencedprofeJMonadi in JR4 

cun provide the advantage you need in 

today s competitive staging industry. 

better applicants. Most recruiters find 

that expanding their service area 

proves to be cost-prohibitive, and are 

instead meeting the changing needs 

of job applicants and prospective 

employers by networking through 

cost-effective organizations like Inter- 

City Personnel Associates, Inc. 

Inter-City Personnel Associates, Inc., 

or IPA, offers,»variety of services to 

our affiliate members. Established in 

1972. w e now cover the U.S. with a 

network that indudes some of the 

best independent personnel firms in 

the business. Our average member 

has more than 10 years of experience 

in the personnel industry, and several 

have spent upwards of 40 years find¬ 

ing the best applicants to fill profes¬ 

sional and other positions. Experience 

like this means that when you join 

IPA, you'll h? establishing relation¬ 

ships with firms that have built a 

solid base of Operations anil strong 

connections with a variety of client 

companies. Cm affiliates share confi- 

dcntial information on the basis of 

trust, honesty, profenhnaiism and 

integrity vvhilg establishing cornu < 

turns with business and industry 

leaders at the focal, state and national 

level. Such relationshipsmean a 

healthy business - last year, our top 

piTxIueer generated mom than half a 

million dollars in fees. 

IPA STAFFING SERVICES 

When \ ini join IPA you also gain 

access to tin* opportunity to utilize 

our IPA ‘staffing Services division. 

Slatting firms who provide contract 

professional employees for 

clients are experiencing record 

growth. Information tectwology, elec¬ 

tronics, telecommunications, technical 

and financial services are among the 

areas experiencing higli demand. 

IPA Staffing Services ({PASS) will 

provide everything you need to make 

contract placements 1PASS is regis¬ 

tered to do business in all states and 

becomes the employer of record for 

all contract employees. IPA Staffing 

Services also will: 

• Handle all paperwxirk between 

your client and the contract employ¬ 

ee, hind your payrolls and handle 

all billing matters and collections. 

• Pnnide insurance coverage lor 

contract employees including 

comprehensive general liability 

insurance, fidelity bonding and 

ium-owned and hired automobile 

liability coverage. II’ASS also pro¬ 

vides oil worker 's compensation and 

insurance coverage. 

• 1PASS provide-' all reports 

concerning affiliate members' 

contract operations and sends 

profit checks on a weekly Kinx 

Consider contract staffing as you 

evaluate future opportunities 

^™>ov, went 
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Printed color 

Adding color to publications requires a knowledge of 

the categories ol printed color. Working with the cor¬ 

rect color system matches printing techniques and 

printing processes and is controlled by the project. 

Design techniques can easily use the wrong color 

system, which may not be noticed until press or 

plate preparation. Complex file repair can require 

redesigning or costly professional file intervention. 

Color is grouped into four categories depending 

on how the color is created. Color groups have dif¬ 

ferent sets of colors that exist within their color 

palette. Swatches serve as a guide (similar to those at 

the paint store) to ensure the accuracy and avail¬ 

ability of a color in the printed color palettes. The 

four color groups are: 

1. Visual color. Color produced by light beams 

that is visible. Color palette: Unlimited colors 

2. Monitor color. Color on the monitor that is 

transmitted with lines of red, green, and blue 

and is used by designers as “view only” color. 

Color palette-. Thousands of colors 

3. Spot color. Printed color from “mixed” inks. Ink 

on a printed sheet from an ink mixed to match 

that specified color. These are similar to colors 

of house paint picked from swatches and mixed 

by a formula to produce the color (Colorplates 

C-l through C-9). Color palette: Approximately 

one thousand colors 

4. Four-color process. Printed color from four ink 

colors: cyan, magenta, yellow, and black 

(CMYK). A color photograph printed in four- 

color process looks like the original unless it is 

viewed with a 9x to 15x magnifying glass, (then 

the dots of the four colors can be seen) (Color- 

plates C-13 through C-15). Color palette: Most of 

the spot colors, but not the brilliant ones 

Designing backwards is even more important 

when using color since the color on the monitor can 

take several paths to be printed. The goal is to know 

the printing path of the project, identify the color cat¬ 

egory (spot or process) and pick the color from the 

proper color guide. 

Color guide software or color guide samples 

give true printed color and eliminate colors that are 

outside of a color palette. A set of color guide 

swatches are the exact replica of the printing ink 

colors and are, therefore, the most dependable tool 

for choosing colors. Unreliable, uncalibrated monitor 

color can be troublesome since the color is often 

untrue. A variety of color guides translate color from 

one source to another. Just as several language dic¬ 

tionaries are needed to convert English to Spanish 

and Spanish to French, several different guides are 

needed to translate screen color to different output 

devices. There are several excellent color guide sys¬ 

tems that link to desktop publishing software: TRU- 

MATCH®, PANTONE MATCHING SYSTEM® and 

FOCALTONE®. (PANTONE is a registered trademark 

of Pantone, Inc.) Examples refer to the most popular 

color system, the PANTONE MATCHING SYSTEM. 

The uses for each kind of guide are: 

• Converting computer color to spot color—PAN¬ 

TONE Color Formula Guide 

• Converting computer color to process color— 

PANTONE Process Color System Guide 

• Converting PANTONE spot color to be printed 

as four-color process—PANTONE Process Color 

Imaging Guide 

• Document file to color laser output—Calibra¬ 

tion files and software packages built specifi¬ 

cally for each laser device 

Designs with color add another dimension to 

rules, boxes, textures, tints, type, and images with ad¬ 

ditional effects invoked by specific colors (green = 

alive, growing, Irish, and so on.) 

Spot color 
Spot color is printing with inks that are premixed 

before they go on the printing press. All design lev¬ 

els and printing devices can produce some type of 

spot color, but the alignment and techniques used 

with the spot colors may not print to all output and 

printing processes. For example, accidental tight reg¬ 

ister requirements may not print to a small press, 

causing additional expenses by requiring the pro¬ 

fessional use of trapping software and printing to 
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large presses (figure 5-21). Spot color requires the 

use of the following tools: 

Swatches: Use PANTONE Color Formula Guide. 

Output: Copier original (hard copy) up to imageset¬ 

ter to small press and larger. 

No tints. Spot color also may be chosen for a clean, 

formal design matching either standard to pre¬ 

mium level printing processes. Using spot color 

for a standard level design with two or more 

colors of ink allows production from a lower 

cost platemaker, or laser copy original. 

Tints. Tints create the effect of an additional color 

(figure 5-22). One color of ink with a tint (Col- 

orplate C-l) may be as effective and more eco¬ 

nomical as the same design with two colors of 

ink without a tint. 

Multiples of spot color 
When using multiple PANTONE color inks, one 

color should be darker and referred to as the primary 

color (Colorplate C-2). For readable body text, print 

the text in the primary color. If any body type is in 

the lighter color (Colorplate C-3), it will appear 

lighter and smaller than it would if it were black 

ink. Give the type more contrast by adding bold or 

reverse to the type. Two or more spot colors can be¬ 

come even more effective with tints and paper col¬ 

ors (Colorplates C-5 and C-8). For multiple colors of 

equal value, keep the use of the color simple to 

avoid clutter and crowding. 

h 
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Figure 5-21 Accidental tight register.This figure has a 

20% gray tint over the page that causes all blue to 

need traps requiring tight register. Credit: Brian 

Campbell, graphic artist—artwork 

Swatches: Use the PANTONE Two-Color Selector 

with two colors of ink with tints and use direct 

to copier, plate, or negative. 

Output: Transfer the file directly to plate or film neg¬ 

ative (service bureau) for all presses. 

Tints. Since adding tints gives the same effect as 

adding color, several different tints let different 

amounts of color on the sheets. A range of col¬ 

ors is produced this way. Several examples of 

two colors of ink appear as duotone samples, 

Colorplate C-9 through C-ll and C-18, as twin 

color in Colorplate C-17, and as a posterization 

in C-19. 
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Number of Customers (End of Period) 

CUSTOMER TO DATE LAST YEAR 

Residential 1,301,074 1,258,556 

Commercial 170,959 162,965 

Industrial 2,143 1,876 

Federal 71 72 

State 6 7 

Municipal 1 1 

Total 1,473,876 1,443,243 
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Commercial 170,959 162,965 

Industrial 2,143 1,876 

Federal 71 72 

State 6 7 

Municipal 1 1 

Total 1,473,876 1,443,243 

Number of Customers (End of Period) 

CUSTOMER TO DATE LAST YEAR 

Residential 1,301,074 1,258,556 

Commercial 170,959 162,965 

Industrial 2,143 1,876 

Federal 71 72 

State 6 7 

Municipal 1 1 

Total 1,473,876 1,443,243 
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Overlapping tints. Overlapping tints of two differ¬ 

ent ink colors or a graduate of the two colors 

(figure 5-23b) can blend together to form a third 

color because, unlike monitor color, spot color 

inks are translucent. Set tints to overprint in the 

software package. Overlapping tints use the 

same printing processes as above, but may 

need larger presses when colors require tight 

register. 

Three or more spot colors. When more than three 

spot colors are used and the chosen colors are 

all available to process color, the file may be 

converted to CMYK. Four-color process conver¬ 

sion from spot color to process requires a PAN¬ 

TONE Process Color Imaging Guide and shows 

both the spot and CMYK conversion samples. 

Be cautious: all spot colors do not convert to 

process colors, especially brilliant shades (Col- 

orplates C-7 and C-8). 

Tight register 
Tight register means that the press will print all col¬ 

ors in exactly the same place on every sheet within a 

“pin head” tolerance (Colorplate C-4). Loose register 

allows for colors to be independent of each other. 

Some small presses can handle a small amount of 

tight register work. If the design is all tight register, 

include the cost of a large press run. 

The StyleGuide uses loose register in custom 

level samples and tight register in premium level 

samples. 

Figure 5-22 Tints add additional color possibilities 

and are useful for charts and tables of contents. 
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Figure 5-23a Comparison of type on color: serif and 

sans serif, solid and reverse, caps and lowercase on 
various background tints 

Figure 5-23b Two colors of ink set to overprint and 
create additional colors 
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30% blue 30% blue 

HaHS&BBRSSBHHHHHaBHSfiraSaGa 

OVERPRINT KNOCKOUT SPREAD CHOKE 

Figure 5-24 Traps for color register 

Color with traps 
When tight register is required, colors must overlap. 

The lightest color needs to be wider on the edges 

where the colors touch in order to overlap and be in¬ 

visible (figure 5-24). If the lighter color is in the mid¬ 

dle, it is a spread. A spread works like the bathtub 

plug; it is slightly larger than its knockout hole when 

two colors are not set to overprint. A choke is when 

the colors switch places and the lightest color is on 

the outside. The trap covers the edges of the hole so 

that the color of the paper does not seep through be¬ 

tween the two colors. Trapping is done by building 

spreads and chokes. 

Trapping is used for all printing processes when 

two colors of ink touch, overlap, or must be printed 

with tight register (Colorplates C-2 and C-4). The ex¬ 

ception is color laser or direct-to-color copier. Tight 

register is required with some two-color jobs and all 

process jobs, but most require trapping. On-demand 

color copiers do not require trapping. Some inks can 

overprint (C-5 and C-7), not requiring tight register or 

traps. 

Page layout programs build traps, but most ser¬ 

vice bureaus prefer to use their trapping software 

program on files. Trapping software sets general 

traps, but cannot reason special effects. Less experi¬ 

enced designers should consider the following if 

their designs have traps: 

• The company may have its own imagesetter. 

Check with the expert before guessing how 

large of a trap to use. If there is not an expert, 

build a few simple traps, but keep a copy of the 

file without traps. If they are built incorrectly, 

the whole job may need to be scrapped. 

• Printing firms and service bureaus prefer to 

build the traps. The cost to build traps is much 

lower than a file intervention fee to fix a mess 

the less experienced designer can make. The 

cost to straighten up a file incorrectly trapped 

could equal the entire budget for the project. 

Two colors of ink with photos are shown in 

Colorplates C-9 through C-12. Although they require 

tight register, the emphasis on quality publications is 
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evident. Colorplate C-10 goes a step further and 

mixes both duotones and process photos to add 

more interest to the page. 

Four-color process 

Photo manipulation software is required to adjust 

the detail or make other additions or revisions to 

the photo. Calibrating color between the computer 

and the processor uses proper addressability (out¬ 

put dpi meets lines per inch needs) to match the 

line screen of the press and the reproduction size of 

the photo. This is a high-level skill area and one 

person is often trained to perform the photo process 

work. Ideally, photos are professionally scanned to a 

CD and high and low resolution scans are included 

for reuse. 

Four-color process has been used for premium 

publications such as annual reports, on large presses 

with enamel text, or on cover for long runs (Color- 

plates C-13 through C-15). Color files need calibra¬ 

tion to the color on its output device: 

Swatches: PANTONE Process Color Imaging Guide 

Output: Output the file directly to plate or film neg¬ 

ative (service bureau) for all presses. 

Four-color process plus one spot of color 
Some designs printed in the four-color process re¬ 

quire a spot color because that color is needed and 

will not convert to CMYK. Additionally, the spot 

color can be added as a high-fidelity color to inten¬ 

sify specific colors of the photo. The spot color that 

is added is usually a bright color. For example, it 

may be a royal blue company logo color (Colorplate 

13). To determine which colors cannot be produced 

with CMYK, use the PANTONE Process Color Imag¬ 

ing Guide or software that gives the closest tint color 

and the percentage amount of each process color 

that makes up that color. When it is not a color 

match, it is said “not to be a tint match,” and a five- 

color press is required to add the PANTONE color 

ink as the fifth ink color. A fifth channel color or 

high-fidelity color, is added to an area of the photo, 

focusing on a specific subject. It punches the color 

and gives the image emphasis. 
There are large presses that can print five colors 

with one run rather than four; this is the most eco¬ 

nomical approach. Other situations requiring addi¬ 

tional printing heads are: 

• For a varnish that prints like a clear ink in spe¬ 

cific areas to add a shine or matte finish to that 

part of the printed sheet. 

• For fluorescent inks that cannot be created with 

CMYK. 

• For metallic inks that cannot be created with 

CMYK. 

• For high-fidelity color. 

The file must build a separate color for each 

additional color or finish. 

$Saver 
If the printing company running the project has six- 

color presses, negotiate a price cut for adding the 

sixth color for a varnish. 

Paper color 

The color of the paper must be treated as an addi¬ 

tional color since it affects ink color and tints. A two- 

color ink effect can sometimes be accomplished 

with one color of ink with tints and a color paper 

(Colorplates C-5 and C-6). Tints and colored paper 

blend together forming an additional color because 

inks are transparent and their colors blend with the 

paper color. For example, yellow paper is used with 

red ink, the ink color would look orange not red, 

and ink tints would appear more orange than red. 

Gather samples from the paper houses that show 

colors of ink on colored paper or purchase color 

markers in the ink color chosen for a reference-point 

of the color combinations. To confirm your choice, 

have the printing make a draw down of the color of 

ink on the colored paper by scrapping a thin layer of 

the ink across a sample of the sheet. 
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Use contrasting colors of ink and paper for a 

high-contrast effect. Use shades of white for a mod¬ 

ern effect and ivory white for classical projects. 

Output: Printed on all processes, but unavailable for 

equipment requiring specially coated paper and 

rarely used for large presses. 

Color guide: Match color guide to kind of printed 
color. 

Two colors of ink with combined tones 
An ink color and a paper color in the same family 

can result in a color-on-color effect that adds to the 

quality look of a project (Colorplate C-3). It creates a 

color combination that works even if the ink and 

paper color are lavender blue and lavender pink 

(use dark color ink to keep the type legible). This 

choice allows for creativity with colors. Inks are 

translucent and the color of paper blends with the 

ink whether it is a 100% solid or a tint. 

Do not guess on the combination of ink and 

paper colors. Excellent research samples are free 

from quality paper companies that print samples of 

colored inks on their premium colored stock. These 

samples not only show the colors together, but also 

show what shade of a color works with a particular 

sheet. Because premium papers come in the fashion 

palette colors that are in cycle, use fashion color 

inks that match papers in fashion palette colors. 

Photographs show less detail in colors of ink, 

but create moods. If the colored paper is medium to 

dark and the ink is lighter than the sheet, opaque 

inks or underprinting of a yellow or white will be 

added to the printing cost. When specifying a color 

sheet with a PANTONE color ink, the translucency of 

the sheet changes the color. Find a sample of similar 

color combinations with ink and paper color to see 

the effect of the colors together. 

For additional research 
Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Contact the Color Marketing Group 

(www. colormarketing. org) 

5904 Richmond Highway, Suite 408 

Alexandria, VA 22303 

Contact The International Prepress Association 

720 France Avenue #327 

Edna, MN 55435 

Historical information 

Chijiiwa, Hideaki, Color Harmony: A Guide to Cre¬ 

ative Color Combinations, Cincinnati: North 

Light Books, 1987. 

Trends 

AGFA, Digital Color Prepress, Belgium: Agfa Prepress 

Education Resources, 1997. 

Miller, Marc D., The Color Mac, Production Tech¬ 

niques, Annapolis: Hayden Books, 1995. 

Schildgen, Thomas E., Pocket Guide to Color with Dig¬ 

ital Applications, New York: Delmar Publishers, 

1998. 

Color-on-color 
Color-on-color is the name given to paper and ink in 

the same color group. Color-on-color can be used for 

one or two inks of the same color (Colorplate C-3)- 





Chapter 6 Finding the 
Right Paper 

Resources 
Specifications 
Categories of paper 
Recycle & rethink 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Identifying resource professionals and tools to an¬ 

alyze paper needs of a project. 

• Completing specifications to order paper. 

• Knowing characteristic of the four major paper 

categories. 

119 
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The designer’s ability to gather pertinent 

information about a project and link it 

to paper characteristics can result 

in a less expensive paper choice, 

but always results in a better choice. 

Understanding the categories of paper 

and their primary uses will help to 

process the project characteristics 

and find the right paper. 

A weak design will not “fix” with an 

expensive paper. For example, a weak 

designer may have a laser original with 

type that looks too heairy on the page and 

choose an expensive sheet, such as 100% 

rag bond or a high gloss enamel, to 

brighten the design. Unfortunately, the 

bond with rag loses image quality on 

solids or photographs and the enamel 

defines the coarse dots from the laser 

printer and makes the words look bumpy 

and darker. The choice is wrong for two 

reasons: the cost of the paper does not 

match the cost of the other elements and 

the image quality is sacrificed. This 

chapter gives information about paper to 

provide consistent image quality and 

match paper with design levels and types 

of publications. Consistent image quality 

means not only understanding the 

categories of paper but also 

communicating through the correct 

terminology to define the elements 

of the project. 

Resources 

Paper resource professionals and paper samples are 

available from paper houses, paper manufacturers, 

and printing companies. Locate a paper professional 

who is knowledgeable about papers, willing to help 

match the paper to the performance needs of the 

project, and able to explain the pros and cons of 

each particular sheet. The final decision is then made 

by the designer. 

Paper houses 

Paper houses (merchants, suppliers) are the local 

paper companies. They are similar to grocery stores 

carrying different brands of each type of product. 

Paper houses offer assistance through specifications 

representatives, paper sales representatives, and in¬ 

side sales personnel trained to match specifications 

and budgets. The specification representatives work 

specifically with the design industry as an additional 

service. They are not part of the sales force, but assist 

designers through all stages and sessions with or¬ 

dering, printing, and bindery of the publication. 

Paper houses furnish swatch books for each 

kind of paper they supply. Visual identity of a spe¬ 

cific sheet is invaluable when discussing matching 

ink color, folding, or opacity of the sheet. Paper 

swatch books are wonderful because feeling and 

seeing a sample gives most of the information need¬ 

ed to choose the right sheet. Include paper swatch 

books in the reference notebook area for client con¬ 
ference and research. 

Paper manufacturers 

Paper is produced all over the United States at paper 

mills that make one specific brand and type of 

paper. These paper mills are called paper manufac¬ 

turers. One manufacturer may produce a quality text 

and cover and another bond and index. 
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Paper manufacturers create sample publications 

using their papers, showcasing the vast number of 

possible uses of the sheet as well as comparison of 

ink color, finishing, and bindery techniques. Order 

these samples for product information cards in pro¬ 

fessional magazines or inquire about them from a 

paper house. Save samples for the reference note¬ 

book area. They serve as examples of photographic 

techniques, large solids, letterhead, business cards, 

thick books, thin books, ink colors, varnishes, and 
so on. 

Printing companies 

Working directly with the printing company person¬ 

nel simplifies the number of outside contacts for less 

complex projects. An experienced printing company 

sales person is knowledgeable as to which sheets run 

best on their equipment. The printing company has 

a portfolio of their work, which will indicate the 

ability of the presses and personnel. 

Paper inventory 
Once the printing company is chosen, make a 

phone call or visit to check their available stock pa¬ 

pers. The printing company can recommend addi¬ 

tional sheets that run well on the press. A sheet that 

does not run well will cost more in wasted paper 

and time, and lower the quality of the publication. 

Keep paper samples that represent this print¬ 

ing company’s paper inventory or tag the paper 

house swatch books with this information. Make 

sure that the paper swatches match the paper man¬ 

ufacturer. Each sheet may be a different shade of 

white or a finish may be embossed deeper in the 

sheet. There are several 60# text, linen finish, off- 

white sheets with different brand names for each 

paper manufacturer. 
If the printing company is located within a one- 

hour drive of the paper house, they will deliver a 

special paper order in 24 hours. When quantities of 

a publication are less than 5,000, the choice is a 

sheet that is normally stocked. There is an addition¬ 

al cost added to buy less than a case of a specific 

sheet and another additional cost to buy less than a 

package. A sheet that is not available from the print¬ 

ing company inventory or the local paper house’s 

warehouse will require additional shipping time, 

which may delay the project beyond the deadline. 

For finer papers and premium design projects, 

paper manufacturers furnish samples of the specified 

sheet to use for a mock-up (dummy) of the project. 

This is very critical for thickness, folding, and mail¬ 

ing. It is also critical on a single page, die cuts, em¬ 

bossing, and folding. 

Paper manufacturers print pamphlets on their 

papers to advertise the potential uses of a specific 

sheet in a variety of inks or applications. These are 

available through professional magazine reply cards 

and the local paper houses. 

Deadlines dictate the necessity for accessible 

paper. Discuss in-house paper stock with the printing 

companies in preparation for the rush projects that 

need immediate turn-around. 

Small to medium printing company. A quick print or 

printing company with small and medium-size 

presses will have bond paper available in sev¬ 

eral sizes for any “as you wait” printing or stan¬ 

dard level publication. They stock several colors 

and sizes of 20# bond or 50# book for copiers 

or on-demand presses, and 24# bond or 60# 

book for offset presses. They also stock a variety 

of heavy weights for covers and business cards. 

Medium to large printing company. Each large print¬ 

ing company and some medium-size compa¬ 

nies have a standard house sheet that matches 

their primary market. This “house sheet” may be 

coated text for advertising runs with process 

color or uncoated opaque for book publishing. 

Because press runs use cases of paper, other 

paper is ordered on an “as need” basis. The 

most commonly used sizes for press sheets are 

24" x 36" and 28" x 40" for flat sheet presses and 

19" x 25" for medium-size presses. A common 

large-web press uses a 35" roll. 



122 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

Specifications 
Certain publication variables such as budget or fin¬ 
ishing technique determine paper specifications. Un¬ 
derstanding paper specifications is essential because 
correct terminology provides accurate communica¬ 
tions when ordering paper or in discussions with 
paper resource professionals. Use the design level of 
the publications to match the following information 
to the paper choice: 

• Budget. Each paper house carries several 
brands of similar paper in each weight and 
paper category. The brand name is a clue to 
the quality level of the sheet and the price book 
groups the choices of sheets from economical to 
premium. 

• Weight and type of paper. Each particular print¬ 
ing process has recommended paper weight 
specifications. Some expert press operators sur¬ 
pass recommended weights, but the beginner 
should not depend on paper weights outside of 
the specifications to print or for another printing 
company to use the paper. 

• Durability. Paper plays an important roll in reg¬ 
ister because a sheet may change sizes when 
squeezed between two cylinders and heat or 
water is applied. If a project has multiple colors, 
tight register, traps, or four-color process, the 
finer papers will be necessary for stability. 

• Finishing and bindery. The quality of folding, 
die cuts, varnishing, and embossing are affected 
by the finish and weight of the sheet. Varnishes 
are usually applied to enamel stock during the 
press run. 

• Bulk of the publication (like the difference be¬ 
tween one pound of marshmallows and one 
pound of steel). Postal regulations and the look 
of the publication are affected by the bulk of a 
sheet. High bulk sheets help a one-page adver¬ 
tisement meet minimum postal regulations for 
weight and thickness. High bulk text sheets 
make small booklets look thicker and converse¬ 

ly, a tightly woven sheet helps booklets with a 
greater number of pages become small enough 

to bind. 

• Coatings. Request paper manufacturer printed 
samples that show the advantage of coated 
sheets for solids and halftones. The dots of pho¬ 
tos will change sizes and appearance on differ¬ 
ent finishes, colors, and coatings. 

• Textures. Textures are usually created after the 
sheet is made, but some writing papers are tex¬ 
tured as the paper is being made. 

• Opacity. When an image on the front and back 
of a publication must not show through, this is 
achieved with heavier papers or a sheet with 
greater opacity. 

Paper terms 

The following terms will help when communicating 
and examining the resources for paper choices. 

Color 
The color name of a sheet is specific to that brand 
and type of paper. Finer papers use poetic names for 
their sheets and they vary from paper manufacturer. 
White papers also include a description of the white, 
such as brilliant white, off-white, antique white, and 
ivory. 

Cut size 
The sheet size is listed in inches with the grain di¬ 
rection noted with an underline. Cut size is used for 
business papers run on copiers, small presses, and 
laser printers. Common sizes are 8Y2" x 11", 8V2" x 14" 
and 11" x 17". 

Finish 
Paper surfaces have different tactile appeal. Feel the 
surface of papers from the paper samples. Different 
paper manufacturers use different names for the 
same finish. Finishes can be smooth, such as vel- 
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lum, or rough, such as linen. They also include pol¬ 

ished finishes with names such as lustre, antique, 

smooth, cockle, and felt and those specific to a print¬ 

ing process, such as copier. 

Grain 
Grain is the direction of most of the fibers as it rolls 

out on the paper manufacturing machines. Printing 

company personnel need grain direction informa¬ 

tion for book weights to match the grain with the di¬ 

rection the sheet feeds through the press. Designers 

use grain direction information for folding cover 

weights because some sheets will crack when folded 

against the grain. Folding paper stock weighing over 

70# book requires that the fold go with the grain 

(short grain) or it will crack on the fold, adding cost 

to the project for scoring (an embossed dent in the 

sheet). The grain direction of the sheets is called 

“grain long” and “grain short,” which coordinate with 

the bigger or smaller measurement on the sheet size. 

Grain short or long refers to the direction of the 

fibers in paper manufacturing and is important to 

proper feeding and alignment of images on presses. 

It is indicated by an underline, as in 8V2" x 11" (grain 

long). 

Ink absorption 
The printing ink absorbs differently on different 

sheets and with different levels of the printing 

process. For example, a sheet with a 25% rag or with 

laid finish will print photos, tints, and solid as a flat 

dark gray. To test a sheet for ink absorption, ask the 

printing company to scrape a little ink across the 

sheet and see how dull it dries. Since ink dries better 

on larger presses,, it will also dry with more shine. 

Discuss the number and sizes of photos, tints, and 

solids with a paper professional for assurance that the 

sheet matches the page elements of the project. 

Parent sizes 
Larger presses order paper in their “parent size” or 

match the size of paper to these presses. Medium- 

size presses may use parent sizes or use parent-size 

stock to make their own pre-press cuts. Common 

parent sizes are 17" x 22", 23" x 35", and 19" x 25". 

Textures 
Just as images can be embossed into paper, textures 

come from the manufacturer embossed into the 

paper. “Laid” is a popular finish or texture, which 

means that some finishes are also textures if they 

are lightly embossed into the sheet during manufac¬ 

turing or added as a deeper texture after manufac¬ 

turing. Use caution with the deeper textures when 

adding type or image embossing, when printing on 

laser copiers, and with photos with detail. Popular 

textures include pebble, waffle, or leather. Be cau¬ 

tious of embossing on all weights of covers with tex¬ 

tures without consulting the paper samples or a 

paper professional. 

The colors of color sheets 
Papers rely on five color palettes for their set of 

color. Some papers can be purchased in several of 

these palettes. A color from basic, white, or fluores¬ 

cent will be available for reruns. Designers cause 

themselves grief when they pick colors from the 

fashion or fiber palette colors for a letterhead or pub¬ 

lication requiring reruns, since those colors change 

every three to five years. The five color groups 

include: 

1. Basic. Pink, canary, blue, green, gray, cherry, 

salmon, gray, buff, golden, tan, and orchid. 

2. White. White, ivory, off-white, cream, and nat¬ 

ural white. 

3. Fluorescent. Electric blue, red, orange, lime 

green, and so on. 

4. The fashion palette. Changing colors. Colors in 

this palette are determined by a group of col¬ 

orists who are representatives from the paper, 

appliance, automotive, and fashion industries. 

They determine emerging color palettes that 

will be followed by all industries. The newest 
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fashion palette is available for three to five years 

and becomes obsolete when a new set of colors 

begin. When the ink colors and sheet colors 

from this new fashion palette combine, they 

give the publication excitement and interest. 

They are excellent choices for custom level de¬ 

sign with brochures, programs, and announce¬ 

ments. 

5. The fiber look. One of the newest looks in 

paper is not a color but a fiber look. Fibers are 

added to bonds, texts, and covers, usually in 

white and dusty colors. This gives the publica¬ 

tion an additional color without adding another 

color of ink. Be careful when using color inks 

and photos because the fibers tend to tone 

down both. 

Remember that paper colors mix with ink colors 

to give the publication the appearance of additional 

shades and colors (see Chapter 5). 

$Saver 

Preprinted sheets with abstract shapes and images in 

colored inks designed to overprint can be purchased 

economically for runs up to 100. They come in book 

and cover weights. 

Understanding and comparing weights 

The weight of the sheet is controlled during paper¬ 

making. Papermaking machines make rolls of paper, 

which are then slit and cut into frequently used sizes 

or the parent size. The weight of paper, if weighed in 

the parent size of its category, is the weight name 

given to the sheet. Each category of paper uses a dif¬ 

ferent parent size; therefore, two sheets of the same 

weight can have different weight names. Refer to 

figure 6-1 for a comparison of the most common 

weights of paper in order to understand the rela¬ 

tionship of the weight names to each category. 

Equivalent weight scale 

Bond m 24# 28# 
-i- i i i i 

i i i ! 1 

Index 
» i i i j 

90# 
i 

11 OjI 140# 

Bristol 57# i 67# 8 i 0# 

Book, Text 4 0# 5 0# 6 0# 7 0# 8 0# 90# 1( i )o# i; i m 
Cover 

1 i l » l 
60# 65# 80# 90# 

Figure 6-1 Comparison of weights 
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50# book vs. 20# bond 
Why are two sheets that have the same feel used in¬ 

terchangeably and one is called 50# offset and the 

other 20# bond? It has to do with the parent size of 

each sheet. Books were originally manufactured for 

back and front publications run on large presses 

with a coating for photos. Its parent size became 23" 

x 35 because most of this paper was shipped to the 

printing company and run on the 23" x 35" (large 

presses). After the printing, a finishing cut of 8Vi" x 

11 would produce an identical size to the bond 

sheet and if it was an uncoated sheet, the final prod¬ 

uct would look and feel similar to 20# bond. 

Bond paper has a parent size of 17" x 22" be¬ 

cause the paper is usually cut to 8V2 x 11" before it 

is printed. Book paper has a parent size of 23" x 35" 

and usually runs on larger presses in that size and is 

then given a finishing cut to 8V2" x 11". The weights 

of paper are calculated from 500 sheets (one ream) of 

those parent sizes (figure 6-2). 

It is acceptable to use either book or bond for 

most publications. The differences are so slight that it 

is acceptable for a printing company to substitute 

one for the other. Is it different in weight? Slightly. Is 

it significant? If a publication is back and front and 

opacity of the sheet is important, the best offset 

sheet should be chosen. 

BOOK 

500 SHEETS BOOK = 50# 
25 X 38 

8 OUT 8 1/2X11, 
THEREFORE 50# -r 8 = 5# PER PACKAGE OF 8 1/2 X 11 

500 SHEETS BOND = 20# 
17 X 22 

4 OUT 8 1/2X11, 
THEREFORE 20# -f 4 = 5# PER PACKAGE OF 8 1/2 X 11 

Figure 6-2 Paper weights with stacks of 500 sheets of paper 
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PAPER SIZE GRAIN DIRECTION BRAND NAME OF SHEET 

EMBLEM 

INDICATING 

LASER 

PRINTING OR 

RECYCLED 
u 

BRAND NAME 
For Copiers, Laser Printers, Plain 
Paper Fax Machines/Ink Jet 
Printers and Offset Presses 

8 V2 XII SUB 20 75g/m2 
\ 

WHITE 10m \ 

500 SHEETS 
\ yam COPY THIS 

\ ▼ SIDE FIRST / \ 
COLOR AND FINISH NUMBER OF SHEETS IN PACKAGE COMMON WEIGHT NAME FELT SIDE DOWN 

Figure 6-3 Paper label 

Ordering paper 

During discussions with the paper professional, fol¬ 
low these steps: 

1. Pick the paper categories. Match how the sheet 
needs to perform. 

2. Look and feel. Samples that can be held and 

touched give concrete information. 

3- Find two samples in different price ranges. Pre¬ 

sent a first choice to the client as part of the pro¬ 

ject cost by total cost or cost per copy. If the 

cost becomes a factor, or if the sheet is not ac¬ 

ceptable, go to the second choice. 

4. Write down the variables that affect the sheet 

choice. 

5. Order the paper, with deadlines included. 

After choosing paper, use the specifications 

from the paper swatches or the price book to com¬ 

plete the work order. Include number of sheets, 

weight, brand, finish, color, and size. For example: 

5,000 sheets, 80# Trusheet Book, 19" x 25". vellum 

finish, ivory. The same information appears on the 

package label or paper carton, but not in this order. 

The paper label in figure 6-3 represents a cut size 

package label for checking the specifications. 
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Categories of paper 
Paper is grouped by specific manufacturing tech¬ 

niques and uses of the paper. They form four major 

groups of papers for offset printing: bond, book 

(text, offset, opaque), cover, and index. Other 

groups have similar uses with these four groups, 

such as tag and bristol, but have a different hardness 

or finish. Other papers are manufactured for other 

processes, such as form manufacturing companies, 

newspapers, flexography, and packaging printing. 

Bond and index are companion sheets with 

common colors, uses, finishes, and an economical 

price range, generally used for standard level de¬ 

signs. Book (text/offset) papers have matching cov¬ 

ers and, generally, are used for custom and premium 

designs. 

Bond papers 

Bond papers are the traditional business papers. 

They are chosen because there are inexpensive, 

practical sheets. Bond paper comes in 20# and 24# 

and is not manufactured with coatings or textures, 

but with rag (cotton fiber added). It is also manu¬ 

factured with a few textures that can be embossed in 

the sheet during the manufacturing process. One of 

the most popular textures in bond is laid, for laser 

and copier. 

Plain bond 
Plain bond has a smooth texture and is a light 

weight sheet. It has a primary color palette that has 

not changed for fifty years: pink, blue, canary, 

salmon, buff, goldenrod, cherry, gray, ivory, orchid, 

tan, and green, plus the white and fluorescent 

palette. Plain bond fits budgets for standard level 

designs when using: 

• Black inks or spot color 

• Reader identification by color code 

• Runs through copiers 

• Back and front work, type only 

There are several grades of bond. The highest 

quality sheet is #1 grade (a blue-white) and the least 

expensive #5 grade (a yellow-white). General pur¬ 

pose printing uses #3 or #4 bond. 

Writing papers 
Writing paper comes in 20# and 24# bond with 25- 

100% rag. Writing paper is designed for durability 

and for rollerball or fountain pens. When bond pa¬ 

pers are manufactured with rag, cotton fibers are 

substituted for wood fibers for durability. Rag sheets 

are usually manufactured with a watermark that can 

be seen by holding the sheet up to the light. Check 

printed copies for watermark positioning. It should 

be turned so that the copy reads in the same direc¬ 

tion as the watermark. Some of their uses are for 

legal documents, letterheads, and money. Be cau¬ 

tious if using large solids or photos with writing pa¬ 

pers because rag does not hold ink as well as other 

papers. 

Carbonless bond 
Carbonless bond comes in 20# and 24# with a coat¬ 

ing on the back that is abrasive and a coating on the 

front that has the micro particles of dye. When ap¬ 

plying pressure with a pen, the abrasive layer breaks 

the encapsulated dye. 

Carbonless papers are 2-part, 3-part, 4-part, 5- 

part, and 6-part. Colors available include white, ca¬ 

nary, pink, blue, green, and golden, and can be 

purchased to run on offset presses, copiers, or laser 

printers. They can also be purchased in index or 

perforated 8V2" x IIV2" (perforated side) or IT' x 9" 
(perforated side). 

Book papers 

Book, text, offset, and offset opaque papers group 

together because they have the same weight names 

and common uses. Originally, offset paper was 

made for the publishing market and text paper for 

the advertising market. 
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Book 
Book paper has a full range of colors, textures, and 

coatings that bond does not have. Book paper con¬ 

tains colors in the fashion color palette as well as 

other color palettes. Some paper manufacturers add 

coating and texture to book paper for effect. Many 

text sheets belonging to this group have a matching 

cover stock. 

Uncoated offset 
This is a high quality offset in smooth or vellum fin¬ 

ish, which gives a publication an excellent presenta¬ 

tion without coating or texture. Whites are a brilliant 

blue-white and the surface is polished smooth so 

that a dot can print more accurately than on any 

other uncoated stock. The smooth finish of a #\ un¬ 

coated offset will produce quality halftones, tints, 

and solids. The vellum finish is a smooth dependable 

sheet with some opacity for photos. Uncoated offset 

paper is an alternative to coated text for long text 

documents or for small presses. 

Uncoated opaque 
This is an offset sheet, which has been specifically 

produced for front and back publications. The 

opaque appearance prevents the image on the back 

side of a sheet from showing through on the front 

side. Lighter weight sheets require more opacity for 

front and back printing. 

Coated text 
Coated paper has a layer of clay added to one or 

both sides of the sheet, giving an even surface for 

black and white halftones, large tints, and four-color 

process images. Coated sheets were originally in¬ 

tended for large presses to make images sharp and 

exact in size. Drying the ink on a coated stock is dif¬ 

ficult on smaller press. Some medium-size and most 

large offset presses use mostly coated paper and diy 

the ink with UV infrared or heat set, or are waterless. 

When collecting samples of ink on different 

sheets, understand the variables. Not all presses can 

print a particular quality. Also, different coatings cre¬ 

ate different effects. Refer to paper manufacturing 

printed samples for the following enamel coatings: 

• Premium Gloss. These glossier sheets are coat¬ 

ed with an expensive clay to give a finish for 

publications. By giving the printing ink a shiny 

finish, the emphasis is on photographs. 

• Gloss. This sheet has less gloss and is more 

economical for emphasis on photographs. 

• Dull. These sheets are semi-smooth for publica¬ 

tions with the emphasis on text or long docu¬ 

ments. The softer look of the page causes less 

eye strain. 

• Matte. These sheets have a velvet look for em¬ 

phasis on text or long documents. 

Textures (text) 
Textures are an embossing of a uncoated sheet dur¬ 

ing the manufacturing process. The most common 

textures are linen and laid finishes. Laid is a repro¬ 

duction of a handmade sheet and gives the sheet a 

classic look. Linen texture is also a traditional texture. 

The limitations of texture papers are as follows: The 

rougher the texture, the more difficult it is for ink to 

lay smooth for photographs and large solids. The 

harder or crisper the sheet, the more difficult it will 

be for the sheet to fold, although a sheet can have a 

score added to eliminate the cracking. 

$Saver 

Some mills create their own finishes during the pa¬ 

permaking process. These finishes are not as dra¬ 

matic as those produced after the paper is made, 

but they give an additional choice. 

$Saver 

Sheet cost increases with the addition of textures 

and colors because it requires additional manufac¬ 

turing techniques. White or off-white sheets with 

texture are usually less expensive than a color sheet 

without texture. Texture and color inks show up 

best on a white or off-white sheet. 
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Covers 

Cover and text sheets share the same brand names, 

such as Grandee text and Grandee cover. They are 

called matching text and cover in different weights. 

One paper swatch booklet holds the matching text 

and color. Cover stock comes in 65# and 80#. 

X Cross reference: Refer to figure 6-2 for 

comparable weights with text sheets. 

Using cover stock as the cover for matching text 

sheets is only one of the many uses of cover stock. 

Cover stock can also be used for custom and premi¬ 

um business cards, mailers, invitations, menus, 
posters, and table tents. 

Bristol 

Bristol is a heavier sheet with a soft finish, but less 

durability. It works well for business cards, mailers, 

and tickets. Bristol weights are 57#, 67#, and 80#. 

Index 

Index is used for special long runs where durability 

and low cost are a factor. The hard surface means 

that index will hold up to handling. Index is a good 

choice for internal use. Index comes in the primary 

color palette that matches bond colors. Its uses in¬ 

clude filing cards, filing folders, covers, tags, and 

tickets. Schools use index for report cards, flash 

cards, and student records. Index is referred to by 

weight, but also by ply: 1 ply, 90#, 2 ply, 110#, and 3 

ply, 140#. 

Tag 

Tag uses the same weight numbers as index and 

shares the characteristic with index as to its durabil¬ 

ity and cost. It comes in whites and the basic color 

palette only, but the weights are slightly heavier, 

which is important for tags: 100#, 120#, 150#, 175#, 

and 200#. 

$Saver 

Some 67# bristol cover, 7-point return cards, and 80# 

cover will meet the weight and thickness postal reg¬ 

ulations for mail. Ask the paper merchant to caliper 

the other cover weight stock, since two sheets of the 

same weight can be different thicknesses. 67# bristol 

cover runs on most copiers and on-demand printers 

and is a weight that laminates. Ink dries well on it be¬ 

cause of its vellum finish. 

Gum and pressure-sensitive papers 

Gum and pressure-sensitive sheets are a combination 

of a sheet and a backing or coating. They can be any 

sheet, acetate, or fabric and the backing can be a spe¬ 

cific gum or pressure-sensitive adhesive. 

Contact the paper house specification represen¬ 

tative to specify matching adhesive and sheets. It is 

important to know whether the publication needs to 

be permanent or removable, as some cases require 

special adhesives. These papers also come in differ¬ 

ent backing thickness. A heavy backing is required 

for tight register on the press. 

Preprinted papers 

Preprinted papers are available at office supply and 

paper companies for specific kinds of projects such 

as business cards, envelopes, tickets, folders, and 

corporate identity packages. The images on them 

are in both black ink and colors and some include 

finishing and bindery techniques such as number¬ 

ing, perforation, hole punching, and die cuts. These 

papers are useful for standard design level projects 

and most can be fed through the laser printer for 

short runs. 
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Envelopes 

Include the choice of the envelope paper and size 

early in the design process to eliminate the addi¬ 

tional cost of custom die-cut envelopes. Figure 6-4 

lists thirty-seven common envelopes and envelope 

groups with relationship to size of publication. For 

additional envelope sizes and styles, contact the 

paper professional. 

A-LINES 

A-2—4 3/8 X 5 3/4 

*A-6—4 3/4 X 6 1/2 

A-7—5 1/4X7 1/4 

BARONIAL 

4— 3 5/8X4 11/16 

5— 4 1/8X5 1/8 

5 1/2—4 3/8 X 5 5/8 

*6—4 3/4 X 6 1/2 

LEE—5 1/4X7 1/4 

COIN 

(USUALLY LETTERPRESS) 

*#6—3 3/8 X 6 

STANDARD WINDOW 

#6 3/4- -3 5/8 X 6 1/2 LEFT 7/8 BOTTOM 1/2 

CHECK- -3 5/8 X 8 5/8 1 1/8 3/4 

9- -3 7/8 X 8 7/8 7/8 1/2 

*10- -4 1/8 X 9 1/2 7/8 1/2 

11- -4 1/2 X 10 3/8 7/8 1/2 

* INDICATES MOST COMMON SIZES 

Figure 6-4 Envelope samples and sizes 
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BOOKLET CATALOG 

#6—5 3/4 X 8 7/8 

6 3/4—6 1/2 X 9 1/2 

9—8 3/4 X 11 1/2 

*9 1/2—9 X 12 
#6—7 1/2 X 10 1/2 

9 3/4—8 3/4X 11 1/4 

*13 1/2—10 X 13 

FIRST CLASS 

*#10—4 1/8 X 9 1/2 

’#9—8 3/4X11 1/2 

9 3/4—8 3/4X 11 1/2 

* INDICATES MOST COMMON SIZES 

Figure 6-4 Envelope samples and sizes (continued) 
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Recycle & rethink 
The commitment to the environment can be seen in 

all phases of printing and publishing. Paper compa¬ 

nies are committed to environmental concerns by 

replanting when trees have been harvested. Paper 

manufacturers recycle the paper waste in the manu¬ 

facturing process and companies sort their sheets for 

recycling. The group with the most power over en¬ 

vironmental concerns is the designer. Designers de¬ 

termine how many pages a publication will include 

and how much paper waste will be involved be¬ 

cause of cut size and paper choice. Consider using 

recycled paper on projects, but also think about type 

size and other factors that determine the length of a 
publication. 

DETAIL KIND OF WASTE PAPER 

TOTAL RECYCLED FIBFR 

40% POST-CONSUMER 

Figure 6-5 Recycle symbol 

Rethink designs 
that cause paper waste 

A designer does not see the amount of paper that is 

wasted when a design is not within a standard size. 

For instance, if a small brochure with bleeds has a 

finished size of 8V2" x 11", the paper required to print 

it must be 11" x 17", doubling the paper waste and 

cost. If a brochure is designed for 8" x 10", 8" x 13", 

or 10" x 16", it can be run on standard paper sizes 

8V2" x 11", 8V2" x 14", and 11" x 17" respectively. 

There are many creative sizes that fit within those 

three page sizes, especially when the sheet is folded 

differently. 

X Cross reference: Refer to figure 10-56. 
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Recycled papers 
All categories oi paper can be purchased in some 

type of recycled paper. There are three classifi¬ 
cations: 

1. Recycled paper. This paper contains post¬ 
consumer paper. 

2. Post consumer. This is made from recycled 

paper, or a percentage of it is made from recy¬ 
cled paper. 

3- To be recycled. This type of paper can be recy¬ 
cled after use. 

The recycle symbol (figure 6-5) is acceptable to 

use for all classifications of recycled paper. It is ap¬ 

propriate to include a statement below the symbol or 

a percent of recycled products in the middle of it in 
6-point type. 

This part of cutting down paper waste is fre¬ 

quently overlooked but is as important as choosing 

recycled papers: 

• Pass the information. Pass on the information 

electronically to peers whenever possible. 

• Print back and front. This will cut the amount of 

paper used in half. 

• Use standard size sheets. Choose a paper that 

comes in a prepress size that can cut the final 

size without a lot of paper waste. 

• When the press sheet is larger than the finished 

size. Add a useful project such as scratch pads, 

bookmarks, or any small items, to an unused 

area. 

• Choose the lightest weight paper. Choose one 

that will do a job effectively and creatively. 

Paper cost is calculated by the weight, not by 

number of sheets. 

• Choose a type size that is readable. But, use the 

smallest possible size rather than the largest 

possible size. A ten-page manual becomes 25% 

longer when type size is 12-point rather than 8- 

point, but it is not more readable (unless the au¬ 

dience is seniors or children). 

Summary 

The summary for this chapter is present in a chart 

(figure 6-6) to create an accessible reference for 

choosing paper to match with the publication. It de¬ 

tails the most popular paper types and weights and 

is a quick reference when making paper choices. 
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Papers and 
their uses 

o 
cr 
< 
o 
CO 
CO 
LU 
z 
CO 
D 
CO 

Plain Bond, 17# ■ ■ ■ 

Plain Bond, 20# ■ ■ ■ ■ ■ ■ ■ 

Plain Bond, 24# ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ 

Bond, 20-24# 25% rag ■ ■ ■ 

Bond, 24# 100% rag ■ ■ ■ 

Bond, carbonless ■ 

Book, 50# ■ ■ ■ ■ ■ ■ ■ 

Book, 60# ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ 

Book, 70-80# ■ ■ ■ ■ ■ ■ ■ ■ ■ 

Opaque, 24# ■ ■ ■ ■ ■ ■ 

Text textured, 50-80# ■ ■ ■ ■ ■ ■ ■ ■ 

Text enamel coated, 40# ■ ■ ■ ■ ■ 

Text enamel coated, 50-60# ■ ■ ■ ■ ■ ■ ■ ■ ■ 

Text enamel coated, 70-80# ■ ■ ■ ■ ■ ■ ■ ■ ■ 

Cover, 65# uncoated ■ ■ ■ ■ ■ 

Cover, 80# uncoated ■ ■ ■ ■ 

Cover, 65-80# textured ■ ■ ■ 

Cover, 85# smooth ■ ■ 

Cover, 85# coated ■ ■ 

Index or Tag ■ ■ 

Figure 6-6 Papers and their uses 



For additional research 
Keep a well-balanced design approach by continuing 

research into the historical and trendy information 

found in: 

• Samples from paper houses 

• Paper sample swatch books are full of informa¬ 

tion and sample about that particular sheet. 

Adams, J. Michael, Printing Technology, New York: 

Delmar Publishers, 1996. 

Beach, Mark, Papers for Printing, Manzanita: Elk 

Ridge Publishing, 1991. 

Dynamic Graphics magazines 





Chapter 

/ Quality Control Methods 

About the files 
About the equipment and their processes 
Quality control devices 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Understanding the principles of each process. 

• Identifying the classifications for image quality. 

• Recognizing and using control guides and calibra¬ 

tion devices. 

137 
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Quality publications begin with 

building proper files consisting of type 

and images. In addition to the files, 

quality cayi be ensured by performing 

checks at each piece of equipment used 

throughout production. 

X Cross reference: 

Refer to the different production paths 

for each design level in figures 1-2 

through 1-4. 

This chapter deals with the files, the 

fundamental processes of the 

equipment, and the expectations of 

control systems which ensure quality. 

X Cross reference: 

Since many different paths can be 

chosen during the production of a 

project, the quality control methods 

for webpage distribution are 

covered in Chapter 13 

About the files 

After the preliminary work on a file, including the 

proofing for copy corrections, is completed, design 

production ends. Communication with the graphic 

professionals begins at this point. 

Final file examination (preflighting) 

Building a proper file is the first and most important 

step. The page layout file and its set of linked files 

must be prepared specifically for the printing or final 

output equipment. If such preparation is not made, 

even the best production staff will be unable to adjust 

their equipment sufficiently to correct the problems. 

The files must be reconstructed by the designer, 

which wastes time. Otherwise, file intervention must 

be performed by the prepress professional who 

handles the file (and who charges an hourly rate to 

do so). 
Follow a checklist provided by the service bu¬ 

reaus or a job ticket provided by the printing de¬ 

partment. Fill out the checklist or job ticket correctly 

and completely. The checklist shown in figure 7-1 is 

for imagesetters or high-end, direct-to-plate devices. 

The job ticket (see figure 1-1) is used for low-end 

production. 

The second step will prepare the files, including 

information about dpi of images, handling of colors, 

file formats, photos and images linked to the file, 

and fonts that have been used in the preparation of 

the file. Occasionally, the file also includes Post¬ 

Script® or Adobe Portable Document Format (PDF) 

files. To avoid confusion and to maintain the links 

with image or art files placed in the page layout, cre¬ 

ate one folder with the final copy of all files related to 

the project. 

The folder should include files formatted for im¬ 

ages and correct resolution (dpi) and addressability 

to match the output device and printing process. 

Resolution and addressability are very technical; the 

combination of these two describe the amount of 

detailed information required for each specific piece 

of equipment to perform at its anticipated level of 

quality, whether it is a laser printer, imagesetter, or 

printing press. 
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Without proper resolution and addressability, 

the stored information may be insufficient to build 

the shades of gray or the shades of each four-color 

process color and the detail of the image will suffer. 

A general rule is to build files that meet the res¬ 

olution (addressability) needs for the final output 

device—no more, no less. Unnecessarily large photo 

and drawing files saved at a higher resolution or ad¬ 

dressability than needed, are not diminished in qual¬ 

ity, but they do cause storage and transporting 

problems and will increase final output time. Be 

aware that service bureaus charge by the minute for 

file processing. If the file is excessively large, it will 

take longer than estimated and will cost more. 

Most service bureaus and designers are using 

preflighting software packages to examine every file 

detail and spot potential production bottlenecks. 

This software can be beneficial because it alerts the 

designer to the file problems before the project 

leaves the originating production area. Preflighting 

software will note incorrectly prepared colors, font 

errors, and the format of each of the placed images. 

Preflighting software will also perform a “gather for 

output” function, placing linked files, page layout 

files, and fonts in a folder for the service bureau or 

printer. A report that details all the information for 

handling is also created. 

Preparing a page layout file for output can fol¬ 

low one of three different paths: it can be collected 

as is, converted to a PostScript® file, or converted for 

electronic distribution. The file requirements for 

preparing, viewing, and distributing are as follows: 

Fonts 
Use and display of fonts should be the same 

throughout the viewing, editing, proofing, and out¬ 

put phases. Consistency will ensure the use of prop¬ 

er typefaces, weights, and letterspacing on output 

from the service bureau or printing company. 

The most popular types are PostScript® Type 1 

fonts and TrueType fonts. PostScript is a registered 

trademark of Adobe. Computers need both a printer 

font and a screen font. PostScript Type 1 fonts ap¬ 

pear as several files that represent a separate file for 

the screen fonts and one or more files for the Post¬ 

Script printer font. TrueType uses one file for both 

printer and screen fonts. Test TrueType fonts with 

service bureaus since they may not print to all output 

devices, especially the more advanced high-end de¬ 

vices. Just because the document will print to the 

laser printer, there is no guarantee that it will output 

correctly on an imagesetter. 
Be cautious of files that open requesting a font 

substitution. Even if the same font names are chosen, 

end-of-line decisions and letterspacing may change, 

completely reformatting the document. 

Avoid using the style names from the lower part 

of the character window to modify the font style or 

weight. Many of these choices will be ignored by 

high-end output devices and text will be outputted 

completely in Roman or regular. To specify fonts, 

use the weight names that combine with the typeface 

name at the top of the menu, such as Caslon bold 

rather than Caslon at the top window and bold at the 

bottom window. By always using these font names 

together, imagesetter output will match laser printer 

proofs. 
The safest technique is to identify all typefaces, 

including their weights and styles, in all files that are 

part of the publication. Check font licensing agree¬ 

ments. Most prohibit giving both the screen and 

printer fonts to another person, even a service bu¬ 

reau or a printer who is outputting a job. Some li¬ 

censing agreements, however, allow printer fonts to 

be shared. Therefore, check with the service bureau 

and verify whether the fonts you intend to use are 

available. If at all possible, keep the font choices 

compatible with the service bureau’s font library. If 

font licensing agreements are met, put copies of 

screen and printer fonts in a fonts folder that will be 

included with the job files, for transporting. 

Photos 
Photo images can be purchased, scanned, obtained 

from digital cameras, or created from another soft¬ 

ware package. These files must be saved in a file for¬ 

mat that the page layout package understands and 

can import. To resolve detail, they should also be 

prepared and saved with sufficient, but not exces¬ 

sive, file information. Link (nest) photos and illustra¬ 

tions, but do not save them within the publication. 

Saving within the publication expands the page lay¬ 

out file, increases the file size of each image, creates 

a second copy, and devours space on the computer’s 
hard drive. 
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Line drawings 
Line drawings can be: 

• Purchased line art or clip art 

• Custom drawings created from a professional 
drawing package 

• Scanned images 

Purchased line art in Encapsulated PostScript 

format (EPS) can be opened as a file or placed in 

professional drawing package page. It can be modi¬ 

fied in several ways, from simply adding a color se¬ 

lected from a color matching system to customizing 

the drawing. EPS line art that has been set and saved 

in layers will allow revisions. If you plan to purchase 

line or clip art, consider the package’s ability to add, 

change, and convert color for compatibility with a 

color matching system. Also, consider functions that 

tint, revise, or add layers and detail. Custom-created 

drawings allow designs to be more project specific. 
Save them in the same EPS format. 

Scanned images are raster (bitmap) images and 

must be sized according to the line screen to be used 

for final output. Otherwise, they must be automati¬ 

cally or manually redrawn in a drawing package to 

convert them to a vector file. They can also be 

opened in a photo manipulation program to adjust 

their file size and resolution. Adjust size and resolu¬ 

tion to match the line screen to the requirements of 

the final output device for the product. They are, 

then, saved as a raster file, either in Tagged Image 

File Format (TIFF) or EPS file format. 

EPS file format is the most popular raster art 

among graphics professionals. Although EPS files are 

slightly larger than TIFF files, they allow more special 

features to follow the file. Clipping paths from photo 

manipulation software (to isolate a desired fore¬ 

ground image from the background) will move with 

a file that is saved in the EPS format. This is not true 

of most other formats. Also, EPS format allows the 

creation of a Desktop Color Separation (DCS) file 

format and creates five separate files for each raster 

image. One of these files is a low resolution color 

composite file used for placement in the page as¬ 

sembly file. The other four files are high resolution 

CMYK (cyan, magenta, yellow, black) files that have 

already been separated by the image manipulation 

software, therefore, eliminating the need for page 

assembly software to perform this task. 

TIFF files will allow colorization within a page 

assembly package, but most professionals will handle 

all image colorization with an image manipulation 

package that is specifically designed to deal with im¬ 

ages and color. Avoid PICT (vector pictures) or PCX 

files for publication, as they will return very low res¬ 

olution images unsuitable for professional projects. 

GIF or CompuServe GIF files should be avoided for 

the same reasons as the PICT and PCX files. GIF files 

should be used only when the project is targeted for 

Internet publication. 

Word processing files 
Text is placed in the page layout software document 

in a variety of ways. Copy can be imported from an 

original word processing file with the text editing 

done in the word processing package, or it can be 

typed directly into the page layout file. Unlike pho¬ 

tos, text imported from a word processing file be¬ 

comes part of the page layout file. Text takes up 

veiy little space in a file or on a hard drive. 

X Cross reference: For more information 

about preparing word processing files, see 

Chapter 8. 

Page layout files 
The size of extensive documents can become un¬ 

manageable very quickly. To remedy this problem, 

break the long document into separate files, by 

chapters. If you are doing page imposition, break 

up the file by imposition page layouts. Create a book 

list in correct sequence in one of the page layout 

files, outlining the structure of the complete project. 

Copy this list to all the separate files that emerge 

when the large file is broken down into smaller files. 

This book list also builds a table of contents and an 

index. 

Linking must be maintained and updated in all 

files. Changing names of linked files or page layout 

files can break links and make the service bureau’s 

job very difficult. If you have an illustration named 
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“Caplin Street,” for example, placed and linked to 

the page layout document, it has created a pointer, or 

tag, that gives the page layout software a path to the 

file “Caplin Street.” If you change the name of 

“Caplin Street,” the page layout software will not be 

able to locate the file unless you update the link to 

that illustration and make a new tag pointing to the 

file with the new name. Links can also be broken if 

you change the name of the page layout document 

while breaking it down to smaller files. If the docu¬ 

ment was named “My Project” and you broke it 

down into files named “My Project 1,” “My Project 2,” 

and so forth, many of the links to the original file can 

be broken. Before sending the file for output, be 

sure to check all the links for validity. 

Attempting to print or output a file whose links 

have been broken will usually produce a very low 

resolution, bitmapped image on the printed page. 

The page layout package, while showing an image 

on the screen, cannot actually locate the original art 

or photo to send to the printer or output device. 

Consequently, the page assembly software is forced 

to send a 72 dpi, low resolution, screen image. The 

resulting output is less than satisfactory. 

PostScript files 
PostScript is a conversion of a software package’s 

language to PostScript language when the print com¬ 

mand is sent. These conversions can be saved di¬ 

rectly to disk or sent to a printer. PostScript is a 

language invented by Adobe specifically for com¬ 

municating complex file information to printers. A 

PostScript file conversion is required for nearly all on- 

demand copiers, direct-to-plate imagesetters, and 

film imagesetters with a hardware or software raster 

image processor (RIP). If the RIP is a PostScript RIP, 

it will demand a proper PostScript file. 
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About the equipment 
and their processes 

The number of paths that a project can follow 

grows daily. As stated in Chapter 1, the designer 

must design backwards, preparing the file for each 

piece of equipment to be used. Sometimes, several 

final versions of the file need to exist. Functions that 

require another version of the file include proofing, 

preparation for imagesetter, preparation for on-de¬ 

mand color, and direct-to-digital plate. Preparing a 

file properly for all the equipment along the pro¬ 

duction path can increase the final quality of a pro¬ 

ject if the versions of the intermediate files have 

been properly formatted. Establish a clean file for¬ 

mat for each of the following processes: 

Proofing 

Proofing checks the quality of type, color, and pho¬ 

tographs, as well as registration and ink coverage. It 

is best to check proofs with a 9x to 15x magnifying 

glass or loupe. Different proofing systems are used 

for different kinds of checks. The high-end printer 

examines the proof for exactness of color, a process 

that requires proofs created from the same film that 

will be used to create the printing plates. 

Proofing for image quality should be done at 

several points in the production process: at the laser 

printer before film is run, before the press run be¬ 

gins, and at the beginning of and during the press 

run. Premium high-end designs are proofed at each 

of these intervals, while a standard level design is 

usually proofed via the laser printer if the design is 

strictly black and white, or via a dye sublimation 

printer if there is color involved. 

At the end of each proofing session, a copy of 

the proof is signed by the designer or the art director. 

When a proof is signed off, it indicates agreement 

that the work is satisfactory and has been accepted to 

that point. It is usually considered a “go ahead” for 

the next step in the production process. 

High-end (analog) 
Matchprints and blueline proofs are high-end analog 

proofing systems that produce proofs from the neg¬ 

ative for the printing plate. Since they are created 

from the negatives, the dot structure of the halftones, 

orientation, trap and overprint, and image position¬ 

ing will be exact. Bluelines produce only a blue 

image on paper, indicating positions of text and im¬ 

ages so that the customer can see the layout of the 

final page. 

Matchprint is used for color proofing and is 

very exact in color representation and all other page 

details. Matchprints, like plates, are exposed in an ex¬ 

posure frame with a high intensity exposure lamp. 

The strata used is a thin plastic. Four sheets of this 

thin, photosensitive material are used, each consist¬ 

ing of the four primary separation colors (cyan, ma¬ 

genta, yellow, and black). They can be attached to 

virtually any paper surface. The primary difference 

between Matchprints and the final printed piece is 

that Matchprints often have an extremely glossy sur¬ 

face. Some color sheets are available for proofing 

spot colors, but the color selection is extremely lim¬ 

ited. Most of the time, a high-end project has all of 

the colors converted to CMYK and eliminates spot 

colors entirely. This saves production costs at every 

step of the project. 

Nid-range (digital proofs) 
Mid-range proofing uses processes such as inkjet 

and dye sublimation to create the image. The color is 

better than output to laser printers or color copiers 

but the photographs or any tone work done in 

photo manipulation software are still printed as a 

continuous tone image. To recognize a continuous 

tone image, look at a photo from a conventional 

photographic camera, like the one you use to take 

snapshots. Notice that, under magnification, color 

appears to be continuous and without pattern. Now 

view a printed color photo from a high-quality pub¬ 

lication or a picture from a laser printer under the 

same magnification. The second image is made up of 

dots called halftone dots. Since high-resolution inkjet 

printers and dye sublimation printers do not pro¬ 

duce a screened image, the color and image ap¬ 

pearance differs slightly from a Matchprint and the 

final printed piece. 

The most popular use of inkjet printers is large 

format printing (26"-50'/ width range) where large 

dots of ink are placed on the sheet. Viewed from 

close range, the prints look coarse because of very 

low resolution. But when viewed from the distance 

for which they were designed (at least 10 feet), the 

images look sharp and the color is usually veiy vi- 
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brant. Inkjet prints are usually used for point-of-pur- 

chase (POP) advertising. Color photographs are 

often included in the composition and can be lami¬ 

nated or stretched over a frame for display. Most of 

the food ads in local grocery stores or convenience 

stores are inkjet prints. The process is a very attrac¬ 

tive alternative to hand-painted signs or posters 

printed by the conventional lithographic method. 

The price is also attractive. 

Laser-end (direct-to-laser) 
Proofing of text for image location is usually the first 

of many steps for custom and premium designs, but 

it may be the only proofing method used for stan¬ 

dard-level products. The typesetter proofs directly 

to color and/or black and white laser printers. These 

proofs are used to catch typographic errors, examine 

the typography specifications, and for editing. When 

photos or line art are not needed for the proofing, 

print with the proof option selected in the page 

setup or print dialog box. The images are replaced 

by a box on the printed page and the image files are 

not sent to the printer at all. 

Prepress 

Prepress consists of the negative and plate imaging 

process. Recently, this term has also been used to en¬ 

compass the electronic prepress area (including 

computer operations) needed to output film to an 

imagesetter, digital proof, direct-to-plate, or laser 

printer. The quality of the process is determined by 

the length of run for laser printers and by the kinds 

of images and the use of correct imaging techniques 

in all cases. The list of processes are growing but, 

fortunately, most fit into three general categories: 

1. Direct-to-plate. Direct-to-plate quality is depen¬ 

dent on the kind of plate the image is trans¬ 

ferred to. These plates can be made of paper, 

plastic, or in the case of high-end equipment, 

aluminum. The aluminum plates yield the best 

register of images because the material is more 

stable than plastic or paper. The quality of an 

aluminum plate combined with a high-end, 

medium-sized press yields high quality within a 

specific moderate price range for press runs 

under 1,000 copies. 

2. Imagesetter output. Imagesetters’ negatives are 

the best quality output for projects with four- 

color process, tight register, photographs, large 

solids, or type in sizes under 7 points. The 

added cost of the negative is justified for longer 

runs. Often, the cost for negatives is negligible 

when calculated on a cost-per-copy basis. Im¬ 

agesetters can be set up to output paper posi¬ 

tives, film negatives, or higher level 

direct-to-plate. 

3. Laser processes. The laser printing process uses 

electronic processes following specific steps, 

which include exposure, development, and fus¬ 

ing. Exposure imparts an electrical charge in the 

image area and creates a magnetic field in the 

area where the image should be placed. A toner 

mixed with iron filings attaches to the charged 

image area but not to the non-image area. The 

sheet is then run through a unit called a fuser, 

which fixes the toner to the paper or plate 

using very high heat and pressure. This is what 

makes the toner a permanent part of the paper 

or plate. 

Printing 

The term printing is used to signify the final pro¬ 

duction of copies. Other names for the printing 

process are offset, copying/duplicating, and large 

format. Each has become popular because of its 

ability to satisfy demands at a certain level of design 

considering three variables: budget, deadline, and 

quality. Usually, the client chooses the process based 

on one of those three variables. Keep in mind that 

each of the processes can yield acceptable or unac¬ 

ceptable quality for its technology. Learn to distin¬ 

guish each process. 

Offset printing 
Some presses operate in different sequences, but the 

process consists basically of three steps: 

1. Ink sticks to the image area on the plate and a 

combination of water and temperature keeps 

the non-image area clear of ink. 

2. The image is transferred to a blanket (which is 

made of a rubber-like compound). 

3. The blanket cylinder presses against the im¬ 

pression cylinder. The impression cylinder has a 

sheet of paper firmly held in a set of grippers 

and the image transfers off the blanket to the 
paper. 
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There are three levels of presses and each has 

limitations and advantages. Those levels are: 
Acceptable Unacceptable 

1. Large presses. Large presses print on sheet 

sizes that hold from eight to sixteen pages on 

an 8Vi" x 11' document per sheet. They can 

print 175 lines per inch dpi) and higher. Some 

advanced presses are even capable of printing 

up to 400 lpi. These screens have resolutions of 

2540 to 4000 dots per inch (dpi) on an image¬ 

setter. The halftone dots are difficult to see 

without a magnifier and give the photos and 

tints a smoothness and exactness that cannot 

be achieved at a lower line screen. Large press¬ 

es are capable of printing four, five, or six col¬ 

ors on a sheet with a single pass through the 

press, maintaining tight register between the 

colors. Some of these presses, called perfectors, 

can also print both sides of the sheet simulta¬ 

neously. The large presses use a separate print¬ 

ing unit for each color laid on the paper. They 

utilize a system of transfer grippers to maintain 

register and advanced, high speed ink and 

water units. The additional printing units allow 

four-color process, so premium-level projects 

can be enhanced with additional colors beyond 

the standard CMYK. They can include other 

process colors for depth, PANTONE color inks 

for spot color, and varnishes for glossy or matte 

finish appearance. The matrix of acceptable 

and unacceptable job characteristics for each 

large press output system is detailed in figures 

7-2 and 7-3- 

2. Medium-size presses. Medium-size presses 

print up to two 8V2" x 11" pages as a spread or 

a full bleed 11" x 17" page. The quality of tints 

and photos is high, as these presses are capable 

of printing 150 lpi and higher. The negatives 

output for these presses should be created at 

2540 dpi or higher. These presses are designed 

to handle larger, solid ink coverage up to a full 

11" x 17". Pressures on rollers and cylinders are 

set by micrometer-type adjusters and the press 

is capable of producing a higher level of sharp¬ 

ness and exactness in the printed image than 

small presses. The accurate pressure settings 

and larger ink coverage allow any publication to 

have excellent image quality. The matrix of ac¬ 

ceptable and unacceptable characteristics of 

jobs for medium-size press output systems is 

detailed in figure 7-4. 

Full page solids ■ 

Black and white photos ■ 

Four-color process ■ 

Tight register ■ 

Figure 7-2 Large press from direct digital plate (2540 

dpi or higher) 

Acceptable Unacceptable 

Full page solids ■ 

Black and white solids ■ 

Four-color process ■ 

Tight register ■ 

Figure 7-3 Large press from imagesetter film to plate 
(2540 dpi or higher) 

Acceptable Unacceptable | 

Full page solids ■ 

Solid & tints up to 4 inches m 
Black and white photos* 

Four-color process ■ 

Multi-color without tight register m 
Tight register ■ 

Type larger than 7-point iiiiiiii1111 
Type smaller than 7-point m 

* within the dpi range of the equipment 

Figure 7-4 Medium-size press from imagesetter film 

to plate (2540 dpi or higher) 
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3. Small presses. Small presses are also called 

duplicators. Most of these presses will feed 11" 

x 17" paper. Quality control is in the hands of 

the operator. A skilled press operator will be 

able to run solids that are as long as the diam¬ 

eter of the ink form rollers (typically 4" long 

with two colors of ink in tight register). Small 

presses are limited to 133 lpi for photos and 

tints. Some presses have two sets of ink and 

water rollers for printing two colors simultane¬ 

ously. Since pressure settings between the 

image transfer system must be set by “feel,” 

image accuracy is unsatisfactory for premium 

level projects. Using images and image sizes 

that fit within the specifications of these ma¬ 

chines will give medium to good quality photos 

and tints. This is sometimes referred to as 

“pleasing color.” The matrix of acceptable and 

unacceptable characteristics of jobs for each 

small press output system is detailed in figures 

7-5, 7-6, and 7-7. 

Copying 
A general division of printing devices places the 

300-1000 dpi printers and duplicators in a class 

called laser processes. In general, when dealing with 

equipment in this group, the lower the number of 

dpi that the printer can use to create type and 

halftone dots, the coarser and thicker the image and 

type appears. On examination under magnification, 

the visible stair step effect called bitmapping can be 

seen at the edges of text that is printed on a diago¬ 

nal line or around a curve. The equipment is listed in 

ascending order of quality: 

• Traditional copiers. The lowest quality is pro¬ 

duced by taking laser printer output from the 

file and making conventional copies. There will 

be a 20-25% loss of image quality because of 

the intermediate copy step. This loss of quality, 

called a generation loss, will occur every time 

an original is re-copied. If the laser print is 

copied and then the copy is copied, there is a 

second generation loss. For best results, pre¬ 

pare the laser printer for the best possible qual¬ 

ity before printing. For a temporary solution, 

Acceptable Unacceptable 

Full page solids 

Solids up to 4 inches 

Black & white photos and tints* 

Four-color process 

Multi-color without tight register 

Tight register 

Type larger than 7-point 

Type smaller than 7-point** 

Textures 

* Printed result will be dependent on the quality of dots from laser 

printer. 
**Higher resolution laser printers are capable of producing quality 

text smaller than 7-point. Evaluation on a case-by-case basis. 

Figure 7-5 Small-size press from laser print original 

to negative (300-1800 dpi, depending on original) 

Acceptable Unacceptable 

Full page solids ■ 

Solids & tints up to 4 inches ■ 

Black & white photos* ■ 

Four-color process ■ 

Multi-color without tight register ■ 

Tight register ■ 

Type larger than 7-point ■ 

Type smaller than 7-point ■ 

* within dpi range of equipment 

Figure 7-6 Small-size press direct to photo then 

direct to plate from laser printer (1200 dpi minimum) 
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Acceptable Unacceptable | 

Full page ■ 
Solids and tints up to 4 inches ■ 
Black & white photos and tints* ■ 
Four-color process ■ 
Multi-color without tight register ■ 
Multi-color without overprinting ■ 
Tight register ■ 
Type larger than 7-point ■ 
Type smaller than-7 point 

*within dpi range of equipment 

■ 

Figure 7-7 Small-size press direct to imagesetter and 
then aluminum plate 

Full page solids asiffiaR w&spfUPSftsis ■ 

Solids up to 4 inches ■ 

Black & white photos and tints* ■ 

Type larger than 7-point m 
Type smaller than 7-point* 

COLOR COPIERS ONLY 

■ 

Full page color ■ 

Tints and halftones* ■ 

Tight register ■ 

*within dpi range of equipment; if laser looks acceptable, output 

will look acceptable. 

Figure 7-8 Traditional copier from laser original 

gently rock the toner cartridge before printing 

the copies, or install a fresh toner cartridge. Al¬ 

ways keep a package of the highest quality, 

whitest laser paper on hand for printing project 

originals and avoid adding tints or photos to 

pages without running a sample test (figure 7-8). 

• On-demand printing. On-demand printing is 

direct output from the file to a laser copier. On- 

demand color must translate through a RIP. The 

quality can be acceptable for intercompany cor¬ 

respondence and presentations, but is rarely 

used for client output, especially with business- 

to-business clients. Tints and photographs are 

low quality because of the dpi of the device. 

Many of the copier manufacturers have at¬ 

tempted to compensate for low dpi by intro¬ 

ducing a “dithered” screening method, which 

eliminates the traditional dot pattern and substi¬ 

tutes a more random one that gives the image 

the appearance of higher resolution. These out¬ 

put devices are very versatile in that they can 

feed overhead transparency material and the 

lighter cover weight stocks for short runs 

(figure 7-9). 

Full-page tints or solids ■ 

Black & white photos* ■ 

Four-color process* ■ 

Tight register ■ 

Type larger than 7-point ■ 

Type smaller than 7-point* ■ 

*within dpi range of equipment 

Figure 7-9 On-demand printing direct from file to 

black and white or color copier 
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Large formats from dye sublimation 
Dye sublimation printing uses a three- or four-color 

process, placing the image on the paper through a 

heat transfer system. A gel-based ribbon is rolled 

across the paper and a thermal head transfers the 

image to the paper, adding one color at a time. For 

color accuracy, a CMYK dye sublimation, not an 

RGB (red, green, blue) printer is recommended be¬ 

cause the final output on press will be created with 

CMYK inks. An RGB representation of those colors 

may cause a noticeable color shift. CMYK dye subli¬ 

mation printers more closely match accurate proofing 

color than any other color printing method. Many 

times, except for the feel of the paper and the lack of 

halftone dots, the color of a dye sublimation print is 

indistinguishable from that of an actual Matchprint 

proof (figure 7-10). 

Acceptable Unacceptable 

Full page ■ 

Solids& tints up to 4 inches ■ 

Black & white photos ■ 

Four-color process* ■ 

Tints ■ 

Tight register ■ 

Multi-color without tight register* ■ 

Multi-color without overprinting* ■ 

Type larger than 7-point ■ 

Type smaller than 7-point ■ 

* within dpi range of equipment 

Figure 7-10 Dye sublimation direct from file to large 

format printing 
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Quality control devices 

Use of a quality control device can isolate steps in 

the reproduction process that are responsible for 

quality problems and can give a visual picture of 

the quality range for each process being used in the 

output of the file. Various testing methods measure 

the exposure, latitude, and image quality of the var¬ 
ious processes. 

Equipment in the designer’s area should be 

tested at established intervals. A calibration strip 

should be run with the first negative of the day on 

an imagesetter to verify the accuracy of the hardware 

and its calibration settings. Copiers are tested less fre¬ 

quently, but a calibration check should be run on 

them at least monthly. As with any valid scientific ex¬ 

periment, eliminate as many variables as possible 

before performing the tests. Use quality paper or 

film, making sure you have adequate quantities of 

toner for copier calibration and properly mixed 

chemistry for imagesetter calibrations. Also, ensure 

that you are using the appropriate calibration strip, 

target, or file for testing each piece of equipment. 

Speak to the service technician about the prop¬ 

er file or target to use when testing the calibration of 

these devices and ask questions to clarify any confu¬ 

sion you may have. Also, remember that the calibra¬ 

tion procedures used with any device are normally 

outlined in the documentation for that device. 

Control strips, targets, 

and calibration files 

Whether the calibration is performed at this loca¬ 

tion or by an outside professional, all processes use 

some sort of standard for calibration. Standards 

might include gray scale step wedges, color targets, 

and/or files within the software of each device that 

generates a calibration target on the output device. 

All of these will reference some known benchmark. 

Benchmarks may be industry standards (such as the 

Stouffer scales) or specific only to the device being 

testing (such as color copiers). 
Quality and calibration can be tested at each 

step of the output process: laser prints, imagesetter 

film, color proofs, plates, and press sheets. (Figure 7- 

11 shows a Stouffer scale available in both negative 

and positive versions that is used to test calibration 

on scanners and platemakers.) Imagesetters normal¬ 

ly have a calibration test target within their software 

to allow testing for proper calibration (figure 7-12). 

STOUFFER' 
Graphic Arts 

R1215 

Figure 7-1 I 

A Stouffer control 

device is used for all 

levels of prepress 

and offset printing. 

Courtesy of Detmar 

Publishers 

Bums 

0* 

Figure 7-12a and b Sample calibration strips. Courtesy 

of Delmar Publishers 



150 SECTION I STEPS TO PROFESSIONAL PUBLICATIONS 

(As in figure 7-1 lb, targets may change depending 

on the type of page elements.) 

Most importantly, if the printing company is 

having difficulty producing the quality or reproduc¬ 

tion you require, ask to see their calibration results 

for the output device. If the printer cannot produce 

those results or, worse yet, does not know what you 

are talking about, use another printer. 

Create a test original 

A test original (figure 7-13), can serve as a control 

whenever test targets are unavailable. If a test origi¬ 

nal can be printed when the equipment is new, it 

can serve as a benchmark for quality control. When 

the same original is printed on all the output de¬ 

vices that will be used in the output of the file, it will 

serve as a visual aid and will help to explain quality 

differences in each output process. This test original 

should include solids, flesh tones, a gray scale step 

wedge, and a color tablet with cyan, magenta, yel¬ 

low, black, red, green, and blue in various tints from 

10-100%. If included, focus or resolution targets help 

to determine the equipment’s ability to reproduce 

very fine or very small images. 

Set up a schedule to run the test original. A 

problem will be easy to identify by comparing the 

original sample printout with a print made immedi¬ 

ately after a service call. A comparison of the two will 

tell if the equipment is performing to specifications 

or not. The test original can be set up in a file and 

used to test a new laser printer, a copier reproducing 

original laser prints, and an on-demand laser printing 

device. 

Color controls 

Color control devices are veiy sophisticated systems 

that generate and control color quality. These sys¬ 

tems use specific software and often include high 

quality measuring instruments to achieve quality and 

consistent color calibration. Each of these color con¬ 

trol systems increases the accuracy of color at every 

step of the reproduction process. This is important 

because color perception changes with the medi¬ 

um—color on a monitor looks different than it does 

on a color proof or on the press sheet. 

RGB is a computer monitor’s native color mode. 

RGB colors are transmitted like television screen 

lines that appear to be continuous shades and colors. 

As a monitor uses a different numerical value system 

to generate color, it can only represent an approxi¬ 

mation of CMYK on the screen. Even when great 

care has been taken to calibrate a monitor, what 

shows on the screen is “view only” color, not accu¬ 

rate color representation. There are CMYK monitors 

on the market but they are very expensive and few 

companies have invested in them. Even with these, 

the calibration is difficult to verify and so their colors 

should never be accepted as entirely accurate. 

Spot and process colors are the designer’s pro¬ 

duction colors. Their color names and composition 

data are included in the file containing the color 

names. This color is interpreted by software and 

hardware at each step of the production process. 

The calibration and accuracy of color at each of 

these steps helps ensure that the color will be as 

anticipated on the printed sheet. 

Spot color (color and tints selected from the 

PANTONE MATCHING SYSTEM) requires that the 

printing company put a specific color of ink in their 

printing press’ ink system. These colors are nearly al¬ 

ways a custom ink mix and must be ordered specif¬ 

ically to print the file. In addition to having a custom 

ink mix, the printer must run each spot color as a 

separate color run. Each spot color requires another 

pass through the press, normally up to a maximum 

of four passes. 

CMYK color is usually referred to as four-color 

process. Use a magnifying glass and examine sever¬ 

al printed publications created with four-color 

process. Pay special attention to flesh tones. Notice 

that the dots appear to form flower patterns called 

rosettes, and yet those patterns give a smooth effect 

to the naked eye. Just as watercolor and oil paints 

will not produce the same colors, a monitor and a 

printing press will not create the same colors be¬ 

cause they are created by different color systems. 

Since the monitor can produce more visible colors 

than a printing press can, adjust the color on the 

monitor to achieve the most accurate color match to 

Figure 7-13 (Opposite) Sample of test original 
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Test Original 

LINE WIDTHS HAIRLINE 

.5 LINE 

1-POINT LINE 

SOLIDS 

12-POINT LINE 

Helvetica 

BLACK 
Reversed 

Times 

REGULAR 

REVERSE 

Tinted TYPE IN A REVERSE BOX, 

ROMAN FACE 
AND SANS SERIF FACE 

PHOTOS: ADD A BILLFOLD PHOTO, AN 85 LINE SCREEN PHOTO AND A 200 LINE SCREEN PHOTO 

SIX-POINT TYPE 72-POINT HEAVY TYPE 

Six-point Aachen bold 

Six-point Times 

Six-point Helvetica II Sans 
SCREEN TINTS WITH OVERPRINTING AND REVERSE TYPE 

20% black 

20% black 

40% Black 
80% Black 

80% Black 
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the printed piece. The color can be controlled on the 

monitor through software. 

Files containing spot or process color require 

matching color palette choices for each file. In other 

words, when logos are created in drawing packages, 

the final page layout file contains both color sys¬ 

tems. It will image all six colors: four CMYK and 

two spot colors. 

Other common problems arise when line art 

containing spot colors or color in a drawing package 

are used. Revising a color choice in a page layout 

software package without revising the color of an in¬ 

cluded drawing can create difficulties. Any of these 

errors will produce an extra negative and require an 

extra color run through the press. 

Color choices require quality control at each 

step of the production process. Monitor color, proof¬ 

ing color, and printed color require calibration and 

control strips or calibration files. Colors picked from 

the PANTONE MATCHING SYSTEM—regardless of 

what the monitor color appears to be—are consistent 

with press colors and are the most dependable 

method of determining color, shade, and hue. Mon¬ 

itors that have not been color calibrated may dis¬ 

play color completely different from that produced 

on the printed piece. 

Troubleshooting 

When taking a car for service, the best results are 

produced when the customer and the service tech¬ 

nician know each other’s language and when the 

customer can use specific terminology. Below are 

some troubleshooting tips that may be helpful when 

discussing unacceptable quality with the printing 

company. If the printed copies do not look right, 

but the cause is not clear, use a magnifying glass to 

examine the image and compare it to a quality con¬ 

trol sample from the same process and equipment. 

What to look for on laser copier originals 
The laser image varies depending on the number of 

copies and the time between service calls. Be sure to 

give the laser printer a cleanup when changing the 

toner cartridge. Follow the instaiction manual for 

safety procedures and instructions for cleaning up 

toner dust inside the machine. Quality can deterio¬ 

rate quickly when laser copies are used as originals. 

Imagine the look of the final publication when, in¬ 

stead of a 25% generation loss of quality and detail 

from the intermediate laser copy, you observe a 50% 

loss. 
If final copies are produced using laser printer 

output as an original, quality problems are likely. 

The following terms may be helpful when working 

with the operator to eliminate specific equipment 

problems. 

• Light or broken copy. Through a magnifying 

glass, the type will look gray instead of black or 

the text may be thinner than expected. Both 

are caused by a light or gray image on the orig¬ 

inal or a need to lower the contrast on the copi¬ 

er. 

• Trash on the page. There may be a flaw in 

the image area or black spots appearing at ran¬ 

dom on the sheet. Both can be caused by dirty 

glass on the copier or a dirty original. 

• Wrong color. Since color varies from copier to 

copier, have the color copier run a test sheet of 

various colors. They will be a close match to 

PANTONE Color ink. If the calibration on the 

copier is off, choose the color you would like to 

have used from the sample that was just printed. 

• Image and sheet size. An image longer than 

the image size of the laser device can be print¬ 

ed on 8V2" x 14" paper and then trimmed to 

8V2" x 11", but an image that is wider than the 

printing area usually needs to be reduced. A 

97% reduction is a good starting point and can 

usually give enough margins to print properly 

without changing the look of the publication. 

• Correct dpi on all images. Check the test 

original for tint and photos. Not all tints print 

well on copiers and if photos are stored at a 

lower resolution than the copier’s resolution, 

the dots will be visible without magnifying 

glass. When line art is enlarged from a comput¬ 

er and printed on a laser output device, the 

edges will remain smooth if the drawing has 

been saved as vector art. If the drawing was 

converted to another non-vector format, the 

edges will become jagged and bitmapped. 

Some of the file formats that can commonly 

cause bitmapping during enlargement are PICT, 

TIFF, BMP, and CompuServe GIF. 
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Printing press troubleshooting 

The final printed copies are checked after the project 

is finished at the printing company. Each level of 

printing press has its own set of parameters for qual¬ 

ity but all share sets of common problems. Look for 

the following on printed sheets from an offset press: 

• Set-off. When one side of the printed publica¬ 

tion is finished and the ink has not dried com¬ 

pletely on that side of the sheet, transfer of ink 

can occur from the printed side of the sheet to 

the blank side while the job is sitting in stacks 

waiting for the next step. This is called set-off. 

• Scumming or toning. A light tint or tone of the 

ink color appears, usually at the top of the 

sheet. This problem is easy to spot because 

there will usually be a definite line at the top of 

the paper where the ink did not go above the 

gripper margin. This can be corrected by ad¬ 

justment of the ink and water systems on the 

press by the operator. 

• Slow-drying inks. When a publication is fin¬ 

ished, the ink should not come off on the cus¬ 

tomer’s hands. If this occurs, the ink used in 

the publication is not drying quickly enough. 

This also can contribute to set-off and can be 

corrected by mixing a chemical drying agent 

with the ink. 

• Light or broken copy. If parts of letters or im¬ 

ages are missing or are lighter on the sheet than 

the surrounding images or text, the pressure ad¬ 

justments on the printing press are probably off 

or the ink and water balance is off. Correction of 

this problem can be made by most skilled op¬ 

erators while you wait. 

• Trash on the page. Paper may leave small 

pieces of lint or paper dust that can transfer 

back to the ink rollers and will then be distrib¬ 

uted to the imaging blanket. They will appear as 

speckles in a non-image area or odd little circles 

that will not take ink and will print white on a 

solid or halftone. The printing companies often 

refer to these as hickeys. A thorough cleaning 

of the ink system, water system, and blankets is 

the only solution for this problem. 

• Wrong color. When a color matching system is 

used to specify a color, the color reference for 

that color is usually printed on white paper in 

the selection guide book. If the printing com¬ 

pany prints this color on white paper as well, 

the color should match exactly. One exception 

is if the page is to be printed on colored paper 

with transparent or semi-transparent inks. The 

color of the paper lends its tone to the color of 

the ink and a third, different color is produced. 

More advanced methods of color proofing 

allow the proof to be made on the actual paper 

to be used in production, thereby allowing the 

designer to more accurately anticipate any color 

shift due to paper color tone. 

• Wrong image and sheet size. If images are 

traditionally added or stripped into the publica¬ 

tion by the print company, errors can occur. 

Images can be turned around, cropped incor¬ 

rectly, dislocated, or even omitted completely. 

An altered sheet size can cause clipping of the 

file, which means the image or text appears cut 

off at the edges. Check the sheet size to be sure 

it is what was agreed upon and double-check 

all images to verify that they are placed 

properly. 

• Correct dpi in all images. Coarse dot patterns 

in files that are sent directly to the plate are dif¬ 

ficult to identify without preflight software. This 

usually will occur in a file placed into a page 

layout software document from a drawing 

package that will not allow the setup of output 

dpi and lpi independently for that art file. An¬ 

other source for this error is if the designer 

specified the dpi and lpi incorrectly before the 

job was sent to the RIP. 

Summary 

Determining the correct technique to use and un¬ 

derstanding the resulting quality is the most effective 

approach for preventing errors in quality. 
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For additional research 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Read software reference books. 

Attend printing and computer shows. 

Visit a service bureau and attend a software seminar. 

Take adult education classes at local community 

colleges. 

Join professional organizations. 

Contact the service professionals: 

Graphic Arts Technical Society 

4615 Forbes Avenue 

Pittsburgh, PA 15213 

Adams, J. Michael, Printing Technology, New York: 

Delmar Publishers, 1996. 

Cost, Frank, Pocket Guide to Digital Printing, New 

York: Delmar Publishers, 1997. 

The Lithographer’s Manual, 10th ed., Pittsburgh: 

Graphic Arts Technical Foundation, 1995. 
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Every company and organization needs 

publications that “formally"present 

themselves to present and potential 

customers. The publications allow the 

customer to access the company in a 

short amount of time. The process 

unfolds in the following manner. 

Formal publications are delivered 

personally or mailed. The customer 

identifies the company or begins to 

identify the company from the logo or 

name. Tide information may be read 

and then thrown away or filed for 

future reference. Through this 

communication, the beginning of a 

relationship between business and 

customer is established. These basic 

publications, along with the 

other complementing business 

communication projects, 

are covered in this chapter. 

Publication packages 
The company name and address information appear 

in most of these publications as an important com¬ 

munication link. Publications in this package are 

usually designed in a specific order beginning with 

the logo and then followed by either the business 

card or letterhead. 

Page elements 

Each piece of the basic business package (figure 8-1) 

repeats the page elements using the same type spec¬ 

ifications in different sizes. The following definitions 

include information about the use of the page ele¬ 

ment in all publications. 

Logo 
A logo is an identity symbol composed of a drawing, 

shape, or unique typographic letters used in combi¬ 

nation with the company location information. Used 

in the business packages, the logo commonly ap¬ 

pears in sizes between V2 -IV2". 

X Cross reference: All samples in this chapter 

contain logos. 

Company name 
This is the legal name for a company or its acronym. 

Special attention is paid to the typeface and let¬ 

terspacing. When there is not a symbol logo, the 

typesetting of the company name is considered the 
identity symbol. 

X Cross reference: Follow techniques found 

in Chapter 4 under “Display Type.” 

Addresses 
The mailing address is used if only one address ex¬ 

ists. Some business publications include the physical 

street address along with other company addresses. 

Postal services request that the P.O. for box numbers 

be typed without a spacebar and that zip codes in¬ 

clude zip code plus four, such as “77939-0307.” 

X Cross reference: Abbreviations for state 

names are found in the Appendix. 
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LOGO- 

COMPANY NAME- 

H0tST 0N 

INDUSTRIES 

E N E R G V 

Figure 8-1 Essential page elements for business communication package. Credit: HL&P Corporate Graphics, Regina 

List-Grace, designer. 
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Numbers 
Communication numbers include phone numbers, 

fax numbers, e-mail addresses, and Web site ad¬ 

dresses. Separate the area code and phone number, 

such as: 212-554-0909, (212) 554-0909, or 212/554- 

0909. 

Signature 
The signature is a combination of all the essential 

page elements. When placing the signature into a 

publication, transfer the specification exactly by 

using the style palette or copy from another docu¬ 

ment. 

X Cross reference: Signatures appear 

throughout Chapter 10. 

Specialty finishing techniques 

Business communication packages frequently use 

several finishing techniques, even on a standard 

level design. The most popular technique is ther¬ 

mography, which is raised letters on the sheet. 

Thermography is done as part of the printing 

process so it must be specified before the project 

goes to the printing company. Other finishing tech¬ 

niques for custom and premium level projects are 

embossing with foil, embossing over ink colors, or 

blind embossing of the sheet without any ink or foil. 

Occasionally, a die cut will be used for premium 

level designs. These die cuts punch out a section of 

the sheet with razor sharp blades shaped as the 

image mounted into a wooden board. Include the 

additional price information for these extra process¬ 

es before submitting them to the client. 
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Logos 

The logo is the company symbol appearing on busi¬ 

ness publications as well as on advertising publica¬ 

tions and outdoor advertising. The logo is the most 

effective tool of the basic business package and its 

design sets precedence for the complementing pub¬ 

lications. Because of the importance of the logo, ad¬ 

ditional time should be spent with the client 

discussing the intended purpose and effect of the 

logo. After a logo is established, changes to the logo 

are completed gradually in order to retain the com¬ 
pany’s identity. 

The logo’s design must be carefully executed 

but completed on time, simple but unique, and a 

quality publication. Remember that a poorly de¬ 

signed logo seems magnified since it is seen repeti¬ 

tively. Present logo designs reflect clean style, classic 

type, and graphics with simple lines. 

Logos are used in many sizes in both business 

and advertising publications. A logo may be enlarged 

to 40 feet or reduced to Va". Therefore, all flaws and 

complex details must be considered in all the possi¬ 

ble environments. Smaller or new companies create 

a single logo that changes only in size. But larger 

companies require the designer to include variations 

of a specific logo to match requirements for four- 

color process, black and white, reversed, and spot 

color. They include various positioning, a multiple 

color use, and a black ink only use. (See figure 8-7, 

a logo tinted in the background requiring a redraw 

without a tint for fax and copiers.) 

Research 

The first essential step to building a logo is quality re¬ 

search. All levels of logo design require research: 

1. Identify the message of the company with the 

typeface and design. Create an effect that 

matches words like traditional, conservative, in¬ 

Then, consider the following: 

• Typing format. Use the typing format as an 

indicator of where the logo should be placed 

(what are the margins?). 

• Computer-generation or fax transfer. Use it 

to match the spacing to equipment and test 

readability. 

• Business communication publications that al¬ 

ready exist. Use them to match the design or 

include redesigning or redrawing in the esti¬ 

mate. 

3. Request information on possible additional uses: 

• A two-color logo for letterhead 

• One color of the same logo for use on a 

copier or fax 

• Marquees or billboards 

• Embroidered on shirts and hats 

Design 

Logo design requires information about the company 

along with the categories of design, approaches to 

design, and production process. 

Choose the type of logo 
Begin by choosing from four different kinds of logos 

(figure 8-2): 

1. Wordmark. Usually, the company name or the 

first word in the company name is set in type 

without any additional drawings. For unique 

identity, some companies have a special type 

designed for their logo or modify an existing 

typeface. Shape and contrast may added to the 

company name with a reverse box, circle, or 

shape. The major oil companies and fast food 

chains add a shape to their name to make it 

recognizable. Shapes most frequently used are 

square, round, oval, and diamond; but they are 

not longer than double the height. 

Initialmarks. Initialmarks are similar to word- 

marks but an initialmark may appear as an initial 

or initials in a shape. It is treated like an art logo 

and can be used with different placement 

novative, sophisticated, fun, feminine, mascu¬ 

line, product-oriented, and service-oriented. 

2. Request samples of other company publications. 
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arrangements in the signature and different 

sizes in proportion to the address. 

3. Graphics plus type. This type of logo includes 

the company name with a graphic either inter¬ 

woven or layered together (figure 8-2b). 

4. Graphic only. This logo is a drawing or symbol 

that has meaning and can be interpreted. The 

graphic conveys the message or purpose of a 

company and might consist of a very stylized 

drawing reflecting the product or service. It is 

usually used by large companies with national 

recognition. 

Complete several sketches 
Logos require a large quantity of sketches until the 

“look” that relays the message or effect is accom¬ 

plished. The higher the design level, the more 

sketches are required. Divide sketching into series of 

ideas. The first set should pursue a variety of ideas 

and the second set should show variations of the 

ideas. 

Carefully choose the typeface 
Although each company wants to look unique, most 

national companies stick to standard typefaces. 

When experimenting with unusual typefaces, stay 

away from typefaces that are decorative or have ex¬ 

tremely thin lines—they may not reproduce well. 

Include type alignment and contrast 
Try a variety of weights, width changes, or let¬ 

terspacing. Also, contrast one word of the logo with 

another type face or size. When adding rules under 

the name, position them 2 to 6 points below the 

baseline. 

Use proportional graphic shapes 
If a shape is added, try a shape no longer than twice 

the height or twice as long as it is tall. If the logo is 

longer or wider than this, it is difficult to fit it into a 

page design when used in other publications. 

Limit details in graphics 
Maintain quality by using line widths that reproduce 

well. Choose graphics with a small amount of detail. 

The less detailed the line art the better it will repro¬ 

duce as a logo in all the size requirements. 

Production hints 

These production hints help provide the flexibility 

needed for the various uses of a logo and ensure de¬ 

pendable line widths when enlarged or reduced: 

• Set up a logo template file for all logos. By set¬ 

ting up a logo template, frequently used tech¬ 

niques such as guidelines, layers, default 

settings, and opened windows can be added. 

Use a page size 3" x 3" or a similar size to en¬ 

sure the proportional shape of the logo. At this 

size, 4-point line widths and 4-point white 

spaces do not bleed together when reduced. 

• Scan the sketch into the drawing package. En¬ 

large the sketch to the template size or slightly 

modify the page size to be proportional to the 

logo; then gray it to the background. This will 

help place guidelines, determine the type size, 

and build on past experiences. 

• Test the logo at several sizes to all output de¬ 

vices. Place the logo into the page layout soft¬ 

ware at full size, 50%, and 25%. Include this as 

the proof sheet for final approval to the client. 

• Scan existing logo to redraw. When given a 

copy of a logo, do not scan and place; rather, 

redraw it with a drawing package or with the 

pen tool. 

Logo samples 

Although the samples in figures 8-2 and 8-3 do not 

indicate the hours spent in research and confer¬ 

ences, they do show the contrast between stock 

images and custom production images throughout 
the levels of design. 
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FISHING JOURS 

Figure 8-2 Wordmark and initialmark logos created in a drawing package. 

Credit: No Bad Graphics, Regi Stewart and John Helms, owners/designers 

Figure 8-3 Custom level design logos created 

with a picture font. Credit: No Bad Graphics, 

Regi Stewart and John Helms, owners!designers 
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created in a drawing package. 
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Standard level logos 
Standard level logos are for start-up companies with 

a minimum of capital available for advertising (usu¬ 

ally home-based or single employee companies). 

Figure 8-3 includes samples of some economical but 

effective logos that can be produced with the fol¬ 

lowing tools: 

• Ornament, symbol, or picture fonts. Type fonts 

with symbols, pictures, or sets of ornaments will 

produce high quality reproductions because 

they are imaged similar to typefaces. Adding a 

black square or oval to an ornament gives it a 

logo design look. 

• Line art. Stock line art can be used as logos if 

the line width and shape match the require¬ 

ments for logo sizes, or if it is encapsulated 

PostScript (EPS). EPS files allow modification in 

a drawing package such as converting to an 

outline shape or eliminating detail. Additionally, 

try a shape around the art to give it a logo look. 

Custom level logos 
Most company logos are custom level. Budgets are 

more generous and the number of uses of the logo 

encompass the overall cost of the logo. Wordmark 

and initialmark logos are custom level. When de¬ 

signing a custom logo, picture fonts can be used in 

the drawing package. Since the symbol is part of a 

typeface, it can be modified in a drawing package by 

converting it from typeface letter to outline. 

Premium level logos 
Business-to-business communication and national 

corporations must project high quality. The size of 

the company is less of a determinate for this level of 

design than are the customers. Several kinds of logos 

fit into this group (figure 8-4): 

• Symbol logo. A symbol that is unique to itself 

and stylized to reproduce at Vi or 40 feet tall is 

complex to design. Plan to sketch hundreds of 

designs and to attend a series of conferences to 

produce this design. Some intialmarks are so 

unique that they could be called art symbol 

logos. 

• Type only. All type should be well kerned for a 

company name. The subtle twist, such as 

changing the dot on the letter “i,” makes all the 

differences between a standard signature and a 

premium signature. Look at national and inter¬ 

national companies for clean and simple 

logos, usually in one of the typefaces listed in 

Chapter 4. 
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Letterhead 

After the logo is designed, the letterhead design is 

built around it. The letterhead serves as stationery 

for all business communications outside the com¬ 

pany. It is a shell that frames a letter and further 

identifies the company to the customer or potential 
customer. 

Margins 

Before beginning a letterhead design, it is important 

to recognize the limitations of the design that are 

controlled by the printing. There are two limitations 

that must be considered with all design: 

1. The letter format. There are several typist for¬ 

mats acceptable for typing a letter. Margins con¬ 

sist of 2Vi from the top, V-A-lVi" from the sides, 

and 1" from the bottom. 

2. The printing company. Printing presses need 

the image no closer that from the top, 

depending on the presses gripper margin, and 

Va" from the side. Additional cost will be added 

for images outside these margins. The results 

of the requirements are a printable area shown 

in the third sample of figure 8-5. 

Grids 

Page design involves considerations such as creating 

a focus for the information and using a grid. The 

grid design and alignment choices of the letterhead 

should complement the typist’s format. Otherwise, 

look for a grid that places copy like a frame around 

the letter and follow the letter format used to type 

the body of a letter. Although some copy is cen¬ 

tered, most type is placed into grid sections. 

For copy placed at the bottom of the sheet, 

allow Va" from the bottom to separate it from the 

body of the letter. Make sure to allow the printing 

company room for production variables. 

1/4" FEEDING 1/4"TO 5/8"GRIPPER MARGIN 

1 
i 

1/4" AT BOTTOM 

TYPIST AREA PRINTER'S AREA WHITE AREA INDICATES DESIGN AREA 

Figure 8-5 Limitations for design areas 
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A formal letterhead may have a hairline box 

around the outside, but it should be no closer to the 

edge of the paper than When using small press¬ 

es, avoid heavy rules around the outside of the let¬ 

terhead because the vertical part of the box is 

difficult to keep evenly inked. 

If the company’s name uses a text typeface, the let¬ 

terhead may use the same face. If the company’s 

name uses a display typeface, the letterhead must 

use a text face. For the text, use a clean sans serif 

such as Helvetica (Arial) or a basic serif such as Gara- 

mond or Caslon. 

Production hints 
To help keep the type specifications exact for all 

business communication publications, determine 

which software package is the best to use for final 

production. The choices include: 

• Typeset all elements in the page layout package. 

Then, bring the type into the next publication 

and scale down the type size as needed. This is 

most practical with standard level designs. 

• Typeset the company name and signature in 

the drawing package. Save one as “Company 

name” and the other as “Signature.” Be sure to 

keep all the publications with the file from one 

computer operating system to another. 

• Typeset all elements in the drawing package. 

Use styles and names exactly as the type ele¬ 

ments are named. Save the logo and signature 

as separate files and the final letterhead as 

a file. 

Standard level letterheads 
Small quantities and urgent deadlines are well met 

with standard level letterheads. Writing papers with¬ 

out deep textures will print easily in the laser print¬ 

er. Ask the paper representative for specific paper 

choices. 

If the body of the letter is added to a letterhead 

paper by feeding the paper through a laser printer or 

conventional copier for a second time, the letter¬ 

head cannot be run on a laser printer or conven¬ 

tional copier. The image will ghost on the page. 

Try the specifications from figures 8-6 through 

8-8 or change fonts and modify slightly. 

Element 

Logo 

Company name A 

Company name B 

Address 

Communication numbers 

Quote 

Type Specifications 

72/60 Carta 

14/18 Caslon bold, all caps 

9/10 Caslon bold, all caps 

7/12 Caslon regular, all caps 

7/12 Caslon regular, all caps 

8/18 Caslon italics, U & lc 

Letterhead samples 

Range for type specifications 
Element Type Sizes 

Company name 14—18 pt 

Initials 

Addresses 

City, state, zip 

Communication 

numbers 

Quote 

Officers’ names 

& titles 

Comments 

Choose from type specimen 

sheets (see figure 4-2) 

Same as address; may be italics 

Same size, use italics 

Names or titles are one size larger 

than body type or all caps 

24-48 pt 

6 (caps), 7-11 pt All caps or U & lc; width regular 

or condensed 

Same as the address 

PAPER AND INK. Black ink only on 20-24# bond, 

8V2" x 11", without rag, white, ivory, beige, or gray 

(check for matching envelopes); 60# book, 8Vi x 

11", without rag; or 20-24# bond or 8V2" x 11", 25% 
rag. 

FINISHING. Thermography 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 
copier. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional printing company. 

3rd Choice—Direct-to-plate at conventional printing 
company. 
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SECURE INVESTMENT FINANCIAL CROUP 
SIWCENTRAL EXPRESSWAY 
BUFFALO. WASOOIJ-iMU 

Figure 8-9 
Custom level letterhead with color 

and tint on graphic 

Figure 8-10 Custom level 

letterhead with color and tint on 

graphic and custom design 

initialmark 

Figure 8-1 I 

Custom level letterhead 

with wordmark logo 
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Figure 8-12 Premium level 

letterhead. Credit: College of the 

Mainland Foundation, Glenda Brents 

Rebstock, designer 
Uwmor Emmett Marfccy 

1303 Woodmrre Lane 

Richmond, Texas 77469 

713*2324)931 
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Custom level letterhead 
Additional page elements, contrast techniques, and 

use of additional software packages add production 

time and increase printing requirements (figures 8-9 
through 8-11). 

Element 

Logo 

Company name A 

Company name B 

Address 

Communications numbers 

Quote 

Officers’ names 

Officers’ positions 

Officers’ departments 

Use an em space instead of 

Type Specifications 

Wordmark or initialmark 
produced in a drawing package 

9/18 Caslon bold, all caps 

9/10 Caslon bold 

7/12 Caslon regular, all caps 

7/10 Caslon regular, all caps 

8/12 Caslon italics, all caps, 
increased letterspacing 

8/12 Caslon semi-bold, U & lc 

8/12 Caslon italics, U & lc 

8/12 Caslon regular, all caps 

a space bar before and after the bullet. 

PAPER AND INK. Use one or two colors of ink. The 

most common colors for letterhead are very dark 

blue, very dark green, or wine. Check with the print¬ 

ing company for stocked popular premixed colors— 

it may save money and time. Use 20-24# bond, 8V2" 

x 11", 25-100% rag; or 20-24# bond or 70# text, 8V2" 

x 11", with laid or linen finish. Most text sheets have 

a matching envelope and cover weight stock for 

business cards. Business card stock that match rag 

sheets are bristol, vellum finish, and cover stock. 

FINISHING. Thermography 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at conventional small 

press. 

3rd Choice—Direct-to-film negative (service bureau) 

for conventional small press. 

Premium level letterhead 
Premium level designs focus on additional sketches, 

multiple presentation samples, and additional con¬ 

ferences with the client. Art boards should be used 

for all presentations. 

The paper manufacturer will add a true water¬ 

mark for a small additional charge on orders over 

50,000 copies. Because the paper is wrapped com¬ 

mercially, it stores well and is a good investment. 

Thermography, embossing, blind embossing, special 

die cuts, and personalized watermarks can reinforce 

the quality of a premium letterhead. 

Figure 8-12 is an example of a letterhead pre¬ 

pared for a professional executive. The sheet is a 

20# writing paper. Type specifications are 48-point 

for initials and 8/20 for the address. Colors: PAN¬ 

TONE 4515, a gold; PANTONE 506, a burgundy; and 

black. 

Figure 8-13 is for a new company doing busi- 

ness-to-business contracts. The light gray fiber sheet 

is a 75# text. The company address was 6/13- Al¬ 

though this design does not require trapping, it does 

require tight register. Colors: PANTONE 243, a purple; 

PANTONE 314, a turquoise; PANTONE 193, a papri¬ 

ka; PANTONE 477, a bronze; and black. 

Figure 8-14 presents a letterhead for an event. 

The design required traps, and therefore, a medium 

to large-size press. Colors: PANTONE 185, a warm 

red; PANTONE 102, a yellow; PANTONE 475, a 

brown; PANTONE 312, a turquoise; and black. 
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Business cards 
The purpose of a business card is to relay pertinent 

company information in a small space. Business cards 

are usually handed out during meetings, put in pock¬ 

ets or purses, and later saved in a card file. They are 

included with letters, brochures, and mailers. The 

business card should complement the other publica¬ 

tions and match the letterhead type specifications. Un¬ 

derstanding information about limitations, placement, 

and alignment, or following the samples, will ensure 

successful business card design. 

Type 
Because there are numerous elements on the busi¬ 

ness card, group as many as possible on a grid sim¬ 

ilar to the one used on the letterhead. Even though 

the type is small, the business card should relay an 

effective message to the reader even before they 

read the specific information. 

Use the smallest readable sizes for the body text 

on business cards. Because there is so much type and 

so little space, using small type sizes is the only way 

to have room to group the type. Too many different 

sizes will confuse the reader. Compare a business 

card with body text larger than the standards next to 

one within standards. The card with large type will 

appear cluttered. 

The serif or sans serif type used for the compa¬ 

ny name will usually hold up in 14-point type for the 

company name. If the address typeface from the let¬ 

terhead does not work for the business card, an al¬ 

ternative is to use Helvetica and continue its use to 

all communication publications. 

C,AL CONSULT, 'Ai\t 

Texas 

Figure 8-15 A fold-over business card in two colors 

of ink with bleeds. 

Fold-overs 

Fold-over business cards add a flap with a single 

fold. Fold-overs can solve problems with too much 

copy. The cost of a fold-over makes it difficult to fit 

into a standard or custom level budget, but the de¬ 

sign possibilities are excellent (figure 8-15). They re¬ 

quire back and front printing with exact positioning 

on both sides and they may not fit into the cus¬ 

tomer’s card filing system. 
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4 UP 3 1/2” X 8 1/2” (BELOW) 

1/2” TRIM 

Figure 8-16 

Business card four-up, eight-up 

Margins 

Set up business cards with Vs-Va' margins (one to 

two picas) on all four sides. The offset printing 

process cannot print on a 2" x 3Vi" sheet; therefore, 

the business card is printed on a larger sheet four-up 

or eight-up (figure 8-16). Using as few text blocks as 

possible significantly decreases print time. This can 

be accomplished if an 8-point leading (or multiples of 

8) work for all type specification. Each business card 

text block will be 2" (8 x 18 = 144 points or 2"). 

Check with the printing company about the format. 
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Grids 
The benefit of using a grid or repeating designs is 

that it works again and again. Follow the grid from 

the letterhead or create a new grid to help aid in the 

positioning and grouping of the copy. Following the 

letterhead designs may lead to a portrait business 

card (figures 8-18 and 8-21). 

A business card with a small amount of copy 

and no logo may need a hairline around the Va" mar¬ 

gin for contrast (figures 8-17 and 8-22). Copy must be 

one pica away from boxes to avoid a crowded look. 

A business card with what may seem like too much 

copy can be separated into several groups of ele¬ 

ments with a horizontal short hairline or a vertical 

line on the left one-third of the card. 

If the business card has multiple phone and 

communication numbers, logos, or art, separate 

them into groups. 

Specialty printing companies 
Specialty printing companies for business cards offer 

a guaranteed short turn-around time. Their basic 

prices are low, quality is consistent, and they offer 

thermography as an option. Basic paper choices are 

white and off-white. Additional cost is added for 

other colors and paper choices from the premium 

list. Also, expect an additional cost for reverse type, 

tints, logos, and other inks. 

Business card samples 
If the printing company needs a single copy original 

of the business card, output at 200% so that the dots 

on the finished publication will not be noticeable. At 

100%, it is not a good idea to print from a 600 dpi or 

less because of the small type. As with the letterhead, 

avoid tints, extra large solids, or extra thin type that 

will get thick or broken using output to the laser. 

Range for type specifications 
Element Type Sizes Comments 

Company name 10-14 pt If initials, it can be 18 pt 

Mailing address 

Communication 

6 (caps), 7-8pt 

numbers Same as the address 

Employee’s name Can be 1 pt larger than address 

Employee’s title Can be italics 

Kind of business 10 pt Can be italics if it appears under 

the company name 

Street address 

Listing of 

Part of address 

services/products Italics 

Product logos y2-r 
Margins 

sides 

to Va (or 1 pica) on all four 

Leading 8 pt or multiples of 8, if possible 

Logo Vi'li the logo does not hold up 

well at this size reduction, 

place it in the background 

and give it a 5% to 15% tint 

and overprint the type. 

Standard level business card 
Small quantities and urgent deadlines are well met 

with standard level business cards. Rather than 

matching the writing papers, a 67# bristol will run 

through laser printers for short runs. Ask the paper 

representative for specific paper choices. 

Try the specifications from figures 8-17 through 

8-19 for style palette information or change fonts 

and modify slightly: 

Element 

Logo 

Company name A 

Company name B 

Address 

Communication numbers 

Employee’s name 

Employee’s title 

Type Specifications 

72/72 Carta 

14/10 Caslon bold 

10/10 Caslon bold 

6/8 Caslon regular, all caps 

6/8 Caslon regular, mixed case 

7/8 Caslon semi-bold, all caps 

6/8 Caslon italics, mixed case 
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W.E. WAISER, ADMINSTRATOR 

Public Relations Department 

SECURE INVESTMENTS 
FINANCIAL GROUP 
5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

PHONE 214-387-6632 

FAX 214-387-6634 

E-MAIL secure@ins.com 

SECURE INVESTMENTS 
FINANCIAL GROUP 

COLEENA JACKSON 

Senior Vice-President 

5114 CENTRAL EXPRESSWAY • BUFFALO, WA 50012-0412 

phone: (214)387-6632 • e-mail: secure@ins.com. • fax: (214)-387-6634 

Figure 8-17,8-18,8-19 

Standard level business cards 

ARTHUR HERTZBERG 
Plant Manager 

SFCTJRF 
INVESTMENTS 
FINANCIAL GROUP 

5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

PHONE (214) 387-6632 

FAX (214) 367-3345 

E-MAIL secure@ins.com 

r J.C.KOOI 

cirnTDi? 

Sales Manager 

OiWUKr, 

INVESTMENTS 
FINANCIAL GROUP 

5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

PHONE 214-387-6632 

FAX 214-387-6634 

E-MAIL secure@ins.com 

Figure 8-20, 8-21,8-22 

Custom level business cards 

Secure 
INVESTMENTS 

FINANCIAL GROUP 

5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

DONNA FRIELING 
Training Coordinator 

§ 
SECURE INVESTMENT 
FINANCIAL GROUP 
5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

(214) 387-6632 

Fax (214) 317-6632 

JANICE POOLE 
Employment Supervisor 

PHONE 214- 387-6632 

FAX 214-387-6634 

E-MAIL secure@ins.com 

CUSTOM
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TERRIE MORGAN 
Marketing and Events Coordinator 

3519 LIBERTY DRIVE 

PEARLAND. TEXAS 77581 

PHONE (281)485-2411 EXT. 282 

FAX (281) 485-6988 

TOLL FREE (800) 240-3684 

E-MAIL: tmorgan4»hli.net 

Figure 8-23 Premium level business card. Credit:Manlove 

Advertising, Pasadena, TX, design and production 

n 
\ 

. 

S_ H E A R 
T E C H \ 1 Q U E 

S J i ;> . 
- 

Bob & Wend) Pasek 
. *1,4 ' r ,D f i 1 a It. t r s ’ '■ 

10 7 12 KING S P O 1 N T 
HOUSTON TX 77075 

713-946-4736 

Figure 8-24 Premium level 

business card. CreditVosburg 

de Seretti, inc., designers 

Figure 8-25 Premium level 

business card. Credit: Air View 

Graphics and Printing 
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PAPER AND INK. Black only with 67# bristol cover, 

vellum finish, ivory, white, cream, and colors feeds in 

laser printers. It has the “feel” of a 65# cover, is 

slightly lighter in weight, and is therefore less ex¬ 

pensive. A second paper choice is 65# cover, un¬ 

coated, vellum finish, in warm white (off-white). 

FINISHING. Thermography. 

OUTPUT DEVICE. Be cautious of the small type at 

600 dpi because it becomes dark and unreadable. 

Avoid tints, extra large solids, or extra thin type that 

will get thick or broken using output to the laser. An 

alternative choice is to output from the disk to the 

1000 dpi or greater laser printer. 67# bristol will feed 

through most laser printers or copiers. The design 
will be eight-up. 

1st Choice—Laser original (1000 dpi or greater) to 
copier. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 

Custom level business card 
Additional page elements, linking the design to the 

business package, and finer paper add production 

time and increase printing requirements (figures 8-20 

through 8-22). 

Element 

Logo 

Company name A 

Company name B 

Address 

Communication numbers 

Employee’s name 

Employee’s title 

PAPER AND INK. One or two colors of ink with 67# 
bristol cover, vellum finish will run through many 

laser printers and have the feel of a 65# cover with 

slightly less weight. It comes in ivory, white, cream, 

and colors. An additional choice is 65# cover, un¬ 

coated, vellum finish, in warm white (off-white). 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at conventional small 

press. 

3rd Choice—Direct-to-film negative (service bureau) 

for conventional small press. 

FINISHING. Thermography. 

Premium level business cards 
Premium level designs focus on additional sketches, 

multiple color samples, and additional conferences 

with the client. Art boards should be used for all pre¬ 

sentations. The following are examples of typical pre¬ 

mium level publications: 

Figure 8-23 has spot colors converted to four- 

color process. The type and graphic logo is layered 

over a background tint which bleeds at the left. The 

type is in three sizes: 10, 7, and 6; the body copy has 

a 12-point leading. 

Figure 8-24 is for a small business requesting a 

business card “with a difference.” The cover stock is 

a light gray lavender fiber sheet using PANTONE 

275, a purple, and PANTONE 185, a warm red. The 

type information is overprinted on a ghost photo. 

Figure 8-25 is a black and white business card 

also on a fiber cover stock with a texture. The printing 

was difficult because thin type inside a reverse is dif¬ 

ficult to print and sometimes results in broken type. 

This was printed on a medium-size press to control 

the reverse. 

Type Specifications 

14/10 Wordmark or initialmark 

produced in a drawing package 

14/10 Caslon bold 

10/10 Caslon bold 

6/8 Caslon regular, all caps 

6/8 Caslon regular, mixed case 

7/8 Caslon regular to semi-bold, 

all caps 

6/8 Caslon italics, mixed case 
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Envelopes 
Envelopes offer few design options. The copy posi¬ 

tioning and the sizes of envelopes are limited by the 

printing press and the postal service (figure 8-26). 

• The printing company. Include a %" gripper 

margin on the left and allow at least %" on the 

top. Solids or lines may not print on the flap 

where variable thicknesses of paper exist. En¬ 

velopes require offset printing. There are only a 

few copiers or lasers that will feed envelopes. 

The glue sizing on an envelope deposits in the 

ink while it is being printed and makes it diffi¬ 

cult to print a solid or a tint. 

• The postal service. Keep an up-to-date copy of 

the U.S. Postal Regulations for any changes in re¬ 

quirements for the return address on envelopes. 

Presently, postal requirements for letters include 

thickness, size, and location of copy and bar 

code. 

Thickness Between .007" and .25" 

Size No smaller than 3V£~x 5"; 
no larger than 6Vs"x 11 x/i 

Location of copy One-third the length, one-half the height 

Bar code No image on the bottom l" 

Margins %"from left side of envelope for gripper margin 

on press 

Leading 8 pt or multiples of 8 on all copy if possible 

Type 
For a return envelope, the mailing address should be 

simple and should complement the letterhead de¬ 

sign. Postal regulations request that designs avoid 

typefaces with flat top numbers. They also request an 

em space for word spacing, especially between the 

state and zip. Use the type sizes on the lower end of 

the chart or the same size as the letterhead if the let¬ 

terhead body text is 7-point. Leading needs to be 2 to 

8 points for OCR scanning in the mailing address. Re¬ 

quirements for the return address are a leading pro¬ 

portional to the letterhead leading. 

POSTAL SERVICE RECOMMENDATION 
FOR LOCATION OF RETURN ADDRESS 

RETURN ADDRESS NAME 
STREET AVENUE BOULEVARD 
CITY STATE ZIP 00000-0000 

POSTAGE 

1/2 THE LENGTH 

OCR 

BAR CODE 

GRIpPER ON PRESS 

Figure 8-26 Limitations for envelope copy 
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Printed publications that must fit in an enve¬ 

lope should be V2 narrower than the envelope and 

!4 shorter when folded. For bulky mailings, allow 

more space. Make a dummy from the paper choice 

and place it inside an envelope to be sure it fits. If a 

machine is used to insert the publications, it will re¬ 

quire an open side envelope. 

$Saver 

Orders of 25,000 or more can be printed by the 

company that makes the envelopes. This costs the 

same as blank envelopes, or less than buying the en¬ 

velopes and then paying printing costs. Also, blank 

“bargain” envelopes are a poor investment if they 

will not feed through the printing press flat. If any of 

the corners turn down, the press cannot feed them 

without waste. That waste can be offset by buying 

better quality envelopes. Check carefully with the 

paper salesman or the printing company. 

Business reply envelopes 
The postal service has specific guidelines for busi¬ 

ness reply envelopes (figure 8-27). The pamphlet 

“The Best Addressed Get the Best Response” advises 

the following specifications: 

• Uniform left margin 

• City and state (2 letter state abbreviation), all 

caps (see Appendix) 

• 10 to 12-point type 

• One space between city and state 

• Two spaces between state and ZIP + 4 code 

• Letter spacing: 1-point character spacing is rec¬ 

ommended 

• Word spacing: the width of 1 full size character 

• 2- to 3-point line spacing 

Figure 8-27 Window dimension on most envelopes allow invoice to slip sideways 
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• Clean sans serif typeface with uniform stroke 

thickness 

• Appropriate ZIP + 4 code to identify the publi¬ 

cation 

• No punctuation (except hyphen in ZIP+4 code) 

The bar code at the bottom of the envelope contains 

the 5 digits for the address plus ZIP + 4. A camera- 

ready copy may be obtained from the local Postal 

Business Office. The postal service holds classes on 

changes and uses of the guidelines free of charge 

and all of the materials are free also. 

Window envelopes can be purchased in all 

standard sizes. With the exception of check window 

envelopes, the windows are all Vi" from the bottom. 

For #6%, #7, #7%, #9, #10, and #11 envelopes, all 

windows are W from the left. 

Postal regulations for the placement of return 

addresses and mailing addresses, as well as two ad¬ 

ditional rules that apply to window envelopes, in¬ 

clude: 

• Only the name and address may appear in the 

window. 

• Name and address should be on white or light 

colored paper. 

Envelope samples 

Range for type specifications 
Element Type Sizes Comments 

Company name 10-14 pt If company name is initials, 
it can be 18-pt 

Mailing address 

Street address 

6 (caps), 7-8 pt 

Part of the address, must be on 
the line above P0 Box 

Logo 25% to minimum %" 

Number Envelope size Use 

#10 41/Vx91/2~ Fits a sheet of 8%"x 1 
folded twice 

#9 WM" Fits inside a #10 

#6% WM" Used for billing, personal 
stationery 

Monarch 3?r x 1V2 A standard announcement 
envelope 

#10% 9"x 12" 8%"x 1 Usheet unfolded 

Standard level envelopes 
Small quantities and urgent deadlines are well met 

with standard level envelopes. Even small quantities 

of envelopes on matching writing papers without 

deep textures will print easily in the laser printer. 

Try the specifications from figures 8-28 through 

8-30 for style palette information or change fonts 

and modify slightly: 

Element 

Logo 

Company name A 

Company name B 

Address 

Bar code 

Type Specifications 

36/24 Carta 

14/18 Caslon bold 

9/10 Caslon bold, all caps 

7/12 Caslon regular, all caps, mixed 
letterspacing 

Check postal regulations 

PAPER AND INK. Make choices to match the letter¬ 

head. If there is not a match for the paper, use 24# 

bond, white envelopes. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at conventional small 

press. 

3rd Choice—Direct-to-film negative (service bureau) 

for conventional small press. 

Custom level envelopes 
Following the additional techniques for the business 

package add production time and increase printing 

requirements (figures 8-31 through 8-33). 

Element 

Logo 

Company name A 

Quote 

Address 

Bar code 

Type Specifications 

Wordmark or initialmark produced in a drawing 
package 

9/18 Caslon bold, all caps 

8/12 Caslon italics, all caps, increased 
letterspacing 

7/12 Caslon regular, all caps 

Check postal regulations 

PAPER AND INK. Choice to match the letterhead. If 

there is not a match with the letterhead paper, use a 

24# bond, 25% rag. Include the ink number with the 
document. 
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OUTPUT DEVICE. 

1st Choice—Direct-to-plate at conventional small 
press. 

2nd Choice—Direct-to-film negative (service bureau) 

for conventional small press. 

Premium level envelopes 
Premium level designs focus on additional sketches, 

special printing techniques such as embossing, and 

additional conferences with the client. Art boards 

should be used for all presentations. The following 

are examples of typical premium level publications: 

Figure 8-34 is a design for a national company 

using 24# off-white writing paper with a laid finish 

and matching letterhead. Type specifications are 14- 

and 8-point type for the company name and 7-point 

type on the address. Colors: PANTONE 301, a blue, 

with a gold stamp of the logo. 

Figure 8-35 follows the business card and letter¬ 

head with type sizes and design and the vertical type 

block fits without going into the postal regulation 

area. 24# gray fiber matching bond/cover paper is 

used. Type size is 18-point with 8-point type for the 

company name and 7-point type for the address. 

Colors: PANTONE 313, a turquoise, and black. 

Figure 8-36 is a two-color envelope with a tint of 

black for the shadow. It was printed on 24# white 

writing sheets with a light laid finish. The company 

name is 60-point type with letterspacing; the second 

line is 8-point type and the address is 7/10. Colors: 

PANTONE 186, a red, and black. 

SECURE INVESTMENTS 
FINANCIAL GROUP 

5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

SECURE INVESTMENTS 
FINANCIAL GROUP 

esq 

S3 

5114 CENTRAL EXPRESSWAY • BUFFALO, WA 50012-0412 

SECURE INVESTMENTS 
FINANCIAL GROUP 

5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

Figure 8-28, -29, -30 Standard level envelopes 
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SECURE 
Si INVESTMENTS 

FINANCIAL GROUP 
5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

IUI 

Secure 
Investments 
5114 central expressway 

BUFFALO, WA 50012-0412 

Figure 8-31,-32,-33 

Custom level envelopes 

SAFETY FILMS AND VIDEOS 

SAFETY SUPPLIES 

SAFETY SIGNAGE 



Figure 8-34 

Premium level envelope. 

CreditWestern National Life Insurance 

Co., Randi Stephens and Jennifer 

Junemann, designers!production 
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j WESTERN NATIONAL 
Lit* Insurance Company 

P.O. Box 871 
Amarillo, Texas 79105-0871 
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Figure 8-35 (Right) Premium level envelope. 

Credit: Vosburg de Seretti, inc., designers 

Figure 8-36 (Below) Premium level envelope. 

Credit: Vosburg de Seretti, inc., designers 

Gt NA 
Sperm l hi t nls Vtinu/tt int nl «K Production 

1 Marina R.-iv J>ri\*- 
Suite 130-332 
Irapn- fan 

TV 77573 
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Composite 
The three common publications for a basic business 

package create a composite (see figure 8-1). The 

layout of the composite is helpful for sketching, pro¬ 

duction, output for imagesetter, and as a customer 

presentation. 

Sketch the package to create a design that 

maintains an effective resemblance later, even when 

only one of the publications is requested. 

A composite is also called a comprehensive 

when it is used to show ink and paper colors to the 

customer before the job is printed. A comprehensive 

requires a proofing method that comes as close as 

possible to resembling the printed sheet. Since busi¬ 

ness packages are usually spot color, there are alter¬ 

natives that fit their wide range of budgets. Try using 

available color copiers. Use color swatches to adjust 

the color on the file until it matches. Or, use Iris, 

Rainbow, Matchprint, or another high-end color 

proofing system. Check the register and color on the 

chosen paper. Trim each publication to its correct 

size, then mount them together on a black or dark 

gray board. A change is required in the file set-up to 

go directly to plate or film. 

A composite for production can be done in a 

drawing package or a page design package. Some 

drawing packages will set corner marks for all three 

sizes by drawing a box the size of the publication 

and select print marks. The advantage of using the 

composite layout, if it is used to make the imageset¬ 

ter negative, is that the cost is for one negative in¬ 

stead of three. Since a composite may not be 

practical for some printing, such as four-color 

process, check first with the printing company. 
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Invitations and 
announcement cards 

The format and typography of invitations and an¬ 

nouncements can be used for a large variety of for¬ 

mal printed publications. The format can be used to 

announce a business opening, a demonstration of 

new product, a sale, a seminar, a reception, an open 

house, or a performance. Announcements give in¬ 

formation about a new company, new employee, 

death of an officer, mergers, and so on. The smaller 

cards are thank you cards, acknowledgments of do¬ 

nations and gifts, and response cards for nonprofit 

organizations. 

Type 
The body type is 14/20, and is in one face: script, 

Old English, serif, or sans serif. Hyphenation should 

be turned off and end of line decisions (manual re¬ 

turns) should be added at prepositional phrases or 

where they complement the shape of the sheet. 

Limit the copy to fourteen lines set tall (portrait) 

and eleven lines set wide (landscape). 

Use the type specimen sheets to locate available 

script and Old English typefaces. One excellent type¬ 

face in script is often all that is needed for formal in¬ 

vitation projects. Another option is to use a basic 

typeface with italics and/or outline italics. Be sure 

that the width of the outline letters will hold up for 

the printing process. 

FRONT AND BACK 

\ 

, 

A "HOUSTON 700 

Mite Companies M,iking the Greatest Impact cm Houston 

nVaftn of Houston's mil!! rL Hmahxi m umriMln 1990, him 
easiness nmumtoity. 

(fiKiStying KUnspewki- tea ft btstm mdtptmkmt, priMMly hrU cor/kinniM. prapiiirloniiiii 
< tr ptirttw,si;~u> i nolii ■•«?» uiuin ■ <t dimim: h£ Imx cmfmits. ny iitnifd txmtj and white* 
run eligible); kxiiipd in Itimariii, Ouintbxrt, Foil Heml. Haltesum. ifarrix Liberty, 
Mnatffmtrn WM'r<-<m!Ky; hare tuktafww dm SsSXVObm las dam S2J mitHm: U: 
fixvl 1992: aal Ian iilbin-mir sales liiMirymlk an int'reiisrfiim IW.I in 1994. 

fox minus it; tht Vtmvniix ifHmssitr, Sauitl Hmsmess /.Jet Centtrverify soldi 
fij’immi cakvlaie sales vw*ihp> of the yiadifimg omptmia and rank die tap 10!) 
f*wfitKkshM«dMtk*pert;mixem<mei* mkshetmm 1992md 1894. 

Hk ® 
uHiviattTT Houston Southwestern Bell 
Will tUllMITS OIVILOPMIMT ami» TVIc|tildlte 

idtessw. 
Jfm V • in. Hoi.--.: 111 sinT'.sn Joi unai. 

irf.K ttowuursMi. 

You are cordially invited to attend 

the 1995 Annual Awards Kticupiloti and Luncheon honoring 

HOUSTON 700 

Private Companies Making the Greatest Impact on Houston 

Thursday October 5, 1995 • ! 1:30 run. to I :30p.»i, 

Westin Galleria Hotel • Third Floor Ballroom * 5060 West Alabama 

Award Presentation la the If I Company 

Keynote Address by the tH Company 

KSV.R hv September 29,1995 

l • ■ ... "ir.‘ 

free pathag in gamgc eff Atobam 

1995Annual Awards Luncheon 

FRONT ONLY 

Jf].ou are invited 

to attend the opening 

ofi the cfJlenyrd <p2altet 

Jf£iect>nbcr 28, 2001 

at the Sjntrta ©Museum 

of greater ©Saratoga 

Figure 8-37 Placement of copy for two-sided announcements 
Credit: Creative Art Director: JenniferWoeste, University of Houston Small Business 

Development Center, Graphic Designer: Marsha Pehrson, Greater Houston Partnership, 

Printer: Dan Billington, R.R. Donnelley Financial Houston Division 
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Two of the serif typefaces commonly used in 

the 1920s are still included in sample books of invi¬ 

tations today: Copperplate Gothic and Charlemagne. 

Copperplate Gothic is a bold face that works in all 

caps and small caps and holds up well even as small 

as 6-point type. Charlemagne is an all caps, thin face 

that works in all caps but not 6-point type. These 

two typefaces are excellent choices for a company 

name. 

Acceptable wording for all types of invitations 

and announcements can be found in Amy Vander¬ 

bilt’s Book of Etiquette. Some invitation and an¬ 

nouncement sample books also include a section on 

wording. Write out all numbers on formal invitations 

or printed publications, including the date, year, 

time, and so on. The line length of the copy should 

be one to two picas from the embossed border. On 

non-embossed invitations, draw one or two hairline 

boxes where the embossed edge would have been 

to give the invitation polish. 

Paper and envelopes 

Papers for announcements and invitations must 

complement the design and function. Choose the 

paper and envelopes together to be certain that 

there is an envelope matching color, weight, and 

size. Paper and envelopes can be purchased in dif¬ 

ferent manners: 

• The flat sheets of paper. Inside envelopes and 

outside envelopes can be purchased in sets 

called a “paper cabinet.” The paper and card 

come with either an embossed panel or 

smooth. 

• 70# vellum fold-over sheet. Use an 88# bristol 

vellum card in ivory or off-white with vellum 

envelopes ordered separately. 

• Text or cover sheets. Matching envelopes can be 

purchased for larger quantities. 

Positioning copy on fold-overs 
It is acceptable to print one side or both sides of a 

folded invitation, but the set-up is different than with 

other printed publications (figure 8-37): 

• Fold-over invitations with front only copy are 

placed on the outside of the fold-over. 

• A two-sided invitation has copy on the outside 

and the inside. Be sure to make a folded 

dummy to determine where the copy should 

be placed. Use the unfolded size for the page 

design size; the copy for both pages should go 

in the bottom half. 

• A self-mailer invitation printed on 70# text or 

heavier can be folded to form its own mailer cut 

to a baronial size. Purchase 1" round adhesive 

tabs from an office supply store to close the 

flaps. 

Specialty printing companies 

Most printing companies will have catalogs available 

for ordering invitations, which will be more eco¬ 

nomical to purchase. Listings of mail order invita¬ 

tions for direct ordering appear in bridal magazines 

as well as the local Printing Industries of America 

(PIA). If the invitation requires personalized han¬ 

dling or has a tight deadline, this choice is not prac¬ 

tical. Whether purchasing from a specialty catalog or 

printing locally, the price increases on invitations for 

additional items such as tints, ink colors, and logos. 

Invitation and 
announcement card samples 

PAPER. Use paper cabinets with 70-100# text or 65# 
cover. 

Type Plain Folders Card Size Panel 

#5 baronial 5%'x8" 4~x 9A~ y2" 
#5V2 baronial 9/2" x 8V2" 4 ycx 9/2~ Vi (3 picas) 

from edge 

#4 baronial 4 WxT 9/2 x \W Vi (3 picas) 
from edge 

#6 baronial (9/2 xf A" 45/sTx 6T4" W (3 picas) 
from edge 
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Range for type specifications 
Element 

Body text 

Company name 

Address 

Phone 

Type Sizes/Comments 

14-20 pt Commercial Engraving or script, serif, 
or sans serif outline italics, centered, and no 
hyphenation 

Same as body copy, or 18-pt type with extra 
leading above. For a fold-over, the company 
name and logo can be outside copy and the body 
text inside copy 

Smaller than body text if the type font will hold 
up at smaller sizes 

Same as the address 

RSVP One size smaller than body text, 2 picas from the 
left embossed border 

Logo Used with body text at letterhead size, or no limit 
to size when used on the outside 

Address/ Same as RSVP, but if there are two, one is placed 
Phone number on the left 

Direction At the bottom of the text, same as the text with 
extra above paragraph leading 

Custom level invitations 
and announcements cards 
If the deadline or design does not allow ordering 

from a specialty printing company, the local printing 

company can order the paper cabinets for custom 

level invitations. Additional page elements such as 

maps and logos, two-sided printing, and use of ad¬ 

ditional software packages add production time and 

increase printing requirements (figures 8-41 through 

8-43). 

Element Type Specifications 

Body text 14/20 Snell Roundhand Script, mixed alignment, 
hyphenation turned off 

Feature product 21/20 Snell Roundhand Script 

PAPER AND INK. Choose from paper cabinets list¬ 

ed at the beginning of the invitations section. Use 

color as needed. 

Standard level invitations 
and announcements cards 
Small quantities and urgent deadlines are well met 

with standard level invitations and announcement 

cards. A vellum finish sheet prints easily in the laser 

printer. Ask the paper representative for specific 

paper choices. 

Try the specifications from figures 8-38 through 

8-40 for style palette information or change fonts 

and modify slightly: 

Element Type Specifications 

Company name A 14/18 Caslon bold, all caps 

Company name B 9/10 Caslon bold, all caps 

Honoree 18/21 Caslon italics, U & lc 

Body text 14/20 Cochin italics, centered, hyphenation 
turned off 

PAPER AND INK. See “Paper and Envelopes” section 

for standard invitation choices. Use black ink. 

OUTPUT DEVICE. 

1st Choice—Laser printer for limited number of 

copies (under twenty-five), run through the 

laser printer, for longer runs. 

2nd Choice—Laser original (1000 dpi or greater) to 

copier. 

3rd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

OUTPUT DEVICE. 

1st Choice—Direct-to-film negative (service bureau) 

for conventional press. 

Premium level invitations 
and announcements cards 
Premium level designs for invitations focus on em¬ 

bossing, folding, and handwork with ribbons. 

Figure 8-44 is part of an event package. The 

outside cover is folded shorter than the back side to 

allow the red ink on the inside to show from the out¬ 

side. Type specifications are 9/18. Colors: PANTONE 

185, a warm red, and black. 

Figure 8-45 is an example of a traditional formal 

invitation where a number of additional techniques 

have blended well. The logo was embossed over 

the white ink on the cover and repeated on the out¬ 

side of the text sheet as a 30% tint. The deckle was 

red, which gives it the appearance of being printed 

in two colors of ink. The ribbon was attached by a 

drilled punch through the loose inside sheet. The 

65# cover and 70# text are a matching ivory waffle 

texture with matching envelope. Colors: PANTONE 

185, a warm red, and pearl opaque white. 

Figure 8-46 is a wonderful approach to a non- 

traditional invitation. This was shipped in a black 

tube. Also included were a wand and white cotton 

gloves. The invitation is printed on 80# enamel. Col¬ 

ors: PANTONE 185, a warm red, and black. 
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SECURE INVESTMENTS 
FINANCIAL GROUP 

proudly announces 

a new member of our legal team, 

Dana Henderson 

You are cordially invited 

to an open house in her honor 

February 17, from 5:00-7:00 PM 

at 4200 France Avenue 

Buffalo, Washington 

jCSS 

The Officers and Directors of 

Secure Investment Chibs of America 

invite you to attend their 

anmuil awards banquet 

Sunday, the ninth of July 

Nineteen hundred and ninety-nine 

at eight o 'clock in the evening 

The Grand Hotel 

Crystal Ballroom 

Buffalo, Washington 

Secure Investments cordially Invite you 

to stop by for an open house 

at our new location 

5114 Central Expressway 

Buffalo, Washington 

starting at 

twelve noon till nine In the evening 

Secure Investments Financial Services 

1025 Central Expressway 

Figure 8-38, -39, -40 

Standard level announcements 
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G/7ie Officers-anc/ <d)i/'ectors cffi 

Gafete/-///idustries G/u/of u/merica 

inoiteytHe to- attencbt/iar 

annua/sq/ety atoards banquet 

’func/cuq, t/enint/ (ffiffit/y 

Guieteen Aumdred\anOnmeiquune- 

at effiit o-!c/ocA■ in t/e. eaentny- 

G/7/e ■ Orand f/Gte/ 

CJ/ysta/ /Sa/baom 

SFPITRF 

INVESTMENTS 
FINANCIAL GROUP 

<Sa/ety dndustries- 

anncumceA tAointroobuctionffit/u/caobutionacy 

Gomfetttes^cofitro//et/ Water a/t/beec jt/ebem 

at our demonstratiorffioor 

6/t4 Gentra/ (Safece&swqy 

Sbeffiubo-, bdasAinyton- 

qu'ese/itations at 7:30 am, 72 noon- and Gtm 

9LS.V& 
b/uffit uuddee se/aed 

Figure 8-41, -42, -43 

Custom level announcements 
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You are Cordially invited to attend 

the 1995 Annual Awards Reception and Luncheon honoring 

HOUSTON 700 

Private Companies Making the Greatest Impact on Houston 

Thursday. October 5,1995 • II:30a.m. to 1:30p.m. 

Westin Galleria Hotel • Third Floor Ballroom • 5060 West Alabama 

Award Presentation to the HI Company 

Keynote Address by the HI Company 

R.S.V.P. by September29.1995 

$35 per personfor TopJOO com/xmiea * $45for all others * $10fee fier person far late reservations 

Free parking in garage off West Alabama 

1995Annual Awards Luncheon 

Figure 8-44 
Premium level announcement. 

Credit: Creative Art Director: Jennifer 

Woeste, University of Houston Small 

Business Development Center, Graphic 

Designer: Marsha Pehrson, Greater 

Houston Partnership, Printer: Dan 

Billington, R.R. Donnelley Financial 

Houston Division 

Figure 8-45 

Premium level announcement. 

Credif.Vosburg de Seretti, inc., designers 

CprduUy /***ted 'TucAtxnd 

lbe75th 
Annual 'JMeeting 

and 

'Diamond Jubilee 'Banquet 

of the 

Craighead County Chapter, 

<_sfmerican Ttfd Cross 

Jonesboro, c.Arkansas 

Cefpril 16. 1992 

Keynote Speaker, Elizabeth 'Dole, 

Tvesident, t^efmeriean Tl(d Cross 

♦ 

Dole Reception and Banquet. $32.50 

Dolt Reception, 5 30 pm 

Holiday Inn Hotidome. SI5 

Diamond Jubilee Banquet. 7.-00 pm 

Reng Center Ballroom. $25 

Arkansas State University 

fti r.p early as seating »limited. 

Retervariom. 501*932*3212 

Prectedi to benefit the Dtutarr Equipment Fund. 
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Figure 8-46 

Premium level 

announcement. 

Credit: Kathryn 

Vosburg-Seretti, 

designer 

% 
VV w v 

orr>r0m... 

%,>***, mmion^^rycuriostt. 

™ A4 » ’ 
fcV, . Medieal (>nU!* r 

%\\ and Hors -,^s ^ V^» ' ' n'nner. Program a,,,/ j» v * 

■\^4 and repartee! An event Oot 
'P'ted tto6r. 

^Pte8 w * - •/>• -r.y to 

P^l f„r Scurlock Tower«„rf 

0<W \ 
/iletholisl ^ 

The Methodist Hospital System 
Houston, Texas 

_
_
_

_
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Other business 
communication projects 

Several other publications are grouped in this section 

either because the designs are usually similar to each 

other or the publication has similar specifications to 

another publication that was presented in great 

detail. 

Name tags 

Type 

Business badges 

Convention badges 

Paper 

Positioning 

Specifications 

2Wx W 

2y/'x4" 

65# cover, 80# text with or without pressure- 
sensitive backing 

If names are computer generated onto name 
tags, check positioning as it is automatically fed 

SAFETY INDUSTRIES 
OF AMERICA 
1999 Convention 

r 
Helping each other to safety 

Figure 8-47 Name tag 

Because reading distance is about two feet, use 14- 

point type or larger. Usually include the company 

logo. Allow at least 1" for the name and title or com¬ 

pany. Tags can be purchased in sets to run through 

the laser printer from the paper company (figure 

8-47). 

Figure 8-48 

Two-up ticket for standard blanks 
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Tickets 

Type Specifications 

Sheet Tvo-up, 43/u" x 6 Vi 
Tear-off ticket IVsx 4W 

Image limitations s/i6"at the top (includes numbering area) + 
stub information = P/iTstub; 
%"at bottom for numbering 

The specifications are determined by the amount of 

information and are set as small as business cards 

and as big as headlines in 24-point type. 

For standard level (figure 8-48), use 67# vellum 

bristol cover, or 65# cover, perforated. Numbered 

tickets can be purchased in packs of 500, called 

blanks. A template is furnished showing the exact lo¬ 

cation of the copy. These tickets can be run on 

some lasers, copiers, and small offset printers. 

If the design needs to be a custom or premium 

design, be sure to know the limitations of the loca¬ 

tion of the perforation and the numbering machine. 

Appointment cards 

Appointment cards are similar to business cards, but 

there is more copy and a need for room for fill-in in¬ 

formation. They should be 2" x 3%". Use a 16-point 

leading for fill-in lines (since it will be handwritten 

copy) and an 8-point leading for other copy (figure 

8-49). 

Element Type Specifications 

Company name Serif /sans serif, 10 to 11-pt type, to match other 
publications of package 

Dr. name Same as company name 

Body text: Helvetica regular, 6 to 8-pt type, all caps, or small 
caps 80%, centered. 

8-pt 

SERETTI COMPREHENSIVE DENTISTRY 
16902 El Camino Real Suite 4A Houston, Texas 77058 

Telephone: (713) 486-9440 

Has an appointment on 

□ Monday □ Wednesday □ Friday 
□ Tuesday □ Thursday □ Saturday 

Date_ Time_ 
A broken appointment is a loss to everyone. Please inform us one day in 

advance if you are unable to keep your appointment. 

Figure 8-49 Standard appointment card. 

Credit: Kathryn Vosburg-Seretti, designer 

Leading 



192 SECTION II TYPES OF PUBLICATIONS 

Diploma/award 

Diplomas and awards use type specifications similar 

to formal invitations but with larger type sizes. Leave 

approximately 1" for each line of personalized in¬ 

formation (figure 8-50). Use ornament fonts for bor¬ 

ders. These should be 8’ x 10”, suitable for framing, 

and the paper should be 24# 100% rag or parch¬ 

ment finish. 

Element Type specifications 

Company name Script or cursive, 24-pt type 

Body 14/20 centered 

Signature 7-pt type in serif or sans serif 

salutes 

Dave Newman 
as a 

Board Director 
for his continuing commitment to higher education. 

Lawrence Markev. Foundation Executive Director 

1995-1997 

I udrev Fussier, Foundation President 

Figure 8-50 Standard diploma. Credit: College of the Mainland Foundation, Glenda Brents Rebstock, designer 



For additional research 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Review invitation sample books 

Contact Art Director Clubs 

10 E. 39th Street 

New York, NY 10016 

Historical information 
Cabarza, Leslie, Letters: 100 Years of Great Designs, 

Cincinnati: Rockport Publishers. 

Carter, David E., Designing Corporate Symbols, New 

York: Art Direction Book Company, Inc., 1978. 

Letterhead and Logo Design 3- Creating the Corporate 

Image, Cincinnati: Rockport Publishing, 1994. 

Trends 
Carter, David E., Letterheads/8, New York: Art Di¬ 

rection Book Company,Inc., 1996. 

Place, Jennifer, Creating Logos and Letterheads, 

Cincinnati: North Light Books, 1995. 





Chapter 

o 
/ Text Documents 

Designing documents 

8/T x II" short documents 

Long documents 

Resumes 

Annual reports 

Other text projects 

For additional research 

After reading this chapter and applying its principles, the 

designer should have success producing: 

• Bulletins 

• Booklets 

• Planning materials 

• Handbooks 

• Press releases 

• Reports 

• Books 

• Research papers 

• Proposals 

• Prospectus 

• Instruction manuals • Specification sheets 

• Curriculums 

• Resumes 

• Textbooks 

195 
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Companies and organizations of every> 

size create volumes of text docu ments. 

Documents are used internally to 

inform and communicate and 

externally to educate. 

Designing documents 

Text documents are functional. Therefore, readabili¬ 

ty is imperative and should be the first consideration 

in design. Paragraph specifications for body text are 

as critical as the logo is for the business communica¬ 

tions package. A good set of type specifications 

should be reused to create an identity in all docu¬ 

ments since one good document builds on another. 

Good formats that are shared within the company 

help increase quality. Some companies publish their 

own style manual built on proven type specifications 

and designs. 

Spend time locating the most readable body 

type and use it without stretching, tracking, or any 

other modification. 

X Cross reference: Because type is critical to 

the words and the readability of these pub¬ 

lications, Chapters 3 and 4 regarding type 

serve as excellent references. 

Page elements 

Several page elements are required in order to keep 

copy organized for the reader. Write down the ele¬ 

ment names and the type specifications in the order 

they are chosen as a checklist. Sample pages with all 

elements used in their logical order help visualize 

the relationships between page elements (figure 9-1). 

While revising, refer to the list to keep on track. 

Bibliography subhead 
A bibliography subhead appears before the bibliog¬ 

raphy and is not considered a regular subhead. It is 

set in the same specifications as the subhead but 

bibliography subheads are centered. 
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Figure 9-1 Essential page elements 

for text documents 
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Bibliography text 
Bibliography text refers to the actual text information 
in the bibliography section of the publication. Bibli¬ 
ography text is set with a 2-pica hanging indent or a 
standard first line indent. Use body text type specifi¬ 
cations or one size smaller and the standard sec¬ 
ondary leading. The name of any book or article is in 
italics rather than underlined. There are many styles 
for bibliographies but consistency in style, order of 
the particulars, and use of italics are the most im¬ 
portant. 

Body indent 
Body indents occur when paragraphs are included in 
the text that are directly part of the text. Body indent 
is used for long quotes separated from the rest of the 
body text or for extracts or a paragraph that might be 
a side thought. The type specifications are the same 
as for the body text or one size smaller with tighter 
leading. 

Body introduction 
The first paragraph at the beginning of a section or 
after each subhead is a body introduction. Setting 
up a style for this paragraph separates it and elimi¬ 
nates secondary leading while bringing the para¬ 
graph closer to its subhead. The simplest method is 
removing the first line indent. 

X Cross reference: See figures 4-11 and 4-12 
for other paragraph markers. 

Body lists, bullets, and numbers 
The purpose of body lists, bullets, and numbers is to 
direct the reader to a listing for a group of choices or 
a sequence of steps. When paragraphs are broken 
into lists, bullets, and numbers, they can be scanned 
by the reader. This is valuable in publications where 
the reader is searching for specific information. 

Body text 
Body text includes the words of the document itself. 
Body text is usually set in 8- to 11-point type in serif 
typefaces or, occasionally, sans serif. Choose a face 
with the customized type specimen for leading, type 
size, and first line indent matching the line length of 
the design. 

By-line information 
A by-line gives reference to the author of the publi¬ 
cation or article. A by-line can be placed at the be¬ 
ginning or end of the document. If it appears at the 
end, the word “by” is deleted. Either the caption or 
the by-line uses italics. If the document uses italics in 
another page element, try other choices (figure 9-2). 

Captions and call outs 
Captions appear at the bottom of illustrations and 
photographs as identification. Call outs add notes to 
specific areas of information. Usually, the type is 
smaller than the body text and is a different weight. 
Place them consistently on all illustrations. Allow one 
leading of space before and after other body text. 

Charts 
Charts are informative listings, such as financial in¬ 
formation. Set chart type one size smaller than the 
body text and add lines and tints to help the reader. 

X Cross reference: Samples of charts appear 
in figures 4-25 through 4-29. 

Headers and footers 
The running title information and page numbers are 
called headers and footers. The length of the publi¬ 
cation dictates the need for headers and/or footers. 
Headers and footers include the title, page number 
(folio), and sometimes date and total number of 
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pages. Place them at least 2 picas outside of the 

body text block. For back and front designs, give 

the name of the publication (and sometimes the 

chapter name) on the left side page and the name of 

the book or subject on the right side page, placed as 
mirror images (figure 9-3). 

Introduction to the publication 
The introduction is a short opening following the 

title. The introduction sets the mood, similar to a 

kicker or subhead in an ad. Type specifications fall 

between the body type size and title type size similar 

to a subhead in advertising or a pull quote in news 

publications. Introductions are used frequently for 

publications without drawings or photos that need 
snap or contrast. 

Pull quotes 
Pull quotes fit a column of the grid or are used to 

create run-around text. Pull quotes should not cut a 

line in half or give the reader too many lines of one 

and two words. If a box is added to the pull quote, 

the quotes should be indented 1 pica from the box. 

If the same typeface is used for pull quotes and body 

text, use a leading noticeably different than the body 

text to separate the copy. For informal publications 

that need more contrast, place the pull quote and its 

box at a 14° angle. Additional contrast can be added 

with reverse type in bold. 

Subheads 
Subheads are the subject for a section of text. One- 

subject reports, without technical details, may have 

one level of subheads. Complex documents will 

have five or six levels of subheads. Subheads are 

recognized by contrast. Using weight, case, and sur¬ 

rounding white space (before paragraph leading) in¬ 

stead of drastic size changes keeps subheads simple 

and allows more room for multiple levels and a large 

number of page elements. 

By Kim Any Nguyen 

ITALICS BOLD, ONE SIZE SMALLER THAN BODY TYPE 

By Kim Any Nguyen 

ITALICS REGULAR, SAME SIZE AS BODY TYPE 

By Kim Any Nguyen 

ITALICS BOLD, ONE SIZE SMALLER THAN TYPE 

—Kim Any Nguyen 

ITALICS , ONE SIZE SMALLER THAN TYPE WITH AN EM DASH 

Figure 9-2 By-line samples 

Getting on the Internet 
ITALICS BOLD, SMALL CAPS WITH WORD CAPITALS 

GETTING ON THE INTERNET 
REGULAR, SMALL CAPS. NO SHIFT POSITION LETTERS 

GETTING ON THE INTERNET 
REGULAR, SMALL CAPS, NO SHIFT POSITION LETTERS 

INCREASED LETTERSPACING 

Getting on the Internet 
ITALICS BOLD, ONE SIZE SMALLER THAN TYPE, 

INCREASED LETTERSPACING 

GETTING ON THE INTERNET 
ITALICS , ONE SIZE SMALLER THAN TYPE, ALL CAPS 

Figure 9-3 Header and footer samples 
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Table of contents 
A listing of the chapters or sections and subheads is 

included in the table of contents. The table of con¬ 

tents may appear on a separate page after the title 

when the length of the publication requires reference 

points. Use the body text sizes with a narrower col¬ 

umn for the type and additional leading between 

listings. 

Title or title of chapter 
The title presents the subject or the publication nam¬ 

ing the chapter of a document. If a cover page does 

not exist, the title on the first page can be several 

type sizes larger than the body text. Although many 

choices are appropriate, the title typeface should 

blend with the body text. Turn off hyphenation in 

the style palette. 

X Cross reference: Use display samples in 

Chapter 4 for title ideas. 

Research 

While researching the best type and paragraph spec¬ 

ifications, give consideration to the reader. Scanning 

the title or the first paragraph of the text material 

often gives clues regarding the reader’s special 

needs. Also, be aware of the length of the publica¬ 

tion and determine how long the reader will be en¬ 

gaged. Ail of these considerations fit together to help 

with choices for type specification and page design: 

typeface, size, leading, indents, before leadings, and 

case. Some variables that help determine these deci¬ 

sions are questions such as: 

• Reading distance and lighting. How far away 

will the page be from the reader? What kind of 

lighting will the reader be using? Keep type 

sizes within the average range of 8- to 10-point, 

but choose 10-point if the distance or lighting is 
a problem. 

• Handling and notetaking. Does the document 

need wide margins for hand holds, highlighting, 

or notes? Keep IV2" margins on documents re¬ 

quiring holding or notetaking. 

• Complex subheads. Will subheads blend 

smoothly into the type but still be easy for the 

reader to browse? How many subheads will 

there be per page? How many levels of sub¬ 

heads will there be? Keep sizes down and be¬ 

fore paragraph leadings as generous as 

possible. 

• Poor vision or reading problems. Will the doc¬ 

ument need larger body type (11- or 12-point) 

for readers who are dyslexic or have poor vi¬ 

sion? Try longer line lengths with larger first line 

indents, more leading, and more before para¬ 

graph leading along with extra large type. Note: 

Avoid 12-point type for normal readers because 

it places too few words on a line and darkens 

the copy. 

Bindery effects on margins 

Establish bindery requirements for the page margins 

and columns choices. Notice that the margin spacing 

for long and short documents take opposite direc¬ 

tions because of the different bindery techniques 
(figure 9-4). 

• Short documents (8V2" x 11"). Margins are fairly 

equal and additional space is added to the 

bound side for various bindery techniques. Spi¬ 

ral or plastic binding, three-hole punch, and top 

stapling allow each page of the report to be 
separate. 

• Long documents (5V2" x 8V2", 7" x 8V2", and 6" x 

9"). An open book that is saddle stitched or 

book bound shows the two pages that face 

each other seamlessly, which is best for long 

documents. To accomplish this, the margins are 

set uneven with the inside (or gutter) margin the 
smallest. 

Determine the page size for the document by 

checking the printing method. Small presses and 

copiers can run documents from page sizes of 8V2" x 
11", 5V2" x 8V2", and 7" x 8V2". 
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1/4"TO 1/2" FOR BINDERY PAGE SET UP FROM 

BINDERY MARGIN 

Word processing software efficiently creates designed docu¬ 

ments, but li is also used as text typing far desktop publish¬ 

ing software, Word processing for text documents begins by 

establishing Immediate communlcaUon between the typist 

and tlic page design specialist before the text-only files for the 

document are typed. Use the following steps as a model for 

instructions. (Some of these instructions originated in the 

magazine The Page.) 

Word processing software efficiently creates designed docu¬ 

ments, txit It is also used as text typing for desktop publish¬ 

ing software. Word processing for text documents begins by 

establishing immediate communlcaUon between the typist 

and the page design specialist before the text-only files for the 

document ore typed Use the following steps as a model for 

instructions. (Some of these instructions originated In the 

magazine Tbrt I’ngaJ 

Word processing software efficiently creates designed docu¬ 

ments, but It Is also used as text typing for desktop publish¬ 

ing software Word processing for text documents begins by 

establishing Immediate communication between the typist 

and the page design specialist before the text-only files for the 

document arc typed. Use the following steps as a model for 

instructions. (Some of these Instructions odginated In the 

magazine The Page.) 

Word processing software efficiently creates designed docu¬ 

ments, but It Is also used as text typing for desktop publish¬ 

ing software. Word processing for text documents begins by 

establishing Immediate communlcaUon between the typist 

and the page design specialist before the text-only files fix the 

document are typed. Use the following steps as a model for 

instructions. (Some of these instructions originated In the 

magazine Tba PagoJ 

SHORT DOCUMENTS, 8.5"X 11" 

TWO INSIDE MARGINS 

APPEAR AS ONE 

AND SHOULD BE NARROW 

LONG PUBLICATIONS, BOOK BOUND 

Figure 9-4 Inside margins for facing pages—different bindery styles 

Large presses do not change their sheet size for 

each job. Each press is set up for its maximum sheet 

size and the job is trimmed after printing. Large 

presses come in several different sizes. When de¬ 

signing a 6" x 9" document, realize that it will run on 

a large press that feeds 25" x 38" paper with sixteen 

pages printed on one sheet. 8Vi" x 11" with four- 

color process is run on medium and large presses, 

printing four to eight pages at a time. 

Typing a text document 

Word processing software efficiently creates de¬ 

signed documents, but it is also used as text typing 

for desktop publishing software. Word processing 

for text documents begins by establishing immediate 

communication between the typist and the page de¬ 

sign specialist before the text-only files for the docu¬ 

ment are typed. Use the following steps as a model 

for instructions. (Some of these instructions originat¬ 

ed in the magazine The Page.) 

Word processing files can be used across plat¬ 

forms (varieties of computers). Check software in¬ 

structions for file formats that are unacceptable. 

Presented are the standard typing techniques that 

eliminate any additional manipulation of the word 

processing file to place it into page layout software: 

• Space once after periods. Do not hit multiple 

space bars! 

• Leave tab information unformatted. Do not set 

tabs. Use the default tab setting and tab once to 

indicate a tab column, bullet, or numbered ma¬ 

terial. 

• Use single returns. Add a single return at the 

end of a paragraph or title, but do not hit the re¬ 

turn key until the end of a paragraph or section. 

Do not use any double returns after a para¬ 

graph. 

• Indent with first line indent. Indent without hit¬ 

ting the tab or space bar keys, or do not indent 
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at all. All tabs will be manually stripped out by 

the page layout person. 

Use upper and lower case. Even if the final 

copy needs to be all caps, use typographers 

marks or tags to indicate copy to be set all caps. 

Complete proofreading. Before placing text in 

the page design software, proofread the text. 

Save each chapter as a separate file. Use a two- 

digit (01) number prefix on the file name so 

that it will appear in correct order. 

Add style names or tags. The page design spe¬ 

cialist can translate the same name in both the 

style palette or a code tag such as <1> or 

<body> into the page layout style palette. The 

page design program will automatically strip 

out the “< >” and give it the specifications built 

into that name. 

Tags can also be included in the text with¬ 

out bracket, such as “figure 1" or “Add art 1.” 

The specialist can quickly search and replace 

those words with the required art in the in-line 

story editor. 

• Avoid typographic bullets. Bullets in the word 

processing program are too large. The typist 

can substitute a bullet with the letter “o” fol¬ 

lowed by a tab, which can be replaced later in 

the page design software. 
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8/T x II" Short documents 

The reader of short documents must evaluate the 

facts presented in the document, reach a conclusion, 

and in some cases write a recommendation. Most of 

the body text is read at a distance of 12" to 18" and 

the readers are usually sitting at a desk. It is a one- 

subject document that often requires room in the 

leading and margins to write comments. 

Margins and bindery decisions 

One column of type of an 8V2" x 11" page allows a 

generous margin of l" on all sides. Use V2" or less 

with two or three columns of type to allow for wider 

columns and longer documents. The page will look 

visually proportional if the bottom margin is slightly 

wider than the other three. Additional left margin 

space is added for the binder. Spiral or comb binding 

is chosen as permanent binding. This requires an 

additional !4" (figure 9-5). Spiral and comb binders 

are metal and plastic. Spiral binders can be used 

with hard covers (book covers) that wrap around 

the document, exposing approximately half of the 

outside of the binder. Comb binders use flat sheets of 

cover weight stock that are punched just as the 

sheets are punched. 

Publications needing page revisions usually are 

bound with the sheets drilled with three holes re¬ 

quiring an additional Vi of the outside margin. Three 

holes drilled on the outside of the pages can be 

placed into three-ring notebooks, Duo Tang 2 piece 

covers, covers with screw post, or fasteners. Three- 

ring notebooks can be purchased at an office supply 

company with plastic sleeves to slip in the cover or 

can be printed in four-color process by specialty 

book binding companies. 

Choice of bindery is usually related to how the 

publication will be handled when it is read. Since the 

extra binding margins are not seen by the reader as 

part of the page, they are added to the measure¬ 

ment. 

Grid and column format 

Grid and column format play an essential role in the 

presentation of a short document. One or two 

columns of type are the most common for an 8V2" x 

11 sheet. Use two or more columns if the line 

length exceeds 24 picas or the number of words in 

a line exceeds fifteen. 

ADD 1/2" SIDE STITCH ADD 1/2" 3-HOLE PUNCH ADD 1/4" SPIRAL OR PLASTIC BINDING 

Figure 9-5 Margins plus bindery margins 
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Longer line lengths with one column of type 
For one column of type with a 20-24 pica line 

length, use 10- or 11-point type with generous lead¬ 

ing and before paragraph leadings and (2- to 4-pica 

first line indents. (For more information on master¬ 

ing type to different line lengths, see figures 9-6 and 

9-9.) 
A one column grid can be built to match the 

design on a bulletin or press release and still look 

good for proposals, research papers, and reports. 

The additional space on the page can be used for 

pull quotes, line drawings, photographs, and 

definitions. 

Shorter line lengths 
with multiple columns of type 
For two or three columns of type in line lengths of 6- 

11 picas, use 8- or 9-point type that allows a mini¬ 

mum of seven words per line. 

To save paper and space, multiple columns are 

useful for longer 8V2" x 11" documents or documents 

that are in their final presentation stage. Two 

columns of type (see figure 9-10) have the most ver¬ 

satility built on a five column grid (see figure 9-7). 

Outside margins do not need to be as wide as with 

single columns. Multiple columns allow flexibility 

with the location of pull quotes, line drawings, and 

photographs. 

Selecting type specifications 
Because type specifications must fit together, select 

the type for the body text first, then build around it. 

Follow these steps: 

1. Determine the look of the company. The most 

common choices are traditional or modern. 

2. Set up body text specifications. 

3. Choose italics or bold. Use for emphasis within 

text. Italics is acceptable for references to other 

publications, quotes, and word emphasis. Bold 

is used if words need impact. The company 

name may be set in italics or bold as its signa¬ 

ture within the copy. 

4. Choose subhead typeface. Traditional designs 

use only one typeface, which gives minimal 

contrast between elements. 

5. Choose specifications for all other elements. 

6. Write a style list. Include all the specifications in 

order of strength. When revisions are necessary, 

balance can be easily maintained by looking at 

the list. 

7. Add contrast. Use before paragraph leading, 

lines, or reverses. 

8. Prepare a sample page of text. Use all type 

specifications in their natural order. Most soft¬ 

ware packages include sample text that can be 

placed on the page for a sample copy. 

Secondary leading 
Secondary leading refers to space added before a 

paragraph of body text and subheads that help sep¬ 

arate them from the other copy. Typewriters once 

used double returns for secondary leading. This cre¬ 

ates more space than is needed for documents. 

Three or four different page elements often need 

different amounts of space before their copy. In tra¬ 

ditional typesetting, this space is called secondary 

leading (secondary to the leading of the type). A 

single use of a secondary leading is set at one-half of 

the body text leading, replacing double returns. Use 

figures in the before paragraph leading window, half 

the size of the body text leading, and they will be 

added automatically with a return. Some software 

looks for a decimal inch measurement until the pref¬ 

erences are changed. 

In figures 9-6 and 9-9, the secondary leading is 

set in the paragraph specifications as before para¬ 

graph leading for the subheads. Use a before para¬ 

graph leading of 6 points and visually check the 

subheads for proximity to their paragraph and the 

preceding paragraph. 

Figures 9-7 and 9-10 show a more complex 

“leading-based” design. Leading-based designs apply 

to designs requiring all text to match on the front and 

back side of a page or column to column. The sam¬ 

ples place a total of 12 points around the subhead (8 

points before, 4 points after). For leading-based de¬ 

signs, the leading plus before and after leading of the 

subheads must total two or more baseline leadings. 
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Leading hierarchy 
Leading should be arranged in a hierarchy for maxi¬ 

mum readability. Set up the subhead order, adding 

increasing amounts of before paragraph leading to 

each level of subhead. If body text, bullets, or num¬ 

bers need before paragraph leadings, use less than 

the bottom level subhead—as little as 3 or 4 points 

will be noticeable. Figures 9-8 and 9-11 show a sug¬ 

gested leading hierarchy. When uncertain, use the 

numbers for 12-point leading. 

Adding contrast 

When more contrast is needed between elements or 

when designing with ruled lines, reverses and color 

can be built into a style palette for subheads. 

Standard level short documents 
Small quantities and urgent deadlines are well met 

with standard level short documents. Writing papers 

without deep textures will print easily in the laser 

printer. Ask the paper representative for specific 

paper choices. Try the specifications from figures 9- 

6 through 9-8 for style palette information or change 

fonts and modify slightly: 

Element Type specifications 
Title 26/28 Caslon bold, flush left (FL), mixed case 

Introduction 11/28 Caslon italics, U & lc, FL 

By-line 7/14 Caslon bold italics, all caps, flush right (FR) 

Subhead 11/14 Caslon bold, all caps, FL, mixed tracking, 
mixed letterspacing 

Body introduction 9/14 Caslon Regular U & lc, FL 

Body copy 9/14 Caslon Regular, FL first line indent 9 pt 
(same number of points as the type size) 

X Cross reference: See Chapter 5 for samples 
of adding contrast. 

PAPER AND INK. Use 20-24# bond white paper for 

the front only or 50-70# opaque or white, 8V2" x 11", 

for back and front. Use black ink. 

8/T x 11" Short document samples 

Range for type specifications 
Element Type Sizes Comments 
Title 24-72 pt All display type options, but 

compatible with text style 

Introduction 8-18 pt Body size or larger, leading 6-8 pt 
greater 

Subheads 8-12 pt Bold, body size or one size greater, 
see long documents section for 
Subhead B,C, and so on 

Body text 8-11 pt Leading 2-4 pt greater 

Body introduction 8-11 pt Leading 2-4 pt greater 

By-line 8-11 pt Italics, body text size 

Header or footer 6-9 pt' Italics 

Pull quote 14-18 pt Leading 4-6 pt greater 

Chart or graph 7-10 pt Usually one type size smaller than 
body text 

Chart title 8-12 pt Same as subheads 

Caption/call out 7-11 pt Body size or smaller in regular 
or italics 

Bibliography 8-12 pt Matches type specifications of 
subhead, subhead centered 

Bibliography text 8-11 pt Matches type specifications of body, 
2-pica hanging 

BINDERY. 

Three-hole punch with an additional V2" margin on 

the left side. 

Spiral binding with an additional /" margin on the 

left side. 

Staple and tape with an additional Vi margin on the 

left side. 

OUTPUT DEVICE. 

1st Choice—Laser original (600 dpi or greater) to 

copier. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 

Custom level short documents 
Additional page elements, contrast techniques, and 

use of additional software packages add production 

time and increase printing requirements (figures 9-9 

through 9-11)- 
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The Wonderful World 
of Universal Language 

Vast numbers of peoplefrom all 

over the world 

have met to see 

the beginning 

of this revolutionary 

international language. 

Ni 
BYJJ. WREN 

m OT long ago, our languages and dialect were averag¬ 

ing between 15 and 20 per country. Today, dialects 

have decreased but new expression are added at be- 

:n 25 and 30 a year and one Brushes the day asking 

if there are any more expressions to be added! The ta¬ 

ble on the next page indicates what will happen to our 

ability to communicate without control of use of universal expression for new 

technology and expression in our graphic communication pieces. The printed 

word can be the monitor to help those working with multiple languages by al¬ 

lowing only universally accepted words added. 

Year to Date 

Most countries have chosen to limit their slang expression None will 

be used for publications unless the word has been given a universal 

meaning. Switching to universal expression has had an astounding ef¬ 

fect on both our productivity and our ability to communicate with 

other countries in our area. 

Not long ago, the language interpreters were finishing the day ex¬ 

hausted. Today, with the daily up-date on new term, translators and in¬ 

terrupters arc averaging between five and ten words or expressions a day 

and finish the day asking if there are any more to be added! The table 

on the next page illustrates the impact universal wording have had on 

our business. 

The idea of universal terms was first thought of by listening to 

teenagers around the world speak to each other about their music. 

They began to share terms that were acceptable to all and eagerly com¬ 

municated to each other satisfactorily without the time lapse. 

Not long ago, web publishing and networking of computers 

shrunk the size of the globe by bringing access to anyone in any coun¬ 

try. It seems a natural phenomenon to use terms and phrases that had 

a language of their own. 

The Wonderful World 
of Universal Language 

Vast numbers of peoplefrom all over the world have met to see the beginning 

of the new international language. It is a new approach to a problem that 

hasfound no solution for the last 3,000years. 

NOT LONG ago, our languages and dialect 

were averaging between 15 and 20 per 

country. Today, dialects have decreased 

but new expression are added at between 

25 and 30 a year and one finishes the day 

asking if there are any more expressions 

to be added! The table on the next page 

indicates what will happen to our ability to 

communicate without control of use of 

universal expression for new technology 

and expression in our graphic communica¬ 

tion pieces. The printed word can be the 

monitor to help those working with mul¬ 

tiple languages by allowing only univer¬ 

sally accepted words to be added to all. 

YEAR TO DATE 

Most countries have chosen to limit 

their slang expression None will be used 

for publications unless the word has been 

given a universal meaning. Switching to 

universal expression has had an astounding 

effect on both our productivity and our 

ability to communicate with others. 

Not long ago, the language interpreters 

were finishing the day exhausted. Today, 

with the daily up date on new term, trans¬ 

lators and interrupters are averaging be¬ 

tween 5 and 10 words or expressions a day 

and finish the day asking if there are any 

more to be added! The table on the next 

page illustrates the impact universal 

The idea of universal terms was first 

thought of by listening to teenagers 

around the world speak to each other 

about their music. They began to share 

terms that were acceptable to all and ea¬ 

gerly communicated to each other satis¬ 

factorily without the time lapse. 

Not long ago, web publishing and net¬ 

working of computers shrunk the size of 

the globe by bringing access to anyone in 

any country. It seem to be a natural phe¬ 

nomenon to use terms and phrases that 

had a language of their own. 

This Month 

After one year of experimenting with 

the universal language, those responsible 

for language dictionaries and usage in 

publications are beginning to experience 

relief because the change from the old way 

of multiple translation requirement to a 

single translation requirement are saving 

time. Nothing could add to the success of 

a new experiment in language than the 

support of the business community. 

Managers are participating in training 

that supports the new language. When a 

new part or technique is referred to by its 

universal name in the beginning, the word 

itself has no learning curve because it is its 

only name. Managers are encourage to 

use only the correct name as reference and 

not adopt slang expressions that will con¬ 

fuse the worker. This will also have an 

advantage when workers move from one 

company to another. 

Software and hardware developers have 

eagerly adopted the use of universal lan¬ 

guage. Representative of large companies 

have formed a board called the Universal 

Language Board. During the last year, 

this board met once a month to agree on 

definitions translated into the twenty 

major language. Which means that if a 

user spoke English, they would receive 

the same definition in every software and 

hardware instruction package rather than 

as many definitions as there are packages. 

Last Year 

So far this year, small business have 

been able to go on-line and download 

new terms and expressions. It is free be¬ 

cause the larger companies now see the 

importance of being able to communicate 

with all people and companies in the fast 

changing world! 

—JJ. WREN 

Figure 9-6 (Left) Standard level short document. One 

column of type on a three column grid 

Figure 9-7 (Below) Standard level short document. 

Two columns of type on a five column grid 

the 
WONDERFUL WORLD 
of Universal Language 

Vast numbers of people from all over the world have met to see the beginning 

of the new interational language. It is a new approach to a problem 

that hasfound no solution for the last 3,000years. 

Not long ago, our languages and dialect 

were averaging between 15 and 20 per coun¬ 

try. Today, dialects have decreased but new expres¬ 

sion are added at between 25 and 30 a year and one 

finishes the day asking if there are any more expres¬ 

sions to be added! The table on the next page indi¬ 

cates what will happen to our ability to 

communicate without control of use of universal ex¬ 

pression for new technology and expression in our 

graphic communication pieces. The printed word 

can be the monitor to help those working with mul¬ 

tiple languages by allowing only universally accept¬ 

ed words to be added. 

■ Year to Date 

Most countries have chosen to limit their slang ex¬ 

pression. None will be used for publications unless the 

word has been given a universal meaning. Switching 

to universal expression has had an astounding effect 

on both our productivity and our ability to commu¬ 

nicate with other countries. 

Not long ago, the language interpreters were 

finishing the day exhausted. Today, with the daily 

up date on new term, translators and interrupters 

are averaging between 5 and 10 words or expres¬ 

sions a day and finish the day asking if there are 

any more to be added! The table on the next page 

illustrates the impact universal wording have had 

on our business. 

The idea of universal terms was first thought of 

by listening to teenagers around the world speak to 

each other about their music. They began to share 

terms that were acceptable to all and eagerly com¬ 

municated to each other satisfactorily without the 

time lapse of translation 

Not long ago, web publishing and networking of 

computers shrunk the size of the globe by bringing 

access to anyone in any country. It seem to be a nat¬ 

ural phenomenon to use terms and phrases that had 

a language of their own. 

■ This Month 

After one year of experimenting with the universal 

language, those responsible for language dictionaries 

and usage in publications are beginning to experi¬ 

ence relief because the change from the old way of 

multiple translation requirement to a single transla¬ 

tion requirement are saving time. Nothing could add 

to the success of a new experiment in language than 

the support of the business community. 

Managers are participating in training that sup¬ 

ports the new language. When a new part or tech¬ 

nique is referred to by its universal name in the 

beginning, the word itself has no learning curve 

because it is its only name. Managers are encourage to 

use only die correct name as reference and not adopt 

slang expressions that will confuse the worker. This 

will also have an advantage when workers move from 

one company. 

—JJ. WREN 

Figure 9-8 (Left) Standard level short document. 10/14 

type with an 18-point first line indent.Three columns of 

type on a three column grid with baseline leadings. 
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Not LONG AGO, our languages and dialect were averaging be¬ 

tween 15 and 20 per country. Today, dialects have decreased but 

new expression are added at between 25 and 30 a year and one 

finishes the day asking if there are any more expressions to be 

added! The table on the next page indicates what will happen to 

our ability to communicate without control of use 

of universal expression for new technology and expression in 

graphic communication pieces. The printed word on the moni¬ 

tor helps those working with multiple languages allowing only 

universally accepted words added to all languages. 

YEARTO DATE 

Most countries have chosen to limit their slang expression 

None will be used for publications unless the word has been 

given a universal meaning. Switching to universal expression 

has had an astounding effect on both our productivity and our 

ability to communicate with other countries in our area. 

Not long ago, the language interpreters were finishing the day exhaust¬ 

ed. Today, with the daily up date on new term, translators and interrupters 

arc averaging between 5 and 10 words or expressions a day and finish the 

day asking if there arc any more to be added! The table on the next page il¬ 

lustrates the impact universal wording had on businesses. 

The idea of universal terms was first thought of by listening to teenag¬ 

ers around the world speak to each other about their music. They began to 

share terms that were acceptable to all and eagerly communicated to each 

other satisfactorily without the time lapse of translation 

Not long ago, web publishing and networking of computers shrunk the 

size of the globe by bringing access to anyone in any country. It seem to be a 

natural phenomenon to use terms and phrases that had a language. 

Vast numbers of 

people from all over 

the world have met 

to see the beginning 

of the new 

international 

language. It is a new 

approach to a 

problem that has 

found no solution for 

the last3,000 years. 

The 
Wonderful World of By J.J Wren 

Universal Language 

die wonderful erfiil world 

Universal Language 
By J.J. Wren 

Not long ago, our languages and dialect 

were averaging between 15 and 20 per 

country. Today, dialects have decreased but 

new expression are added at between 25 and 

30 a year and one finishes the day asking if 

there are any more expressions to be added! 

The table on the next page indicates what 

will happen to our ability to communicate 

without control of use of universal expres¬ 

sion for new technology and expression in 

our graphic communication pieces. The 

printed word can be the monitor to help 

those working with multiple languages by 

allowing only universally accepted words to 

be added to all. 

Year to Date 

Most countries have chosen to limit their 

slang expression None will be used for pub¬ 

lications unless the word has been given a 

universal meaning. Switching to universal 

expression has had an astounding effect on 

both our productivity and our ability to 

communicate with others. 

Not long ago, tire language interpreters 

were finishing the day exhausted. Today, 

with the daily up date on new term, transla¬ 

tors and interrupters are averaging between 

5 and 10 words or expressions a day and fin¬ 

ish the day asking if there are any more to be 

added! The table on the next page illustrates 

the impact universal. 

The idea of universal terms was first 

thought of by listening to teenagers around 

the world speak to each other about their 

music They began to share terms that were 

acceptable to all and eagerly communicated 

to each other satisfactorily without the time 

lapse of translation. 

Not long ago, web publishing and net¬ 

working of computers shrunk the size of the 

globe by bringing access to anyone in any 

country. It seem to be a natural phenome¬ 

non to use terms and phrases that had a 

language of their own. 

This Month 

After one year of experimenting with the 

universal language, those responsible for lan¬ 

guage dictionaries and usage in publications 

are beginning to experience relief because 

the change from the old way of multiple 

translation requirement to a single transla¬ 

tion requirement arc saving rime. Nothing 

could add to the success of a new experiment 

in language than the support of the business 

community. 

Managers are participating in training 

that supports the new language. When a 

new part or technique is referred to by its 

universal name in the beginning, the word 

itself has no learning curve because it is its 

only name. Managers are encourage to use 

only the correct name as reference and not 

adopt slang expressions that will confuse the 

worker. This will also have an advantage 

when workers move from one company. 

Software and hardware developers have 

eagerly adopted the use of universal lan¬ 

guage. Representative of large companies 

have formed a board called the Universal 

Language Board. During the last year, this 

board met once a month to agree on defini¬ 

tions translated into the twenty major lan¬ 

guage. Which means that if a user spoke 

English, they would receive the same defini¬ 

tion in every software and hardware instruc¬ 

tion package rather than as many definitions 

as there are packages. 

Last Year 

So far this year, small business have been 

able to go on-line and download new terms 

and expressions. It is free because the larger 

companies now see the importance. 

Figure 9-9 (Left) Custom level short document. One 

column of type on a seven column grid 

/ 

Figure 9-10 (Below) custom level short document. 

Uses Officina Sans Book typeface.Two columns of type 

on a two column grid with baseline leadings 

the 

wonderful 

world of 

Universal Language 
By J.J. Wren 

Yost numbers of people from all over the world hove met 

to see the beginning of the new international language. 

It is a new approach to a problem that has found no so¬ 

lution for the last 3,000 years. 

iNot long ago, our languages and dialect were averaging be- 

jtween 15 and 20 per country. Today, dialects have decreased 

jbut new expression are added at between 25 and 30 a year and 

ione finishes the day asking if there are any more expressions to 

he added! The table on the next page indicates what will hap- 

•pen to our ability' to communicate without control of use of 

universal expression for new technology and expression in our 

jgraphic communication pieces. The printed word can be the 

jmonitor to help those working with multiple languages by al¬ 

lowing only universally accepted words added to languages. 

lYear to Date 

iMost countries have chosen to limit their slang expression 

jNone will be used for publications unless the word has been 

jgiven a universal meaning. Switching to universal expression 

ihas had an astounding effect on both our productivity and our 

lability to communicate with other countries in our area. 

Not long ago, the language interpreters were finishing the 

day exhausted. Today, with the daily up date on new term, 

translators and interrupters are averaging between 5 and 10 

words or expressions a day and finish the day asking if there 

are any more to be added! The table on the next page illus¬ 

trates the impact universal wording have had on our business. 

The idea of universal terms was first thought of by listening 

to teenagers around the world speak to each other about their 

music. They began to share terms that were acceptable to all 

and eagerly communicated to each other satisfactorily without 

the time lapse of translation 

Not long ago, web publishing and networking of computers 

shrunk the size of the globe by bringing access to anyone in 

any country. It seem to be a natural phenomenon to use terms 

, and phrases that had a language of their own. 

This Month 

After one year of experimenting with the universal language, 

those responsible for language dictionaries and usage in publi¬ 

cations are beginning to experience relief because the change 

from the old way of multiple translation requirement to a sin¬ 

gle translation requirement are saving time. Nothing could add 

to the success of a new experiment in language than the sup¬ 

port of the business community. 

Figure 9-1 I (Left) Custom level short document. 

Three columns of type on a three column grid with 

baseline leadings 
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Element Type Specifications 
Title A 60/40 Caslon regular, U & lc, FL 

Title B 36/30 Caslon regular 

Title C 14/15 Caslon regular 

Introduction 10/18 Helvetica light oblique, U & lc 

By-line 12/18 Caslon bold, FR, added letterspacing 

Subhead 1 9/18 Caslon bold, all caps, FL, Tracking, very 

loose, before paragraph leading 30 pt, 6-pt after 

leading (gives leading baseline design) 

Subhead 2 9/18 Caslon bold, U & lc, before paragraph 

leading 12 pt, 6-pt after leading 

Body introduction 9/I8 Caslon regular, U & lc, FL 

Body copy 9/18 Caslon regular, first line indent 9 pt (same 

as the type size) 

PAPER AND INK. Use 24# bond, white, 8V2" x 11", 

60-70# book, white or off-white, matte finish enam¬ 

el; or 60-70# book, white or off-white, laid or linen 

finish with matching cover weight. Use black or one 

spot color ink. 

BINDERY. 

Three-hole punch with an additional Vi" margin on 

the left side. 

Spiral binding with an additional V2" margin on the 

left side. 

Staple and tape with an additional W margin on the 

left side. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at conventional small 

press. 
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Long documents 

Elements in long documents have some of the same 

names as in short documents to provide consistency. 

Because of the large number of elements, it is diffi¬ 

cult to produce long publications without using two 

typefaces. If the publication requires only one face, 

choose one with a strong contrast between regular 

and bold. Some typefaces also have a swash or extra 
bold in their family. 

Long documents usually include numbers, bul¬ 

lets, and leader dots as separate page elements in the 
body text. 

Sections of a publication 

Generally, publications requiring a table of contents 

will divide into three sections: preliminary, text, and 

references. Although all pages listed in each section 

may not appear in all documents, they usually main¬ 

tain the following order: 

Preliminary section 
The preliminary section appears before the text, but 

it is usually typeset after the text. Page elements are 

consistent for titles and body text. Body text is the 

typeface of the text and similar specifications. Few 

pages are numbered but all are counted. Numbering 

uses lower case roman numerals. Check the com¬ 

ments after for related information including which 

pages are numbered and which are backs (even- 

numbered pages). 
Long documents require additional page ele¬ 

ments beyond those mentioned at the front of this 

chapter in order to solve the greater number of sec¬ 

tions and purposes. 

TITLES. The titles at the top of the preliminary sec¬ 

tion match each other in typeface and weight and 

have some identity with the other titles and sub¬ 

heads in the publication. 

TABLES OF CONTENTS. Tables of contents are com¬ 

monly set with leader dots and wide page margins. 

Bring in the column width until the shape of the 

text block matches the shape of the page. Building a 

table of contents automatically by using the styles in 

text is rarely appropriate. Treat the table of contents 

like a new page design and sketch it before produc¬ 

tion. Use a 1 to 2 pica indent to separate the chapter 

name and each level of subhead. Use before para¬ 

graph leading to separate chapters. 

BODY TEXT. Body text should have identity with the 

chapter’s body text, but may have additional leading 

or be set a size smaller and fit proportionally to the 

page. 

Element Comments 
Book half title Set like title page without author or 

publisher’s name 

Publisher’s 
agencies 

Back side of half title, set smaller than body text 

Title page Includes title, subtitle, edition number, author, 
and publisher’s signature 

Copyright Back side of title page, set smaller than body text 

Dedication Title and body text, numbered 

Table of contents Chapters and subheads with page numbers, 
front and back if more than one page, 
numbered 

List of illustrations Title with leader dots listing, front and back if 
more than one page, numbered 

List of tables Title with leader dot listing, front and back if 
more than one page, numbered 

Foreword Title and body text, front and back if more than 
one page, numbered 

Preface Title and body text, front and back if more than 
one page, numbered 

Acknowledgments Title and body text, front and back if more than 
one page, numbered 

Introduction Title and body text, front and back if more than 
one page, numbered 

Text (the chapters) 
Sections inside the text carry all text material with 

running heads and page numbers on the master 

pages. With multiple master pages, set two inside 
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pages and one chapter title page. The numbering 

begins at chapter one and continues through the ref¬ 

erence section. 

CHAPTER TITLE. Because chapter titles vary in 

length, choose the longest title for designing. Type 

specifications are versatile, like advertising headlines. 

The chapter opening should begin as a front (an 

odd-numbered page). 

CHAPTER NUMBER. If there are more than nineteen 

chapters, allow space for the wider “2.” Type speci¬ 

fications are even more versatile than for titles, using 

the full range of type sizes and applying tints, color, 

and overprinting techniques. 

Element 
Chapter title page 

Left inside page 

Right inside page 

Comments 
A right hand page where the chapter begins, 
not numbered 

Master page with name of book as running head 

Mirror image of left side with name of chapter 
as running head 

Sheet sizes 
Work with the printing company to determine the 

printing sheet size for matching the document size to 

the press and bindery. Production in the page layout 

software is completed on page sizes in numerical 

order. Then, the pages are changed to an order fit¬ 

ting in the page layout for the press. This imposition 

is built by the page layout software or a prepress 

software package that also builds color traps. The de¬ 

signer can insert blank pages at the end of a chapter 

to cause the title page to be a front. The blank pages 

have been added by the software so the number of 

pages are multiples of 4, 8, or 16 depending on 

which imposition is required for the press. 

Small presses or copiers use a layout of four 

page impositions. Larger presses can use 4, 8, or 16 

page impositions. When publications have multiple 

impositions, those are “married” together and 

sketched out as a dummy. They are married togeth¬ 

er, stacked for perfect binding, and inserted for sad¬ 

dle stitching, which automatically changes the page 

layout on the imposition (figure 9-12). 

Reference section 
The reference section contains columns of informa¬ 

tion usually set in more than one column of type and 

in smaller type sizes than the text. It is not unusual 

for the outside margins to be decreased to allow 

room for the columns. The reference section follows 

the text. The reference sections may contain: 

TITLES. Set the same specifications as titles are in the 

preliminary section but use smaller type sizes and set 

tighter to the copy. 

INDEX. Automatic indexing will give hanging in¬ 

dents and smaller type sizes, which allow for tighter 

copyfitting. 

Copy placement 

The text block is set up on the computer to match 

the live area on a page (the area controlled by 

where the chapter text automatically flows onto the 

page). It does not include running head and folio 

area. Set the measurement system to picas and fol¬ 

low the formula. Page margins are from smallest to 

largest in this order: inside (gutter), top, outside, bot¬ 

tom. Photos and drawings also can extend to the 

edges of the sheet (as a bleed). The text block 

should be proportional to the page size. Follow 

these steps to determine the location of text block for 
the facing pages: 

1. Draw diagonals. Draw two diagonals from the 

top inside edges of the facing pages to the out¬ 

side bottom edge of the pages. 

2. Determine type size. Establish a line length up 

to 24 picas. The larger the type size, the longer 
the line length. 

3 Set up inside and outside margins. Measure the 

width of the sheet in picas by eight to set the in¬ 

side margin. The outside margin will be 2 picas 

wider than the inside (gutter) margin using a 

Element Comments 
Appendix Used for technical books 

Glossary Set in one to three columns, hanging indent, 
(definitions) or running heads 

Bibliography Set in one column, 2-pica hanging indent, 
before leading 

Index Listing of page numbers for key words 

References Follow the text pages 

Notes Used on any blank pages at the end 
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I 

£ m SI- 2 

6 11 10 7 

9 21- 6 8 

4 13 16 1 

4 PAGE IMPOSITION 

Figure 9-12 Fundamental 

four and sixteen page 

impositions built by the 

desktop publishing software 

4 1 

2 3 



212 SECTION II TYPES OF PUBLICATIONS 

typeface and type size that produces seven to 

fifteen words or thirty-two to seventy-five char¬ 

acters per line. 

4. Match the shape of the page. Use top and bot¬ 

tom margins. Work with the right hand side 

and draw a diagonal from its top left to its bot¬ 

tom right corners. The text will be proportional 

when its left and right corners match the diago¬ 

nal (figure 9-13). Start with a top margin identi¬ 

cal to the inside margin or 1 pica larger. Set the 

bottom margin at 1 to 2 picas larger than the 

outside margin. 

Producing sketch sheets 

After the margins are determined, print the sheets for 

sketching the chapter page designs (figure 9-14). To 

make sketch sheets, follow these steps: 

1. Set up a file. Turn on facing pages and set mar¬ 

gins. 

2. Get the box tool. Draw a box on both master 

pages to fit the margins. 

3. Open three pages. The first right hand page will 

be set up as a master for the chapter opening 

and the left and right page will be set up as a 

second master for facing inside pages. 

4. Print at the scale of thumbnails, four to a page. 

5. Remove these boxes. Use this file as the first 

chapter. 

An organized style palette 

Long publications use the same page elements as 

short documents adding additional specifications for 

complex text. When adding the type specifications to 

the style palette, divide the elements into four parts: 

master page, preliminary section, text pages, and 

reference section. By adding a number before the 

style name, the related style names will group to¬ 

gether in the style palette. Refer to figure 2-7. 

The master page area names that will group togeth¬ 

er are 0 header, 0 footer, 0 folio (page num¬ 

ber), guidelines, and column guides. 

The side bar areas on each page that are not part of 

the text are 1 pull quotes, 1 hints, 1 side bars, 

and, occasionally 1 subhead. 

Inside pages need to flow into the page without 

breaking it into separate text blocks: 2 body, 2 

sub A, 2 sub B, and 2 quote. 

Turn on necessary options in the style palette. A 

less experienced designer will want to add these 

carefully since some can cause the wrong copy to 

move to another page. Some important options in¬ 

clude: 

• An orphan. The first line of a paragraph that is 

alone on a page or in a column. 

• A widow. The last line sits alone on the next 

page or column or a single word is on a line by 

itself at the end of a paragraph. 

• The paragraph setting. “Keep with next line” 

will keep titles and subheads with their copy. 

Production hints 

After placing type specifications in the style palette, 

some paragraph specifications need fine tuning. 

Fine-tune one typical chapter before proceeding to 

production. Work systematically through a complet¬ 

ed chapter, checking paragraph indents and sec¬ 

ondary leading to coordinate with the look of the 

page, number of times it is used on a page, and 

number of drawings and photos (they may conflict 

with each other). This document can be used two 

ways: 

• Use it as a template. If the chapters are going to 

be built in separate files, create a template as 

shown in figure 2-8. Copy updates to the tem¬ 

plate as they are discovered in the production of 

the other chapters. The template may change 

the page numbering and master page chapter 

name, highlight and strike over chapter name 

and number on the opening chapter page, and 

autoflow the text. Other text documents can 

also begin from this template. 

• Use it for this publication. If the entire publica¬ 

tion is being built in one file, it will serve for this 

publication as well as additional publications. 
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Figure 9-1 3 Matching the text block to the 
shape of the page 

\ 
Chapter 1 

Printing 
Processes Today 
Printing processes refers to the process used to output 

the final printed pieces. To produce the best possible 

copy for the lowest possible price, all the process need to be 

considered. 

A test original that shows all possible ranges of problem output to 

all these process is an excellent quality control tool to help in 

choosing the process as well as evaluating new equipment. 

LASER OUTPUT 

If your quantity is 10-20 copies and your paper choice will run 

through your laser printer, your quality right off the laser print¬ 

er will be excellent and the cost will be comparitive to taking one 

copy to a high volume copier. The reason the quality will be high¬ 

er than when you take one copy to a copier is that you are one step 

or one generation away from the original. Any time you make a 

copy of a copy, any weak or gray type gets weaker and any fat or 

type gets fatter. 

RUNNING HEAD OF BOOK TITLE 

COPIER OUTPUT 

No two copiers will produce the same quality, in fact a copier’s 

quality will vary depending on the care that is given to it. Run a 

sample original of your type printed on that copier to be sure how 

big a solid it will hold and how thin a line or small a type it will 

print well. There are copiers that can output straight from the 

computer file and their copies will be the best because you are 

back to first generation copies. Talk to your copier operator before 

you begin a job to be sure of the kind of paper and quality of orig¬ 

inal that is needed. 

SMALL PRESSES 

Small presses are defined as up to 11 x 17 paper size and can 

run different sizes and weights of paper and colors of ink. They 

can print from several kinds of plates, which gives several price 

ranges, and will need an original or a negative from your output 

device. The quality will vary depending on the plate process used 

and quality can vary from press operator to press operator more 

that any of the other process. Finding a quality small press oper¬ 

ator is a find because it can cut the cost of a quality job and give 

you a dependable source for future pieces. 

LARGE PRESS OUTPUT 

Presses that run 23 x 35, 35 x 38 are considered to be large 

presses. They usually run fine papers or enamel stock. There are 

sheet fed and webb fed presses. Newspapers and all quantities of 

forms are printed on webb presses as well as quanlity jobs. Sheet 

feed presses usually only run one size sheet and the final size is 

cut out of that sheet. 

RUNNING HEAD OF CHAPTER NAME 

ON DEMAND PRINTING 

A new and very profitable method of printing has emerged 

recently that will remain part of the printing market, it is 

called on demand printing. The advantage of this process is 

that the printed copies are as good as the first copy from the 

file to the laser printer because that is exactly what it is. 

WSNUUOEH • CAPTION 

The electrostatic process of charge, expose, develop, fuse the 

same process that was used in the first copy machine and is still 

incorporated today to give a clean and exact replica of the origi¬ 

nal image. There are several things to watch for that may be 

unacceptable for the document. Those would include: 

• A slight reduction in image size 

• A course dot to produce photos and tints 

• Color that requires adjustment and daily calibration 

The advantages far outweigh these limitations. The on de¬ 

mand printing will probably not affect the high end color work, 

but will create its own market for short run, black and white 

printing with photos or color printing — each of these has never 

had a good process to fill the needs of these customers. 
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Figure 9-14 

margins 

Sketch sheets for determining 
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Booklet signatures are placed next to or inside 

each other depending on the finishing method. 

Some stitchers can handle up to 100 sheets of paper. 

II this causes too large a trim for the creep, convert 

to perfect bind or spiral bind. Creep is when the 

edge of the folded sheet does not align flush; in¬ 

stead, each sheet shifts further away from the edge of 

the outside folded sheets. Perfect binding is similar to 

binding on paperback books. It is used to create a 

more professional look and with booklets containing 
over 100 sheets of paper. 

A final trim is given to the three edges of a 

booklet because of the uneven edges of the sheets 

after it is folded. The trim size of a long run on a 

large press is the booklet size specified in the job. 

Since small presses run on 8Vi x 11" and 8V2" x 14", 

the final size of that publication is trimmed to !4" 

less at the top and bottom and less on the side 

edge. This is dependent on the thickness of the doc¬ 

ument because of creep when the sheets are folded. 

Try folding a dozen sheets in half to recognize the 

creep shown in figure 9-15. The margin for a copier 

or small press will need to be wide enough so that 

part of the image will not get trimmed. Check with 

the printing company for a safe minimum margin. 

Long document samples 

Range for type specifications 
Element Type Sizes Comments 
Running head 7-10 pt Serif or sans serif, lower case small 

caps, loose tracking or condensed 
type, tight tracking 

Folio 7-10 pt Same as running head or larger, 
either face 

Caption 7-9 pt Smaller than body, lower case 

Body text 8-10 pt Serif, regular, first line indent, 
before paragraph leading, one-half 
body leading 

Body introduction 8-11 pt Match to body, no indent, no before 
leading 

Body list 8-10 pt Same as body text or one size 
smaller 

Body bullets 8-10 pt Same as body text 

Subheads 8-14 pt Body font or sans serif, same size or 
one size larger, bold, all caps 
or U & 1c if the face has 
good contrast 

Chapter number All sizes 

Chapter title 12-72 pt Body font or sans serif, contrast 
with weight 

Footnotes 7-10 pt Same size as body or up to two sizes 
smaller 

REFERENCES (follow the text pages) 

Body text 7-9 pt Smaller than text, 1-2 pica 
hanging indent, 6 pt before 
paragraph leading, set in columns 
if short lines of information 

Titles 8-12 pt Same as chapter titles, centered, 
smaller type size 

Preliminary sections (established 
after the inside pages are completed) 
Element Type Sizes Comments 
Titles 12-72 pt Same as chapter titles, centered, 

smaller type size 

Table of Contents Subhead or body text size with 1 -3 
pica indent for each subhead 

Text 8-10 pt Same as body text but with extra 
leading 

Page Size* 
8Vi'xir 
8 Vi'xT 
8Vi"x 5V2" 

6"x 9" 

*A11 will receive a Vis" trim after printing. 

Reader’s spread 
irxir 

8V2"x 14" 

svrxir 
9"x 12" 

Figure 9-15 Trim required for creep 
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PAPER. 24# bond, white, for front and back printing; 

60-80# offset, uncoated, for small quantity publica¬ 

tions; 60-80# book, coated, for photographs and 

four-process color; or 60-80# text, textured, neutral 

colors, for specialty publications. 

Standard level long documents 
Small quantities and urgent deadlines are well met 

with standard level long documents. Writing papers 

without deep textures will print easily in the laser 

printer. Ask the paper representative for specific 

paper choices. Try the specifications from figures 9- 

16 through 9-18 for style palette information or 

change fonts and modify slightly: 

Type specifications for figure 9-16 
Element Type Specifications 
Running head/folio 9/12 New Century Schoolbook bold, lower case 

small caps, increased letterspacing 

Chapter title 24/30 New Century Schoolbook bold, all caps 

Chapter number A 72/72 New Century Schoolbook bold 

Chapter number B 72/72 New Century Schoolbook bold 

Body text 9/12 New Century Schoolbook, 9 pt first 
indent, justified 

Body introduction 9/12 New Century Schoolbook 

Body number 

Subhead A 

Subhead B 

Captions 

Hints 

9/12 New Century Schoolbook, 3-pt before 
paragraph leading 

14/12 New Century Schoolbook bold, all caps, 
FL, 18-pt before paragraph leading 

9/12 New Century Schoolbook bold, U & lc, FL, 
12-pt before paragraph leading 

10/12 New Century Schoolbook italics, 
centered 

10/12 New Century Schoolbook italics, FL 

Type specifications for figure 9-17 
Element 
Running head/folio 

Chapter title 

Chapter number A 

Chapter number B 

Body text 

Body introduction 

Body number 

Subhead A 

Subhead B 

Captions 

Hints 

Type Specifications 
9/12 New Century Schoolbook italics 

22/26 New Century Schoolbook italics 

54/60 New Century Schoolbook 

10/10 New Century Schoolbook bold italics, 

all caps 

9/12 New Century Schoolbook, 20-pt first 

indent, justified 

9/12 New Century Schoolbook 

9/12 New Century Schoolbook, 3-pt before 
paragraph leading 

11/12 New Century Schoolbook italics, 12-pt 

before paragraph leading 

11/12 Helvetica Black, all caps, 18-pt before 
paragraph leading 

7/9 New Century Schoolbook, all caps 

10/12, New Century Schoolbook italics, FL 

Type specifications for figure 9-18 
Element 
Running head/folio 

Chapter title 

Chapter number A 

Body text 

Body introduction 

Body number 

Subhead A 

Subhead B 

Type Specifications 
10/12 Helvetica, small caps only, increase 
letterspacing 

22/30 Helvetica condensed 

54/60 Helvetica bold 

9/12 Helvetica light, 30-pt first line indent, 
5-pica left indent, justified 

9/12 Helvetica light 

9/12 Helvetica light, 3-pt before paragraph 
leading 

10/12 Helvetica bold, 6-pt left indent, 18-pt 
before paragraph leading, 1 pt rule before at 
12 pt from baseline 

14/18 Helvetica condensed bold, 36-pt before 
paragraph leading, 1 pt rule before, 16 pt 
from baseline 

Captions 10/12 Helvetica oblique 

Hints 10/12 Helvetica italics, FL 

PAPER AND INK. 24# bond or 60# book, vellum fin¬ 
ish, white with black ink. 

OUTPUT DEVICE. 

1st choice—Laser or copier printing, especially on- 

demand printers so that copies are straight from 
the file. 

2nd Choice—Any dpi laser printer. 

BINDERY. Saddle stitch. 
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ANATOMY OF A BOOK 

low), green, goldenrod, buff) cherry, and gray. The basic colors are al¬ 

ways available. Occasionally, more expensive bond paper will have 

an additional palette of colors that include bright or more dramat¬ 

ic colors, but those change every five years. 

Grades 

Bond paper can be purchased in five grades, with #1 being the 

best. The color and smoothness of the sheets vary with the different 

grades. The less expensive grade is a yellow-white and will contin¬ 

ue to yellow with age; #1 grade is a blue-white and usually holds it 

color longer. The blue-white gives a crisper look to the image and a 

brighter look to the sheet. 

Usfjes 

The lists of jobs that are printed on bond is extensive. General in¬ 

teroffice paperwork is produced on #4 grade bond. Copiers use 

bond paper and may include forms, memos, bulletins, parts lists, 

coupons, mailers, programs, manuals, newsletters, and inserts. 

Make sure back and front printing is on a sheet that you cannot 

see through (opacity). Screen tints print well on bond paper; howev¬ 

er, photos (halftones) do not. Bond folds easily which makes it ex¬ 

cellent for mailing. 

As mentioned previously, bond with rag is a letterhead or legal 

instrument sheet and carbonless forms are run on a special bond. 

Sizes 
Most jobs run on bond stock are 8 172 x 11, but it also comes in 8 1/2 

x 14 and 11 x 17. Its basic size is 17 x 22 and that size determines 

the numbers used in the weight. The most Common Bond Sheet is 

20# Bond, #4 grade, 8 1/2x11. 

Carbonless Bond 
Carbonless forms are printed on a bond sheet with special coating 

on each side that will automatically give you filled-in information 

on several sheets. The weight of this sheet varies depending on 

the position the sheet is in a set. The color sequence used is stan- 

IVI OST PEOPLE are sure that one of the most expensive pa 

’-®-pers will always give you the best paper for a job. Ironical¬ 

ly, the opposite is true if you are in the wrong paper group. We will 

begin by studying the four most commonly used groups of paper 

and the variables for the use of each. You will be choosing papers for 

the final products and they will be printed on copiers, small press¬ 

es and commercial presses. 

BOND 
Bond paper is a good general purpose sheet that has been the 

workhorse sheet in the office for a very long time. 

Finish/Text ures 

Smooth sheet without texture or coating but has a cotton (rag) con¬ 

tent — 25% rag, 50% rag, and 100% rag as a writing paper or for a 

lighter weight legal document. 

Colors 

Standard colors that are used in offices: pink, blue, canary (yel- 

THE RIGHT PAPER FOR THE RIGHT JOB 

dard: white, yellow, pink, goldenrod, and blue (white is the first 

sheet and the other colors follow as needed by the number of copies 

per set). 

BOOK/TEXT 
Book, offset, and text papers are both coated and uncoated and 

come with textures. You can find the basic color range in them, 

but some have unique palettes of colors that match both the new¬ 

est colors and soft color palettes. They are a finer quality sheet 

than book because of these additional looks. They are used for jobs 

requiring a special look. 

Figure 4-2. Chart of various paper choices 

For laser printing, a paper should be hard and texture cannot be 

deep into the sheet. For offset printing, your best results will be on 

an absorbent but lint-free sheet. Most high-volume commercial 

presses run white, coated stock and add color by printing the color 

on the sheet. Since the jobs are all different, choosing the paper can 

only be done correctly. 

The newest process of on line printing feed the paper the same as 

a copier, with friction or vacuum feed and there requires the same 

sheet of paper. The #2 grade of book or bond give these printed 

piece the quality that matches the printed image. Some on demand 

printers can run a variety of sheets included coated stock and a 

lighter weight cover stock that works well for business cards, invi¬ 

tations and covers. 

56 57 
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Figure 9-17 

documents, 

Standard level design long 

6" x r 

ally, more expensive bond paper will have an additional palette of colors that in¬ 

clude bright or more dramatic colors, but those change every five years. 

FIGURE 4-1. CHART OF SI ZES AND WEIGHTS 

Grades 
Bond paper can be purchased in five grades, with #1 being the best. The 

color and smoothness of the sheets vary with the different grades. The less expen¬ 

sive grade is a yellow-white and will continue to yellow with age; #1 grade is a 

blue-white and usually holds it color longer. The blue-white gives a crisper look to 

the image and a brighter look to the sheet. 

Uses 
The lists of jobs that are printed on bond is extensive. General interoffice pa¬ 

perwork is produced on #4 grade bond. Copiers use bond paper and may include 

forms, memos, bulletins, parts fists, coupons, mailers, programs, manuals, 

newsletters, and inserts. 

Make sure back and front printing is on a sheet that you cannot see through 

(opacity). Screen tints print well on bond paper; however, photos (halftones) do not. 

Bond folds easily which makes it excellent for mailing. 

As mentioned previously, bond with rag is a letterhead or legal instrument 

sheet and carbonless forms are nm on a special bond stock. 

Sizes 
Most jobs run on bond stock are 81/2x11, but it also comes in 8 1/2 x 14 and 

11 x 17. Its basic size is 17 x 22 and that size determines the numbers used in the 

weight; i.e., 500 sheets 17 x 22 = 20#. The most common bond sheet is 20# Bond, 

#4 grade, 8 1/2x11. 

56 / Anatomy of a Book 

CHAPTER 

4 
The Right Paper 
for the Right Job 
■ Most people are sure that the most expensive paper will always give you the 

best paper for a job. Ironically, the opposite is true if you are in the wrong paper 

group. We will begin by studying the four most commonly used groups of paper and 

the variables for the use of each. 

You will be choosing papers for the final products and they will be printed on 

copiers, small presses and commercial presses. 

BOND 
Bond paper is a good general purpose sheet that has been the workhorse 

sheet in the office for a very long time. 

Finish / Textures 
Smooth sheet without texture or coating but has a cotton (rag) content — 25% 

rag, 50% rag, and 100% rag as a writing paper or for a fighter weight legal docu¬ 

ment found in business. 

Colors 
Standard colors that are used in offices: pink, blue, canary (yellow), green, 

goldenrod, buff, cherry, and gray. The basic colors are always available. Occasion- 

Carbonless Bond 
Carbonless forms are printed on a bond sheet with special coating on each 

side that will automatically give you filled-in information on several sheets. The 

weight of this sheet varies depending on the position the sheet is in a set. The color 

sequence used is standard: white, yellow, pink, goldenrod, and blue (white is the 

first sheet and the other colors follow as needed by the number of copies pier set). 

BOOK /TEXT 

Book, offset, and text papers are both coated and uncoated and come with textures. 

You can find the basic color range in them, but some have unique palettes of col¬ 

ors that match both the newest colors and soft color palettes. They are a finer qual¬ 

ity sheet than book because of these additional looks. They are used for jobs 

requiring a special look. 

For laser printing, a paper should be hard and texture cannot be deep into the 

sheet. For offset printing, your best results will be on an absorbent but lint-free 

sheet. Most higli-volume commercial presses run white, coated stock and add 

color by printing the color on the sheet. Since the jobs are all different, choosing the 

paper can only be done correctly if it is known how it is to be printed. 

Key Words 
Bond Paper 

Halftone 

The Right Paper for the Right Job / 57 

Carbonless forms Opacity 

Commercial Printing Offset 
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Figure 9-18 Standard level design long 

documents, 7" x 8Vi" 

56 ANATOMY OF A BOOK 

ally, more expensive bond paper will have an additional palette of colors that in¬ 

clude bright or more dramatic colors, but those change every five years. 

Figure 4-1. Chart of Paper Grades 

Grades 
Bond paper can be purchased in five grades, with #1 being the best. 1 he color 

and smoothness of the sheets vary with the different grades. The less expensive 
grade is a yellow-white and will continue to yellow with age; #1 grade is a blue- 

white and usually holds it color longer. The blue-white gives a crisper look to the 

image and a brighter look to the sheet. 

Uses 
The lists of jobs that are printed on bond is extensive, General interoffice paper¬ 

work is produced on #4 grade bond. Copiers use bond paper and may include 

forms, memos, bulletins, parts lists, coupons, mailers, programs, manuals, 

newsletters, and inserts. 

Make sure back and front printing is on a sheet that you cannot see 

through (opacity). Screen tints print well on bond paper; however, photos (half¬ 

tones) do not. Bond folds easily which makes it excellent for mailing. 

The Right Paper 

for the Right Job 

MOST PEOPLE are sure that the most expensive paper will always give you the best 

paper for a job. Ironically, the opposite is true if you are in the wrong paper group. We 

will begin by studying the four most commonly used groups of paper and the vari¬ 

ables for the use of each. 

You will be choosing papers for the final products and they will be printed on copiers, 

small presses and commercial presses. 

Bond 
Bond paper is a good general purpose sheet that has been the workhorse sheet 

in the office for a very long time. 

Finish/Textures 

Smooth sheet without texture or coating but has a cotton (rag) content - 25% 
Rag, 50% Rag, and 100% Rag as a writing paper or for a lighter weight legal 

document found in business. 

Colors 

Standard colors that are used in offices: pink, blue, canary (yellow), green, gold- 

enrod, buff, cherry, and gray. The basic colors are always available. Occasion- 

THE RIGHT PAPER FOR THE RIGHT JOB 

As mentioned previously, bond with rag is a letterhead or legal instru¬ 

ment sheet and carbonless forms are run on a special bond stock. 

Most jobs run on bond stock are 8 1/2 x 11, but it also comes in 8 1/2 x 14 and 

11 x 17. Its basic size is 17 x 22 and that size determines the numbers used in 

the weight; i.e , 500 sheets 17 x 22 = 20#. The most common bond sheet is 20# 

Bond, #4 grade, 8 1/2x11, 

Carbonless Bond 

Carbonless forms are printed on a bond sheet with special coating on each side 

that will automatically give you filled-in information on several sheets. The weight 

of this sheet varies depending on the position the sheet is in a set. The color se¬ 

quence used is standard: white, yellow, pink, goldenrod, and blue (white is the 
first sheet and the other colors follow by the number of copies. 

Book /Text 
Book, offset, and text papers are both coated and uncoated and come with 

textures. You can find the basic color range in them, but some have unique 

palettes of colors that match both the newest colors and soft color palettes. 
They are a finer quality sheet than book because of these additional looks. They 

are used for jobs requiring a special look. 

For laser printing, a paper should be hard and texture cannot be deep 

into the sheet. For offset printing, your best results will be on an absorbent but 

lint-free sheet. Most high-volume commercial presses run white, coated stock 

and add color by printing the color on the sheet. Since the jobs are all different, 
choosing the paper can only be done correctly if it is known how it is to be 

printed. 

Key Words 

Bond paper 

Laser printing 

Carbonless forms 

Commercial printing 

Opacity 

Offset 

STANDARD 
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Custom level long documents 
Additional page elements, contrast techniques, and 

use of additional software packages add production 

time and increases printing requirements (figures 9- 

19 through 9-21). 

Type specifications for figure 9-19 
Element 
Running head 

Folio 

Chapter title 

Type Specifications 
10/12 New Century Schoolbook, 1-pt rule after 
at 4 pt from baseline 

12/14 New Century Schoolbook bold, 1-pt rule 
after at 4 pt from baseline 

21/26 New Century Schoolbook bold, 80% 
horizontal scale, 2-pt rule before at 18 pt 
before baseline, .5 rule after at 18 pt from 
baseline 

Chapter # 62/42 New Century Schoolbook bold 

Introduction 10/15 New Century Schoolbook 

Body text 10/15 New Century Schoolbook 

Body intro para 10/15 New Century Schoolbook, 20-pt first line 
indent 

Body number 

Subhead A 

Subhead B 

Caption 

Bibliography 

10/15 New Century Schoolbook, 3-pt before 
paragraph leading 

11/12 New Century Schoolbook bold, all caps, 80% 
horizontal scale 

11/12 New Century Schoolbook bold, 80% 
horizontal scale, small caps at 85% cap size 

10/12 New Century Schoolbook italics 

10/12 New Century Schoolbook, 2-pica hanging 
indent, 6-pt before paragraph leading 

Type specifications for figure 9-21 
Element 
Running head/folio 

Chapter title 

Chapter number 

Introduction 

Body text 

Body introduction 
paragraph 

Body number 

Subhead A 

Subhead B 

Caption 

Type Specifications 
10/12 New Century Schoolbook, 

small caps only 

22/27 Helvetica condensed bold 

72/84 Helvetica bold 

9/13 Helvetica light 

9/13 Helvetica light 

9/13 Helvetica light 

9/13 Helvetica light, 3-pt before paragraph 

leading 

9/13 Helvetica bold, all caps, increased 
letterspacing, 23-pt before paragraph leading, 

3-pt after leading 

9/13 Helvetica bold, U & lc, 10-pt before 
paragraph leading, 3-pt after leading 

8/13 Helvetica light oblique 

PAPER AND INK. 24# bond or 60# book, vellum fin¬ 

ish, white with black ink. 

OUTPUT DEVICE. 

1st Choice—Laser or copier printing, especially on- 

demand printers so that copies are straight from 

the file. 

2nd Choice—Any dpi laser printer. 

BINDERY. Saddle stitch or perfect binding. 

Type specifications for figure 9-20 
Element 
Running head/folio 

Chapter title 

Chapter number 

Introduction 

Body text 

Body introduction 
paragraph 

Body number 

Subhead A 

Subhead B 

Caption 

Type Specifications 
11/12 Helvetica condensed light 

24/28 Helvetica condensed bold, all caps 

54/60 Helvetica bold 

9/12 New Century Schoolbook, justified 

10/12 New Century Schoolbook, 9-pt first line 
indent, 6-pt before paragraph leading 

9/12 New Century Schoolbook 

9/12 New Century Schoolbook, 3-pt before 
paragraph leading 

10/12 Helvetica bold, U & lc 

10/12 Helvetica bold, all caps, 12-pt before 
paragraph leading 

8/9-5 New Century Schoolbook italics, figure 
number in bold, italics 



Chapter 9 Text Documents 221 

Figure 9-19 Custom level design long 

documents, 5Vi" x 8V2" 

ANATOMY OF A BOOK 

Figure 4-1. The standard kinds of paper and sizes of paper. 

Colors 

Standard colors that are used in offices: pink, blue, canary (yel¬ 

low), green, goldenrod, buff, cherry, and gray. The basic colors are al¬ 

ways available. Occasionally, more expensive bond paper will have 

an additional palette of colors that include bright or more dramat¬ 

ic colors, but those change every five years. This sheet is available 

in 20# and 24#. 

Grades 

Bond paper can be purchased in five grades, with #1 being the 

best. The color and smoothness of the sheets vary with the different 

grades. The less expensive grade is a yellow-white and will contin¬ 

ue to yellow with age; #1 grade is a blue-white and usually holds it 

color longer. The blue-white gives a crisper look to the image and a 

brighter look to the sheet. 

Uses 

The lists of jobs that are printed on bond is extensive. General in¬ 

teroffice paperwork is produced on #4 grade bond. Copiers use 

bond paper and may include forms, memos, bulletins, parts lists, 

coupons, mailers, programs, manuals, newsletters, and inserts. 

Make sure back and front printing is on a sheet that you can¬ 

not see through (opacity). Screen tints print well on bond paper; 

4 The Right Paper 
for the Right Job 

COMPENTENCIES 

Choose the correct paper to match the needs of the job. 

Learn variables in bindery to match the paper needs. 

MOST PEOPLE are sure that the most expensive paper will al¬ 

ways give you the best paper for a job. Ironically, the opposite is true 

if you are in the wrong paper group. We will begin by studying the 

four most commonly used groups of paper and the variables for 

the use of each. 

You will be choosing papers for the final products and they 

will be printed on copiers, small presses and commercial presses. 

BOND 

Bond paper is a good general purpose sheet that has been the 

workhorse sheet in the office for a very long time. Smooth sheet 

without texture or coating but has a cotton (rag) content - 25% 

Rag, 50% Rag, and 100% Rag as a writing paper or for a lighter 

weight legal document. 

THE RIGHT PAPER FOR THE RIGHT JOB 

however, photos (halftones) do not. Bond folds easily which makes 

it excellent for mailing. 

As mentioned previously, bond with rag is a letterhead or legal 

instrument sheet and carbonless forms are run on a special bond 

stock and is excellent for quality work. 

Sizes 

Most jobs run on bond stock are 8 1/2 x 11, but it also comes in 8 1/2 

x 14 and 11 x 17. Its basic size is 17 x 22 and that size determines 

the numbers used in the weight; i.e., 500 sheets 17 x 22 = 20#. The 

common bond sheet is 20# Bond, #4 grade, 8 1/2x11. 

Carbonless Bond 

Carbonless forms are printed on a bond sheet with special coating 

on each side that will automatically give you filled-in information 

on several sheets. The weight of this sheet varies depending on 

the position the sheet is in a set. The color sequence used is stan¬ 

dard: white, yellow, pink, goldenrod, and blue (white is the first 

sheet and the other colors follow as needed by the number of copies 

per set). 

Steps to the right paper 

1. Pick the paper categories that match the job. 

2. Look and feel those samples. 

3. Find two samples in different price ranges. Present 

your first choice to the client as part of the job cost. 

4. Write down the variables listed above that affect the 

sheet choice. 

5. Use this information to talk with your paper mer¬ 

chant sales person or your print shop contact. Be 

sure to mention the deadline. 

6. Once you have found a sheet you can rely on, put a 
sample in the notebook. 

57 
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Figure 9-20 Custom level design long 

documents, 6" x 9" 

THE RIGHT PAPER 
FOR THE RIGHT JOB 

COMPETENCIES 

• Choose the correct paper to match the job. 

• Learn variables in bindery to match the paper. 

Most people are sure that the most expensive paper will always give 

you the best paper for a job. Ironical]y, the opposite is true if you are in 

the wrong paper group. We will begin by studying the four most com¬ 

monly used groups of paper and the variables for the use of each. 

You will be choosing papers for the final products and they will be 

printed on copiers, small presses and commercial presses. 

BOND 
Bond paper is a good general purpose sheet that has been the work¬ 

horse sheet in the office for a very long time. 

Finish/Textures 
Smooth sheet without texture or coating but has a cotton (rag) content 

— 25% rag, 50% rag, and 100% rag as a writing paper or for a lighter 

weight legal document. 

Colors 
Standard colors that are used in offices: pink, blue, canary (yellow), 

green, goldenrod, buff, cherry, and gray. The basic colors are always 

available. Occasionally, more expensive bond paper will have an addi¬ 

tional palette of colors that include bright or more dramatic colors, but 

those change every five years. 

Anatomy of a Book The Right Paper tor the Right Job 

Figure 2 

After several year, 
printing is alive and 

vital. 

Grades 
Bond paper can be purchased in five grades, with #1 being the best. The 

color and smoothness of the sheets vary with the different grades. The 

less expensive grade is a yellow-white and will continue to yellow with 
age; #1 grade is a blue-white and usually holds it color longer. The 

blue-white gives a crisper look to the image and a brighter look to the 
sheet for quality jobs. 

Steps to the right paper 

1. Pick the paper categories that match the job. 

2. Look and feel those samples. 

3. Find two samples in different price ranges. Present your first 

choice to the client as part of the job cost by total cost or cost per 

copy. If the cost becomes a factor or if the sheet is not accept¬ 
able, go to sample B. 

4. Write down the variables listed above that affect the sheet. 

5. When specifying a colored sheet with a Pantone ink, the 

translucency of the sheet changes the color. Buy a PMS color 
marker and mark on a sample sheet. 

Sizes 
Most jobs run on bond stock are 8 1/2x11, but it also comes in 8 1/2 x 

14 and 11 x 17. Its basic size is 17 x 22 and that size determines the 

numbers used in the weight; i.e., 500 sheets 17 x 22 = 20#. The most 
common bond sheet is 20# Bond, #4 grade, 8 1/2x11. 

Carbonless Bond 
Carbonless forms are printed on a bond sheet with special coating on 

each side that will automatically give you filled-in information on sev¬ 

eral sheets. The weight of this sheet varies depending on the position 
the sheet is in a set. 

BOOK /TEXT 
Book, offset, and text papers are both coated and uncoated and come 

with textures. You can find the basic color range in them, but 

Figure 4-1. Paper in the making 

some have unique palettes of colors that match both the newest colors 

and soft color palettes. They are a finer quality sheet than book be¬ 

cause of these additional looks. They are used for jobs requiring a 
special look. 

For laser printing, a paper should be hard and texture cannot be 

deep into the sheet. For offset printing, your best results will be on an 

absorbent but lint-free sheet. Most high-volume commercial presses 

run white, coated stock and add color by printing the color on the 

sheet. Since the jobs are all different, choosing the paper can only be 
done correctly if it is known how it is to be printed. 

Key Words 
Bond paper 

Opacity 

Laser printing 

Commercial printing 

Carbonless forms 

Halftone 
Offset 

56 
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Figure 9-21 Custom level design long 

documents, 7" x 8V2" 

Figure 4-1. New processing techniques in papermaking 

paper will have an additional palette of colors 

that include bright or more dramatic colors, but 

those change every five years. 

Grades 

Bond paper can be purchased in five grades, 

with #1 being the best. The color and smooth¬ 

ness of the sheets vary with the different grades. 

The less expensive grade is a yellow-white and 

will continue to yellow with age; #1 grade is a 

blue-white and usually holds it color longer. The 

blue-white gives a crisper look to the image and 

a brighter look to the sheet. 

Screen tints print well on bond paper; however, 

photos (halftones) do not. Bond folds easily 

which makes it excellent for mailing. 

As mentioned previously, bond with rag is a 

letterhead or legal instrument sheet and carbon¬ 

less forms are run on a special bond stock. 

Sizes 

Most jobs run on bond stock are 8 1/2 x 11, but 

it also comes in 8 1/2 x 14 and 11 x 17. Its basic 

size is 17 x 22 and that size determines the 

numbers used in the weight. The most common 

bond sheet is 20# Bond, #4 grade, 8 1/2x11. 

Uses Carbonless Bond 

The lists of jobs that are printed on plain bond is 

extensive. General interoffice paperwork is pro¬ 

duced on #4 grade bond. Copiers run bond pa¬ 

per for forms, memos, bulletins, coupons, flyers, 

stuffers, mailers, programs, manuals, newslet¬ 

ters, and inserts. 

Make sure back and front printing is on a 

sheet that you cannot see through (opacity). 

Carbonless forms are printed on a bond sheet 

with special coating on each side that will auto¬ 

matically give you filled-in information on sever¬ 

al sheets. The weight of this sheet varies 

depending on the position the sheet is in a set. 

The color sequence used is standard: white, yel¬ 

low, pink, goldenrod, and blue (white is the first 

sheet and the other colors follow as needed . 
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4 
The Right Paper 
for the Right Job 

COMPENTENCIES 

• Choose the correct paper to match the needs of the job. 

• Learn variables in bindery to match the paper needs. 

MOST PEOPLE are sure that the most expensive paper will always give you the best paper for a job. 

Ironically, the opposite is true if you are in the wrong paper group. We will begin by studying the four 

most commonly used groups of paper and the variables for the use of each. 

BOND 

Bond paper is a good general purpose sheet 

that has been the workhorse sheet in the office 

for a very long time. 

Finish/Textures 

Smooth sheet without texture or coating but has 

a cotton (rag) content - 25% Rag, 50% Rag, and 

100% Rag as a writing paper or for a lighter 

weight legal document. 

Colors 

Standard colors that are used in offices: pink, 

blue, canary (yellow), green, goldenrod, buff, 

cherry, and gray, The basic colors are always 

available. Occasionally, more expensive bond 
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Book and Text 

Book, offset, and text papers are both coated 

and uncoated and come with textures. You can 

find the basic color range in them, but some 

have unique palettes of colors that match both 

the newest colors and soft color palettes. They 

are a finer quality sheet than book because of 

these additional looks. They are used for jobs 

requiring a special look. 

For laser printing, a paper should be hard and 

texture cannot be deep into the sheet. For offset 

printing, your best results will be on an absorbent 

but lint-free sheet. Most high-volume commer¬ 

cial presses run white, coated stock and add 

color by printing the color on the sheet. Since 

the jobs are all different, choosing the paper can 

only be done correctly if it is known how it is to 

be printed. 

Key Words 

Bond paper 

Carbonless forms 

Opacity 

Halftone 

Laser printing 

Offset 

Commercial printing 
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Resumes 

A resume contains information that highlights the 
unique qualifications of a prospective employee’s 
skill, training, and work experience. 

Use all elements of fine typography and make 
every effort to fit the resume on one page. Other¬ 
wise, the second page should be at least one-quarter 
full. Copyfitting should be controlled type and lead¬ 
ings (figures 9-22 through 9-27). Bookman or Hel¬ 
vetica (Arial) are examples of wide typefaces that 
can make a short resume look longer; Times or Hel¬ 
vetica (Arial) condensed are examples of faces that 
will tighten lengthy resumes. Margins can be adjust¬ 
ed 1 or 2 picas to help fill the page. A heavy use of 
secondary leadings also helps the resume to fit on 
one sheet. 

Since a resume is sent to prospective employers 
by fax or hard copy, test the quality of this document 
by making a sample output to both devices. The re¬ 
sume design can use bullets, short sentences, or nar¬ 
ratives for descriptions of previous jobs and 
responsibilities. The standard and custom samples 
in this section show each format. (Premium samples 
are not included, although this level would include 
web page design, which is covered in Chapter 13.) 

Resume samples 
Resumes should be printed on white 20-24# bond 
with or without rag (such as writing papers) or tex¬ 
tured 50-60# text in neutral colors. 

Range for type specifications 
Element Type Sizes Comments 
Applicant name 9-12 pt Bold, one size larger than body 

Address 8-12 pt Same as name or body 

Titles 8-11 pt Italics 

Subheads 8-11 pt All caps, bold, before paragraph 

leading 

Body 1 8-11 pt Medium, with or without 2-pica 

indent 

Body 2 8-11 pt Medium, with additional 2-pica 

indent 

Body tabs 8-11 pt Same as body 

Standard level resumes 
Small quantities and urgent deadlines are well met 
with standard level resumes. Writing papers without 
deep textures will print easily in the laser printer. 
Ask the paper representative for specific paper 
choices. Try the specifications from figures 9-22 
through 9-24 for a style palette information or 

change fonts and modify slightly: 

Element 
Applicant name 

Address 

Objective 

Subhead 

School name 

Job titles 

Company name 

Body copy 

Type Specifications 
9.5/12 New Century Schoolbook bold, all caps, FL 

9.5/12 New Century Schoolbook, U & lc, FL 

9.5/12 New Century Schoolbook bold, all caps, 

120% horizontal scale, 6-pt before paragraph 

leading 

9.5/12 New Century Schoolbook bold, all caps, 

120% horizontal scale, 6-pt before paragraph 

leading 

9.5/12 New Century Schoolbook bold, 3-pt before 

paragraph leading 

9.5/12 New Century Schoolbook italics, 3-pt before 

paragraph leading 

9.5/12 New Century Schoolbook bold, 6-pt before 

paragraph leading 

9/12 New Century Schoolbook, 3-pt before 

paragraph leading 

PAPER AND INK. 20# bond or 50# book, 8V2" x 11", 
white or off-white, smooth or textured, with black 
ink. 

OUTPUT DEVICE. 

1st Choice—Laser original (600 dpi or greater) to 
copier. 

2nd Choice—Laser original (1000 dpi or greater) to 
conventional small press. 

For figures 9-22 through 9-24, applicant name is 
12/12. Body copy is indented 4 picas and second 
line hanging indent of 9 points (same as the type 
size) and 6-point before paragraph leading (half of 
body text leading). 
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Karen Louise Parker 

1614 Hutchings St. 

Topeka, Kansas 33551 
(409) 744-5534 

EMPLOYMENT OBJECTIVE Seeking employment involving the field 
of medical illustration 

WORK EXPERIENCE 

August 1993 King Grocery Store 

Floral Department Manager 
• Inventory Control 

• Ordered Flowers and greens 

• Instructional Leadership Council 

Reason for leaving: Husband was transfered from the 
Denver area to Topeka, KS 

January 1991 to June 1991 Kansas Independent School District 
Substitute Teaching 

September 1990 to December 1990 Westwind Elementary 
Denver, CO 

Student Teaching 

• Employed while in college as adult ed. lab instructor, 

day care caregiver, and tutor 

EDUCATION 

1993 College of the Westwind 

Denver, Colorado 

Desktop Publishing Certificate 

Expected date of graduation, Summer 1994 

1980 Greenville College 

Greenville, Texas 

A.A Degree in Elective Studies 

1974 New Milway High School 

New Milway, California 

Graduated 

RELATED EXPERIENCE 

American Cancer Association, newsletter editor 

Milway Library, designed business package 

Girl Scouts Troup #181, Cookie Chairperson 

Karen Louise Parker 
1614 Hutchings St. 

Topeka, Kansas 33551 

(409) 744-5534 

EMPLOYMENT OBJECTIVE 

Seeking entry level employment involving Computer Aided Drafting 

RELATED SKILLS 

AutoCAD 1,2,3 Intro to AutoCAD Engineering Drafting 

Pipe Drafting Electrical Drafting Structural Drafting 

EDUCATION ' 

'95-'96 Coastland College 

Billow Beach, CA 
Drafting and Design Certificate - Spring '96 

AA Degree - Anticipated December '96 

'91-'93 Coastland College 
Billow Beach, CA 

General Education Classes 

May '91 West Side High School Diploma 

Murrow, CA 

WORK EXPERIENCE 

Sept. '95 - Present Coastland College 
Student Assistant - Career Counseling 

• Use MicroSoft Works & Word Perfect 
• Operated a network to generate student worksheet 

May '94 - Sept. '95 Sports Works Inc. 
Lead Salesperson for Sports Shoes /In-line skates 

• Advised customers 
• Inventoried shoes and supplies 

• Developed advertising strategy 

Reason for leaving: Company went bankrupt 

May '93 - May '94 Computers, Etc. 

Sales Associate 

Reason for leaving: Better position 

May '92 - Feb. '93 Fast Delivery Service 

Front Desk Sales Associate 

Reason for leaving: Better position 

Figure 9-22 (Left) Standard level resume 

Figure 9-23 (Below) Standard level resume 

KAREN LOUISE PARKER 

1614 Hutchings St. (409) 744-5534 

Topeka, Kansas 33551 

EMPLOYMENT OBJECTIVE 
Seeking employment involving the field of medical illustration 

EDUCATION 

1993 College of the West wind 

Denver, Colorado 
Desktop Publishing Certificate 

Expected date of graduation, Summer 1994 

1980 Greenville College 

Greenville, Texas 

AA. Degree in Elective Studies 

1974 New Mil way High School 
New Milway, California 
Graduated 

WORK EXPERIENCE 

August 1993 King Grocery Store 

Floral Department Manager 
• Inventory Control 

• Ordered Flowers and greens 

• Instructional Leadership Council 

Reason for leaving: Husband was transfered from the 

Denver area to Topeka, KS 

January 1991 to June 1991 Kansas Independent School District 

Substitute Teaching 

September 1990 to December 1990 Westwind Elementary 

Denver, CO 

Student Teaching 
• Employed while in college as adult ed. lab instructor, 

day care caregiver, and tutor. 

RELATED EXPERIENCE 

American Cancer Association, newsletter editor 

Milway Library, designed business package 

Girl Scouts Troup #181, Cookie Chairperson 

Figure 9-24 (Left) Standard level resume 

STANDARD 
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Custom level resumes 
Additional page elements with subtle but complicat¬ 

ed levels of before paragraph leadings give the qual¬ 

ity to custom level resumes (figures 9-25 through 

Element 
Applicant name 

Address 

Objective body copy 

Summary 

Subhead 

School/company name 

Job titles 

Body copy 

Type Specifications 
9.5/12 Caslon bold, all caps 

9-5/12 Caslon, U & 1c 

9-5/10 Caslon bold, lower case small caps 

9-5/12 Caslon semi-bold 

9-5/10 Caslon bold, 120% horizontal scale 

9-5/12 Caslon italics 

9-5/12 Caslon bold, 12-point before 
paragraph leading 

9/12 Caslon, 1-pica hanging indent 

PAPER AND INK. 

20# bond or 50# book, 8V2" x 11", white or off-white, 

smooth or textured, with black ink. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at conventional small 
press. 
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ERIKA. SHARP 

5114 Sea Side Circle, #321 

Billow Beach, CA 53009 
(213) 317-1464 

OBJECTIVE 
ADMINISTRATION OF OCCUPATIONAL EDUCATION PROGRAMS FOR MAJOR UNIVERSITY 

EDUCATION 

Doctoral Candidate, Occupational Education, Utah University, 

Anticipated Graduation, Spring 1996 (GPA 4.0) 

M.A. CAD Drafting, Syracuse University 

A.A., Westwind Jr. College, Billow Beach, CA 

PROFESSIONAL HIGHLIGHTS 

Built community college Drafting Program from scratch to 300 student enrollment. 

Designed and taught college or university level CAD Drafting courses for twelve years. 

Created CAD Drafting Continuing Education programs at two community colleges. 

With team members, designed and established early N CD A-approved, cutting-edge computer laboratory. 

Hired, supervised and mentored colleagues in college and community program settings. 

Wrote successful research and program continuation proposals, negotiated contracts, developed and managed 

annual budgets. 

Assumed leadership of multi-site "at risk" High school program, increasing revenues by over 50% in 18 

months. Conducted staff reorganization, contained costs, expanded service area, tightened compliance. Im¬ 

proved program quality and community involvement. 

PROFESSIONAL POSITIONS 

Director, Continuing Education Programs. 

Franks Jr. College, Mt. Vernon, WA 

Lead Instructor, CAD Drafting Programs. 

Windmere Jr. College, Westminster, AK 

Instructor, CAD Drafting. 

Mainland High School, Mainland, AL 

Adjunct Faculty Member. 

Utah University 

University of Alaska, Mainland, AL 

PROFESSIONAL AFFILIATIONS 

National Council on Continuing Education 

American Association for Occupational Education 

PRESENTATION (RECENT) 

1990 to present 

1987 to 1990 

1981 to 1987 

1993 
1983 

(NCCE and WaNCCE) 

(AAOE) 

The Merging and Emerging Technology of Computersfor Higher Education. Presented at the HCCE Conference 

2000, Honolulu, Hawaii September 1994 

Figure 9-25 Custom level resume 

CUSTOM 
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ERIKA. SHARP 
5114 Sea Side Circle, #321 (213) 317-1464 

Billow Beach, CA 55309 

OBJECTIVE 
ACADEMIC APPOINTMENT IN A CAD DRAFTING DEPARTMENT 

EDUCATION 

Doctoral Candidate, Occupational Education, Utah University 

Anticipated graduation, Summer 1996 (GPA 4.0) 

M.A. CAD Drafting, Syracuse University 

A.A., Westwind Jr. College, Billow Beach, CA 

PROFESSIONAL EXPERIENCE 

Director, Continuing Education Programs. 1990 to present 

Franks Jr. College, Mt. Vernon, WA 

Assumed leadership of multi-site continuing education program, creating turnaround situation and increasing reve¬ 

nues by over 50% in 18 months. Reorganized and revitalized program, contained costs, tightened compliance and 

increased program quality, dramatically. Wrote grant proposals and created positive linkages with community, par¬ 

ents and funding agencies. 

Lead Instructor, CAD Drafting Programs. 1987 to 1990 

Windmere Jr. College, Westminster, AK 

Started new CAD Drafting degree program from scratch, enrolling 300 students within three years. Designed cur¬ 

riculum, taught courses, hired and supervised adjunct faculty, worked extensively with community, students, advi¬ 

sory groups and Board of Trustees. 

Instructor, CAD Drafting. 1981 to 1987 

Mainland High School, Mainland, AL 

Taught CAD Drafting and Continuing Education classes, worked with advisory boards, counseled students, super¬ 

vised practicum placements. With team, designed and established NACD-approved, state-of-the-art computer 

laboratory. 

Adjunct Teacher. 1970 to 1974 

Taught occupational teach training classes at four year schools in Missouri and New York. 

PROFESSIONAL AFFILIATIONS 

National Council on Occuatpional Education (NCOE) 

American Association for CAD Drafing Instructors (AADI) 

CERTIFICATIONS 

Secondary Occupational Education, New York and Texas 

Secondary Occupation Teacher Trainer, Washington 

PRESENTATIONS (RECENT) 

Merging and Emerging Technology for the Four Year Teacher Colleges //CCE Conference 2000, 
September 1994 

Figure 9-26 Custom level resume 
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ERIK A. SHARP 
HOME ADDRESS CURRENTADDRESS 

5114 Sea Side Circle 

Billow Beach, CA 55309 

(213)317-1464 

803 Central, # 4C 

Bryan, UT 44821 

(213) 920-7535 

SUMMARY 

An upcoming graduate of Utah University 

Diverse classroom experience, including an international internship 

High academic standing 

A conscientious, energetic team player 

Attention to detail 

EDUCATION 

Utah University 

Doctor of Occupational Education., 5/9 

GPA 3.72, Class Rank 13/121,5/95 

WestwindJr. College 

Associate of Arts, A. A., major: Biology, 5/92 

GPA 3.84 

University of Alaska 

Bachelor of Science, B.S., major: CAD Drafting, 12/93 

GPA 4.0 

WORK EXPERIENCE 

International trainer. Summer 95 

Updating safety into refineries with CAD Drafting, Columbia 

Under supervision of Dr. Jorge Calatayud 

• Responsible for establishing curriculumn 

• Assisted in producing and interpreting safety for refineries 

• Monitored instruction 

• Worked with International at Utrecht Veterinary School 

CAD Trainer. 1991-92 

IUS Technical School. Westmeinster, AK 

Under supervision of Dr. Ron Williams 

Responsibilities included all aspects of instruction: 

• Prepartion of insturctional materials 

• Recruitment of students 

• Job placement 

• Budget managements 

• Set up total quality managemnt for campus 

VOLUNTEER WORK 

AACD - Association of CAD Drafting President, 1993-1995 

Redistrcting Proposal Chairperson, 1996 

HONORS 

Phi Theta Kappa - International Honor Society 

Figure 9-27 Custom level resume 

CUSTOM 
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Annual reports 
Annual reports are produced once a year by com¬ 

panies or organizations. They began after the stock 

market crash of 1929 and primarily serve to inform 

stockholders of the financial state and accomplish¬ 

ments of the company. They also exist in simple for¬ 

mat for annual meetings of nonprofit organizations. 

Usually, the stockholder looks at the report briefly 

when it is first opened and, although the information 

may be well written, it is not often well read. To en¬ 

courage reading, give a classic look with a team ap¬ 

proach to the research, design, and production of 

annual reports. 

Invaluable to annual report research are book¬ 

lets produced by the fine paper manufacturers, print¬ 

ed on a wide assortment of fine papers. They give 

helpful information such as statistics and trends in 

annual reports. Recent information provided by 

Hooper and Potlatch paper companies includes: 

• Annual reports given to important associates 

include stockholder annual meeting announce¬ 

ments, job application packages, bank loan re¬ 

quests, marketing packages, and press releases. 

• A theme is established at the beginning of the 

project which identifies with easy-to-read charts 

and quality photos. 

• $2.00-6.00 per copy is the typical range of an¬ 

nual report production costs. 

• Annual reports are produced by teams: financial, 

artistic, CEO, writers, and editors. All must agree 

on a deadline for each production phase. 

• Allow three to four months for research and 

production time. 

• Eliminate last minute corrections when dead¬ 

lines are tight that can destroy cost control. 

Research 
Since an annual report takes months to produce and 

has a strict deadline, preliminary research is essential. 

Invest in a PostScript typeface specifically designed 

for the annual report. Use the type manufacturers 

type catalogs with samples of body text to make a 

choice. Look for sharpness in typefaces with thin 

letters that justify well. This gives smoothness on the 

page and is like the difference between a coarse or 

fine screen tint. Fonts like Adobe Expert Caslon or 

Garamond, or traditional fonts like Baskersville, 

Bodoni, Cochin, and Palatino are frequently used. 

The title is commonly in the same face or classical 

faces like Caslon Openface, Charlemagne, Copper¬ 

plate Gothic, or Cochin. 
Because of the amount of time dedicated to 

compilation and production and executive involve¬ 

ment, annual reports are usually a premium or 

showcase publication. They are the single publica¬ 

tion type that drives the changes in the market of de¬ 

sign. They not only establish new design, but also 

contain the newest techniques. Annual reports can 

be used as research samples for the newest type and 

paragraph specifications, colors of ink, paper choic¬ 

es, and designs. Although they are pacesetters, most 

still fit into the medium range of choices. 

Design 

1. Schedule the phases of this project. There will 

be someone responsible for the team. The team 

will be developing their areas simultaneously. 

Be sure to review data on previous annual re¬ 

ports for deadline schedules. 

2. Sketch the design like a storyboard. Sketch 

three pages of a typical chapter, the title page, 

and two inside pages (see the sample in figure 

9-1). This gives a concrete plan for an identity 
for titles and running heads. 
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Contrast is accomplished by making copy 

lighter rather than darker, starting with sec¬ 

ondary leading for all copy and run-in sub¬ 

heads. A second color is used to lighten the 

subheads, the charts, line art, and rules. 

3. Choose two or three quality sheets that blend. 

Inside pages have a light text, book, or bond 

sheet that complements the heavier sheet for fi¬ 

nancial statistics. The cover may be one of the 

inside sheets in a cover weight, without a tex¬ 

ture. Work closely with the paper specification 
representative. 

4. Bindery. Saddle stitch if the report is no more 

than %" thick; if it is thicker than it should be 

perfect bound or wire bound. 

5. Cost per copy must be established early. Keep 

design and schedules within budget of the 
publication. 

6. Keep leadings proportional to each other. 

Sections of an annual report 

Sections of an annual report will appear similar to 

other publications, but there are less units within 

each section. They appear in the order listed and 

the report has one set of numbering, which begins 

by counting the outside cover. 

Element 
Front and back cover 

Front inside cover 

Back inside cover 

Table of contents 

Letter to shareholders 

Comments 
Sets the theme that is clearly identified with 
the publication and continues from the front 
to the back with a wrap 

Use for letter from the CEO, special 
interest story 

Listing of officers, report committee 

Included with reports longer than thirty-two 
pages, very brief 

From the CEO 

The inside text should include the following 

sections: 

Section 1: Business activities for the year. A 

personal approach to accomplishments told 

with customized art, photographs, and easy- 

to-read text with extra leading and lighter 

choices in subheads. 

Section 2: Financial statements. This contains 

every kind of chart and graph available. Number 

charts are straightforward and designed with 

tints (figure 9-28a) to help the reader move 

across the columns. Complex financial state¬ 

ments may be turned sideways or presented as 

a fold-out. Infographs, pie charts, and bar 

graphs are typically page elements used to pre¬ 

sent statistics (figure 9-28b). 

Report from an independent auditor. This is 

presented briefly and adds a professional vali¬ 

dation to the report. 

Corporate information. This information is im¬ 

portant when a large group of new stockhold¬ 

ers exists. 

Glossary. A glossary is used for high technology or 

when new terminology has recently become 

part of the industry. 

Annual report samples 

Premium level designs focus on storyboard sketches, 

complex photo manipulation, multiple color sam¬ 

ples, and additional conferences with the client. For 

the cover, use 65-100# cover stock with texture and 

a coated finish; use white 60-80# offset for inside 

pages and textured 60-80# text in a neutral color for 

the second section of the document. Art boards 

should be used for presentation of all work. The fol- 
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1995 1994 1993 

Revenues' $493.6 $546.0 $660.4 

EBITDA2 55.1 90.2 129.3 

Capital expenditures 14.6 20.4 272 

Orders 594.9 520.6 5413 

Backlog (as of year-end) 323.6 219.7 245.9 

1 Excludes income fnm equity investments. 

2 Excludes ntmrecurring/unusual charges. 

! 

Compression and Power Equipment 
Orders and Backlog ($milfims) 

91 92 93 94 95 

| Orders H Backlog (As of Year-End) 

Figure 9-28a (Above) Chart for annual report. 

Credit: Manlove Advertising, Pasadena, TX, design 

and production 

Figure 9-28b (Left) Bar graph for annual report. 

Credit: Manlove Advertising, Pasadena, TX, design 

and production 



Chapter 9 Text Documents 233 

lowing are examples of typical premium level 
publications: 

Range for type specifications 
Element Type Sizes Comments 
Introduction 14/30 Script 
Body Text 1 9/12-8/18 Prestige, light face such as Caslon 

or Garamond 
Body Text 2 10/16 Leadings of 140% to 200% of type size 
Subhead Size of body Script, run-in, a different color, 

U&lc 
Title 12 pt Small caps (80%), add letterspacing 
Subtitle 12 pt Italics 
Sidebars 7/11 Italics 
Quote 11-12 pt Italics, 3-pt hanging indent 
Captions 7/9 Medium 

Folios 7 pt Medium 

Chart titles 7 pt Italics, U & lc 

Chart body 8/12 Medium, 1-pica hanging indent 

Premium level annual reports 
Figure 9-29 is an excellent example of quality with 

two and three colors of ink. The cover (figure 9- 

29a) is printed on an 80# matte enamel with two- 

color black duotones. The inside text (figure 9-29b) 

is printed on 70# text and does not include a sepa¬ 

rate financial section. Colors: PANTONE 312, a 

turquoise, and black. 

Figure 9-30 is an excellent example of photo 

manipulation and interesting graphs. The cover (fig¬ 

ure 9-30a) is printed on 90# high-gloss enamel with 

a laminate. The inside text (figure 9-30b) is printed 

on 80# enamel, and the financial section is printed 

on 60# fiber in light gray. Color: four-color process. 

Figure 9-31 is an excellent example of photo 

manipulation and illustration and includes an addi¬ 

tional die cut. The cover (figure 9-3la) is printed on 

dark burgundy 90# cover stock with a texture and a 

metallic silver ink. The inside text (figure 9-3la) is 

printed on 70# enamel text with one spot color plus 

varnish. Color: four-color process. 
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Figure 9-29 Premium level annual report, cover and 
inside pages. 

Credit: Creative Art Director:Jennifer Woeste, University of 

Houston Small Business Development Center 

Graphic Designer: David Leiper, Leiper Design, Houston, TX, 

Photographer: Fred Carr, Photographer 

Printer:Jimmy Seiford,The Beasley Company 
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Figure 9-30 Premium level annual report, cover and inside pages. 

Credit Manlove Advertising, Pasadena, TX, design and production 
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Figure 9-3 I Premium level annual report, cover and inside pages. 
Credit:Vosburg de Seretti, inc., designers 
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Catch of the Day 
by J. Kay Toler 

“I caught them all — he said 

Paw paw didn’t catch any!’ 

Five year old arms 

Illustrated the big fish. 

“I caught all eight — he said 

Nodding in agreement.” 

I smiled as I caught 

Paw paw’s smile and wink. 

Other text projects 
Several other publications are grouped in this section 

either because the designs are usually similar to 

each other or the publication has similar specifica¬ 

tions to another publication that was presented in 

great detail. 

Poetry 

Poems should be set to complement the intent of the 

poet. Poems are set with the longest line centered on 

the page but with a flush left alignment, which pro¬ 

duces generous margins. Generous secondary lead¬ 

ing between verses helps the rhythm. If two lines are 

to be read without a pause, the second line is given 

a 1 pica indent and the indent continues until the au¬ 

thor breaks (figure 9-32). Except in anthologies, 

poems usually start at the top of a page. Poetiy and 

readings follow document page formats. Use white 

20-24# bond with or without rag (such as writing pa¬ 

pers) or textured 50-60# text in neutral colors. Also, 

use 9-11-point type with leading up to double the 

type size. 

Plays and readings 

With plays and readings, there is a second indent of 

2 picas on some lines that are like a sub of the 2-pica 

indent when they are to be read together. The author 

of the play or reading determines where lines break; 

this is accomplished with a manual return. 

This typing format is also followed for readings 

with a leader and a group response. The leader’s 

words are typed in medium type with the response 

in bold or vice-versa. If this is a special occasion, 

more direction is given on the copy with the words 

“leader/audience” preceding their readings. This is 

set up with tabs and hanging indents similar to num¬ 

bers and bullets (figure 9-33). 

Figure 9-32 Poem. Credit:J. Kay Toler, poet 

Robert: Shouldn’t she be home by now? 

Linda (annoyed): Yes. She is thirty minutes late. 

Robert (crosses behind couch): She didn’t say she 
had somewhere to go after school did she? 

Linda: No, she is just late. 

Robert: She knows she is supposed to tell us when 
she goes anywhere. Hmph! If I had it my way, 
I’d attach a monitor to her so I would know 
where she was every single minute of the day. 
It is the only safe way to raise kids nowadays. 

Linda : I don’t think Emily would ever agree to 
such an idea. 

Robert (crossing back to window): Well, she’d cer¬ 

tainly have no say in the matter. She’s only 

eighteen; she can’t have a mind of her own yet. 

by Lee Ann Janik 

Figure 9-33 Dialogue. Credit: Lee Ann Janik, writer 
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Recipe books 

Recipe books are a popular way for nonprofit orga¬ 

nizations to raise money. They usually contain a sec¬ 

tion on the history of this group and are packed 

with hundreds of recipes. Since they must lay flat to 

use, the books are conveniently spiral, plastic bind¬ 

ing, or three-hole punched. The unique part of type¬ 

setting these recipe books is that the ingredients 

contain fractions. Purchase a fraction font specifical¬ 

ly for a project like this (figure 9-34). 

-Yogurt Pineapple Shake- 

1 cup milk 1T. flaked coconut 

1 egg 1 y21. sugar 

Va cup plain yogurt Vi (8oz.) chunk pineapple in juice 

% t. vanilla 

Combine all ingredients in electric blender. Whir until 

smooth and frothy. Makes about 1% cups. 

—The Best of a Good Lay by JoAnn Shoup 

Figure 9-34 Recipe book. Credit:Jo Ann Shoup, 

cookbook author 

For additional research 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Review annual reports (great typography). 

Check the design on the first page of magazine 

articles. 

Check the hierarchy of type specs from books type¬ 

set before 1970. 

Read any copy with several levels of subheads and 

body text combination. 

Review demonstration samples from the quality 

paper houses. 

Contact the Association of American Publishers 

220 East 23rd Street 

New York, NY 10022 

Historical information 
Berryman, Greg, Designing Creative Resumes, Los 

Altos, CA: Crisp Publication Inc., 1991. 

Bringhurst, Robert, The Elements of Typographic 

Style, New York: Hartley and Marks, Inc., 1996. 

Nelson, Roy P., Publication Design, Dubuque, IO: 

W.C. Brown, 1990. 

Wilson, Andre, The Design of Books, Chronicle 

Books, 1993. 
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Advertising Packages 

Designing advertising packages 
Flyers and posters 
Invoice stuffers and mailers 
Advertisements 
Programs 
Pocket folders 
Brochures 
Other advertising projects 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success producing: 

• Flyers • Posters 

• Direct mailers • Brochures 

• Stuffers • Ads 

• Programs • Menus 

• Pocket folders • Table tents 

• T-shirts • Specialty items 
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An advertising package contains the 

printing publications required to sell a 

new company or a new product, or to 

announce an event. All companies and 

nonprofit organizations need to reach 

their clients or potential clients by 

bringing them relevant information. 

Therefore, an advertising package 

becomes the main tool for new sales 

and publicity. “Loud but attractive” are 

good adjectives describing advertising 

publications. In contrast to the quiet 

look of the business communication 

package, advertising publications 

are back and front, folded, have 

additional type elements, and require 

a blend of advertising design and 

text document specifications. 

Designing advertising packages 
State and nationwide workshops, festivals, and con¬ 

ventions are a large market for custom publications. 

Business-to-business and large corporate ventures 

use custom photos, art work, and four-process color 

in their advertising packages. An additional market, 

the classified ad, was originally part of the newspaper 

market. Today’s classified ads appear in the advertis¬ 

ing market in newspapers, newsletters, magazines, 

programs, telephone directories, direct mailers, 

maps, and calendars. Some of these publications 

exist as classified publications for the purpose of dis¬ 

tributing. 

The audience 

Attracting an audience is the single purpose of ad¬ 

vertising. Advertising sets a focus or theme to attract 

prospective customers. For the ad package to be suc¬ 

cessful, there must be a theme or identity throughout 

all the projects. The element of focus can be the 

headline, price, photo, or art. Establish the identity of 

the project package with each publication. Reuse 

some of the designs and type specifications. Four 

different audiences affect the choice of design level 

and style of the project (figure 10-1): 

1. Intercompany 

2. Business-to-general public (figure 10-1, top) 

3 • Business-to-target customer 

4. Business-to-business (figure 10-1, bottom) 

Page elements 

The page elements are arranged to draw attention 

and direct the reading pattern. Copy in advertising 

projects is not always specifically written for its print¬ 

ed publication. Copy is often presented as straight¬ 

forward information taken from a news release or 

printed publication and then edited for advertising. It 

can be planned, such as a sketched sheet of copy, or 
casual, such as written on a napkin. 
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Separate the copy into four major type ele¬ 

ments: headlines, subheads, body copy, and signa¬ 

ture (figure 10-2). Then, divide each major type 

element of headline and body text into additional 

type elements and specifications to cover areas such 

as cover title, body A, and body bullets. If the copy is 

not clearly defined into type element groups, the de¬ 

sign will reflect this disorder. Ask the client ques¬ 

tions to help determine which copy belongs to each 

element: 

Art (photo) 
Art includes good illustrations, photos, or a group of 

images. Avoid an undirected, unprofessional look— 

do not place several small pieces of cute art ran¬ 

domly on the page! 

Body 
Body copy is the paragraphs, bullets, or numbered 

copy. On advertising projects with more than two 

paragraphs of text, marketing and writing skills play 

an important part in relaying the message or pur¬ 

pose of the printed publication. The goal is to in¬ 

clude the most requested information in the text. 

Application: “Now let’s talk about wbat is included in 

this company/product/event. ” 

Credit card listing 
Credit card listings include written listing or logos 

for credit cards that are accepted. 

HEADLINE- 

SUBHEAD- 

PHOTO OR ART- 

Don’t miss a chance to start 

THE SUMMER ON THE RIGHT FOOT. 

and end np with a gTCCIl thumb. 

I 

CAPTION- 

BODY- 

COMPANY NAME 

SIGNATURE 

Native plants to bring memories from childhood. 

^ustomize planting of native gardens with emphasis on 

easy-to-care and fast growing plants. Includes monthly 

check-ups from our experts. Color coordinated to bring the 

birds to your oasis. 

randma’s Plantery 
a FULL SERVICE GARDEN CENTER \ 

4814 Knotty Oaks Trail, for more details call t00-454-9933 or 800-339-9898 I 
Figure 10-2 Essential page elements for advertising 

publications 

Directions 
A map or location information placed in a box to 

separate it from other copy. 

Headline 
Headlines are used as a title. They set the theme and 

share the focus with a photo. Headlines appear on 

flat sheets and on the cover of folded and two-sided 

publications. Application: “Give me two or three 

words that would be used to get someone’s 

attention... ” 

Numbers 
The specifications for the phone numbers, fax num¬ 

bers, e-mail address, and so on, can be set up close 

to the signature. 
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Price information 
Price information is frequently set up in a headline 
size as part of the body text (not included in yellow 
pages). 

Product or service 
A written or visual of products or services that ap¬ 
pears as listings or as the product logos. 

Signature 
The signature may be the company logo, which in¬ 
cludes name and address, or specially designed for a 
particular project, such as a festival. 

Subhead 
A subhead is a phrase that reads as the second half of 
the headline, bringing interest from the headline into 
the body copy. Both subheads and kickers on ad¬ 
vertising projects give the reader a sentence or com¬ 
plete a claim or topic sentence. Application: "Give me 
a sentence or phrase to help the reader decide if they 
are interested enough to read further... ” 

Proportional page sizes 

Advertising publications are produced for every con¬ 
ceivable page size from 2” x 3%" to 17” x 22” or 
large press formats up to 28” x 40”. One advertising 
package may have several different kinds of printed 
publications in different page sizes using the same 
copy or a portion of the same copy. Rather than 
starting each project from scratch, build one on the 
other. 

Ads can be designed in page layout, by drawing, 
or built by special ad software. Ads are measured in 
column widths. The length is measured in inches. 
Not all publications use the same number of 
columns, sheet size, or gutters. If an ad will be used 
in several publications, contact each magazine, 
newspaper, or directory for their ad submission re¬ 
quirements. 

If the copy is identical and proportional to 8V2" 
x 11”, scale the type size up or down to match the 
sheet size or reduce or enlarge the design when it 
goes to the output device. The fit may not be exact, 
but it should be proportional to fit well on the sheet 
(figure 10-3). The percentage is as follows: 8V2" x 
11” to 5Vi" x 8V2" = 64%; 8V2" x 11” to 11" x 17” = 

129%. 

ir -► 

Figure 10-3 Three sheets with similar proportions 
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Standard proportions are 8V2" x 11", 5% x 8V2", 

11" x 17" and 17" x 22", and 22" x 28". A 2:3 pro¬ 

portional sheet size is used both tall and wide. This 

shape has the greatest potential for design choices, 

grids, and positioning copy with a large number of 

elements. Designs may have one of three shapes: 

tall portrait, wide landscape, and small square. 

Tall portrait 
The tall portrait shape proportion is 1:2 or at least 

twice as tall as it is wide. By putting a large box at 

the bottom or top, the shape can be broken up to 

appear proportional. Leadings and before paragraph 

leading help group the type. It may be necessary to 

use extra returns to add additional white space be¬ 

tween elements. If photos or line art are difficult to 

fit, try overprinting. Try setting off the bottom with a 

coupon or signature. 

Sections of a folded publication 

The sections of a folded advertising publication in¬ 

clude the outside cover, the text, and the response 

section. The focus is on photos, which appear 

throughout the publication. The publication is 

viewed in a combination of pages as it unfolds. It is 

not separated like a text document and it is not usu¬ 

ally numbered. The exception is a few advertising 

publications which are single folds, set up with ad¬ 

ditional sections and page numbers. 

Outside cover 
The outside cover should have a strong design using 

photos, art, or tints. Type may be layered with each 

other and is sometimes set as a bleed. The cover 

design sets an identity that continues to the inside 

pages. 

Wide landscape 
The wide landscape proportion is 2:1 or at least twice 

as wide as it is tall. A three and five column grid helps 

when working with this shape. One-third of the design 

can be boxed or reversed to separate it with the grid 

pattern. 

Element 

Title 

Subtitle 

Company signature 

Photos or line art 

Comments 

Place at eye level on the panel; set like a 

headline 

Used when photos are not available 

Appears at the bottom of the cover 

Overlay with type and use as a bleed 

Small square 
The small square is a shape rarely used for anything 

but classified ads. These sizes are from one column 

(114") square to as many columns as the publication 

uses. Even in the smallest ads, keep page elements 

separated for readability. Tiy half-point type sizes 

and half-point leadings to create room without tight¬ 

ness. 

Since specifications or designs can be moved 

from one printed publication to another, learn to 

identify similar shapes in printed publications. For 

example, find three different size telephone directo¬ 

ries. The same classified ad will appear in all three in 

the same shape but slightly different sizes. 

Inside flap 
The reader sees the inside flap second. Depending 

on the way the flat sheet is folded, the placement of 

the inside flap varies. Use copy that provides infor¬ 

mation and answers to the most frequently asked 

questions. 

Element 

Questions 

Response 

Introduction 

Photos 

Comments 

Those most often asked 

Perforated reply cards for additional 

information 

A paragraph set exactly like the inside text, 

with larger type and leading 

Consistent with the message from the cover 
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FOUR PANEL 

GATE FOLD 

SIX PANEL 

ACCORDION FOLD 

SIX PANEL 

MAP FOLD 

EIGHT PANEL 

BARREL FOLD GATE FOLD 

TWELVE PANEL 

FRENCH FOLD 

Figure 10-4 Basic folds 
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Text 
The text of a folded publication carries all the infor¬ 

mation. The design is constructed on a folded sam¬ 

ple. Copy is placed in the order of unfolding and 

requires a sheet size dummy that is folded correctly 

and unfolded to follow the placement, keeping the 

design order of the panels. Simplify hard to manage 

text by running some of the designs across several 

panels with two panels of photos, the inside title, 

boxes, photos, charts, and graphs. 

Element 

Introduction 

Subheads 

Body text 

Tables 

Photos 

Company signature 

Acknowledgments 

Ads 

Comments 

Several paragraphs of overview; usually set 
differently than body text 

Used throughout for threading related 
information 

May include several sections of text 

Title, subtitle, and leader dots or text; usually 
separated with a box 

Special effects photos, scaled to page size and 
overrunning several panels 

Repeats inside as a small version 

For volunteers, new members, special gifts, 
and so on 

Advertisements are used to pay the cost of the 
publication and announce upcoming events 

Response section 
The back side or the panel on the edge of the sheet 

can be used for direct mailings, permanent informa¬ 

tion about the company, or reader-response. 

Element 

Reply card 

Maps 

Policies 

Advice or letter 

Comments 

Membership, season ticket, or request for more 
information 

Maps with floor plans for meeting rooms, 
special interest areas in the community, 
or location of company 

The company creed or policies related to the 
audience 

A good will message, possibly from the CEO 

Designs with folds 
Instructions for design techniques of biochures are 

given by the number of panels on a flat sheet rather 

than “double fold” and “single fold.” Include addi¬ 

tional folding instructions for the kind of fold as well 

as where to fold and what order to fold. Marking the 

fold location is important but does not ensure that 

the publication will be folded in the right order it 

was designed for reading. Staple a dummy showing 

to the job ticket showing the folding order (figure 10- 

4). Panels and their folds fit into the following de¬ 

scriptions: 

• Four-panel. The simplest fold design is a four- 

panel, single fold. After the outside cover is 

read, the next two panels are seen as a page 

spread. If possible, increase the paper weight to 

a light weight cover to give the project some 

substance and to meet postal requirements if it 

is a direct mailing publication. 

• Six-panel. The most popular brochure is a six- 

panel parallel fold design consisting of the 

cover, back side and flap, and inside (left, right 

and center). These six pages should not look 

like a report; instead, the copy should flow and 

link together in the order the reader views it. 

Use wide page margins and double the outside 

margins for the space between columns so that 

the copy will match the folds. To keep the 

printing on one side, use an accordion fold or 

gatefold. 

• Eight-panel. An eight-panel folded publication is 

commonly used when the copy will not fit on a 

six-panel design. Increase the sheet to 8V2" x 

14", which adds two more panels; 8V2" x 14" 

can be designed for a parallel or accordion fold. 

• Additional multiple panels. Some premium level 

brochures can unfold endlessly up a press sheet 

of 28 x 40". Since they are run on larger press¬ 

es, they usually include a four-color process. If 

a brochure is to be machine folded, be sure to 

check with the bindery department on their 

folding machine’s order, especially with large 
sheet sizes that have a crossfold. 
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Production hints 

When designing folded publications, be aware of 

limitations such as margins and paper size. One-half 

inch margins are required because of the outside 

margin trim. When printing to a copier or small 

press, double the amount between the columns for 
the folds as “space between columns.” 

Custom and premium publications may have a 
bleed of a tint, photo, or art on the cover and will 

need to be run on larger paper and trimmed to the 

final sheet size. When possible, design brochures 

with bleeds to fit on the next standard paper size to 

save paper cost for presses that print up to 11" x 17". 

For example, 8" x 10" can run on 8V2" x 11" and still 

fit, but 8V2" x 11" uses 11" x 17", doubling the paper 

cost. 

When the sheet is folded, the three sections will 

be unequal in sizes. For example, a standard fold will 

have all edges matching after the fold. The inside 

flap will be shorter than the first two. State the loca¬ 

tion and direction of folds on a dummy and on the 

design. Place a dotted line on the edge of the page 

to indicate folds. 
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Flyers and posters 
The purpose of flyers and posters is to relay infor¬ 

mation to a large number of people. Flyers and 

posters can be found as handouts at large gatherings 

or attached to doors, walls, and windshields. Some¬ 

times, they are mailed by request. Many flyers and 

posters are poorly produced and are, therefore, eas¬ 

ily ignored or discarded. It is very easy to design 

flyers and posters that stand out. Flyer and poster de¬ 

signs are often used interchangeably for one adver¬ 

tising package. A large volume of flyers are standard 

level designs while the greatest number of posters 

are usually premium level, four-color process. 

Standard level flyers are fast and fun. They 

should be brief and relate who, what, when, where, 

and why (without using those specific words). When 

time is critical, try to have a template with grids to 

help fit the copy. The fastest way to produce a flyer 

is on a three, five, or seven column horizontal grid 

with eight vertical guidelines to maintain areas to be 

used by each element. Be realistic; the quality ty¬ 

pography required for other publications on the 

standard level design are a luxury on flyers because 

of deadlines. These grids, as well as a few good tem¬ 

plates, will help stay within time constraints. Cus¬ 

tom or premium level flyers and posters also can be 

sized to fit several other printed publications such as 

direct mailers and brochures. 

Design 

Type choice is the most important decision in the de¬ 

sign of flyers and posters. Choose a display face with 

power or dignity and a narrow letter shape to match 

the shape of the sheet and fit copy on a line. Use a 

headline 2 to 4" tall with leadings to help group the 

copy. Work with leadings that are multiples of 12 to 

cut down on revision time because the design will 

follow 12-point horizontal lines on the grid sheet. As 

with any design that has a variety of type sizes 

linked in one text block, setting the leading method 

on baseline for each element will make it easier to 

adjust the space between the lines of copy. Grids 

and templates will help when time limits other de¬ 

sign techniques. 

The headlines on standard level flyers is usual¬ 

ly a narrow width type. If the headline is not pow¬ 

erful enough, try a 40% width and double the size. 

For all level flyers with a playful look, the type can 

be any face, even grunge type. 

Quick production steps 

Flyers and posters usually have a short deadline and 

require quick production steps. Move through the 

design steps with the client on an “as-you-wait" basis 

following these steps: 

1. Discuss the deadline and the printing method. If 

the deadline is very short, begin by being hon¬ 

est about what can be completed. For custom 

projects, use a checklist listing all the steps and 

work backwards to establish a realistic dead¬ 

line. 

2. Define the copy into elements. With the client, 

identify a headline, subhead, body, art, and sig¬ 

nature of the design. If needed, add additional 

elements to a group or rewrite the copy on a 

new sheet of paper. 

3. Decide what to emphasize. Maximize the design 

by emphasizing the headline or art. Use it on at 

least one-quarter of the page near optical center 

(three-eighths the length of the page). 

4. Choose the type and specifications. Advertising 

publications use every possible typeface, espe¬ 

cially for headlines and company names. Re¬ 

view the customized type specimen sheets. 

Analyze any additional faces that are appropri¬ 

ate for the printed publication or for the com¬ 

pany. If there is no art or photos, the type must 

carry the page. Use contrast techniques. 

5. Find the line art or photo. If flyers are not part 

of an advertising package, there will be an ad¬ 

ditional step to locate art or photos. For tight 

deadlines, the first choice will be EPS clip art 

and scanned photos. Buy a good selection of 

quality clip art to use for standard flyers. En¬ 

courage the client not to be too specific about 

the line art since special requests either require 

production drawing or time-consuming search¬ 

ing. Let the client choose from stock art or 
photos. 
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6. Sketch thumbnails or rough on computer-gen¬ 

erated grid sheets. Remember that grids of eight 

on three, eight on five, and eight on seven (fig¬ 

ure 10-5) give quick solutions to designing with 

immediate deadlines. Draw boxes to set up the 

grid and print for a quick sketch. Change the 

grid to non-printing for design and production. 

7. Add rules, boxes, or reverses to reinforce the 

focus and add contrast. Just as photos with un¬ 

equal sizes need to be grouped, give rules and 

boxes similarity by either fitting them to the grid 

or matching one dimension. 

X Cross reference: See Chapter 5 for samples 

of shades and color. 

8. Share customized templates with colleagues. 

Save the best flyer as a template and keep fine- 

tuning it. A change of typeface or grid will 

make the template seem unrecognizable. Build 

a small but quality library of templates, one 

each for portrait, landscape, centered, formal, 

and asymmetrical. 

X Cross reference: See figure 2-8 for use of 

templates. 

Flyer and poster samples 

Use 8V2" x 11" or 5V2" x 8V2" (2-up 8V2" x 11") 20-24# 

bond in all colors or textured 50-70# book. Up to 10- 

point cover stock cast coat can serve as a flyer and a 

poster. 

Range for type specifications 
(tr x 11" flyers) 
Element Type Sizes 

Headline 48-144 pt 

Subhead 16-36 pt 

Body copy 12-24 pt 

Company name 24-48 pt 

Address 12-24 pt 

Kicker 16-36 pt 

Store hours 12-24 pt 

Prices various 

Map 6-7 pt 

Comments 

Condensed width, bold 

Tvo type sizes smaller than the 
headline, change in weight and 
case 

Generous leading 

Can be as large as the subhead if 
they have a different look 

Serif or sans serif, medium 

Helps when no photo or line art is 
used 

Group with the signature 

May be the focus of the ad; if so, 
use headline sizes 

Sans serif, all caps, medium 

Standard level flyers 
Small quantities and urgent deadlines are well met 

with standard level flyers. Writing papers without 

deep textures will print easily in the laser printer. 

Ask the paper representative for specific paper 

choices and consider 5%" x 8V2" for handbills to cut 

cost in half or stuffer size for displays. Try the spec¬ 

ifications from figures 10-6 through 10-8 for style 

palette information or change fonts and modify 

slightly: 

Element 

Headline A 

Headline B 

Subhead/kicker 

Body 

Signature 

Type Specifications 

104/104 Helvetica bold, all caps, tight tracking 

54/54 Helvetica condensed, tight tracking 

24/36 Helvetica condensed bold, all caps 

18/18 Helvetica condensed bold, all caps, tight 
tracking, 12-pt before paragraph leading 

Per company or project signature 

PAPER AND INK. Use black or a spot color with 8V2" 

x 11" 20# bond in fluorescent colors for activities 

and up to 80# text with texture in neutral colors for 

business information. 

LINE ART. Use purchased EPS line art, an ornament 

font, or add textures. 

OUTPUT DEVICE. 

1st Choice—Laser original (600 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (600 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press for over 5,000 copies. 
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Custom level flyers 
Additional page elements, contrast techniques, and 

use of additional software packages add production 

time and increase printing requirements (figures 10- 
9 through 10-11). 

Element 

Headline A 

Headline B 

Kicker 

Subhead A 

Subhead A 

Body A 

Body B 

Dates/Time 

Price 

Quote 

Signature 

Coupons 

Type Specifications 

84/84 Caslon bold italics, small caps 90%, 
baseline spacing 

24/24 Caslon semi-bold, horizontal scale 120%, 
increased letterspacing, baseline spacing 

14/14 Helvetica condensed bold, increased 
letterspacing 

18/18 Caslon semi-bold, horizontal scale of 120%, 
increased letterspacing, 12-pt before paragraph 
leading 

14/16 Caslon semi-bold 

10/12 Caslon, 3-pt before paragraph leading 

10/12 Caslon italics, 3-pt before paragraph 
leading, 1-pica indent 

10/12 Caslon semi-bold, 1-pica indent 

36/32 Helvetica condensed bold 

14/12 Caslon italics 

Per company or project signature 

Use separate specifications, place in a location 
that is easy to cut out 

PAPER AND INK. Use one color with tints or two 

colors of ink with tints and no tight register. Use 8V2" 

x 11" 20# bond in bold colors with black ink with 

tints, 80# text with texture and black ink, or 65# 
cover. 

PHOTO OR LINE ART. A photo CD or scanned 

photo is usually of products, not people. Use custom 

designed art for an event, purchased EPS line art, or 

an ornament font. 

OUTPUT DEVICE. 

1st Choice—On-demand printing. 

2nd Choice—Direct-to-plate at conventional small 

press. 

3rd Choice—Direct-to-film negative (service bureau) 

for conventional small press. 

Premium level poster 
Premium level design for posters focus on addition¬ 

al size, heavy stock, and added reply cards. For ad¬ 

ditional impact, business reply cards can be attached 

to the poster by hand by the designer or client. 

Figure 10-12 is an 8V2" x 14" color-on-color 

poster. The cost includes custom-drawn art. The 

paper is a 80# cover weight mauve that fits postal re¬ 

quirements with a perforated return card at the bot¬ 

tom. Color: PANTONE 209, a red, with a 50% tint. 

Figure 10-13 is a four-color process plus two 

spot colors. The stock is 80# cover, one side coated. 

Color: four-color process. 

Figure 10-14 is a publication that functions as a 

poster, flyer, and mailer. It is on 80# semi-gloss 

enamel. Colors: spot color converted to process 

colors. 
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LAKESIDE COMMUNITY IS REACHING OUT TO HELP... 

Figure 10-6 (Left) Standard level flyer with a 

three column grid 

CYCLING 
DAYS 
April 1-3 
9:00-9:00 

Primary School 
• NEWSPAPER 

Bring tied or in paper bags 

• GLASS 
Washed and labels removed 

•ALUMINUM 
Can be mashed or bagged 

• PLASTIC 
With recycle symbol on it 

SUPPORT OUR KIDS...THE FUTURE 

Primary School 
NEWSPAPER — Bring tied or in paper bags 

GLASS — Washed and labels removed 

ALUMINUM — Can be mashed or bagged 

PLASTIC — With recycle symbol on it 

Figure 10-7 (Below) Standard level flyer with a 

five column grid 

LAKESIDE COMMUNITY IS REACHING OUT TO HELP. 

RECYCLING 
DAYS 
April 1-3 
9:00-9:00 
Primary School 

• NEWSPAPER — Bring tied or in paper bags 

• GLASS — Washed and labels removed 

• ALUMINUM — Can be mashed or bagged 

• PLASTIC — With recycle symbol on it 

SUPPORT OUR KIDS • SUPPORT THE FUTURE 

Figure 10-8 (Left) Standard level flyer with a 
seven column grid 

SUPPORT OUR KIDS • SUPPORT THE FUTURE 

LAKESIDE COMMUNITY 

IS REACHING OUT TO HELP 
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LAKESIDE COMMUNITY IS REACHING OUT TO HELP... 

Classes 
APRIL 1-3 • 9:00-4:00 

PRIMARY SCHOOL 

*■ NEWSPAPER REUSE 
Step-by-step training using and reusing newspaper, hands-on training for firewood and 

garden mulching and insulation. Production steps for all, and children projects. 

Contact: Glenda Rock, Recycling specialist, Lakeside Daily News, 15 years experience in 
printing and electronic publishing. 

Adults 9:00am—12:00noon April 1 and 2 

Childrens 12:00noon-4:00pm April 2 and 3 

^ GLASS as Art 
This class is especially designed to teach the production techniques for color glass art. 

Production techniques in stain glass panels as well as hands-on work related to glass cut¬ 
ting and bottle decoration. 

Contact: Randi Mevens, Service Coordinator, Northern Glass and Glazing, 3 years in color, 
15 years in glass design. 

Adults 12:30noon-4:0Gpm April 1-3 

+ ALUMINUM AGAIN 
This course introduces the wonders of aluminum outside uses. Real production of 
wind chimes and film showing by-products of recylced aluminum. 

Contact: David Tucker, Shift Foreman, Central Aluminum lnc„ 15 years in industry, 

works with service department with recycling sales and service. 
All ages presentation every hour April 1-3 

PLASTIC TOYS 
Plastic has revolutionized the art of creating toys, 

canons, butter tubs and smaller containers for chi 

nated to children's agencies. 

Contact: Regina Gueste, Lakeside Light & Row 
plastics division as a designer. 

All ages 12:30pm-4:00pm 

's toys. If desired, toys will be do- 

PRIMARY SCHOOL 

1200 N. Caplin Street 

(713) 280-3991 

(409)938-1211 

For more information 

ext. 254/406 

J 

LAKESIDE COMMUNITY IS REACHING OUT TO HELP... 

RECYCLING 
Classes APRIL 1-31 

9:00-4:00 

PRIMARY SCHOOL 

Cost is for supplies 

• NEWSPAPER REUSE 
Step-by-step training using and reusing newspaper, hands-on training for fire¬ 

wood and garden mulching and insulation. Production steps for all, and chil¬ 

dren entertainment projects. 

Contact: Glenda Rock, Programs Assistant, Lakeside Daily News, 15 

years experience in printing and electronic publishing. 
Adults 9:00AM-12:00NOON April 1 and 2 

Childrens 12:00noon-4:00PM April 2 and 3 

• GLASS as Art 
This class is especially designed to teach the production techniques for color 

glass art. Production techniques in stain glass panels as well as hands-on work 

related to glass cutting and bottle decoration. 

Contact: Randi Mcvens, Service Coordinator, Northern Glass and Glazing, 

3 years in color, 15 years in glass design. 
Adults 12:30NOON-4:00PM April 1-3 

• ALUMINUM AGAIN 
This course introduces the wonders of aluminum outside uses. Real produc¬ 

tion of wind chimes and film showing by-products of recylced aluminum. 

Contact: David Tucker, Shift Foreman, Central Aluminum Inc., 15 years 
in industry, works with service department with recycling sales and ser¬ 

vice. 
All ages presentation every hour April 1-3 

Primary School 

1200 N. Caplin Street 

(317) 280-3991 

(904) 938-1211 

For more information 

ext. 254/406 

VISA/MasterCard register, ext. 373 

• PLASTIC TOYS 
Plastic has revolutionized the art of creating toys. In this course, you will use 

plastic milk cartons, butter tubs and smaller containers for children’s toys. If de¬ 

sired, toys will be donated to children’s agencies. 

Contact: Regina Gueste, Lakeside Light &. Power Co., 18 years in Industry, 

works in the plastics division as a designer. 

All ages 12:30PM-4:OOPM April 1-3 

SUPPORT OUR KIDS.. .SUPPORT THE FUTURE 

classes will skip the weekend of Thanksgiving 

Figure 10-9 (Left) Custom level flyer with a three 

column grid 

Figure 10-10 (Below) Custom level flyer with a five 

column grid 

Recycling 
IS REACHING QUIT TO HELP... 

Classes 
LAKESIDE COMMUNITY 

APRIL 1-3 • 9:00-4:00 

PRIMARY SCHOOL 

NEWSPAPER REUSE 
Step-by-step training using and reusing newspaper, hands-on training for fire¬ 

wood and garden mulching and insulation. Production steps for all, and children 

entertainment projects. 

Contact: Glenda Rock, Programs Assistant, Lakeside Daily News, 15 years experi¬ 

ence in printing and electronic publishing. 

Adults 9:00AM-12:00NOON April 1 and 2 

Childrens 12:00noon-4:00PM April 2 and 3 

GLASS as Art 
This class is especially designed to teach the production techniques for color glass 

art. Production techniques in stain glass panels as well as hands-on work related 

to glass cutting and botde decoration. 

Contact: Randi Mcvens, Service Coordinator, Northern Glass and Glazing, 3 years 

in color, 15 years in glass design. 

Adults 12:30noon-4:00pm April 1-3 

ALUMINUM AGAIN 
This course introduces the wonders of aluminum outside uses. Real production 

of wind chimes and film showing by-products of recylced aluminum. 

Contact: David Tucker, Shift Foreman, Central Aluminum Inc., 15 years in in¬ 

dustry, works with service department with recycling sales and service. 

All ages presentation every hour April 1-3 

PRIMARY SCHOOL 

1200 N. Caplin Street 

(713)280-3991 

(409)938-1211 

For more information 

ext. 254/406 

PLASTIC TOYS 
Plastic has revolutionized the an of creating toys. In this course, you will use plas¬ 

tic milk canons, butter tubs and smaller containers for children's toys. If desired, 

toys will be donated to children’s agencies. 

Contact: Regina Gueste, Lakeside Light Lf Power Co., 18years in Industry, works 
in the plastics division as a designer 

All ages 12:30PM-4:00PM April 1-3 

SUPPORT OUR KIDS...SUPPORT THE FUTURE 

Figure 10-11 (Left) Custom level flyer with a seven 

column grid 
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The Houston Post Newspaper in Education program is 

to present "The Performing Arts” the first in a 

of special sections {or the classroom. Specifically 

designed for elementary students, this section was devel¬ 

oped in cooperation with the Houston Grand Opera, the 

Houston Symphony, the Houston Ballet. Alley theatre 

and the Society for the Performing Arts. 

Students will enjoy a “behind the scenes" look at 

Houston's performing arts world. They'll discover in¬ 

triguing personal interviews with artists and performers. 

This unique section also features activities, schedules and 

photographs to educate ami entertain young students. 

Teachers, your complimentary copies of "The Per¬ 

forming Arts” will be inserted in your NIE copies of The 

Post. Simpfy order a minimum of 20 copies of the 

September 17 edition of The Post at the Educational 

Discount Rate of 12W« a copy. That’s just a $2.50 

total. Order deadline » Friday, September 0. Expand 

your students' horizons. Place your order for The Hous¬ 

ton Post and “The Performing Arts" by calling 840- 

o/4V today or ny niaumg uie lonn iieKm. ^ 

1\\ V | 

r .. .l. 

1 1 1 I 
Mail to; The Houston Post • \ewrpaper In Education program 

• P.O. Bor 4747 • Houston. Team* 77210-4747 

Name _________ 

School_____ 

The Huusain Bn* 

i ;n*e 
School Address 

School District _ 

Bill to __ 

CMHM? 

Spotworrd by; The l niverwit? Villagc Aarociation 

Blibiig Adbews_______ 

Purchase Order Numlier (if applicable) 

Delivery Instructions . 

Number of paper* __ Debvery date 

/ umirmtamj rc rag tM rmmrxy U fir hkmlwrml «.*• of I2h* per cap? (Minimum ante hr tim fncM edumn a 20 pmpend 

Figure 10-12 Flyer and poster with mailer. Credit: Kathryn Vosburg-Seretti, designer 
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4egm\ M hotastR: t«e<?nf ami 
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Figure 10-13 Poster for placement interviews. Credit: Kathryn Vosburg-Seretti, designer 
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fo $2,000 Cash Could Be All Yours! 
Ttey'jeprabiM* wdwwwwJTiwwl II you know * A atari to «# ta<fy « * aodidafc \m sub»i«d as 

of Mdfexfai» critical job opownss - you codd be dijhJe for a 
referral boros of up to 22,000. pisf lor Sating them! Fra briber information and m appkatKW, racial tire PWcmat 

Nwse Seawilraent Department 

Some nsJneifew and twjatrewnl* apply, suds«.. 

Contact 

N»rs*Recruitment 790-2586 
employee referring them 

»to be for a referral Imnyfanb mufl no«.have been Placement Department 790-22 i 3 

employed with TMH in Ik preceding 6 mosstte of appSattors *» »«»*»»*» «*#>**< 

Figure 10-14 Poster for recruitment. Credit: Kathryn Vosburg-Seretti, designer 
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Invoice stuffers and mailers 

Stuffers are an economical way to bring information 

to customers. They can be included in bulk mailings 

or individual mailings. Banks and utility companies 

frequently include stuffers for nonprofit organiza¬ 
tions with their monthly statements. 

Stuffers use several design formats: classified ad, 

brochure, or text document. If they are part of an ad¬ 

vertising package, the design should match other 

publications. If they are printed together as part of a 

large press run by ganging (printing them all on the 

same sheet), the cost of the stuffer will be minimal. 

Flat sheets for stuffers are quiet and smaller than 

flyers. Some follow type specifications for ad design 

or brochures depending on the amount of informa¬ 

tion to be included. This publication is given a 

lighter look by using white space, a V2- to 2-point rule 

or boxes and a serif typeface. In addition, medium 

and italics should be considered rather than bold. 

The landscape shape works best for mailing 

with 8V2" x 11" sheets such as invoices. The stuffer 

will be turned the same direction of the other publi¬ 

cations in the envelope. If it is mailed with a 

brochure or used in a brochure holder, use its portrait 

shape. 

Postcards are similar in type specifications to 

stuffers. They are used on all design levels. A direct 

mailer will have postcard design with front and back 

printing. Flat sheets mailers that fit postal regulation 

can be from 3W' x 5V2" (postcard size) up to 9" x 12" 

without an additional mailing cost. 

1/2" 

A 

3 1/2 

▼ 
A 

31/2 

▼ 
A 

3 1/2' 

▼ 

Figure 10-15 Set-up for 3-up on 8V2" x I I 

Margins 

For invoice stuffers and flat sheets, be aware of the 

following margin limitations. Set up a !4" side margin 

for small presses and copiers for 3V2" x 8V2" printed 3- 

up on 8V2" x 11" (figure 10-15). The single stuffer will 

not need a gripper margin, but has a %" trim at the 

top. The larger presses print on a 24" x 36" sheet 24- 

up, usually set up by the prepress department from 

the file. 
Postcards and flat mailers will need W to %"on 

one edge for feeding on a small offset press and !4" 

to V2" for printing on all copiers. Large presses can 
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handle a bleed on all sides. Postal regulations, listed 

with the envelope design, apply for mailings, paper 

weight, and thickness. Their maximum size is 4Vi" x 

6" for minimum postage charges and a calibration of 

.007 for the sheet weight no less that 67# bristol 

cover up to 12-point cast coat. Contact the post office 

for current size and weight mailing information. 

Production hints 

Invoice stuffers and flat sheets should carry an iden¬ 

tity through their production. Because stuffers are 

usually mailed with other unrelated publications, 

there should be a contrast between the stuffer and 

the other publications in the envelope. This identity 

can be established with paper changes such as un¬ 

coated or coated, textured or no texture, and colored 

paper or colored ink. 

Standard level stuffer 
Small quantities and urgent deadlines aie well met 

with standard level stuffer. Try the specifications 

from figures 10-16 through 10-18 for style palette in¬ 

formation or change fonts and modify slightly: 

Element Type Specifications 
Headline 59/60 Caslon semi-bold, decreased letterspacing 

Quote 14/14 Caslon semi-bold 

Body 10/14 Caslon regular, 7-pt before paragraph leading 

Signature 14/14 Caslon semi-bold, small cap/all caps 

Address 10/14 Caslon semi-bold, large and small caps 

Price 72/72 Caslon semi-bold, horizontal scale of 70% 

PAPER AND INK. Black or spot color on 20-24# 

bond or 50-60# book in neutral grays and beige 

tones or soft colors for business information or fluo¬ 

rescent colors for activities. For business informa¬ 

tion, use up to 80# text with texture. 

Stuffer and mailer samples 

Use 50-80# text, either coated or uncoated. 

LINE ART. Use purchased EPS line art, an ornament 

font, or add borders. 

Range for type specifications 
Element Type Sizes Comments 

Headline 24-60 pt Condensed width, script, italics and some 
bold 

Subhead 14-18 pt 

Body 8-l4pt 

Signature 

Coupons 8-24 pt 

Kicker 16-36 pt 

Store hours/ 
Phone number 

Prices various 

Map 6-7 pt 

Same as body typeface 

Paragraphs and bullet, extra leading 

Letterhead size or larger 

Use design specifications for body, place 
in a location that is easy to cut out 

Used when design has no 
photo or line art 

Group with the signature 

Use headline sizes if it is the focus 
or body text sizes 

Sans serif, all caps, medium. 

Paper 
Cut Size Fits in Envelope 

4"x 9" #10,41/Tx 9%'' 

3"x 8V2" (3-up 8Y2X110 #10,4VfTx W 
3%” x 6 %" #6%, 3%~x 6%" 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 

Custom level stuffers 
Additional page elements, ink color, bleeds, and cus¬ 

tom art add production time and increase printing re¬ 

quirements (figures 10-19 through 10-21). 

Element Type Specifications 

Headline 59/60, Caslon semi-bold, decreased letterspacing 

Quote 14/14 Caslon semi-bold 

Body 10/14 Caslon, 7-pt before paragraph leading 

Signature 14/14 Caslon semi-bold, small cap/all caps 

Address 10/14 Caslon semi-bold, large and small caps 

Price 72/72, Caslon semi-bold, horizontal scale of 70% 

Figure 10-16, -17, -18 Standard level stuffers 
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■: 

a*G®SS STATE 

N;OV THE 

$70 00 

sTOFFfoRJDA 

Advanced reservations required 

• Price per room, double occupancy 

• Free shuttle to all points of interest 

• Does not apply to other discounts 

the OCEANFRONT VIEW hotel 

2300 Ocean view Drive 

Tampa, Fl 23101 

per room* per day 
double occupancy 

V* 
ENIOYTHE COAST /cSpV OF FLORIDA STATE 

Funfest S70' per room, per day, double occupancy 

Advanced reservations required 

Price per room, double occupancy 

Free shuttle to all points of interest 

Does not apply to other discounts 

the OCEANFRONT VIEW hotel 

2300 OCEANVIEW DRIVE 

Tampa, Fl 23101 
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PAPER AND INK. One color with tints or two colors 

of ink with tints and no tight register on 8V2" x 11" 

20# bond in bold colors, 80# text with texture, or 65# 
cover. 

PHOTO OR LINE ART. A photo CD or scanned 

photo is usually of products, not people. Use custom 

designed art for an event, purchased EPS line art, or 
an ornament font. 

OUTPUT DEVICE. 

1st Choice—Direct-to-plate at conventional small 
press. 

2nd Choice—Direct-to-film negative (service bureau) 
for conventional small press. 

Premium level stuffers and mailers 
Premium level designs for stuffers and mailers focus 

on multiple ink colors and fine papers. 

Figure 10-22 uses PANTONE 311, a turquoise, 

which contrasts well with the black ink. It is printed 

on a coated 70# text. The focus is on the art and the 

bleed; additionally, the large solid requires a medi¬ 

um-size press or larger. The back side is mostly 

black but uses the other color for the statistical in¬ 

formation subheads. 

Figure 10-23 used a metallic silver ink matching 

the other publications in this advertising package. 

The stuffer is an 80# cover coated on one side. The 

reverse type on silver is PANTONE 301, a blue, 

which requires printing on a medium-size press to 

hold the ink coverage. 

Figure 10-24 is an example of a mailer and stuffer 

combination. The paper is a 65# cover semi-gloss 

enamel. Color: spot converted to four process colors. 

Figure 10-19,-20,-21 Custom level stuffers 
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per room, per day, double occupancy 

ENJOYTHE COAST OF WASHINGTON STATE 

• Advanced reservations required 

• Price per room, double occupancy 

• Free shuttle to all points of interest 

• Does not apply to other discounts 

the OCEANFRONT VIEW hotel 

2300 Oceanview Drive 

Seattle, WA 23101 
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Figure 10-22 and -23 (Left and below left) Premium level stuffer/mailers. Credit: M H & T Advertising Agency 

WE WANT 
to make 

YOUR DREAM 
OF HOME 

OWNERSHIP 
COME TRUE! 

Figure 10-24 (Right) Premium level stuffer/mailer. 

Credit:Vosberg de Seretti, inc., designers 

Z0 
EXCLUSIVE 

Private Viewing Of 

Houston’s 
Best Family Fun Exhibit 
i OfThe Summer! 

PREMIERING AT 
Space Center Houston 

Saturday, May 31, 1997 

6:30 - 10pm 

Rs.v.p.at 281-244-2128 

Families are Welcome 

Casual Attire 

Space Center Houston 

ist minutes from downtown Houston 

1601 NASA Road I 

Houston. Texas 

' r , 

THIS CARD COULD BE WORTH $1,000 CASH! 
The Bank of Galveston is celebrating Winners select their prize from three 
23 years of satire to Galveston Island great choices available. But instant 
and you are invited to join the fun. winner or not, you’re still eligible for 

Bring this card to the Silver 8ran(^ Pr'ze- 

Anniversary Treasure Hunt Jigsaw Simply drop the puzzle piece in the 
Puzzle display in our lobby during Treasure Chest, On June 27,1991, 
regular business hours June l through one of the pieces will be drawn from 
June 27. Exchange the card for a the chest—if it is yours, you have 
puzzle piece, and if your piece fits won $1,000! 
the puzzle—you're an instant winner! 

li 

Bank of Galveston ____ 
»l iithSimt,' OahR*n.THas 8J1 

_ 
Owrolry f#r perm Mutt r* II )r*t% of age or okVf Vaiw of grand pru* «Jl«» V*!ur erf other prim vam*~ 

of Grimtet dim-lor*. and thrtr mtiwduie lamilws are not eh*ibl< 
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Advertisements 

Advertisements must grab the reader’s attention and 

provide information in a limited amount of space. 

Ads are printed separately or placed in publications 

and are given the most visible areas of a page. A 

page composed mostly of ads requires special at¬ 

tention: each separate ad design must look different 
to help the reader distinguish between them. 

Advertisements in local newspapers, telephone 
directories, and other local publications are consid¬ 

ered classified ads. These are usually standard and 

custom level designs. If a color of ink is available, it 

will usually be one or two colors used throughout 
that publication. 

Classified ads use stock art and photographs 

unless special art or photos are furnished by the 

advertiser. They use laser originals or are placed 

from a drawing package into a page layout software 
package. 

Nationally distributed ads are designed with 

custom photograph manipulation and added color. 

Four-color process has become popular because of 

electronic production. It is used increasingly in some 

smaller but nationally distributed publications. 

A variety of people may develop the design of 

an ad depending on the percentage of the budget 

that is set aside for design and production: 

• The sales department for the publication. 

• The in-house typesetters for the advertiser. 

• A local designer for the advertiser. 

• National advertising firms for national products 

sold locally; some have their company’s signa¬ 

ture added. 

Design 

The demand with ad production is “on time and fill 

the space.” Ads, like flyers, have tight deadlines. 

Standard level ads are sometimes completed in 5 

minutes in a condensed sans serif such as Helvetica 

condensed. Custom designs may have similar dead¬ 

lines, but there is more to accomplish. The align¬ 

ment of custom designs will be mixed with centered 

and flush left. Heavy lines and reverses print well on 

newsprint. 

Ads use common proportional sizes (see figure 

10-3). For research, find ads that are proportional to 

these shapes since the design can be the same. Fre¬ 

quently, one ad design will go into several publica¬ 

tions, each having a different column width. 

Magazines distribute information on specifications 

for their specific magazine; use these sheets to de¬ 

termine design information for magazines. 

Production hints 

The production of ads requires designs to focus on 

readability while grabbing attention. Borders that 

separate various ads, traditionally, are on the edge of 

their space. As with all borders, copy should fall 6 to 

12 points from the borders, but tints, line art, and 

photos can bleed into the border without additional 

cost. Bleeds should not go beyond the border when 

they are part of other copy on a page. 

Ad samples 

Ad sizes vary. They are measured by multiplying the 

number of column inches by inches long or are a 

fraction of the total page (such as a quarter page ad 
or a half page ad). 

Range for type specifications 
Element 

Tall Portrait 

Type Sizes Comments 

Headline 27-42 pt Condensed type, bold, U & lc 

Subhead 14-30 pt 

Body 

Signature 

7-12 pt 

Can be as large as the subhead; 
photos, line art, and directions 
should be grouped with the 
signature 

Wide Landscape 

Headline 24-48 pt Expanded type, bold, U & lc, large 
and small caps 

Subhead A 14-18 pt All caps or italics 

Body A 7-12 pt Using leadings from set solid 
to 20 pt 

Subhead B 12-16 pt 

BodyB 7-10 pt Italics 

Signature 14-72 pt Can be as large as the subhead but 
they must have different 
specifications 
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Element Type Sizes 

Small Ads: 1 Square Column 

Headline 12-30 pt 

Subhead 9-14 pt 

Body 7-9 pt 

Signature 6-l4pt 

Kicker 16-36 pt 

Bullets 7-10 pt 

Comments 

Bold, condensed width 

Can be as large as the subhead but 
they must have a different look 

Helps when no photo or line art 
is used 

Add 3 to 4-pt above paragraph 
leading 

Standard level ads 
Small quantities and urgent deadlines are well met 

with standard level ads. Writing papers without deep 

textures will print easily in the laser printer. Ask the 

paper representative for specific paper choices. Try 

the specifications from figures 10-25 through 10-27 

for a style palette information or change fonts and 

modify slightly: 

Element 

Headline A 

Headline B 

Subhead/kicker 

Body 

Body list 

Signature 

Address 

Type Specifications 

30/30 Helvetica condensed bold, all caps, 70% 
horizontal scale 

12/12 Helvetica condensed italics, all caps 

12/12 Helvetica condensed oblique, 90% 
horizontal scale 

7/8 Helvetica condensed 

7/8 Helvetica condensed, 70% horizontal scale 

18/12 Caslon semi-bold, italics 

7/8 Helvetica 

PAPER AND INK. Black or a spot color ink on 

newsprint. 

LINE ART. Use purchased EPS line art and picture 

fonts. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier. 

2nd Choice—Direct-to-plate at conventional press. 

3rd Choice—Direct-to-film negative (service bureau) 

for conventional press. 

Custom level ads 
Additional page elements, contrast techniques and 

use of customized line art and photography add pro¬ 

duction time (figures 10-28 through 10-30). 

Element Type Specifications 

Headline A 30/30 Caslon semi-bold, italics, all caps 

Headline B 12/12 Helvetica condensed bold, all caps 

Subhead 10/12 Caslon semi-bold italics, 90% horizontal scale 

Body 7/7 Caslon, 2-pt before paragraph leading 

Body list 7/9 plus size 12 Caslon semi-bold, 2-pt before 
paragraph leading, horizontal scale of 70% width 

Signature Business card size 

PAPER AND INK. Use one color ink with tints or 

two colors of ink with tints on newsprint or matte 

finished enamel. 

PHOTO OR LINE ART. Use a photo CD or scanned 

photo of both products and people. Also, use custom 

designed art for the company, purchased EPS line 

art, or a font. 

OUTPUT DEVICE. 

1st Choice—Desktop file, which is sent to publica¬ 

tion to place from file. 

2nd Choice—Direct-to-paper (imagesetter), which is 

sent to publication to photograph. 

Premium level ads 
Premium level designs for ads focus on copywriting, 

multiple color samples, and additional conferences 

with the client. Art boards should be used for pre¬ 

sentations. The following are examples of typical 

premium level publications: 

Figure 10-31 is a tall portrait shape. Typical of 

tall portrait ads, the type is overprinted on the photo, 

which becomes the signature. Color: four-color 
process. 

Figure 10-32 is a wide landscape ad using a six 

column grid design. The photo of the thermometer 

follows three columns of the grid. Color: four-color 
process. 

Figure 10-33 is a proportionally shaped ad, 8Vi" 

x 11". This ad was so successful that additional 

copies were printed on 100# enamel, one side coat¬ 

ed, for industrial trade shows and business presen¬ 

tations. Color: four-color process. 
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PN0T0$...(|) 
HOLIDAY GIFTS 

PRESERVE 
YOUR FAMILY PHOTOS 

A new process for photo reprinting. 

One week service tor black and white 

reprints from old photographs. 

Surprise your loved ones 

with photos from the past. 

Build a photo family tree 

for your children. 

1- 8x10.5.00 

additional copies . .2.00 

2- 5x8.5.00 

additional copies ..1.00 

PhotoGENEOLOGY 
1400 Center Street 

Madisonville, AR 55401 
l-SOO-GET-FOTO 

sriP ii1 ni rii rii fi' ifi if if if if if if if if if if if if if if if 

PHOTOS FOR HOLIDAY GIFTS 

PRESERVE 
YOUR FAMILY PHOTOS 

1- 8x10 .5.00 
additional copies.2.00 

2- 5x8 .5.00 
additional copies.1.00 

1-800-GET-FOTO 

A new process for photo reprinting. 
Build a photo family tree for your children. 
Surprise your loved ones with photos from the past. 
One week service for black and white reprints 
from old photographs. 

PhotoGENEOLOGY \ 
1400 Center St • Madisonville, AR 55401 

PHOTOS HOLIDAY 

preserve your family photos 
A new process for photo reprinting. 
Build a photo family tree for your children. 
Surprise your loved ones with photos. 
One week service for black and whites 
from old photographs. 

Photo 
GENEOLOGY 

1*1 bUT 

additional copies 2.00 

2-5x8 5.00 

additional copies 1.00 

1400 Center Street 

Madisonville, AR 55401-1-800-GET-FOTO 

Figure 10-25 (Far left) Standard level 

ad. Body size is 9/12 and body list is 

9/12; tali portrait 

Figure 10-26 (Above right) Standard 

level ad; wide landscape 

Figure 10-27 (Left) Standard level ad; 

square 

^Photos... 

A new process for photo 

reprinting. One week service on 

j quality paper black and white 

J reprints from old photographs. 

j Surprise your loved ones with 

photos from your past'. Build a 

i family tree for your children with 

j photos from previous generations. 

1- 8x10 .$5.00 
additional copies... .2.00 

2- 5x8 .5.00 
additional copies... .1.00 

PhotoGENEOLOGY 
1400 Center Street 

Madisonville, AR 55401 

1-800-GET-FOTO 

Photos.. .Holidaygifts to last a lifetime 

A new process for photo reprinting. 

One week service on quality paper. 

Black and white reprints from old photographs. 

Surprise your loved ones with photos 

Display a family tree with photos fro 

PhotoGENEOLOGY 1400 Center Street Madisonville, AR 55401 1-800-GET-FOTO 

One week Anew process for phofo reprinting. 
service on quality black and white reprints from 

old photographs, surprise your loved ones with 
copies of tne photos from your past. Build a family 
tree for your children. 

1-8x10 .5.00 .additional copies 2.00 
2-5x8 .5.00 .additional copies 1.00 
PhotoGENEOLOGY 

1400 Center Street 1-800-GET-FOTO 

Madisonville, AR 55401 

Figure 10-28 (Far left) Custom level 

ad. Body size is 8/1 I with 6-point before 

paragraph leading; tall portrait 

Figure 10-29 (Above right) Custom 

level ad; wide landscape 

Figure 10-30 (Left) Custom level ad; 

square 
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WHY 

AND 
ROLL 
WII i 

fintflut » ,-SW*iti!s<M Jkesivr 

feistv »iii n«i«»‘«wm trtwttijiw nlirut. >*». 

Figure 10-3 I (Left) Premium level ad; 

Millenium Power Cell. Credit: Agency: Earle 

Palmer Brown, Atlanta, GA,Art director/writer. 

Joe Paprocki, Photographer:Jamie Cook, 

By permission of the EvereadyBattery 

Company, Inc. 

Figure 10-32 (Opposite, top) Premium 

level ad;Thermoscan. Credit: Franklin 

Stoorza, San Diego, CA,Art director: John Vitro, 

Writer: Bob Kerstetter, Illustrator: Mark 

Fredrickson 

Figure 10-33 (Opposite, bottom) 

Premium level ad;Allwaste Environmental 

Services, Inc. Credit: Manlove Advertising, 

Pasadena, TX, design and production 
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IF AN FAR 
THFRMOMETFR 

SOUNDS PECULIAR, 

IMAGINE TI IE 

REACTION TO THE 

FIRST RECTAF 

i mvw, parents never had much 

■ hoi< «* Mat kids had even toss 

il there »temperatMre «< > he 

t»U»'is. -3 ret hrf aieiwawwr was the way 

to take it. 

An uncomtortable, messy r^ky 

way But the only account*' way. 

t tnlit, that is, we introduced »?»*■ 

'ISterinoscatt in.-d.ara Thercwometef If** 

tkxt&iea to lake « mopevmm 

«»ttie <*ar i ifcK tnrs n.-cusnoe this as lire 

iw»t at < titafe way to take a reading) 

**» iu*I jrfat.c the probe Up in the 

«*r and press .* tsUton-yop h get a read 

inj.; in under No struggh* No 

tear -irf Injury hk* unhappy feat 

No wonder nVfceeome sojtottMfewr 

with doctors .«id nurses 

Want to know where to get one’ 

TI IFRMOMFTFR. 
Cali us. U41 -free i^Ki-EARITW 

mmmmaM 
,<vs*a#t ze/e#itot*f:7$8 
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Programs 
The final publication completed for an event adver¬ 
tising package is usually the program. Programs 
have not changed drastically in style and form since 
hot type. To support the formal look, use one serif 
face that has a good medium and italics. 

Program design and type specifications resem¬ 
ble brochures. Keep type specifications as simple as 
possible because deadlines are tight and additions 
and revisions can occur up to the last minute, as 
“the show must go on.” 

There are three types of programs: 

1. Programs for banquets or celebrations. Use one 
or two sheets. The single sheet program is 
printed on cover weight stock or heavy text be¬ 
cause they are saved as souvenirs. The program 
and responsive readings are set with leader 
dots. 

2. Programs for performances. These are usually 
lengthy and include photos. Color may be on 
the cover. The body text is leader dots, para¬ 
graphs, and tab columns. Ads fill at least half the 
copy area and are used to defray printing costs. 
Multiple sheet programs use cover weights for 
the outside pages and text weights for the inside 
pages or a 70-80# text weight for all pages. 
They are saddle stitched or folded and slipped 
inside each other if there are only two sheets. 

3- Programs for multiple day conferences and con¬ 
ventions. These have multiple pages. They are 
pocket/purse size and include maps, biogra¬ 
phies, columns with time, and presentation 
summaries. The body text is set like tabular 
charts. 

Set leader dots narrow to assist the reader in 
moving from left to right. If the copy is tight on the 
page, set some of the leader material as two 
columns. This also allows room for additional 
leading. 

X Cross reference: The techniques for page 
elements requiring leader dots or tabs are 
shown in figures 4-24 through 4-28. 

Use before paragraph leadings instead of double 
returns for copyfitting flexibility. If copyfitting is dif¬ 
ficult, both leadings can be adjusted. Use before 
paragraph leadings for text, leader dots, and sub¬ 
heads. If most of the body is set as leader dots, build 
before paragraph leadings for them first. The speci¬ 
fications used for the samples give a typical set of be¬ 
fore paragraph leadings. Additional techniques for 
breaking up sections of type would be ornament or 
other faces (see figure 10-39), a hairline (see figure 
10-35), a hairline box (see figure 10-39), or a tint 

(see figures 10-37 and 10-39). 

Elements of a folded program 
Elements of a folded program present straightfor¬ 

ward information. 

Acknowledgments 
Program acknowledgments include the names of all 
who volunteered their services, donated equipment 
or props, and any governing boards. This listing ap¬ 
pears in columns or in paragraph form, depending 
on the number of names. 

Ads 
Ads are for upcoming events or business advertise¬ 
ments. Information on the specific performance can 
be inserted or changed for each play or presentation. 

Biography of main performers 
Biographies are popular, even for small perfor¬ 
mances. Each performer supplies his/her own biog¬ 
raphy and photo. Give each performer a limit for 
length or number of words. The leading roles and 
the producer and director are given more space. 

Company signature 
Treat the occasion or presentation information from 
the cover like a logo and carry it to the performance 
name on the inside. The title can spread across the 
length of the unfolded sheet or begin in the left 
column. 
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Leader dots 
When using leader dots with two lines of copy on 

the left, follow figure 4-26. The additional copy goes 

on a second line with an em indent (9-point type is 

equal to a 9-point hanging indent. Use italics for the 
name of musical presentations. 

X Cross reference: See Chapter 4 for addi¬ 

tional leader dot information. 

Maps 
Conferences will include the floor plan for meeting 

rooms and a map noting special interest areas in the 
community. 

Membership 
Membership or season ticket information appears 

on the back page with a Vi line box or dotted line to 
separate it. 

X Cross reference: Follow the guidelines for 

forms in Chapter 12. 

Subheads 
Subheads are used for the order of the program, 

participants, characters, music, and directions for the 

audience. 

Production hints 

Production techniques for folded programs vary, de¬ 

pending on the number of folds. Be sure the column 

margins on the folds are double the measurement of 

the outside margins. This will allow each panel to 

center the copy from the fold to the edge of the 

page. Setting the page with maximum outside mar¬ 

gins of l" will prevent 22-pica leader dots lines and 

help the copy match the shape of the page. 

For back and front, single sheet programs, set 

up a two-page file. Treat the outside panels as page 

one and the inside panels as page two. This will 

also allow for three panel designs and special folds 

(figure 10-36a). Programs give more folding freedom 

than most projects because they do not need to fit in 

an envelope or display holder; however, if a folding 

machine cannot handle the fold, they will need to be 

hand folded. 

Single page programs can be set up with a va¬ 

riety of folding directions. Try the accordion fold for 

programs with one page of information for easier fit 

of leader dot information. Economically, copy will 

print as one-sided. 

For multiple pages, treat each panel as a single 

column. If the software will build a booklet, the 

pages can be assembled by the computer. Remember 

to keep the number of pages in multiples of four. 

Most multiple page programs will be a single fold. If 

there are only two sheets, they will be inserted with¬ 

out a saddle stitch. 

Copyfitting leader dots material 

After the thumbnails are completed and the location 

of the parts of the copy are organized, it is time-sav¬ 

ing to do a short approximate copyfitting. Add a line 

count for each subhead. Follow these steps: 

1. Count the lines for one page. This will equal 
«Y ” 

2. Convert the length of the type area to points. 

This will equal “X.” 

3. X divided by Y = leading. 

4. Choose a type size 2 to 4 points smaller than the 

leading and within the standards for the body 

text. 

Program samples 

Range for type specifications 
Element Type Sizes Comment 

Outside cover 

Performance All faces, any type specifications 

Performance date (s) Same as body text face 

Location or sponsor Same as body text face 
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Element Type Sizes 

Inside copy 

Performance 12-24 pt 

Subheads 7-12 pt 

Body text 7-9 pt 

Leader dots 7-9 pt 

Comment 

Can be signature look for cover 

Serif medium, large and small 
caps, centered, increased 
letterspacing 

Serif medium, sometimes smaller 
than rest of copy, justified 

Serif medium mixed with italics, 
tab columns 

Back side 

Acknowledgments 7-9 pt Serif medium, justified paragraph 

Application 7-9 pt Use forms design standards 

Paper 
Sheet Size Fold Size 

8VTx 1 T 5VTx 8VT or 33A"x 8V2" 

8VTx 14" Tx m"or 43A"x 8V2" 

1 \"x IT 8V2X1 Tor 53A"x 11" 

Standard level programs 
Small quantities and urgent deadlines are well met 

with standard level programs. Usually, the outside 

cover can be printed early and the inside information 

can be partially designed with parts of the copy fi¬ 

nalized close to the event. Try the specifications 

from figures 10-34 through 10-36 for style palette in¬ 

formation or change fonts and modify slightly: 

Element 

Inside copy 

Headline 

Kicker 

Subhead A 

Subhead B 

Subhead C 

Body text 

Body leaders 

Body tabs 

Embellishment 

Page set-up 

Type Specifications 

24/28 New Century Schoolbook bold italics, 
increased letterspacing 125% 

14/18 New Century Schoolbook italics 

8/10 New Century Schoolbook bold, all caps, 120% 
width, 1-pt before paragraph leading 

8/10 New Century Schoolbook bold, 120% width 
6-pt before paragraph leading 

8/12 New Century Schoolbook bold italics, 6-pt 
before paragraph leading 

8/10 New Century Schoolbook italics 

8/10 New Century Schoolbook, 1-pt indent left and 
right, 5-pt before paragraph leading 

8/10 New Century Schoolbook, right tabs on 2,7, 
13, and 19 picas 

48/24 Woodtype Ornament 

4-pica margins 

PAPER AND INK. Use black or a spot color ink on 

8V2" x 11" 24# bond, in fluorescent colors for activi¬ 

ties and gray or beige for business information, or 

use a 60-80# text with texture. 

LINE ART. Use purchased EPS line art, an ornament 

font, or, if not available, add texture or reverse type. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 

Custom level programs 
Complex folds, additional pages or page elements, 

and ink colors created for repetitive presentations 

may be used on these programs. They may also in¬ 

clude ads, request forms, and photographs (see fig¬ 

ures 10-37 through 10-39). 

Element 

Inside copy 

Headline 

Subhead A 

Subhead B 

Subhead C 

Body text 

Body leaders 

Body tabs 

Embellishment 

Page set-up 

Type Specifications 

24/28 New Century Schoolbook bold italics, 
increased letterspacing 

8/10 New Century Schoolbook bold, all caps, 
120% width, 1-pt before paragraph leading 

8/10 New Century Schoolbook bold, 120% 
width, 6-pt before paragraph leading 

8/12 New Century Schoolbook bold italics, 6-pt 
before paragraph leading 

8/10 New Century Schoolbook italics 

8/10 New Century Schoolbook, 1-pt indent left 
and right, 5-pt before paragraph leading 

8/10 New Century Schoolbook, right tabs on 2, 
7,13, and 19 picas 

48/24 Woodtype Ornament 

4-pica margins 

PAPER AND INK. Use one color ink with tints or 

two colors of ink with tints and no tight register. Use 

8V2" x IT' 24# bond, in bold colors with black ink 

with tints, or 80# text with texture and black ink, or 
65# cover. 
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PHOTO OR LINE ART. Use a photo CD or scanned 

photos of primary characters. Also use custom de¬ 

signed art for the event, or purchased EPS line art. 

OUTPUT DEVICE. 

1st Choice Laser original (1000 dpi or greater) to 
conventional small press. 

2nd Choice—Direct-to-plate at conventional small 
press. 

3rd Choice—Direct-to-film negative (service bureau) 
for conventional small press. 

Premium level program 
Premium level design for programs focus on folds 
and a unique cover design. 

The program cover for figure 10-40 was created 

by scanning a piece of rope and creating the back¬ 

ground in a photo manipulation program. The back¬ 

ground is carried into the inside pages and columns 

created within the photo. It is set up as a duotone 

with brown and black. The paper is 80# smooth vel¬ 

lum cover to match the feel of the rope. Colors: 

PANTONE 4515, a gold, and black. 

Figure 10-41 is included because of the unique 

approach to the fold. The design is a duotone with 

photo embossing. The paper choice is an 80# high 

gloss enamel. Colors: PANTONE 390, a green, and 

PANTONE 101, a yellow. 

Figure 10-42 is a two-color project with a real 

bandanna scanned and repeated on the outside and 

inside design. The paper is a 100# matte finish text 

sheet with a linen finish. Colors: Pantone 214, a red, 

and black. 



ST
AN

DA
RD

 
276 SECTION II TYPES OF PUBLICATIONS 

The City Parks and Recreation Department 

presents 

OKLAHOMA 
Synopsis of Scenei 

The entire action lakes place in Indian Teriitory (nou’ Oklahoma) 
just after the turn of the century. 

ACT 1 

Scene I • The front of the Laurey'a Famhoute 

Oh, What a beautiful Morning .Curly, Laurey, Aunt Elen 

Kansas City . .Ado Annie 

Many a New Day .Laurey, Female Ensem le 

People Will Say We're in Love.Curly, Laurey 

Scene 2 - Smoke House 

Pore Jud is Dead.Curly, Jud 

Lonely Room.Jud 

Scene 3 ■ A Grove of Laurey'! Farm 

Out of My Dreams .Laurey 

Dream Ballet.Dream Laurey, Dream Curly, Jud, Dancing Ensemble 

fifteen minute intermission 

ACT II 

Scene 1 - The Skidmore Ranch 

The Farmer and the Cowman .Entire Company 

All Er Nuthin.Ado Annie, Will 

Scene 2 - Inside Skidmore’s Bam 

People Will Say We're In Love (Reprise).Curly, Laurey 

Scene 3 - The Front ofLaurey’i Farmhouse 

Oklahoma ..Entire Company 

CAST OF CHARACTERS 
in order of appearance 

Aunt Ellen.Mqjorie Turner 

Curly.Morris Plumb 

Laurey.Pamela White 

Ike Skidmore.James Jatzlau 

Fred .Ray Booth 

Will Parker .SamDanna 

Jud Fry.David Hom 

Ad Annie .Coleena Brown 

Ali Hakin ..James Dement 

Gertie Cummings . , J.C. Sanders 

Andrew Cames .Jason Chesterfield 

Dream Laurey .Chelsea Rogers 

Dream Curly.Bill Hudson 

Cord Elam.Tony Harrold 

Singing Ensemble 
Ann Anders Lisa Cannon Judy Ireland Rene Escobar 
Vivian Festro Lou Ann Hiltown Terry Kwight Art- Panderson 
Carol Russ Bill Schischcik James Schauer Art Wells 

Dancing Ensemble 
Charles Bailey Kathy Guin Rene Haven Gay Glazner 
David Justin James McKibben Lori Miller Rocky Williams 

Children 
(Chil/dren appearing in this production are students from City Dance Studio) 
Jessica Denney Jamie Lee Kirk Hines Elizabeth Martin 
Melissa Campbell Mark Lively Jim Martin Jeff Palmer 

ADMINISTRATION STAFF 

General Manager—Carolyn Fisher 

Administrative Assistant—Pamela White 

Director of Publicity—Amanda Kilgore 

Public Relations Coordinator—Susie Wilson 

General Accountant—Douglas Mclnnis 

Administrative Sec.—Anne Coppenhaver 

Ticket Manager—Skip Kishbaugh 

Ushers—City Theatre Aindliarry 

We wish to thank the 

following for their 

property and production 
Bob's Western Wear 

Denise Barnhold 
Buttermilk Station Antiques 

Burger Barn 
KIIB-TV 

City Musuem 

Figure 10-36 

8 1/2" x I I" 
(Below) Standard level program, 

Figure 10-34 (Left) Standard level 

program, 8 1/2" x II" 

Figure 10-35 (Below) Standard level 

program, 8 112" x II" 

The City Parks and Recreation Department 

presents 

OKLAHOMA 
Synopsis of Scenes 

The entire action takes place in Indian Territory (now Oklahoma) 
just after the turn of the century. 

ACT 1 

Scene I - The front of the Laurey’s Pamhouse 

Oh, What a beautiful Morning Curly, Laurey, Aunt Elen 

Kansas City Ado Annie 

Many a New Day Laurey, Female Ensem le 

People Will Say We're in Love Curly, Laurey 

Scene 2 - Smoke House 

Pore Jud is Dead Curly, Jud 

Lonely Room Jud 

Scene 3 - A Grove of Laurey’s Farm 

Out of My Dreams Laurey 

Dream Ballet Dream Laurey, Dream Curly 
Jud, Dancing Ensemble 

fifteen minute intermission 

ACTH 

Scene 1 - The Skidmore Ranch 

The Farmer and the Cowman Entire Company 

All Er Nuthin Ado Annie, Will 

The City Parks and Recreation Department presents.. 

OKLAHOMA 
Synopsis of Scenes 

The entire action takes place in Indian Teriitory 
(now Oklahoma) just after the turn of the century. 

ACT 1 

Scene I ■ The front of the Laurey'i Famhouse 

Oh, What a beautiful Morning Curly, Laurey 
Aunt Elen 

Kansas City Ado Annie 

Many a New Day Laurey, Female Ensem le 

People Will Say We’re in Love Curly, Laurey 

Scene 2 ■ Smoke House 

Pore Jud is Dead Curly, Jud 

Lonely Room Jud 

Scene 3 ■ A Grove of Laurey’s Farm 

Out of My Dreams Laurey 

Dream Ballet Dream Laurey, Dream Curly, Jud, 
Dancing Ensemble 

fifteen minute intermission 

ACTH 

Scene 1 - The Skidmore Ranch 

The Farmer and the Cowman 

AUEr Nuthin 

Scene 2 ■ Inside Skidmore's Bam 

CAST OF CHARACTERS 
in order of appearance 

Aunt Ellen 

Curly 

Ike Skidmore 

Fred 

Will Parker 

Jud Fry 

Ad Annie 

Ali Hakin 

Gertie Cummings 

Andrew Cames 

Dream Laurey 

Dream Curly 

Cord Elam 

Mqjorie Turner 

Trent Franks 

Pamela White 

Bill Dunnely 

Ray Baker 

Ray Cole 

David Hom 

Coleena Brown 

Charles Bailey 

J.C. Sanders 

Jason Chesterfield 

Chelsea Rogers 

Bill Hudson 

Tony Harrold 

Entire Company 

Ado Annie, Will 

People Will Say We're In Love Curly, Laurey 
(Reprise) 

Scene 3 ■ The Front of Laurey'a Farmhouse 

Oklahoma Entire Company 

Finale Entire Company 

Singing Ensemble 
Ann Anders, Lisa Cannon, Judy Ireland, Rene Escobar, Vi¬ 
vian Festro, Lou Ann Hiltown, Terry Kwight, Art Pander- 

ion, Carol Russ, Bill Schischcik, 
James Schauer, Art Wells 

Dancing Ensemble 
Charles Bailey, Kathy Gudtintione, Rene Haven, 

Gay Glazner, David Justin, J. McKibben, 
Lori Miller, Rocky Williams 

Children 
(All children appearing in this production are student from 

the City Dance Studio) 
Jessica Denney, Jamie Lee, Kirk Hines, Elizabeth Marlin, 
Melissa Campbell, Mark Lively, Jim Martin, Jeff Palmer. 

Curly, Laurey 

y’s Farmhouse 

Entire Company 

Entire Company 

ADMINISTRATION STAFF 

General Manager 

Administrative Assistant 

Director of Publicity 

Public Relations Coordinator 

Administrative Secretary 

Ticket Manager 

Ushers 

Design Consultant 

Carolyn Fisher 

Pamela White 

Amanda Kilgore 

Susie Wilson 

Anne Coppenhaver 

Skip Kishbaugh 

City Theatre Auxiliarry 

Harry Preston 

We wish to thank the following 

for their property and production 

Buttermilk Station Antiques 

KIIB-TV 

City Musuen 

We wish to thank the following, 
Denise Barnhold 
KIIB-TV 

Aunt Ellen Majone Turner 

Curly Trent Franks 

Laurey Pamela White 

Ike Skidmore Bill Dunnely 

Fred Ray Baker 

Will Parker Ray Cole 

Jud Fry David Hom 

Ad Annie Coleena Brown 

Ali Hakin Charles Bailey 

Gertie Cummings J.C. Sanders 

Andrew Cames Jason Chesterfield 

Dream Laurey Chelsea Rogers 

Dream Curly Bill Hudson 

Cord Elam Tony Harrold 

Singing Ensemble 
Ann Anders I.isa Cannon Judy Ireland 
Rene Escobar Vivian Festro Lou Ann Hiltown 
Terry Kwight Art Panderson Carol Russ 
Bill Schischcik James Schauer Art Wells 

Dancing Ensemble 
Charles Bailey Kathy Garcia Rene Haven 
Gay Glazner David Justin J. McKibben 
Lori Miller Rocky Williams 

Children 
(Children appearing in this production 

are students from the City Dance Studio) 
Jessica Denney Jamie Lee Kirk Hines 
Elizabeth Martin Melissa Campbell Mark Lively 
Jim Martin Jeff Palmer 

ADMINISTRATION STAFF 

General Manager 

Administrative Assistant 

Director of Publicity 

Public Relations Coordinator 

General Accountant 

Administrative Secretary 

Ticket Manager 

Design Consultant 

Carolyn Fisher 

Pamela White 

Amanda Kilgore 

Susie Wilson 

Douglas Mclnnis 

Anne Coppenhaver 

Skip Kishbaugh 

City Theatre Auxiliarry 

Harry Preston 

for their property and production 

Buttermilk Station Antiques 
City Musuem 

I 
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The City Parks and Recreation Department 

presents 

Synopsis of Scenes 

The entire action takes place in Indian Tenitory (now Oklahoma) 
just after the turn of the century. 

ACT 1 

Scene I - The front of the Laurey’s Famhouse 

Oh, What a beautiful Morning Curlyi Laurey, Aunt Elen 

Kansas City . . 

Many a New Day.laurey, Female Eneein le 

Pa,pta Will Say Wa r. in Lay, .Curly. Leure, 

Scene 2 - Smoke House 

Port Jud is Dead Curly. Jud\Lonely Room Jud 

Scene 3 - A Grove of Laurey’s Farm 

Out of My Dreams .Laurey 

Dream Ballet Dream Uurey. Dream Curly. Jud. Dancing Ensemble 

fifteen minute intermission 

act n 

Scene 1 ■ The Skidmore Ranch 

The Farmer and the Cowman .Entire Company 

All Er Nothin.Ado Annie. Will 

Scene 2 - Inside Skidmore’s Bam 

People Will Say We're In Love (Reprise) .Curly. Uurey 

Scene 3 • The Front of Laurey’s Farmhous• 

Oklahoma .Entire Company 

Finale Entire Company 

CAST OF CHARACTERS 
in order of appearance 

Aunt Ellen . Mqjorie Turner 

Curly. Morns Plumb 

Laurey Pamela White 

Ike Skidmore. James Jatzlnu 

Fred ... .Ray Booth 

Will Parker .Sam Danna 

Jud Fry .David Horn 

Ad Annie.Coleena Brown 

Ali Hakin James Dement 

Gertie Cummings . J.C. Sanders 

Andrew Carnes. .Jason Chesterfield 

Dream Uurey Chelsea Rogers 

Dream Curly Bill Hudson 

Cord Elam .      Tony Harrold 

Singing Ensemble 
Ann Anders Lisa Cannon Judy Ireland Rene Escobar 
Vivian Festro Uu Ann Hiltown Terry Kwight Art Panderson 
Carol Russ Bill Schischrik James Schauer Art Wells 

Dancing Ensemble 
Charles Bailey Kathy Guin Rene Haven Gay Glazner 
David Justin James McKibben Lori Miller Rocky Williams 

Children 
(ChU/dren appearing in this production are students from the City Dance Studio) 

Jessica Denney Jamie Lee Kirk Hines Elizabeth Martin 
Melissa Campbell Mark Lively Jim Martin Jeff Palmer 

Figure 10-37 (Left) Custom level 

program,8 1/2" x I I" 

ADMINISTRATION STAFF 

General Manager.Carolyn Fisher 

Administrative Assistant.Pamela White 

Director of Publicity .Amanda Kilgore 

Public Relations Coordinator.Susie Wilson 

General Accountant.Douglas Mclnnis 

Administrative Secretary.Anne Coppenhaver 

Figure 10-38 (Below) 

program, 8 1/2" x II" 

Ticket Manager Skip Kr*-1-— 

Custom level 

Ushers.City Theatre A 

We wi/sh to thank the following for their property and prod 
Bob's Western Wear Denise Bomhold 
Buttermilk Station Antiques Burger Bnm 
KJ1B-TV City Musuem 

The City Parks and Recreation Department 

presents 

Figure 10 39 (Below) Custom level program, 

8 I IT x II" 

The City Parks and Recreation Department presents 

OKLAHOMA 

Synopsis of Scenes 
The entire action takes place in Indian Territory 
(now Oklahomaljust after the turn of the century. 

ACT 1 

Scene I ■ The front of the Laurey’s Famhouse 

Oh, What a beautiful Morning Curly. Uurey. Aunt 
Elen 

Kansas City Ado Annie 

Many a New Day Uurey, Female Ensem le 

People Will Say We're in Love Curly. Uurey 

Scene 2 - Smoke House 

Pore Jud is Dead Curly, Jud\Unely Room Jud 

Scene 3 ■ A Grove of Laurey’s Farm 

Out of My Dreams Uurey 

Dream Ballet Dream Uurey, Dream Curly. Jud, 
Dancing Ensemble 

fifteen minute intermission 

ACT II 

Scene I - The Skidmore Ranch 

The Farmer and the Cowman Entire Company 

All Er Nuthin Ado Annie. Will 

Scene 2 ■ Inside Skidmore's Bam 

People Will Say We're In Uve Curly. Uurey 

(Reprise) 

Scene 3 ■ The Front of Laurey’s Farmhouse 

Oklahoma Entire Company 

Flna)e Entire Company 

Aunt Ellen 

Curly 

Ike Skidmore 

Fred 

Will Parker 

Jud Fry 

Ad Annie 

Ali Hakin 

Gertie Cummings 

Andrew Cames 

Dream Uurey 

Dream Curly 

Cord Elam 

’ OF CHARACTERS 
i order of appearance 

Majorie Turner 

Trent Franks 

Pamela White 

Bill Dunnely 

Ray Baker 

Ray Cole 

David Horn 

Coleena Brown 

Charles Bailey 

J.C. Sanders 

Jason Chesterfield 

Chelsea Rogers 

Bill Hudson 

Tony Harrold 

Singing Ensemble 
Ann Anders, Lisa Cannon, Judy Ireland, Rene Escobar, Vi¬ 
vian Festro, Lou Ann Hiltown, Terry Kwight, Art Pander- 

son. Carol Russ, Bill Schischcik, James Schauer, Art Wells 

Dancing Ensemble 
Charles Bailey, Kathy Guiltintione, Rene Haven, Gay Glazn¬ 
er, David Justin, J. McKibben, Lori Miller, Rocky Williams 

Children 
(All children appearing in this production are student from 

the City Dance Studio> 
Jessica Denney, Jamie Lee, Kirk Hines, Elizabeth Martin, 
Melissa Campbell. Mark Lively, Jim Martin, Jeff Palmer. 

Synopsis of Scenes 
The entire action takes place in Indian Territory (now Oklahoma) 

just after the turn of the century. 

ACT 1 

Scene I - The front of the La urey’s Famhouse 

Oh, What a beautiful Morning Curly. Uurey, Aunt Elen 

Kansas City Ado Annie 

Many a New Day Uurey, Female Ensem le 

People Will Say Were in Love Curly. Uurey 

Scene 2 ■ Smoke House 

Pore Jud is Dead Curly, Jud 

Lonely Room Jud 

Scene 3 ■ A Grove of Laurey’s Farm 

Out of My Dreams Uurey 

Dream Ballet Dream Uurey, Dream Curly 
Jud, Dancing Ensemble 

fifteen minute intermission 

ACT II 

Scene 1 ■ The Skidmore Ranch 

The Farmer and the Cowman Entire Company 

All Er Nuthin Ado Annie, Will 

Scene 2 - Inside Skidmore’s Bam 

People Will Say We're In Love Curly, Uurey 
--——(Renrise) 

mt of Laurey’s Farmhouse 

oma Entire Company 

nale Entire Company 

thank the following 

perty and production 

Denise Bamhold 
tiques Burger Bam 

City Musuem 

ADMINISTRATION STAFF 

General Manager 
Carolyn Fisher 

Administrative Assistant 
Pamela White 

Director of Publicity 
Amanda Kilgore 

Public Relations Coordinator 
Susie Wilson 

General Accountant 
Dougins Mclnnis 

Administrative Secretary 
Anna Coppenhaver 

Ticket Manager 
Skip Kisbbaugh 

Ushers 
City Theatre Auxiliarry 

Design Consultant 
Harry Preston 

We wish 

to thank the following 

for their property and production 

Boll's Western Wear 

Denise Bamhold 

Buttermilk Station Antiques 

Burger Bam 

KI1B-TV 

City Musuem 

CAST OF CHARACTERS 
in order of appearance 

Aunt Ellen Majorie Turner 

Curly Trent Franks 

Uurey Pamela White 

Ike Skidmore Bill Dunnely 

Fred Roy Baker 

Will Parker Ray Cole 

Jud Fry David Horn 

Ad Annie Coleena Brown 

Ali Hakin Charles Bailey 

Gertie Cummings J.C. Sanders 

Andrew Cames Jason Chesterfield 

Dream Uurey Chelsea Rogers 

Dream Curly Bill Hudson 

Cord Elam Tony Harrold 

Singing Ensemble 
Ann Anders Lisa Cannon Judy Ireland 
Rene Escobar Vivian Festro Uu Ann Hiltown 
Terry Kwight Art Panderson Carol Russ 
Bill Schischcik James Schauer Art Wells 

Dancing Ensemble 
Charles Bailey Kathy Garcia Rene Haven 
Gay Glazner David Justin J. McKibben 
Lon Miller Rocky Williams 

Children 
(Children appeanng in this production 

are students from the City Dance Studio) 
Jessica Denney Jamie Lee Kirk Hines 
Elizabeth Martin Melissa Campbell Mark Lively 
Jim Martin Jeff Palmer 

ADMINISTRATION STAFF 

General Manager 

Administrative Assistant 

Director of Publicity 

Public Relations Coordinator 

General Accountant 

Administrative Secretary 

Ticket Manager 

Ushers 

Design Consultant 

Carolyn Fisher 

Pamela White 

Amanda Kilgore 

Susie Wilson 

Douglas Mclnnis 

Anne Coppenhaver 

Skip Kishbaugh 

City Theatre Auxiliarry 

Harry Preston 
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Figure 10-40 Premium level Oklahoma program with scanned rope. Credit:Azalia Alvarez, designer 

OKLAHOMA 
Based on Lynn Brigg's "Green Grow the Lilacs" 

Music .Richard Rodgers 

Book & Lyrics. .Oscar Hammerstein II 

Producer & Musical Director.Frank M. Young 

Assistant Musical Director .Sharon Birkman 

Director & Choreographer.Carolyn Franklin 

Assistant Choreographer.Kathy Castillion 

Scenery.Robert Howery Studios 

Lighting .Neil P. Jampolis 

Costumes.Bonnie Ambrose 

Synopsis of Scenes: The entire action takes place in Indian Territory 

(now Oklahoma) just after the turn of the century. 

ACT 1 

Scene l- The front of the Laurey's Farmhouse 

Oh, What a Beautiful Morning . Curly 

The Surrey With the Fringe on Top.Curly, Laurey, Aunt Elen 

Kansas City..Ado Annie 

Many a New Day.Laurey, Female Ensemble 

People Will Say We're in Love.Curly, Laurey 

Scene 2 - The Smoke House 

Pore Jud is Dead .Curly, Jud 

Lonely Room.Jud 

Scene 3 - A Grove at Laurey's Farm 

Out of My Dreams.Laurey 

Dream Ballet.Dream Laurey 

Dream Curly, Jud 

Dancing Ensemble 

FIFTEEN MINUTE INTERMISSION 

act n 

Scene 1 - The Skidmore Ranch 

The Farmer and the Cowman .Entire Company 

All Er Nuthin.Ado Annie, Will 

Scene 2 - Inside Skidmore's Barn 

People Will Say We're In Love (Reprise) .Curly, Laurey 

Scene 3 - The Front of Laurey's Farmhouse 

Oklahoma .Entire Company 

Finale . .Entire Company 

CAST OF CHARACTERS 

In order of appearance 

Aunt Ellen.Majorie Carrol 

Curly .Travia Franklin 

Laurey.Pamela Whitten 

Ike Skidmore.Greg Dunes 

Fred.Greg Dumas 

Will Parker .Ray Colbert 

Jud Fry.Daniel Hannaim 

Ad Annie Cmes .Colleen O'Kit 

AliHakin .Charles Krohn 

Gertie Cummings .J.C. Baker 

Andrew Carnes .Ady Misthos 

Dream Laurey.Chesley Santoro 

Dream Curly.Bill Hudson 

Cord Elam .Teny Turner 

(Bill Hudson appears through the courtesy of Houston Con¬ 

temporary Dance Theatre) 

THEATRE UNDER THE STARS 

Artistic Director.Frank M. Young 

& Founder 

ADMINISTRATION STAFF 

General Manager.Jerry Lowery 

Adm.Asst.Pamela Whitten 

Director of Publicity.Amanda Tyler 

Public Relations.Susie Works 

General Accountant. Doug Kilgore 

Adm.Secretary.Anne goldstone 

Ticket Manager.Leo Hamil 

Ushers .Theatre Inc. build 

President.CorothyGerfy 

Deisgn Consultant.Preston Hatcher 

TUTS/HUMPHREYS SCHOOL 

OF MUSICAL THEATRE STAFF 

Executive Director .Carolyn Franklin 

Adult Prod. Director.Vivan Altfeld 

Speech & Film Instr.Gary Chason 

Acting Instructor .Travic Frankline 

Make-up Instructor.Skip Milhousen 

Musical Instructor.George Morgenstem 

Student Prod.Director .Julie Rozan 

Voice Insturctor.Diane Tabola 

Stage Manager.Bonnie Weeks 

Acting & Music Coach .Frank Young 

SINGING ENSEMBLE 

Adelaida Anderson, Miles Anderson , Lesa Aratit, Soh- 

pemple Cannon, Greg Dumas, Judy England 

Bill Erwin, Rene Escobar, Vivian Flynn, Janet Golasinki 

Orielie Gudbser, Bob McCullough 

Lou Ann Miles, Terry Turner, Cynthia Anne Wright, 

Art Yelton 

DANCING ENSEMBLE 

Charles Brown, Kathy Castillon, Jackie Elridge, Re- 

nouarri Been, Gaye Glazner, David Greiss 

Cathy Gurensey, Morris Hilton, Kerry Kreiger, Kim 

Lung, Sally McCravey, B. J. Provenzano, Chelsey San¬ 

toro, Carol Sloss, Rocky Sude 

CHILDREN 

(All children appearing in TUT's production are student from 

the TUTS Humphreys School of Musical Theatre) 

Jess Buaghman, Ja Dorr, Adrienne Heins, Kirk 

Kimball, Mary Gaye Kimball, Mark Kinkaid , Delse 

Lively, Jim Tucker 

Production Stage Mgr.Bill Roberts 

Stage Manager .Bonnie Webber 

Asstistant Stage Mgr.Doug Kilgore 

Dance Captain.Maida Ambrose 

Property Manager.Marty Ambrose 

Property Assistants.E.Cliboume, 
Mike Miller, John Nameth, Rita Robert 

Orchestra .Houston Pops 

Make-up & Hair Design .Phil Hayes 

Wardrobe Mistress .Eunice Hayes 

Musical Coach .Chuck Hunnice 

Master Sound Technician.Jerry Lowery 

Fight Sequence Staging .Bill Roberts 

Master Capentry.Larry Gatz 

Property Master.Hyman Werner 

Assistants to Mr. Lowery .Dennis Keller, 

Sandra 

Grover 

Western Wear. - .. .600174 Stirrup 

Official Car.Gulf Coast Motor 

Give To Keep Us Going... 

If you enjoy TUT's Free Summer Musicals and would like to see them continue, then do 

your share, send your tax deductible contribution today. Our future is dependent upon 

financial support form people just like you. And you donors receive advance notice of 

show, indoor seating priorities and other benefits. TUTS is financed entirely through con- 

tributions. Help us in whatever way you can, but please help us continue. 

Send your tax deductible contributions to TUTS, 2017 West Gray, Houston, TX 77019. 

... Give to Keep us Free 

Phone 

We wish to thank the following for tlieir property and production: 

Almeda Stables Dennis Barhorst 

East End Transfer & Storage Frank Horlock 

KQUE-FM Joe Polichuno, Sr. 

Phillips Presbyterian Church McDonald's 

Woodstock Stripping & Antiques Asbury School of Dance 

Burger King Gulf Coast Motor Leasing 

Houston Grand Opera KTRK-Channel 13 

Mobil Air Conditioning 

Miller Theater Staff: 

Westerby Arms Museum 

Manager Bret Weil 

Technical Director Jerry R Lowe 

Publicity and Production Jeanne Jones 

Secretary Judith Reining 

Program Production 

Typography & Design Azalia V. Alvarez 

The City of Houston 
PARKS & RECREATION DEPARTMENT 

Presents 

OKLAHOMA 

Based on Lynn Brigg's "Green Grow the Lilacs" 
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We wish to thank the following 

FOR THEIR PROPERTY AND PRODUCTION 

Almeda Stables 

Dennis Barhorst 

East End Transfer & Storage 

Frank Horlock 

KQUE-FM 

Joe Polichuno, Sr. 

Phillips Presbyterian Church 

Woodstock Stripping and Antiques 

Asbury School of Dance 

Burger King 

Gulf Coast Motor Leasing 

Houston Grand Opera 

KTRK-Channel 13 

Mobile Air Conditioning 

Westerby Arms Museum 

Miller Theater Staff 

Manager Bret Weil 

Technical Director Jerry R. Lowe 

Publicity and Production Jeanne Jones 

Secretary Judith Reining 

Program Production 

Typography and Design Natalia Karachevtseva 

Figure 10-41 Premium level Oklahoma 

program with photo embossing. 

Credit: Natalia Karachevtseva, designer 

Jity of Houston Parks & Recreation Department 

Ller Advisory Council & Theatre Under the Stars 

Give To Keep Us Going. .. 

If you enjoy TUT's Free Summer Musicals and would like to see them continue, then do your share, send your tax deductible con¬ 

tribution today. Our future is dependent upon financial support form people just like you. And you donors receive advance notice of 

show, indoor seating priorities and other benefits. TUTS is financed entirely through contributions. Help us in whatever way you 

can, but please help us continue. 

Send your tax deductible contributions to TUTS, 2017 West Gray, Houston, TX 77019. 

Give to keep us Free 

Name ___ 

Address ____ 

City __Phone _ 

State ___Zip_ 

hitory (now Oklahoma) 

-century. 

^aurey, Aunt Elen 

inie 

Female Ensemble 

-aurey 

House 

ud 

'ey's Farm 

Laurey, Dream Curly, 

incing Ensemble 

| Ranch 

Company 

nnie. Will 

ie's Barn 

Laurey 

fs Farmhouse 

Company 

Ticket Manger 

Ushers 

Executive Director 

Adult Production Director 

Speech & Film Acting Instructor 

Acting Instructor 

Make-up Instructor 

Musical Instructor 

Student Production Director 

Voice Instructor 

Stage Manager 

Acting & Musical Coach 

N T 
Cast of Characters 

In order of appearance 

Aunt Ellen.Majora Carol 

Curly .Travia Franklin 

Laurey.Pamela Whitten 

Ike Skidmore .Greg Dunes 

Fred .Greg Dumas 

Will Parker .Ray Colbert 

Jud Fry.Daniel Hannaim 

Ad Annie Crones.Colleen O'Kit 

Ali Hakin.Charles Krohn 

Gertie Cummings ..J.C. Baker 

Andrew Carnes .Ady Misthos 

Dream Laurey .Chesley Santoro 

Dream Curly.Bill Hudson 

Cord Elam..Teny Turner 

Bill Hudson appears through the courtesy of Houston Con¬ 

temporary Dance Theatre 

Singing Ensemble 

Adelaida Anderson, Miles Anderson, Lesa Aratit, Sohpemple Can¬ 

non, Greg Dumas, Judy England, Bill Erwin, Rene Escobar, Vivian 

Flynn, Janet Golasinki, Orielie Gudbser, Bob McCullough, Lou 

Ann Miles, Terry Turner, Cynthia Anne Wright, Art Yelton. 

Dancing Ensemble 

Charles Brown, Kathy Castilian, Jackie Elridge, Rcnouarri Been, 

Gaye Glazner, David Greiss, Cathy Gurensey, Morris Hilton, 

Kerry Kreiger, Kim Lung, Sally McCravey, Benjamin J. Proven- 

zano, Chelsey Santoro, Carol Sloss, Rocky Sude. 

Children 

(All children appearing in TUT's production are student 

from the TUTS/Humphreys School of Musical Theatre) 

Jess Buaghman, Ja Dorr, Adrienne Heins, Kirk Kimball, Mark 

Mary Gaye Kimball, Mark Kinkaid, Delse Lively, Jim Tucker. 

Production Staff 

Frank M. Young Production Stage Manager Bill Roberts 

VFF Stage Manager Bonnie Webber 

pwery 

I whitten 

Assistant Stage Manger 

Dance Captain 

Doug Kilgore 

Maida Ambrose 

la Tyler 

{forks 

Property Manager Marty Ambrose 

Property Assistants Elizabeth Cliboume, Mike Miller, 

Cilgore 

—Hnmrgoldstone 

Leo Hamil 

Orchestra 

Make-up & Hair Design 

John Nameth, Rita Roberts 

Houston Pops 

Phil Hayes 

Theatre Inc. build. 
Wardrobe Mistress Eunice Hayes 

Corothy Gerfy, President 

Preston Hatcher 

Musical Coach 

Costume Coordinator 

Chuck Hunnice 

Pat Humphries 

. of Musical Theatre Staff 

Master Sound Technician 

Fight Sequence Staging 

Master Capentry 

Jerry Lowery 

Bill Roberts 

Larry Gatz 

Carolyn Franklin Property Master Hyman Werner 

Vivan Altfeld Master Electrician Mel Weinbreed 

Gary Chason Assistants to Mr. Lowery Dennis Keller, Sandra Grover 

Travic Frankline Western Wear Boot'N Stirrup 

Skip Milhousen Official Car Gulf Coast Motor Leasing 

George Morgenstem Producer and Musical Director Frank M. Young 

Julie Rozan Assistant Musical Director Sharon Birkman 

Diane Tabola Director and Choreographer Carolyn Franklin 

Bonnie Weeks Assistant Choreographer Kathy Castillion 

Frank Young Scenery Robert Howery Studios 

Lighting Neil P. Jampolis 

Costumes Bonnie Ambrose 

PREMIUM 
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Figure 10-42 Premium level Oklahoma program with bandana. Credit: Dana Stuart, designer 

PART FIVE 

Theatre Under the Stars 

Artistic Director and Founder 

Admlnstration Staff 

General Manager . Jerry Lowery 

Administrative Assistant. Pamela whitten 

Director of Publicity. Amanda Tyler 

Public Relations Coordinator .Susie works 

General Accountatnt .Doug Kilgore 

Administrative Secretary .Anne Goldstone 

Ticket Manger .Leo Hamll 

Ushers .Theatre Inc. build. Corothy Gerfy, President 

Design Consultant .Preston Hatcher 

TLTS/HUMPHREYS SCHOOL OF 

MUSICAL THEATRE STAFF 

Executive Director . 

Adult Production Director . 

Speech & Film Acting Instructor 

Acting instatctor . 

Make-up instructor . 

Musical instructor . 

Student Produclton Director. 

voice Instructor . 

Stage Manager . 

Acting & Musical Coach . 

Carolyn Franklin 

Vivan Altfeld 

.... GaryChason 

.Travic Frankllne 

..Skip Milhousen 

George Morgenstem 

.. Julie Rozan 

Diane Tabola 

Bonnie Weeks 

. Frank Young 

Give To Keep Us Going... 

if you enjoy TUTs Free Summer Musicals and would like to"! 
continue, then do your share, send your tax deductible contribution 

today. Our future is dependent upon financial support from people 

just like you. And donors receive advance notice of show, indoor 

seating priorities and other benefits. TUTS is financed entirely 

through contributions. Help us in whatever way you can. but please 

help us continue. 

Send your tax deductive! contributions to TUTS. 2017 West Gray, 

Houston, TX 77019. 

...Give to keep us Free 

Name_ 

Adress_ 

City_ 

State_Zip. 

Phone_ 

PART SEVEN 

We wish to thank the following for their property and production 

Almeda Stables 

Dennis Barhorst 

East End Transfer & Storage 

Frank Horlock 

KQUE-FM 

Joe Pollchuno, Sr. 

Phillips Presbyterian Church 

Woodstock Stripping and Antiques 

Asbury School of Dance 

Burger King 

Gulf Coast Motor Leasing 

Houston Grand Opera 

KTRK-Channel 13 

Mobil Air Conditioning 

Westerby Arms Museum 

Miller Theater Staff 

Manager . 

Technical Director . 

Publicity and Production 

Secretary . 

Program Production 

Typography and Design. Dana Stuart 

. Bret Weil 

Jerry R. Lowe 

Jeanne Jones 

Judith Reining 

>LUoqeX^ 

'Oqe [HO 

The City of Houston Parks & 
Recreation Department 

The Miller Advisory Council 

.Theatre Under the Stars 

PART ONE 

OKLAHOMA 

Based on.Lynn Briggs “Green Grow the Lilacs" 

Music by .Richard Rodgers 

Book and Lyrics.Oscar Hammerstein II 

Producer and Musical Director.Frank M. Young 

Assistant Musical Director .Sharon Birkman 

Director and Choreographer .Carolyn Franklin 

Assistant Choreographer. .***.Kathy Castillion 

Scenery .JO.C .Robert Howery Studios 

Lighting..Neil P. Jampolis 

Costumes .m&HWm-.Bonnie Ambrose 

Production Stage Manager.Bill Roberts 

Stage Manager.Bonnie Webber 

Assistant Stage Manager.Doug Kilgore 

Dance Captain .Maida Ambrose 

Property Manager .Marty Ambrose 

Property Assistants ..Elizabeth Cliboume, Mike Miller, John Nameth. 

Rita Roberts 

Orchestra .Houston Pops 

Make-up & Hair Design .^.Phil Hayes 

Wardrobe Mistress .   Eunice Hayes 

Musical Coach ..Chuck Hunnlce 

Costume Co-ordinator ..Pat Humphries 

Master Sound Technician .Jerry Lowery 

Fight Sequence Staging .Bill Roberts 

Master Carpentry .Larry Gatz 

Property Master .Hyman Werner 

Master Electrician .Mel Weinbreed 

Assistants to Mr. Lowery .Dennis Keller. Sandra Grover 

Western Wear .BootN Stirrup 

Official Car .Gulf Coast Motor Leasing 

PART THREE 

Synopsis of Scenes 

The entire action takes place in Indian Territory (now Oklahoma) Just 

after the turn of the century. 

Act 1 

Scene I- The front of the LaureyS Farmhouse 

Oh. What a Beautiful Morning .Curly 

The Surrey With the Fringe on Top .Curly, Laurey, Aunt Elen 

Kansas City .Ado Annie 

Many a New Day. Laurey. Female Ensemble 

People Will Say We're In Love. Curly, Laurey 

Scene 2 - The Smoke House 

Poor Jud is Dead . 

Lonely Room. 

Curly, Jud 

. Jud 

Scene 3 - A Grove of Laurey's Farm 

Out of Mv Dreams . Laurey 

Dream Ballet Dream Laurey, Dream Curly, Jud. Dancing Ensemble 

Fifteen Minute Intermission 

Act 11 

Scene I - The Skidmore Ranch 

The Farmer and the Cowman ... 

All Er Nuthln . 

Entire Company 

.. Ado Annie, Will 

Scene 2 - Inside Skidmore’s Bam 

People Will say We're in Love (Reprise) . Curly, Laurey 

Scene 3 - The Front of Laurey's Farmhouse 

Oklahoma . Entire Company 

Finale . Entire Company 

PART FOUR 

CAST OF CHARACTERS 

In order of appearance 

Aunt Ellen. Majorie Carrol 

Curly . Travia Franklin 

Laurey . Pamela Whitten 

Ike Skidmore . Greg Dunes 

Fred. Greg Dumas 

will Parker   Ray Colbert 

Jud Fry..jjjmM. Daniel Hannaim 

Ad Annie Cmes . Colleen O’Kit 

Ali Hakin.KMlS.. Charles Krohn 

Gertie Cummings . . j.c. Baker 

Andrew Carnes . Ady Mlsthos 

Dream Laurey. Chesley Santoro 

Dream Curly . BUI Hudson 

Cord Elam . Tenv Turner 

Bill Hudson appears through the courtesy of Houston Contemporary 
Dance Theatre 

Singing Ensemble 

Adelaida Anderson, Miles Anderson, Lesa Aratit, Sohpemple Can 

non. Greg Dumas. Judy England, Bill Erwin. Rene Escobar, Vivian 

Flynn, Janet Golaslnki. Orielle Gudbser, Bob McCullough, Lou Ann 
Miles, Terry Turner, Cynthia Anne Wright. Art Yelton. 

Dancing Ensemble 

Charles Brown, Kathy CastlUon, Jackie Elridge, Renouarri Been, Gaye 

Glazner, David Grelss. Cathy Gurensey, Morris Hilton, Kerry Krelger, 

Kim Lung, Sally McCravey, Benjamin J. Provenzano. Chelsey San¬ 
toro. Carol Sloss, Rocky Sude. 

Children 

(All children appreaing int TUTs production are student from the 

TUTS? Humphreys School of Musical Theatre) Jess Buaghman. Ja 

Dorr. Adrienne Heins, Kirk Kimball, Marv Gave Kimball. Mark 
Klnkald, Delse Lively, Jim Tucker. 
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Pocket folders 

Pocket folders are covers that have pockets on the 

inside for pull out information pages and brochures. 

Pocket folders have recently become popular on all 

levels of design. They are an alternative to using 

binders or envelopes for handouts. Standard die cut 

folders include one and two inside flaps (figure 
10-43). 

A standard die cut is often half the cost of a 

specially made die cut. Request strike sheets of the 

available dies from your printing company. One 

common die cut includes a slit for a business card. 

When including a die cut as a design element, pick 

up the scissors instead of a pencil to work on ideas. 

Finishing and bindery 

Pocket folders usually include finishing techniques. 

The pocket folder is printed as a flat sheet on a 

cover weight. Other finishing and bindery work is 

completed and then it is die cut to the shape of the 

folder plus pockets, slit for business cards, scored to 

be able to bend the sheet without cracking at the 

fold, and then glued and stapled. An economical 

choice is to purchase the folders cut as a flat publi¬ 

cation and do the hand work yourself. Some special 

considerations include: 

Embossing 
When there is a problem seeing the backside of the 

embossing, place the embossing so that it falls be¬ 

hind the flap. Consider specialty houses that can silk 

screen and foil stamp the company name and logo at 

less cost than a conventional print shop and bindery. 

Folds 
Single flaps are good for standard levels. If a heavy 

text sheet is used, the flap will fold up and not re¬ 

quire a die cut. Gatefolds and pocket folds are con¬ 

sidered premium level designs because of the added 

cost of hand work. For samples of folds, see figures 

10-50 through 10-52. 

If there is paper waste, use the extra to print 

stuffers, handouts, table tents, name tags, business 

cards, or any additional projects. Since this is an un¬ 

usual cut, there is always some room for another 

project. 

Hot stamping 
Contact the vendor for hot stamping colors. Keep the 

area small or within standard sizes of the rolls. 

Score 
Most cover weights will need a score as well as a 

fold. Two scores can be used to make a box pocket 

ECONOMICAL FOR SHORTER RUNS FITS WITH SINGLE AND DOUBLE FLAP 

Figure 10-43 Popular die cuts for one- and 

two-pocket folders. 

4 1/4 12 1/2 4 1/4 12 1 
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for the back if the folder has several publications to 

fit inside it. 

Use of photos and background textures 
The cover can be printed with as much design and 

color as any large advertising publication. It is better 

to print a texture on the sheet than to use a tex¬ 

tured sheet. The folds should follow the grain of the 

sheet; if the project folds in both directions, test the 

sheet. 

The paper stock 
Use lighter cover weights for folders with limited 

budgets or for an event with a one time use. Cast 

coat is an extra hard coating that will increase the 

durability of the folder. The grain is very critical and 

must run with the IIV2" side since it is the longer vi¬ 

sual fold. Avoid heavier sheets with deep textures 

that will crack even when they are scored. 

Standard level pocket folders and covers 
Small quantities and urgent deadlines are well met 

with standard level covers or with standard die cut 

pocket folders. Choose a paper that will not require 

scoring or use the design as a cover for spiral 

bound, perfect bound, or front-sleeved notebooks. 

Try the specifications from figures 10-44 through 10- 

46 for style palette information or change fonts and 

modify slightly: 

Element Type Specifications 

Headline A 54/60 Caslon bold 

Headline B 30/36 Caslon bold 

Body 12/28 Caslon, italics 

Signature A 18/20 Caslon bold, italics 

Signature B 18/14 Caslon bold, italics 

Address 12/24 Caslon, increased letterspacing 

PAPER AND INK. Use black or a one spot color ink 

on textured 80# cover. 

The sheet size 
The press sheet size must match the design to give 

the least amount of waste. Use it for all projects in 

the advertising package that require the same weight 

and type of paper. 

Pocket folder samples 

Use 6-12-point cast coat covers, one or two sided, 

100# enamel, 70# text, 80# cover, or 24# writing 

bond for lighter weight. 

Range for type specifications 
Element Type Sizes Comments 

Title 14-48 pt 

Address or quote 14-18 pt 

Paper 
Common Sheet Size 

26"x20" 
i4'x 1 r 

All caps, bold 

Medium, or italics for quote 

Common Fold Size 

9"x 12" 

8*4'xir 

LINE ART. Use purchased EPS line art or an orna¬ 

ment font. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Direct-to-plate at cover specialty print¬ 

ing house. 

Custom level pocket folders 
Additional layers of custom and stock textures and 

photos add production time and increase printing 

requirements (figures 10-47 through 10-49). 

Element Type Specifications 

Headline A 54/60 GillsSans ultra bold 

Headline B 30/36 GillsSans ultra bold 

Body 12/24 Caslon 

Signature 18/20 Caslon 

PAPER AND INK. Use one color ink with tints or 

two colors of ink with tints and 80# cover. 
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PHOTO OR LINE ART. Use a photo CD or scanned 

photo ot both products and people. Also use custom 

designed art for the company, purchased EPS line 
art, or an ornament font. 

OUTPUT DEVICE. 

1st Choice—Direct-to-plate at conventional medium- 
size press. 

2nd Choice—Direct-to-film negative (service bureau) 
for conventional small press. 

Premium level pocket folders 
Premium level designs for pocket folders focus on 

specialized die cuts, folds, multiple color, and finish¬ 

ing techniques. Art boards should be used for pre¬ 
sentations. 

Figure 10-50 showcases a wrap-around photo 

taken in the client’s production area using the crafts¬ 

man’s tools from this established company. The 

pocket shows the background photo in register on 

the inside cover spread. The type on the outside is 24 

points and inside it is 18, 11, and 12. The paper is a 

80# cover, gloss coated enamel that is laminated. 

Color: four-color process. 

Figure 10-51 is a good example of a gatefold. It 

is printed on an 80# cover, matte finish enamel, with 

two slits outside by the logo to lock the gatefold 

and one inside for a business card. The pocket is 

built for a Va" thickness of inserts. It uses two var¬ 

nishes, one dull and one high gloss, which accents a 

checkboard on the front and back. The inside type is 

36, 22, and 14. Colors: PANTONE 1545, a brown, 

and PANTONE 315, a blue. 

Figure 10-52 is a corporate folder. The 80# 

cover, dark blue with a waffle texture, has a Velcro 

closure and rounded pockets. It matches the series of 

brochures that it is designed to present. The type 

sizes are 54, 30, and 30 italics. The folder closes with 

Velcro as a gatefold and uses a round shape for the 

pockets. The ink color is opaque white with a gold 

foil embossing. 
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The 

25* 

Anniversary 

Portfolio 

(A pictorial of the corporation 

from 1976 when Georgia Sanders open her center 

until2001 as a nationalfranchise.} 

LiLblessings 
•SCHOOLS1 

New York • San Fransdsco 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976^2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

t-2001 1976-2001 1976-2001 1976-2CXU A\Vf-2001 1976-2001 

J 976-2001 1976-2001 1976-^fil 1976-2001 

D1 1976-2001 1976-2QO]r JpW^OOl 1976-2001 1976-2001 

*76-2001 1976^(^^*^6-2001 1976-2001 1976-2001 

76-2001 ^*^76-2001 1976-2001 1976-2001 1976-2001 

1976^£&f 1976-2001 1976-2001 1976-2001 1976-2001 

976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

5001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-200CVV|#6-2001 
19*5-2001 197] 

1976-2001 
197< 

1976-2001 ' 19 
1976-200 

1976-2001 1 
1976-2C 

LiLblessinj ngs 
P •SCHOOLS' 

New York • San Fransdsco 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 1976-2001 

Figure 10-44 (Left) Standard level cover 

Figure 10-45 (Below) Standard level cover 

The 

25* 

Anniversary 

Portfolio 

(A pictorial of the corporation 

from 1976 when Georgia Sanders open her center 

until2001 as a national fanchise.) 

LiLblessings 
•SCHOOLS• 

New York • San Fransdsco 

Figure 10-46 (Left) Standard level cover. Headline A 

uses 120-point type. 
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The 

ls<h 
Anniversary 

Portfolio 

W: 

The 

th 25 
Anniversary 

Portfolio 

Figure 10-47 (Left) Custom level cover. Credit Brian 

Campbell, background design and production 

Figure 10-48 (Below) Custom level cover. Credit: 

Natalia Karachevtseva, designer 

iiiiistijii i wm 

Anniversary 
Portfolio 

[A pictorial of the corporation 

from 1976 when Georgia Sanders open her center 

until2001 as a nationalfranchise.} 

LiLblessings 
•SCHOOLS' 

New York • San Franscisco 

LiLblessings 
•SCHOOLS* 

New York * San Franscisco 

Figure 10-49 (Left) Custom level cover. Headline A 

uses 120-point type. 
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Figure 10-50 (Left) Premium level 

pocket folder, photo embossing. Credit: 

Manlove Advertising, Pasadena,TX, design 
and production 

Figure 10-51 (Below) Premium level 

pocket folder, special die cuts. Credit: 

Kathryn Vosburg-Seretti, designer 
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Figure 10-52 (Left) Premium level pocket folder, 

gold foil embossed. Credit:Western National Life 

Insurance Co., Randi Stephens and Jennifer Junemann, 

designers/production 
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Brochures 
A brochure can be the first link to an interested, po¬ 

tential customer. Brochures are displayed in racks, on 

coffee tables of waiting rooms, at product shows, 

and through direct mailings. They are the most fre¬ 

quently used advertising piece for all levels of design 

and are used to give information on a specific prod¬ 

uct, event, service, or organization. To extend its life, 

avoid printing dated information or employees’ 

names. 

Type 

The type specifications are the same for every sheet 

size of a brochure because the reading distance is 

generally the same. The amount of type in a 

brochure may resemble a long document, but the 

type is usually set with additional leading and the de¬ 

sign and placement of copy is different. 

The most popular sizes for body text are 9/14 

(9-point type with a 14-point leading) and over half 

of the brochures use a leading of 12 to 15 points. 

Subheads are two sizes or more greater than the 

body copy size. Subheads with two levels have one 

subhead the same size as the body. 

X Cross reference: See figures 4-8 through 4- 

10 for interesting techniques for breaking 

up text. 

The sheet size of a brochure is usually con¬ 

trolled by the amount of copy and the budget. When 

facing copyfitting problems, the sheet size and num¬ 

ber of folds are increased. Premium brochures may 

have a final sheet size and page spread of 17" x 22" 

with folds and a crossfold. 

The cover is the showcase, bringing the reader 

into the brochure; then the information is presented 

as a continuous story that unfolds as the panels are 

unfolded. Sketches should be built on folded sheets 

to keep from losing this thread and to avoid confu¬ 

sion in the production stage. To give unfolded sec¬ 

tions their greatest potential, set up the sheet size for 

each page and use the dummy for location of copy. 

Brochure samples 
Use 70#-80# text, coated and textured, or 65# cover, 

coated and textured. 

Range for type specifications 
Element Type Sizes Comments 

Outside cover 

Title 24-144 pt All fonts, large when no art or 
photo is used 

Subhead 12-36 pt Serif, leading double the type size 

Company name 18-24 pt Bold or wordmarks 

Company Address 8-11 pt Letterhead sizes 

Inside copy 

Subheads 9-24 pt Serif, same size as body if there 
are two levels of subheads and 
two or more sizes greater than 
body if there is only one level of 
subhead 

Body text 8-11 pt Serif, medium, leading 2-5 pt 
greater, use advance techniques 
for breaking up paragraphs 

Inside flap 

Copy 8-11 pt Same specifications as inside 
copy or larger size/leading 

Map/chart 6-7 pt Serif or sans serif, all caps, 
medium 

Paper 
Number Envelope 
of Panels Sheet Size Folded Size Size and Kind 

4 8%"xir TVi'x 8V2" 6"x 9/ catalog or 
booklet 

4 8 Vi'xT 3V2"x8V2" 41/Tx 9 W, business 

6 sv/'xir 3V2"x 8W Ws'x 9VT', business 

6 8V2"x 14" 4 v-i'x 8V2" 6"x 9", catalog or 
booklet 

lrxir 8V2"xir 9~x 12/ catalog or 
booklet 

Standard level brochures 
Small quantities and urgent deadlines are well met 

with standard level brochures. Standard single and 

double folds make designs easier to reuse. Try the 

specifications from figures 10-53 through 10-55 for 

style palette information or change fonts and modi¬ 
fy slightly: 
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Element 

Outside cover 

Title 

Subhead A 

Signature 

Inside 

Title 

Introduction 
paragraph 

Subhead 

Initial cap 

Text 

Bullet 

Addresses 

Mailer 

Type Specifications 

48/48 New Century Schoolbook bold, U & lc, 80% 
width, tight tracking 

18/21 New Century Schoolbook bold, U & lc 

8/10 Helvetica black, U & lc, 120% width 

18/24 Helvetica condensed bold, U & lc 

12/16 New Century Schoolbook italics, 2-pt before 
paragraph leading, 1-pt after paragraph leading 

10/12 Helvetica bold, 1-pt before paragraph leading 

72/24 Helvetica condensed bold 

9/12 New Century Schoolbook, U & lc, 6-pt before 
paragraph leading 

9/12 Helvetica bold, 2-pt before paragraph leading 

9/12 New Century Schoolbook 

Signature from envelope size 

PAPER AND INK. Choose a dark color of ink to 

maintain readability of the type with 24# bond in 

soft or neutral colors or 60-80# text with texture. 

LINE ART. Use purchased EPS line art, an Ornament 

font, texture, or reverse type. 

Element 

Outside cover 

Type Specifications 

Title 30/36 New Century Schoolbook bold, 
U & lc, 80% width, tight tracking 

Subhead A 18/21 New Century Schoolbook bold, U & lc 

Signature 

Inside 

8/10 Helvetica black, U & lc, 120% width 

Title 18/24 Helvetica condensed bold, U & lc 

Introduction paragraph 12/16 New Century Schoolbook italics, 
2-pt before paragraph leading, 

1-pt after paragraph leading 

Subhead 10/14 Helvetica black, 1-pt before 
paragraph leading 

Text 9/12 New Century Schoolbook, U & lc, 
6-pt before paragraph leading 

Bullet 9/12 Helvetica bold, 4-pt before paragraph 
leading 

Addresses 9/12 New Century Schoolbook 

Mailer Signature in envelope size 

PAPER AND INK. Add photos and tints to previous 

choices with one color ink with tints or two colors of 

ink and loose register. Use 8V2" x 11" 20# bond in 

bold colors with black ink with tints or 80# text with 

texture or 65# cover. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 

Custom level brochures 
Additional fine papers, ink colors, and custom art 

or stock textures and photos add production time 

and increase printing requirements (figures 10-56 

through 10-58). 

PHOTO OR LINE ART. Use a photo CD or scanned 

photo of products, not people. Also, use custom de¬ 

signed art for the event, purchased EPS line art, or an 

Ornament font. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Direct-to-plate at conventional small 

press. 
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Premium level brochures 
Premium level designs for brochures focus on addi¬ 

tional sketches, multiple color samples, and addi¬ 

tional conferences with the client. Art boards should 

be used for presentations. 

Figure 10-59 is a single fold/four panel design. 

The paper choice is an 80# cover, matte finish enam¬ 

el. Inside type specifications are 14-point subheads 

and 10/12 body text. Colors: four-color process. 

Figure 10-60 is an example of a double 

fold/standard six panel design. It is printed on 65# 

cover, matte finish enamel. Inside type specifications 

are 14-point subheads and 10/12 body text. The 

sheets are scored to keep them from cracking when 

folded. Colors: PANTONE 305, a blue, and black. 

Figure 10-61 is an example of a double 

fold/eight panel design. The paper choice is an 80# 

text, high gloss. Colors: PANTONE 301, a blue, and 

PANTONE 124, a yellow, converted to process color. 
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Affordable dependable clean pool and drinking water. 

Mutually convenient monthly check ups to the 
system. 

$35.00 Installation fee per outlet. 

Less than $1.00 per day estimated summer water 
worries 

Phone calls are answered by real people with 

immediate answer — 24 hours a day, seven days a 
week. 

Satisfaction guaranteed. 

Add as many water outlet to this plan at any time for 

the original cost per outlet, no increase In charges to 
your account. 

i 

Introducing 

New Concept in 
• Water Purification 

Systems 

A computer system 

with automatic 

protection 

and replacement 

Total Purifiers, Incorporation Figure 10-53 Standard level 

brochure, 8 1/2" x II", 

single fold 

computer water purification solution 
for a wide range of home and business applications. The Total Purifier's computer 
water system is a fast, high-quality water purification system ipith multi-user and 
multi-tasking capabilities, plus state-of-the-art filter cleaning, ^t gives more than 16 
million gallons and 256 filters of quality water at up to 30 feet\below sea level. 

■ Onboard water processor with 

resident frame filtering and purifi¬ 

cation 

■ A four-pass filter system for su¬ 

perior quality 

■ Highly reliable technology 

■ Up to 40 station interface filters 

■ 8 station interface filters 

■ Water tubing system, over¬ 

head or underground 

■ Full maintenance to water 

system of appliances and 

swimming pools 

■ Fashion designed outdoor 

pumps 

■ Compatibility with leading 

swimming pool filter systems 

■ Total Purifiers II for upgrading, 

easily Installed 

The System 

The System is computer-driven. 

Specifically, the Total Purifier’s 

Option 75 interface for a com¬ 

plete water purification system 

includes a compatible parallel 

interface filters, interface cable, 

and filter driver software con¬ 

forming to Total Purifier's 

guidelines for FastFilter based 

water systems. Plus, the driver 

is compatible with such water 

systems as Dualist Water Sys¬ 

tem, Dualist FreedomFoot. 

Additions 

Grasshopper Grass Grow and 

existing compatibility to pool fil¬ 

ter system’s SOME, among oth¬ 

ers. Option 23 also provides you 

with high-speed screen systems. 

You can check an entire water 

system to our computer in as lit¬ 

tle as five seconds, freeing you 

for further productivity and 

leisure time. 

Speed and Quality 

For the right balance of speed 

and quality, Total Purfier's Op¬ 

tion 75 offer two choices of sys¬ 

tems. For example, a first home 

with 3,000 square feet usually 

requires low-to-medium size sys¬ 

tems for best output results, 

whereas home with pools and 

heavy use are at their greatest 

advantage with the Total Purifi¬ 

er’s full Option 75. 

To accommodate your computer 

requirements, the Water Purifi¬ 

er’s driver-software diskettes in¬ 

clude selected high-resolution 

fonts and HD disk or CD for all 

operating systems. The software 

searches your computer system, 

identifies which software is 

needed and then ask you a se¬ 

ries of questions 

For more information 

call, fax or write to: 

Total Purifiers, Incorporation 

5114 West Montgomery Road 

Clear Park, Michigan 51533 

Phone: (800) 242-8474 

Fax: (602) 242-8475 

International Offices 
Total Purifiers, Incorporation 

Unit 222, Milam Place 

West Umbert, Germany GN30 0BR 

In the United Kingdom and Europe 
Total Purifiers, Incorporation 

499 Caplin Avenue 

Lyndell Park. Oxford OX 32 2CS 

In the Mexico and South America 
Total Purifiers, Incorporation 

5 West Montgomery Road, 3rd Floor 

Xaniea, Columbia CO 51533 



Are you looking for... 
• Affordable dependable clean pool and 

drinking water. 

• Mutually convenient monthly check ups 

to the system. 

• $35.00 installation fee per outlet. 

• Less than $1.00 per day estimated sum¬ 

mer water worries 

• Phone calls are answered by real people 

with Immediate answer — 24 hours a day, 

seven days a week. 

• Satisfaction guaranteed 

• Add as many water outlet to this plan at 

any time for the original cost per outlet, 

no increase In charges to your account. 
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Introducing 

a New 

Concept in 

Water 

Purification 

[Systems... 

A COMPUTER SYSTEM 

with automatic 
protection 
and replacement 

Total Purifiers, Incorporated 
Figure 10-54 Standard level 

brochure, 8 1/2" x II", 

double fold 

water purification 

solution 
for a wide range of home and 

office applications. The Total 

Purifier’s computer water sys¬ 

tem is a fast, high-quality 

water purification system with 

multi-user and multi-tasking 

capabilities, plus state-of-the- 

art filter cleaning. It gives 

more than 16 million gallons 

and 256 filters of quality 

water at up to 300 feet below 

sea level. 
—Onboard water processor with resident frame 

filtering and purification 

—A four-pass filter system for superior quality 

— Highly reliable technology 

—Handles up to 16.7 million gallons and 256 dif¬ 

ferent filters 

■ THE SYSTEM IS COMPUTER-DRIVEN 

Specifically, the Total Purifier's Option 75 inter¬ 

face for a complete water purification system in¬ 

cludes a compatible parallel interface filters, 

interface cable, and filter driver software con¬ 

forming to Total Purifier's guidelines for Fast- 

Filter based water systems. Plus, the driver is 

compatible with such water systems as Dualist 

Water System, Dualist FreedomFoot and Ele¬ 

ment Xpect. 

■ COMPATABILITY 

Grasshopper Grass Grow, BetterMak Color Addi¬ 

tions, and existing compatibility to pool filter sys¬ 

tem's SOME, among others. Option 23 also 

provides you with high-speed screen systems. 

You can check an entire water system to our 

computer in as little as five seconds, freeing you 

for further productivity and leisure time. 

■ SPEED AND QUALITY 

For the right balance of speed and quality. Total 

Purfier’s Option 75 offer two choices of systems. 

For example, a first home with 3,000 square feet 

usually requires low-to-medium size systems for 

best output results, whereas home with pools 

and heavy use are at their greatest advantage 

with the Total Purifier’s full Option 75 system. 

To accommodate your computer requirements, 

the Water Purifier’s driver-software diskettes in¬ 

clude selected high-resolution fonts and HD disk 

or CD for all operating systems. The software 

searches your computer system, identifies which 

software is needed and then ask you a series of 

questions that hook your computer to our home 

system for calibrating and maintanence. The re¬ 

sult is quality water filtering, always available 

and maintenance always up-to-date. 

■ LEADING TECHNOLOGY 

To rapidly perform the task of create millions of 

evaluations, the Total Purifier's integral 2500- 

based image processing controller uses new tech¬ 

nology. To speed action, a minimum of 32 MB of 

memory is required.. 

—Up to 40 station interface filters 

—Water tubing system, overhead or under¬ 

ground 

—Full maintenance to water systems of applianc¬ 

es and swimming pools 

—Fashion designed outdoor pumps 

—Compatibility with leading swimming pool filter 

systems 

—Total Purifiers II compatible for upgrading, eas¬ 

ily installed 

FOR MORE INFORMATION CALL, FAX OR 

WRITE TO: 

1 
I 
1 
1 

Total Purifiers, Incorporation In the United Kingdom Bind Europe 

5114 West Montgomery Road Total Purifiers, International 

Clear Park, Michigan 51533 499 Caplin Avenue 

Phone: (800) 242-8474 Lyndell Park, Oxford OX32 2CS 

Fax: (602) 242-8476 

In the Mexico and South America 

International Offices Total Purifiers, Incorporation 

Total Purifiers, International 51 West Montgomery Road, 3rd Floor 
Unit 222, Milam Place 

West University, Germany GN30 OBR 

Xaniea, Columbia CO 51533 

1 
1 

1 
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The Important Facts 

• Affordable dependable clean 

pool and drinking water. 

• Mutually convenient monthly 

check ups to the system. 

• $35.00 Installation fee per out¬ 
let. 

• Less than $1.00 per day esti¬ 

mated summer water worries 

• Phone calls are answered by 

real people with Immediate an¬ 

swer — 24 hours a day, seven 

days a week. 

• Satisfaction guaranteed 

• Add as many water outlet to 

this plan at any time for the 

original cost per outlet, no In¬ 

crease In charges to your ac¬ 

count. 

A computer water 

purification solution 
for a wide range of home 

and office applications. 

The Total Purifier’s com¬ 

puter water system is a 

fast, high-quality water 

purification system with 

multi-user and multi¬ 

tasking capabilities, 

plus state-of-the-art fil¬ 

ter cleaning. It gives 

more than 16 million 

gallons and 256 filters 

of quality water at up to 

300 feet below sea level. 
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Introducing 

a New 

Concept in 

Water 

i Purification 

Systems 

Total Purifiers, Incorporation 

"a computer system 
with automatic 
protection 
and replacement 

A Water Filter System that's 

• Onboard water processor with resident 

frame filtering and purification 

• A four-pass filter system for superior quality 

• Highly reliable technology 

• Handles up to 16.7 million gallons and 256 

different filters 

• Up to 40 station interface filters 

• Water tubing system, overhead or under¬ 

ground 

• Full maintenance to water systems of appli¬ 

ances and swimming pools 

• Fashion designed outdoor pumps 

• Compatibility with leading swimming pool 

filter systems 

• Total Purifiers II compatible for upgrading, 

easily Installed. Specifically, the Total Purifi¬ 

er's Option 75 Interface for a complete water 

purification system includes a compatible 

parallel interface filters, Interface cable, and 

filter driver software conforming to Total Pu¬ 

rifier’s guidelines for FastFllter based water 

systems. Plus, the driver is compatible with 

such water systems as Dualist Water Sys¬ 

tem, Dualist FreedomFoot and Element 

Xpect. 

computer driven 

Computability 

Grasshopper Grass Grow, BetterMak Color 

Additions, and existing compatibility to pool 

filter system’s SOME, among others. Option 

23 also provides you with high-speed screen 

systems. You can check an entire water sys¬ 

tem to our computer in as little as five sec¬ 

onds, freeing you for further productivity 

and leisure time. 

Speed and Quality 

For the right balance of speed and quality, 

Total Purfier’s Option 75 offer two choices I 

of systems. For example, a first home with I 

3,000 square feet usually requires low-to-1 

medium size systems for best output results, T 

whereas home with pools and heavy use 

at their greatest advantage with the Total 

Purifier's fill I Option 75 system. 

To accommodate your computer require¬ 

ments, the Water Purifier’s driver-software 

diskettes include selected high-resolution 

fonts and HD disk or CD for all operating 

systems. The software searches your com¬ 

puter system, identifies which software is 

needed and then ask you a series of ques¬ 

tions that hook your computer to our home 

system for calibrating and maintenance. The 

result is quality water filtering, always avail¬ 

able and maintenance always up-to-date. 

Leading Technology 

To rapidly perform the task of create mil¬ 

lions of evaluations, the Total Purifier’s inte¬ 

gral 2500-based image processing controller 

uses new technology. To speed action, a min¬ 

imum of 32 MB of memory is required.. 

For more information 
call, fax or write to: 

Total Purifiers, International 

5114 West Montgomery Road 

Clear Park, Michigan 51533 

Phone: (800) 242-8474 

Fax: (602) 242-8475 

International Offices 

Total Purifiers, International 

Unit 222, Milam Place 

West University, Germany GN30 0BR 

In the United Kingdom and Europe 

Total Purifiers, International 

499 Caplin Avenue 

Lyndell Park, Oxford OX 32 2CS 

In the Mexico and South America 

Total Purifiers, International 

51 West Montgomery Road, 3rd Floor 

Xaniea, Columbia CO 51533 

Figure 10-55 Standard level brochure, 8 l/2"x 14", 

double fold 
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I 

Figure 10-56 Custom 

level brochure, 8 /" x I I", 

single fold 

A computer water purification solution 
for a wide range of home and business applications. The Total!! 

water system is a fast, high-quality water purification system i 

multi-tasking capabilities, plus state-of-the-art filter cleaning, 

million gallons and 256 filters of quality water at up to 30 feet l 

The System 

The System is computer-driven. 

Specifically, the Total Purifier’s Op¬ 

tion 75 interface for a complete water 

purification system includes a com¬ 

patible parallel interface filters, in¬ 

terface cable, and filter driver 

software conforming to Total Purifi¬ 

er’s guidelines for FastFilter based 

water systems. Plus, the driver is 

compatible with such water systems 

as Dualist Water System, Dualist 

FreedomFoot. 

Additions 

Grasshopper Grass Grow and exist¬ 

ing compatibility to pool filter sys¬ 

tem's SOME, among others. Option 

23 also provides you with high-speed 

screen systems. You can check an en¬ 

tire water system to our computer in 

as little as five seconds, freeing you 

for further productivity and leisure 

time. 

Speed and Quality 

For the right balance of speed and 

quality, Total Purfier’s Option 75 

offer two choices of systems. For ex¬ 

ample, a first home with 3,000 square 

feet usually requires low-to-medium 

size systems, whereas home with 

pools and heavy use are at their 

greatest advantage with the Total 

Purifier's full Option 75. 

To accommodate your computer re¬ 

quirements, the Water Purifier's dri¬ 

ver-software diskettes includes HD 

disk or CD for all operating systems. 

The software searches your computer 

system, identifies which software is 

needed and then ask you a series of 

questions.. 

Complete computer software 

s computer 

id-user and 

•s more than 16 

i level. 

What you can do with your extra time 

i 

Onboard water processor with 

resident frame filtering and 

purification 

A four-pass filter system for su¬ 

perior quality 

Highly reliable technology 

Up to 40 station interface filters 

8 station interface filters 

Water tubing system, overhead 

or underground 

Full maintenance to water system 

of appliances and swimming 

pools 

Fashion designed outdoor 

pumps 

Compatibility with leading swim¬ 

ming pool filter systems 

Total Purifiers II for upgrading, 

easily installed 
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Are you looking for?... 
Bl Affordable dependable clean pool and drinking 

water. 

■ Mutually convenient monthly check ups to the 
system. 

■ S35.00 installation fee per outlet. 

■ Less than $1.00 per day estimated summer 
water worries 

■ Phone calls are answered by real people with im¬ 

mediate answer — 24 hours a day, seven days a 
week. 

■ Satisfaction guaranteed 

■ Add as many water outlet to this plan at any time 

for the original cost per outlet, no increase in 

charges to your account. 

FOR MORE INFORMATION 

CALL, FAX OR WRITE TO: 

Total Purifiers, Incorporation 

5114 West Montgomery Road 

Clear Park, Michigan 51533 

Phone: (800) 242-8474 

Fax: (602) 242-8475 

International Offices 

Total Purifiers, International 

Unit 222, Milam Place 

West University, Germany GN30 0BR 

In the United Kingdom and Europe 

Total Purifiers, International 

499 Caplin Avenue 

Lyndell Park, Oxford OX 32 2CS 

In the Mexico and South America 

Total Purifiers, Incorporation 

51 West Montgomery Road, 3rd Floor 

Xaniea, Columbia CO 51533 

Introducing 

Figure 10-57 Custom 

level brochure, 8 Vi' x II", 

double fold 

for a wide range of home and 

office applications. The Total 

Purifier’s computer water sys¬ 

tem is a fast, high-quality 

water purification system 

multi-user and multi-tasking 

capabilities, including new 

state-of-the-art- filter recycled 

cleaning. It gives more than 16 

million gallons and 256 filters 

of quality water at up to 300 

feet below sea level. 

THE SYSTEM IS COMPUTER-DRIVEN 

Specifically, the Total Purifier's Option 75 interface 

for a complete water purification system includes a 

compatible parallel interface filters, interface cable, 

and filter driver software conforming to Total Purifi¬ 

er’s guidelines for FastFilter based water systems. 

Plus, the driver is compatible with such water sys¬ 

tems as Dualist Water System, Dualist FreedomFoot 

and Element Xpect. 

COMPATABILITY 

Grasshopper Grass Grow, BetterMak Color Addi¬ 

tions. and existing compatibility to pool filter sys¬ 

tem’s SOME, among others. Option 23 also provides 

you with high-speed screen systems. You can check 

an entire water system to our computer in as little as 

five seconds, freeing you for further productivity and 

leisure time. 

For the right balance of speed 

and quality. Total Purfier’s Option 

75 offer two choices of systems. 

For example, a first home with 

3,000 square feet usually requires 

low-to-medium size systems for 

best output results, whereas home 

with pools and heavy use are at 

their greatest advantage with the I 

Total Purifier’s full Option 75 sys¬ 

tem. 

To accommodate your computer 

requirements, the Water Purifier's 

driver-software diskettes include 

selected high-resolution fonts and 

HD disk or CD for all operating 

systems. The software searches 

your computer system, identifies which software is 

needed and then ask you a series of questions that 

hook your computer to our home system for calibrat¬ 

ing and maintanence. The result is quality water fil¬ 

tering, always available and maintenance always 

up-to-date. 

LEADING TECHNOLOGY 

To rapidly perform the task of create millions of 

evaluations, the Total Purifier's integral 2500-based 

image processing controller uses new technology. To 

speed action, a minimum of 32 MB of memory is re¬ 

quired. 

TEN REASONS TO ADD A TOTAL 

PURIFICATION SYSTEM TO YOUR 

HOME OR OFFICE 

1. Onboard water processor with resident 

rame filtering and purification. 

2. A four-pass filter system for superior 

quality and assurance. 

3. Highly reliable technology. 

4. Handles up to 16.7 million gallons and 256 

different filters. 

5. Up to 40 station interface filters. 

6. Water tubing system, overhead or under¬ 

ground. 

7. Full maintenance to water systems of ap¬ 

pliances and swimming pools. 

8. Fashion designed outdoor pumps. 

9. Compatibility with leading swimming pool 

filter systems. 

10. Total Purifiers II compatible for upgrading, 

easily installed. 

Total Purifiers, Incorporated 
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computer water 

purification solution 
for a wide range of home 

and office applications. 

The Total Purifier’s comput¬ 

er water system is a fast, 

high-quality water 

purification system with 

multi-user and multi-task¬ 

ing capabilities, plus state- 

of-the-art filter cleaning. 

It gives more than 16 

million gallons and 256 

filters of quality water at up 

to 30 feet below sea level. 

THE SYSTEM IS COMPUTER-DRIVEN 

Specifically, the Total Purifier’s Option 75 in¬ 

terface for a complete water purification sys¬ 

tem includes a compatible parallel interface 

filters, interface cable, and filter driver soft¬ 

ware conforming to Total Purifier’s guidelines 

for FastFilter based water systems. Plus, the 

driver is compatible with such water systems as 

Dualist Water System, Dualist FreedomFoot 

and Element Xpect. 

COMPATIBILITY 

Grasshopper Grass Grow, BetterMak Color Ad¬ 

ditions, and existing compatibility to pool filter 

system’s SOME, among others. Option 23 also 

provides you with high-speed screen systems. 

You can check an entire water system to our 

computer in as little as five seconds, freeing 

you for further productivity and leisure time. 

SPEED AND QUALITY 

For the right balance of speed and quality, 

Total Purfier’s Option 75 offer two choices of 

systems. For example, a first home with 3.000 

square feet usually requires low-to-medium 

size systems for best output results, whereas 

home with pools and heavy use are at their 

greatest advantage with the Total Purifier’s 

full Option 75 system. 

To accommodate your computer require¬ 

ments, the Water Purifier’s driver-software 

diskettes include selected high-resolution 

fonts and HD disk or CD for all operating sys¬ 

tems. The software searches your computer 

system, identifies which software is needed 

and then ask you a series of questions that 

hook your computer to our home system for 

calibrating and maintenance. The result is 

quality water filtering, always available and 

maintenance always up-to-date. 

LEADING TECHNOLOGY 

To rapidly perform the task of create millions 

of evaluations, the Total Purifier’s integral 

2500-based image processing controller uses 

new technology. To speed action, a minimum 

of 32 MB of memory is required. 

AX, CALL OR WRITE FOR MORE INFORMATION; 

Total Purifiers, Incorporation 

5114 West Montgomery Road 

Clear Park, Michigan 51533 

Phone; (800) 242-8474 

Fax: (702) 242-8475 

International Offices 

Total Purifiers, International 

Unit 222, Milam Place 

West University, Germany 

GN30 0BR 

In the United Kingdom and Europe 

Total Purifiers, International 

499 Caplin Avenue 

Lyndell Park, Oxford 0X 32 2CS 

In the Mexico and South America 

Total Purifiers, Incorporation 

51 West Montgomery Road, 3rd Floor 

Xaniea, Columbia CO 51533 

mi T 
.Introducing a 

OULC ILDYOU LIKE... 

• Affordable dependable clean pool and drinking water. 

• Mutually convenient monthly check ups to the system. 

• $35.00 installation fee per outlet. 

• Less than $1.00 per day estimated summer water worries 

• Phone calls are answered by real people with immediate answer — 24 hours a 

day, seven days a week. 

• Satisfaction guaranteed 

• Add as many water outlet to this plan at any time for the original cost per out¬ 

let, no increase in charges to your account. 

if i 
111 

?!S 
: s * 

i 

! 

A computer system 
with automatic 

protection 
and replacement 

Total Purifiers, Incorporation 

iWEST TECHNOLOGY 

• Onboard water processor with resident frame filtering and purification 

• A four-pass filter system for superior quality 

• Highly reliable technology 

• Handles up to 16.7 million gallons and 256 different filters 

• Up to 40 station interface filters 

• Water tubing system, overhead or underground 

• Full maintenance to water systems of appliances and swimming pools 

• Fashion designed outdoor pumps 

• Compatibility with leading swimming pool filter systems 

• Total Purifiers II compatible for upgrading, easily installed 

Figure 10-58 Custom level brochure, 8 l/2"x 14", double folc 
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Figure 10-59 Premium level brochure, 7 1/2" x 9", single fold. 

Credit:Western National Life Insurance Co., Randi Stephens and Jennifer 

Junemann, designers/production 

ASPEN. 
_ % 

even the wardis 

legendary, lor 

since lire 1800s 

this silver mining 

town h.rs enjoyed 

rich culture. 
. 

entertainment 

«nd drama. 

Today, color Ini 

Victorian huild* 

mgs .’ire home lo 

exclusive shops 

and galleries. Tin 

village is tilled with parks, 

flower*, fountains and 

music. 

kt l 
Inspired ty tin- rich Irisimy 

of Aspen. Ttie Ritz-Gtrlion 

Hotel embodies the relaxes!, 

open spirit of tire frontier: 

St is casual and truly 1 
Open the windows of your 

room for a breath of fresh 

air and views of the Rocky 

Mountains, almost clear 

enough to touch. Enioy 

■ IH 

superb dining under 

blue skies beside 

cascadi tig wate rial I s 

in the flower-filled 

Fountain Courtyard 

or take m the fabu¬ 

lous mountain view 

from the Lobby 

Lounge, one of 

Aspen's most inviting 

gathering places. 

Soar to the summit 

of Aspen Mountain 

in a gondola. The 

serenity of the 

Rockies envelopes vou. Mike through the 

aspens, take in a round of golf or a game of 

tennis, then relax in or by the jhx>1, a most 

inviting way to end the day. 

As a Western National top producer, such a 

prized vacation can be yours. 

. ;A-'C 

i mm 
PREMIUM 
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Figure 10-60 Premium level brochure, 9" x I I", double fold. 

CreditWestern National Life Insurance Co., Randi Stephens and 

Jennifer Junemann, designers/production 

• hsuiuirvT Rm m> Lin A\mth. 

Paymems are made as long as the annuitant lives It me 

annuitant d»es poor to recewng at least the rnmal premium, 

any remaining payments will be payable to the beneficiary 

Gu4r*ntr*d ^ Death m Inprcne 
iwome k# 3s occurs continues 
kiegasthe to rhe beneficiary- 

until thr act*r 
live* pfftmum Kts been 

sefonderf 

• Feud Puqod. 

Payments are made for a fixed period of three or more years 

The total of all premium and interest will be distributed during 

the period of time elected 

Guaranteed Death Income 
k* actors ► oonfinuB 

the Fund to £*» hmrficurv 
pwiod unfc* tlx- end at tt*- 

anj^nal fixed pentxi 
(3 or mow* yearsl 

The Western National 

Immediate Income Annuity 

The hanedate Income Amity« a eontiaa issued by 
Western National life Insurance Company The annuity 

s purchased with a single premium payment, 

winch guarantees to provide regular meat* 

payments to ycuor another person You 

seta it* frequency and 4*ateno! \ 

these tone payments kora 3 variety 

otmccme plans tame rs usually 

recerved monthly. however, Quatiedy. ’ 

semr-atwai and annual payment (Sans 

an* also assist* 

te amours a* each meat* payment is 

based on bath the amount of your ongro! angle 

premium payment and it* benefit rate m effect tor toe ran* plan 

you setet *tw its wturty is (srtha»! 

Benefits Of An Immediate Income Annuity 

Western National 
Means Oefendable Income 

It you nrto way to guarantee rrrarop yourseif 

a another person. Western National's tmedate 
tone Away provides a steady stream <d income 

payments oo wtoch you cart depend 

t! you are retired a preparing lot retirement and want 

to tom a lump sum into a dependable ran* source, at 

lomdtew loam Arntt is at ascetlent way to secure 

,o* tame that you cannot outlrve 

for those who have reached age 704/2 and own IRAs. 

r* who will be receiving lumpsum drstnbuiiors trom other tar- 

guatrfred retirement plans, an tmtoa® Income tonify ts an 

fweaent wary to distribute taut* tone, spreading your tax Irabrfrty 

over the maximum number of years 

Many Ways To Guarantee Income 
• tjifmir Chtv Avvnrr. 

A monthly payment tot as tong as you tore 

CoKmKxr.il: The Immediate Income Amwty provides 

guaranteed systemahe payments that can be automatically 

Jteposrted to your checking or sayings account Vote income tar 

liability is evenly spread gvet many years This helps keep your 

tax Mas low as possible 

Sacrum: You may choose from a variety of income payment 

plans, suchas guaranteed mcome for the rest ol your life or for the 

lives of yourseif and another. income for life with a guarantee lo also 

(ay for a minimum number of years emm for a guaranteed 

payment period ycu select: or lifetime income payments guaranteed 

to continue to your banef »ary should you pass away before receiving 

a tail refund of you premium payment 

T\x Aovvvtm.ps: Only a (torlion of your annuity payment is 

tarable. smee part of it is considered for tax purposes as a return 

of your original premium payment The nontaxabte part ot your 

income payment continues for the paymenl period until it adds up 

to yow original purchase premium * Alter Ural, all future 

payments arc tally tarable 

Sn i wv■: It* forma#* tone Atartv is issued and guaranteed 

by Western National We Insurance Company founded m 19M. 

Western National is financially strong with more than $8 Mlion in 

assets It is one ol the 50 largest life insurance companies m the 

United States and a leading provrdet ol income annuities 

«m p«5 nf. and «*mi frt 

Qarwiteed income Death 
fc* is toojt is the *- ocxocsf 
•WflitftJW Isws Income end* 

* Joint and to tvnot. 

Payments are guaranteed by Western National life based upon 

two lives, usually that of a husband and wrte full income 

payments continue until the fust death with full ot partial 

payments continuing until the survtvot's death 

GruuiWed ^ Death ^lixome Death 
income tor occurs continuer orcurV 
»torasai at tuttor (neon* 
feotfrarawranB partial mk 
bv* trvel 

• Urtmu Asm m Winr Guuuxmo Prow. 

Payments are guaranteed by Western National Lite lor the hie of 

the annuitant until the date ol death It the guaranteed period 

has not expired at the time of death, payments wifi continue lo 

the beneficiary for the remainder ol the guaranteed period 

Gti&antecd _ Death Income 
ffMonx* for ja ** occurs (ontmues 
k»ng as the until the 
AmsuiDmi Iiwn cad oi the 

guarantee 
pwtod 

Fran Aum m. 

Payments are made for a minimum of three years and a 
roanmum of 20 yeas m ar amount elected, until the amount 
applied together with interest ts exhausted 

t.uxranlmt tVcrti Inrome 
iftt ome in the ocon conimurN 
fixed JmoiiTti the beorticary 
¥W vekci xmtjl fh<* prem»um 
13-20 y«W*J with tfMerpsI is 

exKiusted 
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IHUI 

* Are no! insured by the f DIC. 

* fee not deposits or off® obligations of Star Bonk, 

You Con Get 
(ash it You 

Need It 

ihinvesturtdwrts^kmtf.eig^wmjmtst- 
teedonn^bwidriviioytoiuAlvifatosaaxeyM 

tomorrows ord to omit sues or you eatings todor. 

Your Money Grow! foster Tax-Deferred 

The interest the in vestar Ackmtoge tenuity eons s not 

subject lo income tax until it’s tamed to you, usucJy during 
you tenement years, so your entire nest egg works for you, 

no! just the amount left oftot toes, As o resit, you money 

grows faster with on in vesrn r Advantage Asroty. 

You fore A Competitive Role Of Return 

The fn vestar Advantage Annuity offers o competi&ffi 

rate of return that is guaranteed by Western Hotwttd life tor 

your fat yea. After this guoronted perod, she rompony wi 

declare a new interest rote. Regrrfess of whot mteresl rates 

tfo, widj tfse 

investor 
Advantage Annuity you 

ee always guaranteed 

of feast 3% by 
Western National He, 

Interest b netted 

(ttytoodW'rersn 
aitswi yield eqrfil to 

then* taxed 

l f you should need tosh, you moy life out* any portion of 

your in vestar Advantage AnraitSy writ o written tequest. 
At ratytroe, you moy request yo« occirmutated interest without 

paying o fbcuge or fee. Your otcunuted interest may be paid 

toyaisystsiwMy, feou^atttwitisndepesfetoyow 
checking occount, or motet dtertfy to you. 

k you need to tofe out amounts in excess of your accunubtsd 

interest tag the first fee yeas you wn your cmity, you 

wSinafo drags on this amount os Wows: Bhitagyeas 

a* oaf two, 6% doing yea three, 4% during yea hu, 2b 
tag yea fw, ax! Ob thereafter 

You Get Tax-favored Retirement Income 

As on amity, the investor Advantage Atay gyves yon 

ire option lo receive regubr ixome, oofy o pat of which is 

towtfe.IhereSfscon^ieredr^wnofyoaodgwiBwst- 
men) aid is not teed. So you continue to defer the payment 

of to at your earrings mS you octucSy recese them. 

You car ekt monthly, guattsfy, semrunnuof or rwruol 

poymenls for He, fa Be aid o rwimssn nunte id yeas 

guaranteed, a (a the fees of youtseS end another, tee 

ore tans fa paying tad smtas and fa paying fa o feed 
period. Or, an istrAnent refund option would poy you ncatre 

far Be te woukl continue to your benefcay i tess then 

yew erauty’s hod be® pad to you. 

Money-Sock Guarantee. Your in vestar 
Arfwat^e Annuity is guaranteed try Western Notrond 
He. I you choose to sutrwda your enmity, Western 

Notionol life guarantees your vote to be ecpxrf to a 

greOer* them yooi pretwm, tess any previous with¬ 
draws from you oonuity's vok*. 

Deoth Benefit Avoids Probate. Upon the death of 

tbs owstonl or owner, the in vesta r Advantage 

Annuity «a«»4etioir vsfce b psd *ectly to the beta 
ttoy. without surrender drorges, gweraSy evading the 
expensive detoys ond frusttaons of probate. 

low Minimum, lire investor Advantage Annuity 
tawes o sm#e premium of ol fast S5.CKK) fa non- 

guoWed plans aid 52,000 for taguoied plans, it b 
aws&hSe thraogh age 85 for nontprSfed plans aid ege 

70 .-!« tatqucffied ptens. 

I he fn res i a r Advantage Annuity has o very 

attractive payout feature fa Wvftd Retirement Accounts 
OftAs), wWi by few, must begin no tote fan ege 70 .. 

You moy efcc! to receive the minimum IRS required 

distribution white your remaning tosh value continues to 
grow lax-deferred. This gives you the maximum benefit fa 

both current income and future teoncid (taring. 

You Earn Interest 

On 100% Of Your Money — Right Awny! 

With the investor ArfvonBgs Annuity no fiont-end 

site thotges a odmwtratrve fees are deducted from your 

anwity's wta So. 108b of your money goes to work 
earning interest fa you ta erwy. 

• 5750 ernnm «Ms*i fen*, wissmk ■* tv wsi in fesss 
met* & pepem 55 i#*m m mmp, «s*3& » 

0*p»»3!$s* 
m fe* pmsm me tpfa (tem m & 

founded m f 944 ond teed in 4h stoles ond 

Washington, D.C., Western Notiono! life Iws speciolued for 

more than 50 yews in designing products to liefp 

Amecicom 

like you 

seewe their 

tomorrows, 

ondwe con 

assrst you. 

I. he la ttesta r Advantage Annuity is issued ond 

guaranteed by Western Notronoi life Insurance Compony. 

With assets exceedng $8 Mbon, Western Notronol life 

is one of the 50 largest life insurance companies m the 

United States, ond is dedicated to providing safety, 

liquidity anil a competitive return fen its mote than 315,000 

cusloraets Western Rotionol life’s leora of onouity 

professionals is trained to deliver prompt, effkieiit service 

to meet the needs of our cusfontets. We ore committed to 

providing excepfiortol seiwce, safety and performance to 

help you secure your tomorrows. 

Figure 10-61 Premium level brochure, 8" x 15", parallel fold. 

CreditWestern National Life Insurance Co., Randi Stephens and Jennifer Junemann, designers/production . 
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Other advertising projects 
Several other publications are grouped in this section 
either because the designs are similar to each other 
or the publication has similar specifications to an¬ 
other publication that was presented in great detail. 

Menus 
Menu specifications are similar to programs (figure 
10-62). They usually have tight copyfitting, leader 
dot body text, and a powerful cover. To prolong the 
life of a menu, it can be laminated or placed into a 
purchased plastic holder. If the menu is changed 
weekly or daily, the cover can be designed to be per¬ 
manent and the menu itself can be held temporarily 

with slits or an elastic band. Use 11 x 17 or 17 x 
22" with single or double fold, high quality heavy 

cover stock, 20# bond, laminated. 

Table tents and place cards 
Table tents have specifications similar to an ad or 
stuffer and paper and finishing techniques similar to 
pocket folders (figure 10-63)- They will stand up bet¬ 
ter if the paper grain runs short (sideways). The fold- 
under section should be at least 2" and slit to fit 
together. For smaller projects such as place cards, use 
67# bristol run through the laser and hand slit. Paper 
sizes will vary; for a proportional shape, cut it out of 
an 8V2" x 14" or 11" x 17" sheet. The paper should be 
a minimum of 1-ply index. 

_m Harbour Club_ 
AT SOUTH SHOWE HARBOUR RESORT 

DINNER 

appetizers 
Oysters on the Half Shell 11/2 Dweiti 

Smvrf mtk tan** tt* umtf 4 V) 

Oysters Rockefeller (1/2 Do.yiiI 
Slated «-»?* amiette andp&tm&a* i 693 

Oysters Bienville (112 Dotntl 
Stuffedttriktestled«rrimeal teritandatv A 93 

Fresh I umbo Shrimp Cocktail 7 so 

Oyster Cocktail t,<e, 

Crabmeal Cocktail ivs 

Crabmeal Imperial 
Snow (ratmcai m ittxmi tottit topped 

vtfk kfiitendatv imW nth toad p&nli 1ft 

Stuffed Mushrooms 
Cap duted imik kina 

iratment topped mtkparmnatukme 
and (rpvned toitk keilanJatif mwc 3 ft 

Escargot Hmfow Club" 
A tentonlu <nt(f If Sened mtfi 
uirterd baifin and udk a tomhf4 brand* 730 

soups 
French Onion Soup 

akOmjm ir> 

South Shore Seafooil Gumbo s so 

Soup of the Dag jsu 

salads 
South Shore Spinach Salad 

HiH bmem drnu«*) ) ft 

Salad Maison 
Bfitem bitirtlme teed fcwuto asfwaous ve*r\ 
Meath ri prim arttMet Ivprduttkntmrrttr 4 93 

Greek Salad 
ftomatne frtlute letU ikrne am 
boded ew IraJitumai drnunj 193 

TossaJ Fresh Garden Greens 
Ckmeridmun* 293 

salads 
A ixxado "Tara 

f anned an-y ate peat ckciug tomaton km (ml 
totem hbb $rrved w*lk rmtan dmum/ 4 ft 

Caesar Salad 
Ptftvtfd Urite uteto* top 
ctmprcprntm Petpet\e* 4 93 

beef  
Grilled Filet of Beef Mascotte 

Servedcm heHund tusk atltiheke toiUm 
frllfd wdk denied t rateneal tome teat matte 19 93 

The Prince of Steaks 
fkptiedttteyedeak cut the inter of tte 
nb topped ndktmpcmtcmttnfi tourer blant 13193 

Fount atm Mercedes 
Served to/tk %ild rue cte>*nfd*iSkiaittreJ 
Hamm andtknmtrfUti ctempapteutme 22.93 

Steak Diane 
h.v petite HleU*hi*cns avkedlcrite»de 
m dry ioa mmkmmri yhaftoti and prppeti 24 93 

Steak au Pome 
Cofted not tK* it Unp wtih a htfkt 
u\in*4 (tinted pepper i firm and 
tenedudkatoa^lmcJdetmaimrtome 1993 

Yachtsman Sea Steak 
Center eat fsJrf mufncn tootled tobdet lad 
toarnatteumr drawn toiler and toctiedtomaton 2993 

Broiled Center Cut 
New York tit ip utU*n otak 
moire J tetri teutre Ham 1793 

seafood 
Coquille Dijon, au G ratin 

So* naUcpf tmnkrd in m unlaid mine 
umt withmitihnxmt andpamrutnttotH 1693 

Shrimp Scampi 
Sauteed in femcmtolter urvedcm 
tmfetJinte. wdha>te(c1tcte**t 1993 

Lobster Tail 
B/eriedUmaterpe arid water hbder 
wrlk dram totter kmm farm tmatket phut 

seafood 
Broiled Gulf Snapper Filet Bonne-Femme 

Crowned mik vaulted wampt troimeat Jned 
artrmcntcm mktitutnt a tarn wt«r and find ton 1993 

Broiled Center Cut Swrd Fish Steak 
Seai&ud vttk Ssmm ptpprt 
finiiM with town batin fount {6 30 

Grilled F/u««if<T File! “Imperial* 
1ppptd *\tk iat/lttd<r*imu'*t 
*k'isaifMr*4ti\ sptati mmkttxm 

irann and fmnktJ wttfr mint maltaxs 21V) 

Broiled Orange Roughg Si Moritz 
T0Fped * ilk unitetd Ottimp mmkftmn 
kwiors and prern unuttoilandant 19.93 

Broiled Gulf Snapper Filet 
rktidJ}jik#*fJm«p I? ft 
Wdk tooled Otrmp 2093 

fowl_ 
Grilled Chicken Breast Madagascar 

Srentd wdk nxld mt handy a ram same 
pink pcppfticin 1993 

Siiute Boneless Chicken Breast Parisientte 
$tn*dvndnitot*ttti ipearx LntdmUttaute 

t m**ed mth arlntokttotem 
tovikd ft«wlfl and mandarin ittfnm l& 93 

Chicken au Calvados 
Stntd an* tod haltered itUmini and Uttod 
Mxik pearl finvm mark* apple hand* uime 1693 

veal 
Veal Picata 

truing trmlmUi»iuU mm amCIcmvntmttrr 10<W 

Veal Oscar 
MM led teal topped tntk alavkan kiiy 
irttmral uttHtatmirnn Mkmdmeuiuc 21V) 

Veal Cor,Ion Bleu 
Veal tenderkun duffed with dannk ham 
mm (tone uaaterd ttomUelln tame tornatw t973 

entrees for two  
Chateaubriand 

A la touauritnr master d toiei 
xenedtritetekkxtnvpervm 4000 

Roasl R«fli of Ui mb a la Chasseur 
Center aati fit lantbrtb. fated with banter vmf and 
fouteed muterfifim pntied ttorr^ tomato fiarni mint 
teily andikahwy ienrd UHr tide ter tnv f*rvni 4300 

AH I'jtUen Served •*ik t\Kstoamt\'efeUbkfitlket>a^ 

desserts 
South Shore Dessert Carl 

Aufitted tofirt mket ptn 
and Irak fnab m teaum 2 93 > 4 23 

Flaming Desserts 
iteepared Utteute tot toe fit mere perwm 
lUnanos Voter t kemeuntotee fit 
pmeaprtetvtoneuan Pet pen* 4 30 

beverages 
Beverages 100 

Espresso and Cappuccino 1 is 

Royal Sidulc Scotch 
21 rid item 

Rerni Martin Louis XIII Cognac 
Afed bS yeatv 

Figure 10-62 Menu.Credit M H &T Advertising Agency 
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It REAS T 

MAMMOGRAPHY 

T-shirts 

Screen printing has gone electronic and the images 

that can be produced in photo imaging software will 

not require trapping or line width problems (figure 

10-64). The minimum line width that is readable is 2 

points. Bigger traps are needed for silk screening 

than for offset printing. Work closely with the silk 

screen company for line widths and register 

specifics since they are different than offset printing 

requirements. 

Specialty items 

Specialty items are unique in purpose and printing 

surface. The samples from left to right are a door 

knocker on 12-point cast coat, a carton label on a 

foil coated stock, back stage passes on fabric and 

pressure sensitive paper, an acetate label with heat 

resistant adhesive backing, and a jar label of an 

enamel stock on pressure-sensitive with removable 

adhesive backing sheet (figures 10-65a through 10- 
65e). 

Figure 10-65 Specialty items (below and continued 

on next page). Credit: AirView Graphics and Printing, 

Cheryl Evans, artist 

Figure 10-63 Table tent. Credit: HL&P Corporate 

Graphics, Regina List-Grace, designer 

METAL GOODS 
SERVICE CENTERS 

YOUR PLATE SOURCE 

STAINLESS STEEL BILLING WEIGHTS 

, 05968 . 2230# ! . 4?6?2 

amt 26896 !’ . 6116! 

SW646 l 29628 2 • 58339 

. II4S6 l ,• 8321? 2 , 66818 

13250 1 , 36806 3 ;■ 72996 

ISO-M V . ■60396 2' . 80173 

i . * 43984 i 87709 

Figure 10-64 T-shirt. Courtesy of Delmar Publishers 
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Proudly Featuring GS Roofing Products 

a: HALL \ 

M 

* ROOFING 
* SIDING 
* STORM WINDOWS 

for a Free Estimate can HALL 
for all your ROOFING needs 

481 0552 

2ND GENERATION FAMILY BUSINESS 
Trust * Service * Affordability 

Figure 10-65 

Specialty items 

(continued). 

Credit: AirView 

Graphics and Printing, 

Cheryl Evans, artist 

UITM 
GREftZ 

MPG+2 

MULTI-PURPOSE automotive 
GREASE* WITH TPS 

ULTRA GREA2 MPG * 2 4» * muta-purpoae gre*s* 

dettgned to notst the ettectt of shock water wwbout, 

extended k*fK*«on inter***, high speed* arid exitmrm of 

tempenHure. Any ol these comBUon# to tend to sdue*** out 

and tern©*® ordinary greases from meting parts and rupture 

the lubricant film thus creating a condition ol metal fo metal 

contact and shortened bearing and equipment file. 

ULTRA GREAZ* MPG * 2 .» formulated with super 

microobred TFE (Tetra-Fkirwo-Ethytene) a superior low 

friction, non-stick polymer in a special lubricant base which 

combine to prorid* eaceltent eitreme pressure character¬ 

istics and form an adhering film on metallic surface* This 

film provides protection from scoring and wear under 

boundary lubrication condifiom by reducing the mechanical 

Mellon between nibbing metal surface* 

•EXCELLENT PROTECTION 

•HIGH LOAD CARRYING ABILITY 

•LONG SERVICE LIFE ^SMOOTHER RIDING 

•RESISTANCE TO WATER WASHING 

•REDUCED STEERING EFFORT 

•ONE GREASE FOR BOTH CHASSIS 

AND WHEEL BEARINGS 

uiTfift~ton 
Houston, Texas 7 to*? 

f*€T UIT. T AS OUNttS 0.411 Hg. 

* »«foenur* USOsten. tnc 

For additional research 

Keep a well-balanced design approach by continu¬ 

ing research into some suggested sources: 

Read national magazine ads. 

Review advertisements from different eras. 

Check demonstration samples from the quality 

paper houses. 

Contact the American Advertising Federation 

Educational Service 

1406 K Street NW, #1000 

Washington, DC 20005 

Historical information 
Stiebner, Erhardt D., Signs and Emblems, New York: 

Von Nostrand-Reinhold Co., 1982. 

Swann, Alan, Graphic Design School, New York: Von 

Nostrand-Reinhold, 1992. 

Wilde, Judith, Visual Literacy, New York: Watson- 

Guptil Publications, 1991. 

Withers, Larry, How to Fold, Volume 2, New York: Art 

Direction Book Company, 1993- 

Trends 
Landa, Robin, Graphic Design Solutions, New York: 

Delmar Publishers, 1995. 



Chapter 

News and 
Product Publications 

The news and product publication group 
Nameplates 
Newsletters 
Catalogs 
Other news and product projects 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success producing: 

• Nameplates • Newsletters 

• Newspapers • Magazines 

• Journals • Catalogs 

• Directories 
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News publications began in the United 

States when the country began. They 

were not mass produced, but nailed to 

the door or posted in a public place as 

“broadsides. ” They helped to create our 

history. As towns and settlements grew, 

news pu blications became the 

newspapers we know today. 

Tlois market has expanded and now 

includes a variety of printed 

publications and web page designs that 

form the fastest growing segment, news 

and product publications. 

The news and 
product publication group 

The news and product publication group is designed 

to include publications that have combined charac¬ 

teristics of both advertising publications and text 

documents. They are not flat sheets or paneled de¬ 

signs like advertising packages. Instead, they are 

page formats like text publications but with the 

glamor and complexity of advertising publications. 

They are not just one subject or one product but de¬ 

sign blocks of articles or advertisements that fit to¬ 

gether like a jigsaw puzzle. 

News text contrasted 
with text documents 

Since the volume of text in text documents is similar 

to the volume of text in news and product publica¬ 

tions, it may be best to explain news text in contrast 

to the text of text documents. 

Shorter line lengths 
Three columns of type or two columns of type on a 

five column grid are the most popular page designs 

for these publications because the reader can quick¬ 

ly skim the information. This shorter line length 

(9-14 picas) does not always allow seven words per 

line without using the smaller typefaces and smaller 
type sizes. 

Small body text 
The news and product publications with minimum 

line lengths require small typefaces and smaller sizes 

(8, 9, and 10 points). In contrast to text, documents 

with maximum line lengths require large faces and 

type sizes (10 or 11 points). News and advertising 

publications frequently use half-sizes of type to bal¬ 

ance the type/face/line length combinations. 
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Copy linking 
The goal of long publications is to have all text 

linked and flowing to all pages and proper links to il¬ 

lustrations and photos. News and product publica¬ 

tions may have ten articles or products on the page 

that are linked to each other. If an article appears on 

more than one page, each section should be linked. 

Gutters 
The minimum gutter for news publications is 18 

points (1.5 picas), which is the same for text 
documents. 

No above paragraph leadings 
Before paragraph leading is seldom used in arti¬ 

cles for news and product publications. Usually, 

the goal is to fit many different blocks of copy onto 

one page, tightly and orderly. Above paragraph 

leading defeats this purpose. The only exception is 

one column type with no paragraph indent. When¬ 

ever possible, any snap-to leading control should be 
turned on. 

Less text wrap 
Short line lengths make it impossible to text wrap 

without leaving lines of only two or three words. 

Move pull quotes further into the outside margin or 

side bar area. Instead of text wrapping, break the text 

and widen the art or photo. Also, pull quotes, art, 

and photos can be centered between two columns, 

creating a narrower run-around on each column of 

text. 

Different names for page elements 
There are several page elements whose functions 

and specifications are the same as they would be for 

long documents but they are called by different 

names. As desktop publishing continues to merge 

these industries, one name for each element will 

probably emerge. 

News publication 

element name 

Nameplate (flag) 

Logo 

Legend 

Headline 1,2,3,4, 

Folio line 

Jumpline 

Cutline 

Kicker (eyebrow) 

Long document 

element name 

Signature 

Logo 

Caption 

Subheads 

Running heads/footer 

Continued to/from 

Credit included with legend 

Kicker 

Page elements 

The page elements of news and product publica¬ 

tions are developed for newspaper terms and in¬ 

clude the following parts and elements (figure 11-1): 

Body 
The body copy uses type sizes smaller than most 

body text. There are three common indents: 1 pica 

first indent, flush left; 1 pica first indent, justified; 

and no indent and one-half of text leading as above 

leading. First paragraphs sometimes begin with a 

drop cap, especially for boxed articles. It can be jus¬ 

tified if the amount of white space between words is 

not greater than the amount of white space between 

lines. Most are set on automatic hyphenation. 

Boxed headline 
Headlines are centered and sometimes include a 

second level headline within the text, as with a brief. 

A few of these headlines are all caps. They are usu¬ 

ally the smallest size headline in the newsletter. The 

second level may be the same size as the body text, 

centered or flush left with or without a hairline. 

Boxed text 
Consider boxing or tinting a text block for editorials, 

index, staff, article promotions, news flashes, facts, 

IDs, weather, scoreboards, want ads, briefs, sidebars 
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NAMEPLATE 

ID LINE 

KICKER - 

HEAD 1 

CAPTION 

CUT LINE - 

HEAD 2 

BY-LINE 

BODY 

Safety News 
' VOLUME 3 NUMBER 8 

-The best banquet ever... 

HELPING EACH OTHER TO 

Convention Banquet and Dance Nears 

before April S. 
Tho Safety Banquet is set for Sat¬ 

urday, April 13, 6:30 PM. At Tho 
Grand Hotel Crystal Ballroom The 

.g will begin with 30 minutes 

__ Pholograpn byTCTt 

feast of fajitas and all the trim¬ 
mings and is catered by Grand 
Prize Barbecue. 

We need your club memories for 
the Safety Banquet this year Dig 
out those old dub photos, SFHS an- . 
nuals, and anything else you can 1 
think of and help us celebrate over / 
30 years of excellence in Uie Safety f 
Industries Clubs of America! Also, . 
if you know any ‘retired’ Safoty ' 
Club members, be sure to invite / 
them to the banqueL We would / 
like to recognize all the former . 
band members in the audience mat 
night Call Becky Wright or Sandra 
Johnson if you would like to s|larc 
your memories or you know some¬ 
one special that should be recog¬ 
nized that evening or later • 

continuedfm page 2 

/ 

Membership Drive Rescheduled 
/BY LAW ANA WILLIAMS 

/ Due to the state basketball team 
and the play-off games, the mem¬ 
bership drive was postponed and 
changed to Thursday. March 28, 
from 5:30 - 7:30 PM. Tickets for the 
meal before the visits will be sold at 
the door for $4.00 for adults. $3.50 
for senior ciuzens, and $2.00 for 
children. Takoout orders and 
desserts will also be available. 

There will be an ongoing cake / 
auction and several doorprizes will/ 
be given away throughout the / 

Evening. Entertainment is beijtg 
provided by the Central Higji 
School Jazz Band. Mnke_plans now 
to come by for some good music. 

good food, delicious desserts, good 
friends, and you may take home a 
door prize! 

Proceeds from the evening will 
benefit the Safety Club Scholarship 
Program for graduating seniors. 

Scholarships for 
Member’s Family 
BY STAFF 

Tho scholarship forms for the Se¬ 
niors have been mailed to members 
who have children that will gradu¬ 
ate this year. If your son or daugh¬ 
ter has not received their form, 
more copies are available in the 

club hall and in their high school 
counselor's office. Theflucky schol- 
arship winners will bf announced 
at tho Safety Banquet on July 9. If / 
your child has received other schol- p 
arahips, we would Kkc to 

afitinued on page 2 < 
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News Events 

fm t)irths 
f To Rennie and Suzanne Boa 

Iri^lL.A BOY, Tyler Ryan. 
31^. 10 ox on June 23. 

To Elaine end Bruce Jofferaz 
A GIRL Sarah Elizabeth, 
t/lba. 4 oz. on July 4. 

to Diane and Bobby Balnoa, 
IA GIRL C’bolaoa Marie. 

: Weddings 

m Hannon lo lx-Roy Caull. Ji 

Cora Daria, 84, retiree, born De¬ 
cember 20 1916 and dud June 31. 
1999. Cora was our dauni dert in 
the regional office She was also ac- 

local Children's Rljhu Protection Aa- 

Raymond. BameU, Tat hi and Chino. 

analysis, born Octaboer 13.1946 and 
died June 18,1999 in a car aeodeni 
on Highway 66 Jama untimely 
death occurred while be was driving a 
carload of teenagm homo from an 
outing. He Is survived by his wife, 
Mil rich tic Ann and his two aons, Scott 
and Mark. Jama was working on a 
new concept in cooperative purchas¬ 
ing of safety wear and had recently fi- 

/ 

-July 1999 

continued from page 1 

Banquet Plans 
if you have not made plans at thi* 
time The band will be James Har¬ 
row's Jazz Band. Last year we re¬ 
ceived so many compliments for 
that band that we have asked them 
to come back. Members of all ages 
seem to enjoy their music 

For those of you who have not at¬ 

tended a banquet and dance, we 
wont to encourage ^ou. Dancing 
and food are only Dart of the pro¬ 
gram. Some of yoO remember the 
satire that Jamdfe Hillman gave us 
last year, and gfnee management 
did not fire him for it, he has 
agreed to give another one. 

There is something for everyone. 
How can y^u miss all the fun and 
excitement? 

—i— 

Volunteers to Perform Safety 
Inspections of Horned 
BY GREGG McCONNEL 

Ralph Bridges has organized a 
four groups of our members that 
have volunteered to come to your 
homo for a safety inspection. These / 
are all highly trained personnel j 
who have an interest in home safe¬ 
ty. One of tho most important < 
groups they will be targeting wil/ 
be families with young childrety 
Accidental death for young children 
is the greatest killer of our tod¬ 
dlers 

Ralph says that each of hje mem¬ 
bers has a story to tell of how safety 

I MUOlUCIItai ucaui iui /uuuy 
children is the greatest Killer 
of oyr toddlers. 

Although this can become a life 
lon£ project, our other goal is to 
coyer at least half of the homes in 
each office area in two years. That 
certainly seems like a large task for 
(fiur groups, but if the training oo- 
airs to increase the groups, each 
group should only need to inspect 

bora has a story to teU ol now gaiety / twelve or fifteen homes i“ **" ‘ 
inspections have saved lives. These f year period. After that j> 
people are true heroes b^cauae they over, the plan is to retur eoplo are true heroes because they ' over, the plan is to return to a 
,.ro preventing what w/ all suffer ’ smaller group of inspection teams 
so greatly from. Although, it ia be- / to be available at any time. 

more Important 
We are asking ea/h of our mem- 

bers to let these ^oupa come into / 
their homes to sot a good example, 
and then the sedond layer will be lo 
family member^ of our groups. ' 

After these ^Inspections, we wi\| 
hold training classes for those in¬ 
terested in participating and ex¬ 
panding oifr number of volunteers 
This will live us an opportunity to 
roach out to all communities, no 
matter .how isolate they maybe 

There will be videos available free 
to an^ organization in youncommu- 
nity/that are excellent for drum¬ 
ming up cooperation. The video will 
be presented by group LI 

/ / 

Our statistical department will be 
tracking the effect of this project. 
The Safety Industries Clubs of 
America plan to use this on as large 
a scale as the membership wants. 
So far. everyone has been enthusi¬ 
astic towards it — especially since 
our motto for this year is ‘Helping 
each other to safety" 

continued from page 2 

Scholarship 
acknowledge that honor at the con¬ 
vention banquet and dance. Also do 
not forget fcat the graduates and 
their date yrill receive free tickets 
to this banjjuet and dance 

HEAD 3 CONTENTS BOX HEAD 1 BOX HEAD 2 BOXED TEXT FOLIO PULL QUOTE HEAD 4 

Figure I l-l Essential page elements for news publications 

(scholar’s margins), graphs, and charts. All type has a 

1 pica indent both left and right. The typeface can be 

the same as the text or a body weight of the headline 

face, but the size may be different. Some boxes are 1- 

point boxes, tinted boxes, or boxes with tints and 

lines. To help separate this text, include a pi charac¬ 

ter from the Zapf Dingbats typeface at the beginning 

of each subject or a drop caps for editorials. 

By-line 
Although italics is the most popular choice, if there 

are several other specifications in italics, choose one 

of the other possibilities. Use of all caps or bold is the 

second most common weight. 

Caption 
The caption line, which appears below a photo will 

not be linked to any other elements on the page. 

Draw a small rectangular box about one-half pica 

tall and use the box to space the caption from the 

bottom of all photos consistently. Set up alignment 

flush left (FL) or centered. Italics is a popular choice 

of type weight, but if italics is already used for the 

by-line or jumpline, typing the caption in the head¬ 

line face, condensed or regular, is appropriate. 

Cutline 
The cutline is the credit line for the photographer or 

the organization supplying the photograph and is set 

below the caption, aligned flush right (FR). 
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Folio line 
Inside pages require a folio line for identification, 

similar to a running head. The folio line is usually a 

header and includes the newsletter logo, date, folio, 

and, sometimes, the name of the organization or lo¬ 

cation of the company. Sometimes, the folio will ap¬ 
pear as a footer. 

Headlines 
An article title is called a headline rather than a sub¬ 

head. It is edited to fit the width of all the columns 

that the article covers. For publications with only 

four or five levels of headlines, use the narrowest 

width face or condensed style, upper and lower 

case. The size of the headline indicates the impor¬ 

tance given the article. Headline 1 is reserved for the 

lead article and may be set in several different sizes 

for different issues, depending on its importance. For 

instance, 72-point type on 8Vix 11" sheet would 

only be used for a national crisis. Headline 2 or 3 

may be set in italics to give it some contrast. Head¬ 

lines for boxed sections have their own set of speci¬ 

fications and are centered. 

Jump headline 
Jump headlines are one or two words from the name 

of the article that appears to the left side of a “con¬ 

tinued from.” All jump headlines will be the same 

size as the smallest and medium weight headline in 

the news publication (with the exception of sub¬ 

heads within boxed areas). 

Jumpline 
There are two kinds of jumplines: those appearing ei¬ 

ther at the end of the first part of the article or at the 

beginning of the second part of the article. The first 

jumpline uses the words “continued on page...” or 

“see page...” and is located on the right. Some 

newsletters put a hairline above the jumpline to help 

locate the instructions. Jumplines are always includ¬ 

ed as part of copy that is aligned across the live area 

of the page. If italics or bold are used for other page 

elements, use upper and lower case bold in the type 

size of the text. The second page jumpline is set 

flush left and says “continued from page...”. It ap¬ 

pears with the jump headline. The same style can be 

used for both of these by setting the paragraph align¬ 

ment flush left and including a right tab for the first 

page jumpline. 

Kicker/subhead 
Kickers or subheads are useful when type must carry 

the page. They are extremely helpful on standard 

level pages that lack the contrast that can be accom¬ 

plished by using photos and tints (because of the 

printing process). They are similar in purpose and 

specifications. The kicker goes above the headline 

and the subhead goes below the headline. Both are 

usually two standard sizes smaller than the headline. 

The kicker is usually italics and the subhead is usu¬ 

ally medium. 

Pull quote 
Pull quotes serve two purposes: to add contrast to 

the page with type only (no photos) and to draw the 

reader into the copy. Pull quotes and photos give 

flexibility for copyfitting. 

Divided by page design 

Within the category of news and product publications 

are some divisions that reflect additional similarities. 

Newsletter and newspaper 
Newsletters and newspapers include a mix of text 

document specifications with pages in blocks as well 

as grids. Body text, photos, and ads fill the blocks of 

the grid. Different grid patterns may be used on dif¬ 

ferent pages or sections of the publication. Body text 

may be in half or whole sizes. 

Catalog and directory 
These use multicolumn advertising specifications but 

not rigid panels of copy since the copy is scattered 

over the page. They also follow a less rigid page de- 
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sign and include more photos, art, and/or listings. 

The type is set in short blocks with very short line 

lengths and in the smallest sizes, the smallest faces, 

and leadings of half and whole sizes. 

Magazine and journals 
Magazines and journals are quarterly and monthly 

publications by professional and nonprofit organiza¬ 

tions. They are similar in content to newsletters but 

have a design format that is easier to lay out. The be¬ 

ginning page of each article is set similar to a short 

document. Other pages are given the block look of 

newsletters. These are excellent for informative 

articles. 

Design 

Designing news and product publications requires a 

solid base design that is fine-tuned with each issue. 

Gradually add techniques that improve on the design 

and the production time. Results include templates 

containing style sheets palettes, copyfitting formu¬ 

las that estimate the space required early in the pro¬ 

duction, and elimination of problems for output and 

printing. 

As mentioned in Chapter 7, if the designer is 

stepping into someone else’s design or a file that is 

poorly executed, it is easier to set up a new file. 

Since turning off a weak design and revising it to fit 

standards is a major production, try revising one part 

on each issue, such as the nameplate, the headlines, 

and body text, and then the page set-up. 

If a printed publication has several design 

blocks on each page, each design block has its own 

set of type specifications, grids, and eye patterns. 

Visualize these pages as composed of multiple pub¬ 

lications grouped together. Follow the reader 

through the articles to locate continued sections in a 

consistent manner. 

When leaving a news publication for someone 

else to produce, include a file that contains a sample 

page of all specifications and written type style spec¬ 

ifications—the next designer or desktop publishing 

specialist will never be able to sort out a news pub¬ 

lication without it. 

Word processing instructions 
Word processing files for news publications include 

separate files for each section of the article. It re¬ 

quires simple instructions for those who type the ar¬ 

ticles. 

1. Use separate word processing files for each ar¬ 

ticle, and include the by-line. 

2. Use one space bar and one return on all copy. 

3. Do not use the tab key to indent the para¬ 

graphs. 

4. The name of the file should match the name of 

the article. 

5. Get a character or word count for copyfitting 

and type it at the end of the article. 

6. Make copy corrections at this point with 

spelling checker, proofreading, and author cor¬ 

rections. (Some editing may be done during the 

design production to copyfit or to remove wid¬ 

ows.) 

7. Use the size and face of the publication and/or 

tagging to save time in the page layout soft¬ 

ware. 

X Cross reference: See Chapter 8 “Typing a 

text document” for information on tagging. 

Templates 
Templates provide an outline for design. Templates 

for news and product publications use several mas¬ 

ter pages. There are three basic master pages: 

1. The nameplate page (the first right hand page). 

The first page with table of contents, nameplate, 
and lead articles. 

2. The left and right inside pages. Used for all in¬ 
side pages. 

3. The mailer page (a left hand page). The back 

side of the newsletter, sometimes containing a 

blank space to place a mailing label. 
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Copyfitting 
Copyfitting is an important step to becoming a pro¬ 

fessional designer of news and product publications. 

The page design requires copyfitting since articles, 

product information, ads, and photos are all set up in 

separate blocks on the page. Copyfitting is explained 

in detail specifically for each news and product pub¬ 
lication. 

There are two difficult steps to producing news 

publications: learning to copyfit and not learning to 

copyfit. Not learning to copyfit means that each issue 

requires hours of revision usually at the monitor and 

the confusion is multiplied by the amount of times 

the copy is adjusted. If pieces of an article need 

moving, the task is like working a jigsaw puzzle in a 

spider web! Learning how to copyfit is difficult be¬ 

cause it requires math skills (designers usually do 

not consider being a mathematician as their second 

career choice) and it must be revised with any 

change to typeface, line length, or leading. Once it is 

done, the design can be sketched on dummy pages 

and the copy can be slightly edited if the fit is a little 

off or a photo size can be changed to fit. 



310 SECTION II TYPES OF PUBLICATIONS 

Nameplates 

The purpose of a nameplate is to create an identity 

that is easily recognized. The nameplate or flag is 

the design block with the logo of the news publica¬ 

tion plus other elements that appear in that area such 

as the ID line, a quote, the company logo, or tag 

line. An ID line contains information about issue date 

and volume number. A tag line contains the publish¬ 

er or company name. 

X Cross reference: Additional logos are 

shown in figures 8-3 through 8-5. 

Design 

Except for the nameplate logo, the other elements of 

the nameplate use the typeface of the text or head¬ 

lines. The design of the nameplate must comple¬ 

ment the typeface of the text and the style of the 

news publication. Production steps include: 

1. Sketch samples of the nameplate with all the 

elements. Develop many sketches. Make two 

sets of sketches. The first set has ideas for size, 

typeface, and layout; take the best idea and 

continue a second set of sketches with an op¬ 

tional design built from the idea. Use the grid of 

the news publication to interact with the de¬ 

sign. 

2. Narrow the sketches to one and sketch from 

that. 

3. Measure the type of the sketch. Be sure to in¬ 

clude an imaginary descending letter (y or g) 

and measure from the top of the tallest letter to 

the bottom of the hand drawn “y.” Carefully 

study the width of the type, determining if the 

typeface will lose its shape with the width 

change. Consider a multimaster typeface for ex¬ 

treme distortion. 

4. Type the copy according to the specifications. If 

it will not fit on one line, do not make it small¬ 

er until it is compared to the rough. Tighter 

tracking, width changes, and expert kerning are 

better choices than going to smaller type sizes. 

Consider using drawing or photo software. 

5. Add letterspacing and kerning to polish the 

look. Try a decorative typeface. When using 

decorative, script, or Old English typefaces, 

watch for legibility. If a second typeface is 

needed for the second line of type, use a 

straightforward serif or sans serif. Avoid type 

specifications that cause the nameplate to ap¬ 

pear as one of the headlines. When using the 

same typeface for the logo and nameplate as the 

headlines, consider all caps and small caps at 

85% or greater of the type size. 

The space allowed for a nameplate is a maxi¬ 

mum of 2h" from the top of the page. The nameplate 

logo and an ID line usually fill this space. Most 

nameplates cover the width of the sheet size and 

some are only the width of several columns of the 

page grid. For copyfitting, the nameplate requires 

tall but large type. Try narrowing the width like the 

headline of a flyer (it should be readable from two 

feet away). For non-corporate or internal publica¬ 

tions with a friendly lighter look, decrease the width 

type to 40%. 
The nameplate logo is used full size on the 

cover as part of the nameplate (flag), on the inside 

pages as part of the folio line, and again with the re¬ 

turn address on the mailer. 

Nameplate samples 

Range for type specifications 
Element Type Sizes Comments 

Nameplate logo 72-300 pt Kerning, width changes, and type 
design 

ID line 8-12 pt Volume number, date, and cost in a 
clear serif or sans serif face 

Quote 8-12 pt 
Company logo \Vi Proportional to nameplate 
Tag line 8-12 pt Company or publisher’s name 

Standard level nameplates 
Small quantities and urgent deadlines are well met 

with standard level nameplates. Picture fonts, auto¬ 

matic letter kerning, and grids to match the letter for¬ 

mat build unique characteristics into standard level 

nameplates. Try the specifications from figures 11-2 
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i WORLD NEWS 
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Figure I 1-2 Standard level nameplate. 

Credit:Alice Russell, Shriners Bums Institute 
Figure I 1-3 Standard level nameplate. 

Credit: Suzanne Melear, graphic designer for Heavenly Visions 

Ministries, International 

Figure I I -4 Standard level nameplate. Reprinted courtesy 

of: University of Texas Medical Branch at Galveston 

Figure I 1-5 Custom level nameplate. 

Credit: Kathryn Vosburg-Seretti, designer 

Figure I 1-6 Custom level nameplate. 

Credit:John Helms, LeeAnne Seidensticker, and R.G. 

McConnell, designers 
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Figure I 1-7 Custom level nameplate. 

Credit:AirView Graphics and Printing 
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Figure I I -8 Premium level nameplate. 

Credit: Manlove Advertising, Pasadena, TX, design and production 

Figure I 1-9 Premium level nameplate. 

Reprinted courtesy of: University of Texas Medical Branch at Galveston 

Figure I I-10 Premium level nameplate. 

Credit: Manlove Advertising, Pasadena, TX, design and production 
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through 11 4 for style palette information or change 
fonts and modify slightly: 

Element Type Specifications 

Logo 2" tall 

ID line 7-pt Helvetica, all caps 

Custom level nameplates 
Individual typeface kerning, letterspacing, and lead¬ 

ings add fine techniques to wordmarks and initial- 

marks as well as custom line art and additonal ink 
colors (figures 11-5 through 11-7). 

Element Type Specifications 

Nameplate logo 2" tall 

ID line 7-pt Helvetica, all caps 
Company Logo IK' tall 

Premium level nameplates 
Premium level designs focus on logos with custom- 

made type and art. Several different designs brought 

to the final stage are presented to the client. 

Figure 11-8 is an example of an event name¬ 

plate. Colors: PANTONE 3288, a green, PANTONE 

192, a red, and black. 

Figure 11-9 is an example of a corporate name¬ 

plate. Colors: PANTONE 159, an orange, and black. 

Figure 11-10 is an example of a corporate 

nameplate. Colors: spot colors converted to process 

colors. 
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Newsletters 
Newsletters are the fastest growing publication mar¬ 

ket. They are used for special interest groups, time¬ 

ly material, and general information and serve as a 

sales or public relations tool for some professionals. 

If they include ads, the ad may be company-specif¬ 

ic or from outside vendor. The more specific the 

market, the greater the possibility of producing a 

newsletter that is well read. 

Research 

News and product publications are designed for two 

markets: business-to-consumer and business-to- 

employees. Newsletters can be directed to a general 

group of consumers. If a newsletter relies on ads to 

make a profit, they should get the prime location 

on the page. 

Company newsletters also can be directed to a 

specific group of consumers or employees. An em¬ 

ployee newsletter might feature photos of employees 

in rewarding or satisfying siRiations and the total de¬ 

sign is personal and warm. A consumer newsletter 

will have less photos but more informative charts 

and graphs. 

Newsletters that inform clients and employees of 

current events and products are usually produced 

weekly or monthly. The format should immediately 

identify the publication as a newsletter of a particu¬ 

lar company; therefore it should remain constant for 

at least a year. 

• Determine the market characteristics such as 

age group and special needs. 

• Choose a design level for the newsletter. Match 

the subject and budget. 

• Pick a style. Some choices are modern, tradi¬ 

tional, short topics, long topics, personal, tech¬ 

nical, or photographic. 

Design 

Choosing the right typeface for the body text of 

news publications is essential. We are all familiar 

with reading 10-point type on a 12-point leading be¬ 

cause this was the most popular size of body text of 

news publications before the advent of laser printers 

and computer typefaces. Laser printers cause 10- 

point type to look thicker and bigger. Some 10-point 

type has a crowded leading even when it is output to 

imagesetter resolutions because many computer 

typefaces have descenders (below the baseline) and 

ascenders (above the baseline) that fill the space be¬ 

tween lines. Times Roman was a face that was cre¬ 

ated for newspapers and is still dependable. 

Helvetica condensed is popular for boxed articles, or 

try a new typeface designed for computers. The type 

needs to be placed in the chosen column in 9, 9%, 

and 10 points. Let the eye determine if this face 

works for the newsletter. 

Margins 
If the page format is 8W'x 11", which most are, it will 

affect the line lengths (shorter) and the choices of 

first paragraph indents. Rather than crowding the 

margins, leave at least Vi on the outside, inside, and 

bottom. The top margin is kept at a minimum QA" for 

folded sheets and Vi flat sheets for gripper margin). 

The articles begin 2 picas below the ID line. 

Columns and grids 
Each of these grids creates an acceptable design for 

a newsletter (figure 11-11). The choice depends on 

the skill level of the desktop specialist, the amount of 

time available, and the complexity of the style 

palette. Rather than draw a text block to override the 

column guides, use guidelines to mark the perma¬ 

nent columns and set up column guides that will 

allow the article to flow between the columns or 

outside margins. Develop a vertical grid system that 

matches the leading of the text and ask the comput¬ 

er to use “snap to guides.” (Samples in the chapter 

will show copy in as many different grid patterns as 

possible and include the grid information in the type 
description.) 

Adding contrast 
A newsletter with no photos or very few photos 

must have contrast. Some techniques can be identi¬ 

fied in the samples and include the following: 

Figure I I -1 I (Opposite) Newsletter grids 
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• A drop cap for the lead paragraph 

• A kicker line above the headline and/or a sub¬ 

head below the headline 

• A dingbat to end the article 

• Rules, boxes, or tints 

Do’s and don’ts 

DO have a straight margin across the bottom of the 

page that emphasizes the boxed look. 

DO place the beginning of as many articles as pos¬ 

sible on the front page of the publication. 

DO edit and spread the headlines across all multiple 

column articles. 

DO use one set of specifications for all articles, un¬ 

less they are in a separate box. 

DO include by-lines with every article (use “staff’ if 

everyone contributed). 

DO place ads along the outside edges of the right 

hand pages. 

DO NOT hyphenate anything but text. 

DO NOT allow the headlines of two articles to read 

next to each other unless one is boxed. 

DO NOT use photos without captions (but photos 

may be used without a corresponding article). 

DO NOT use large and small caps unless it is an ad. 

Production hints 

Maintain a written style sheet or the choices will be¬ 

come unruly and begin to look the same or not 

work together smoothly. The nameplate and folio 

line should already be determined as part of the 

master page system. The ads are also treated sepa¬ 

rately and are given type specifications individually 

or placed from a drawing package. The style sheets 

included with the standard and premium samples 

are good examples of what to include on a style 

sheet. Systematically pick the specifications so they 

will work together. 

Copyfitting 
Different newsletters create a need for different 

copyfitting methods. Answer the question, “How 

much space will the article take?” with two ques¬ 

tions: 

1. What is the average number of words or letters 

that fit on the column width? 

2. How many words or letters does this article 

have? 

If copyfitting is used to determine the number of 

letters per line, some situations will allow the writer 

a range with the number of words. Also, after 

newsletter copy first arrives, the editor can immedi¬ 

ately tell if the articles submitted need an extra two 

to four pages or additional copy. The most difficult 

scenario would be to let everyone write as much as 

they wish and then edit, hunt for more articles, or re¬ 

design to fit available space or add pages. 
There are many formulas for copyfitting. Fol¬ 

lowing is a simple one for beginners (it works for 

body copy using a 12-point leading—the most pop¬ 

ular leading for the type sizes in newsletters). This is 

acceptable because 12-point leading equals 1 pica of 

line count. 

1. For word processing software, type an article in 

the word processing software and read the 

character count. This will be “A.” 

Example: On Our Way Home = 400 characters. 

A=400. 

2. For page layout software, place the article in 

one column of the newsletter and add the 

newsletter type specifications for body text. 

Measure the length of the article in picas. This 

will be “B.” 

Example: On Our Way Home = 400 characters; 

article measures 12picas long. B=12. 

3. Total number of characters (A) divided by the 

length of article measured in picas (B) = C 

(number of characters for pica line count). 

Example: 400 characters divided by 12 picas 

line count = 35 characters per pica. 

4. Set up a chart to figure the line count of each ar¬ 

ticle with number of characters given. Use this 

count to divide by the character count per pica 
line and it will give the pica line count. 

Example: Reunion a Success: 800 characters di¬ 

vided by 35 characters per pica = 24 picas line 
count. 
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Art and photos 
It is difficult to make a newsletter look professional 

without art or photos. If they are used, they should 

be used in a powerful way—large enough to balance 

with the strength given to that particular article or as 

a series of thumbnail photos (head shots no larger 

than 1 and laid out orderly between several 
columns). 

Except for national organizations, nonprofit or¬ 

ganizations rarely have photos available. Smaller or¬ 

ganizations rely on clip art to give the newsletter 

some contrast. Set up clip art to reuse with each 

issue for categories such as thank yous, birthdays, 

club events, and so on. If the same size square or 

round cornered box is added to the art, it will help 
build an identity. 

Familiar clip art will help the reader find the 

copy that interests them. Add only one special holi¬ 
day or theme art for each issue. 

Newsletter samples 

Use 60-80# book or offset, uncoated, or enamel with 
a matte finish. 

Page size Page spread Uses 

fflTxir irxir Most common and easiest size to work 
with. Works with all column width 
formats and can be printed on ll'x 17 
and folded and cross-folded without 
stapling, for mailing. 

8)f x 14' 833" x 14" Works best for single sheets, back and 
front, does not come out of a common 
size to be printed and folded. 

irxir 17"x 22" Tabloid size, closely resembles a 
full-size newspaper. 

7"x 83f 83Tx 14" Excellent for organization news, meets 
postal requirements, gives better 
column width for 2 column design. 

Range for type specifications 
Element 

Body text 

Type Sizes 

8-11 pt 

Heads 16-36 pt 

Kicker 

By-line 

14-24 pt 

8-11 pt 

Captions 

Jumpline 

8-11 pt 

7-10 pt 

Boxed head 

Boxed text 

14-18 pt 

7-12 pt 

Table of Contents 8-12 pt 
text 

Folio line 7-10 pt 

Pull quotes 14 pt 

Comments 

A narrow serif face that gives 
minimum of seven words per line 

Condensed sans serif face, U & lc, 
various weights and styles 

TWo sizes smaller than head 

Same size or one size smaller than 
text, italics 

Italics, same size as text 

One size smaller than text, italics, 
FR=continued to, FL=continued 
from 

Smallest head size, centered 

Matches ID line, usually smaller 
size 

One size larger or smaller than text 

Uses nameplate logo plus smaller 
type and matching ID line 

Centered or FL, 20-pt leading or 
a multiple of the text leading 

Standard level newsletters 
Small quantities and urgent deadlines are well met 

with standard level newsletters. Tiy the specifica¬ 

tions from figures 11-12 through 11-14 for style 

palette information or change fonts and modify 

slightly: 

Element Type Specifications 

Caption 914/10 Helvetica bold, all caps 

Nameplate 200/200 New Century Schoolbook, U & lc, 70% 
width 

ID line 934/12 Helvetica bold, all caps 

Body text 934/12 New Century Schoolbook, 1-pica first line 
indent 

Headline 1 36/36 New Century Schoolbook bold, U & lc 

Headline 2 24/24 Helvetica condensed bold, U & lc 

Headline 3 18/18 Helvetica condensed italics, U & lc 

Kicker 14/15 Helvetica condensed italic, FL 

By-line 934/10 New Century Schoolbook bold, all caps, 
rule above/below 

Jumpline 9/12 New Century Schoolbook italics, all caps, 
U&lc 

Boxed text 9/12 Helvetica condensed light, 1 pica indent left 
and right 

Table of Contents 9/14 Helvetica, FL 
text 

Folio line 8/10 Helvetica bold, all caps, decreased 
letterspacing 
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Custom level newsletters 
Additional page elements, ink color, and use of ad¬ 

ditional software packages add production time and 

increases printing requirements (figures 11-15 
through 11-17). 

Element 

Caption 

Nameplate 

ID line 

Body text 

Headline 1 

Headline 2 

Headline 3 

Kicker 

By-line 

Jumpline 

Boxed text 

Table of Contents 
text 

Folio line 

Type Specifications 

9)3/10 Helvetica bold, all caps 

200/200 New Century Schoolbook, U & lc, 
70% width 

9/3/12 Helvetica bold, all caps 

9)3/12 New Century Schoolbook, 1 pica first line 
indent 

36/36 Helvetica condensed bold, U & lc 

24/24 Helvetica condensed bold, U & lc 

18/18 Helvetica condensed italics, U & lc 

14/15 Helvetica condensed italics, FL 

9)3/12 New Century Schoolbook bold, all caps, 
rule above/below 

9/12 New Century Schoolbook italics, all caps, 
U&lc 

9/12 Helvetica condensed light, 1 pica indent left 
and right 

9/14 Helvetica, FL 

8/10 Helvetica bold, all caps, decreased 
letterspacing 

Premium level newsletters 
Premium level designs for newsletters focus on 

process color and larger formats. 

Figure 11-18 is a sample of a business-to-em- 

ployee design. This is printed on a 70# gloss enam¬ 

el stock. The type specifications for the body text is 

10/12 in a smaller serif typeface. Colors: PANTONE 

300, a blue, and black. This sample shows an excel¬ 

lent use of tints. 

Figure 11-19 is a sample of business-to-cus- 

tomer design. This newsletter has recently gone 

from two colors of ink to four-color process. It is 

printed on 60# uncoated book sheet, a #1 grade. 

Each ad has its own unique, but not a cluttered, 

look. The body text is set in 9/12. Colors: PANTONE 

294, a blue, and black. 

Figure 11-20 is a sample of a business-to-busi- 

ness design. The paper is 80# high gloss enamel, 

which gives a better feel to a four-page newsletter. 

Colors: four-color process plus one PANTONE spot 
color. 
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Band Booster 
| SPRING EDITION 

Don't forget... 

Lasagna Supper 

March 28 

5:30-7:30 pm 

R.J. Wollam 

Cafetorium 

Band Banguet 

April 5 

6:30 pm 

R.J. Wollam 

Cafetorium 

Candy Sales 

Jan.-May. 

Garage Sale 

March 10 

9 am • 5 pm 

City Bank 

BY AND FOR THE PARENTS OF BAND MEMBERS AT CENTRAL HIGH SCHOOL 1999 | 

Banquet Set for Celebration 
BY KATHY MILLER 

At this year 8 band banquet, we would like to say a special thank you to all the commu¬ 

nity members, both individuals and businesses, that went the extra mile for the Central 

High Band program. Piease, if you know of someone or a business who should be recog¬ 
nized, call Sandra Johnson at 925-3568 before April 5. 

The Band Banquet is set for Saturday, April 13, 6:30 p.m. at R. J. Wollam Cafetorium. 

The evening will begin with 30 minutes of visiting with friends and a chance to view pho¬ 

tographs, videos, newspaper clippings, and Central High Band paraphernalia from this year 

and years past. The meal will be a Mexican feast of fajitas and all the trimmings and is 
catered by Grand Prize Barbecue. 

Parents - we need your Central High Band memories for the band banquet this year. 

Dig out those old Band photos, SFHS annuals, and anything else you can think of and help 

us celebrate over 30 years of excellence in the Central High Band program! Also, if you 

know any “retired" Central High band members, be sure to invite them to the banquet. We 

would like to recognize all the former band members in the audience that night. Call Becky 

Wright or Sandra Johnson if you would like to share your memories or you know someone 
special that should be recognized that evening. 

Lasagna Supper Rescheduled 
BY LAW ANA WILLIAMS 

Due to the basketball team and the play-off games, the Spaghetti Supper was postponed 
and changed to a Lasagna Supper on Thursday, March 28, from 5:30 - 7:30 p.m. at R. J. Wol¬ 

lam Cafetorium. Tickets will be sold at the door for $4.00 for adults, $3.50 for senior citizens, 

and $2.00 for children. Takeout orders and desserts will also be available. 

There will be an ongoing cake auction and several doorprizes will be given away 

throughout the evening. Entertainment is being provided by the Central High High School 

Jazz Band. Make plans now to come by for some good music, good food, delicious desserts, 

good friends, and you may take home a door prize! Proceeds from the evening will benefit 

the Band Booster Scholarship Program for graduating seniors and new costumes for the 
High School Jazz Band. 

Attention Senior Parents! 
BY STAFF 

The scholarship forms for the Seniors have been mailed. If your son or daughter has not 

received their form, more copies are available in the band hall and in the counselor's office. 

The lucky scholarship winners will be announced at the Band Banquet on April 13. If your 

child has received other scholarships, we would like to anounce those at the Band Banquet, 

please call one the officers with that information. The forms should be filled out and re¬ 
turned to the counselor’s office before noon on April 1, 1996. 

Questions? Comments? Concerns? Give one of the officers a call. 
President, Nick Krumrei .925-8664 Vice President, Larry Griswold .. .925-6754 

Secretary, Billie Mahoney.925-1830 Treasurer, Alana Bryant.925-8633 

Band Booster 
SPRING EDITION BY AND FOR THE PARENTS OF BAND MEMBERS AT CENTRAL HIGH SCHOOL 1999 

Don’t forget... 

Lasagna Supper 

March 28 

5:30-7:30 pm 

R.J. Wollam 

Cafetorium 

Band Banguet 

April 13 

6:30 pm 

R.J. Wollam 

Cafetorium 

Candy Sales 

Jan. - May 

Garage Sale 

March 10 

9 am-5 pm 

City Bank 

Saturday, April 13 at 6:30 pm 

Banquet Plans Set 
BY KATHY MILLER_ 

At this year's band banquet, we would like 

to say a special thank you to all the commu¬ 

nity members, both individuals and busi¬ 

nesses, that went the extra mile for the 

Central High Band program. Please, if you 

know of someone or a business who should 

be recognized, call Sandra Johnson at 925- 

3568 before April 5. 
The Band Banquet is set for Saturday, 

April 13, 6:30 p.m. at R. J. Wollam Cafetori¬ 

um. The evening will begin with 30 minutes 

of visiting with friends and a chance to view 

photographs, videos, newspaper clippings, 
and Central High Band paraphernalia from 

this year and years past. The meal will be a 

Mexican feast of fajitas and all the trimmings 

and is catered by Grand Prize Barbecue 
Parents...we need your Central High 

Band memories for the band banquet this 

year. Dig out those old Band photos, CHS 

annuals, and anything else you can think of 

and help us celebrate over 30 years of excel¬ 

lence in the Central High Band program! 
Also, if you know any “retired" Central High 

band members, be sure to invite them co the 

banquet. We would like to recognize all the 

former band members in the audience that 

night. 
Call Becky Wright or Sandra Johnson if 

you would like to share your memories or 

you know someone special that should be 

recognized that evening. 

Lasagna Supper 
Rescheduled_ 
BY LAW AN A WILLIAMS 

Due to the basketball team and the play¬ 

off games, the Spaghetti Supper was post¬ 

poned and changed to a Lasagna Supper on 

Thursday, March 28, from 5:39-7:30 p.m at 

R. J. Wollam Cafetorium. Tickets will be 

sold at the door for $4.00 for adults, $3.50 

for senior citizens, and $2.00 for children. 

Takeout orders and desserts will also be 

available. 
There will be an ongoing cake auction and 

several doorprizes will be given away 
throughout the evening. Entertainment is 

being provided by the Central High High 

School Jazz Band. Make plans now to come 

by for some good music, good food, delicious 

desserts, good friends, and you may take 

home a door prize! Proceeds from the 
evening will benefit the Band Booster Schol¬ 

arship Program for graduating seniors and 

the High School Jazz Band. 

Questions? Comments7 Concerns? 

Give one of the officers a call. 

President, Nick Krumrei.925-8664 

Vice President, Larry Griswold .925-6754 

Secretary, Billie Mahoney.925-1830 

Treasurer, Alana Bryant .925-8633 

Attention Sr. Parents! 
BY STAFF_ 

The scholarship forms for the Seniors 

have been mailed. The forms should be filled 

out and returned to the counselor’s office be¬ 

fore noon on April 1, 1996. The lucky schol¬ 
arship winners will be announced at the 

Band Banquet on April 13. 
Tickets will be available at the Lasagna 

dinner and the April 2 Band Booster meet¬ 

ing, or you can drop by Amigo Mart and see 

Bonita Hyatt between 8:30 a.m. and 4:00 

p.m. You may also call Becky Wright at 925- 

5169. Tickets will be $7.00 per person and 

must be purchased by Friday, April 5. 

Figure 11-12 (Left) Standard level newsletter 

Figure 11-13 (Below) Standard level newsletter 

BY AND FOR THE PARENTS OF BAND MEMBERS AT CENTRAL HIGH SCHOOL 

Band Booster 
Saturday, April 13 a16:30 pm 

Banquet Plans Set 
BY KATHY MIlLER and all the trimmir 

At this year’s band banquet, we 

would like to say a special thank you 

to all the community members, both 
individuals and businesses, that 

went the extra mile for the Central 

High Band program. Please, if you 
know of someone or a business who 

should be recognized, call Sandra 

Johnson at 925-3568 before April 5. 

The Band Banquet is set for Satur¬ 

day, April 13, 6:30 p.m. at R. J. Wol¬ 
lam Cafetorium. The evening will 

begin with 30 minutes of visiting with 

friends and a chance to view photo¬ 

graphs, videos, newspaper clippings, 
and Central High Band parapherna¬ 

lia from this year and years past. The 

meal will be a Mexican feast of fajitas 

trimmings and is catered 

by Grand Prize Barbecue. 

Parents...we need your Central 
High Band memories for the band 

banquet this year. Dig out those old 

Band photos, SFHS annuals, and 

anything else you can think of and 
help us celebrate over 30 years of ex¬ 

cellence in the Central High Band 

program! Also, if you know any “re¬ 

tired” Central High band members, 
be sure to invite them to the banquet. 

We would like to recognize all the for¬ 

mer band members in the audience 
that night. Call Becky Wright or San¬ 

dra Johnson if you would like to 

share your memories or you know 

someone special that should be rec¬ 

ognized that evening. 

Lasagna Supper Rescheduled 
BY LAW AN A WILLIAMS 

Due to the basketball team and the 

play-off games, the Spaghetti Supper 

was postponed and changed to a La¬ 

sagna Supper on Thursday, March 

28, from 5:30 - 7:30 p.m. at R. J. Wol¬ 
lam Cafetorium. Tickets will be sold 

at the door for $4.00 for adults, $3.50 

for senior citizens, and $2.00 for chil¬ 

dren. Takeout orders and desserts 

will also be available. 
There will be an ongoing cake auc¬ 

tion and several doorprizes will be 

given away throughout the evening. 

Entertainment is being provided by 

the Central High High School Jazz 

Band. Make plans now to come by for 

some good music, good food, delicious 
desserts, good friends, and you may 

take home a door prize! Proceeds 

from the evening will benefit the 

Band Booster Scholarship Program 
for graduating seniors and the new 

stage equipment for the Jazz Band. 

Questions? Comments? Concerns? 

Give one of the officers a call. 

President, Nick Krumrei 
926-8664 

Vice President, Larry Griswold 

925-6754 

Secretary, Billie Mahoney 

925-1830 
Treasurer, Alana Bryant 
925-863 

Attention Sr. Parents! 
BY STAFF 

The scholarship forms for the 

Seniors have been mailed. If 

your son or daughter has not 

received their form, more cop¬ 
ies are available in the band 

hall and in the counselor’s of¬ 

fice. The forms should be filled 

out and returned to the counse¬ 
lor’s office before noon on April 

1, 1996. The lucky scholarship 

winners will be announced at 

the Band Banquet on April 13. 

Tickets will be available at 
the Lasagna dinner and the 

April 2 Band Booster meeting, 

or you can drop by Amigo Mart 

and see Bonita Hyatt between 

8:30 a.m. and 4:00 p.m. You 
may also call Sandra Johnson 

at 925-3568 or Becky Wright at 

925-5169. Tickets will be $7.00 
per person and must be pur¬ 

chased by Friday, April 5. 

Don’t forget... 

Lasagna Supper 
March 28, 5:30-7:30 pm 
R.J. Wollam Caletorium 

Band Banquet 
April 13, 6:30 pm 

R.J. Wollam Cafetorium 

Candy Sales 
Jan.-May. 

Garage Sale 
March 10, 9 am-5 pm 

City Bank 

Figure 11-14 (Left) Standard level newsletter 
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Garage Sale 
City Bank 

.March 10, 9 am-5 pm 

BY AND FOR THE PARENTS OF BAND MEMBERS 

SPRING 1999 

Banquet Celebration Set AT this year’s band banquet, we would like to say a 

special thank you to all the community members, 

both individuals and businesses, that went the 

extra mile for the Central High Band program. Please, if 

you know of someone or a business who should be recog¬ 

nized, call Sandra Johnson at 925-3568 before April 5. 
The scholarship forms for the Seniors have been 

mailed. If your son or daughter has not received their 

form, more copies are available in the band hall and in 

the counselor's office. The forms should be filled out and 

returned to the counselor's office before noon on April 1, 
1996. The lucky scholarship winners will be announced 

at the Band Banquet on April 13. 

The 1996 Band Banquet is set for Saturday, April 13. 

6:30 p.m. at R. J. Wollam Cafetorium. The evening will 

begin with 30 minutes of visiting with friends and a 

chance to view photographs, videos, newspaper clippings, 

and paraphernalia from this year and years past. 

LAST YR'S SENIORS SERIOUS AT THE BANQUET 

Parents. .If you have any photo of your kids or of past 

band activities, we want to put together a media presen¬ 

tation to show during the meal that will run in a loop 

and that can be purchased as a complete memory 
Continued on page 2 

Lasagna Supper 
Rescheduled 
BY LAW AN A WILLIAMS DUE to the basketball team and the play-off games, 

the Spaghetti Supper was postponed and changed 

to a Lasagna Supper on Thursday, March 28. from 

5:30 - 7:30 p.m. at R. J. Wollam Cafetorium. Tickets will 

be sold at the door for $4.00 for adults, $3.50 for senior 

citizens, and $2.00 for children. Take out orders and 

desserts will also be available. 
There will be an ongoing cake auction and several 

doorprizes will be given away throughout the evening, 

Entertainment is being provided by the Central High 

High School Jazz Band. Make plans now to come by for 

some good music, good food, delicious desserts, good 

friends, and you may take home a door prize! Proceeds 

from the evening will benefit the Band Booster Scholar¬ 

ship Program for graduating seniors and new costumes 

for the High School Jazz Band. 

Attention Senior Parents! 
BY STAFF THE scholarship forms for the Seniors have been 

mailed. If your son or daughter has not received 

their form, more copies are available in the band 

hall and in the counselor’s office. The lucky scholarship 
winners will be announced at the Band Banquet on April 

13. If your child has received other scholarships, we 

would like to anounce those at the Band Banquet, please 

call one the officers with that information. The forms 

should be filled out and returned to the counselor's office 
before noon on April 1, 1996. 

Central 
High 
School BMDbooster 

SPRING EDITION BY AND FOR THE PARENTS OF BAND MEMBERS AT CENTRAL HIGH SCHOOL 1999 

Featured Seniors... 

Sue Long 

Bradford Mairs 

Lane Laird 

Banquet Celebration Set 
BY KATHY MILLER 

At this year’s band banquet, there will 
be a theme, "Community Extra Miles”. We 

would like to say a special thank you to all 

the community members, both individuals 

and businesses, that went the extra mile for 

the Central High Band program. Please, if 

you know of someone or a business who 

should be recognized, call Sandra Johnson 
at 925-3568 before April 5. 

The Band Banquet is set for Saturday, 

April 13, 6:30 p.m. again at the RJ. Wollam 

Cafetorium. The evening will begin with 30 

minutes of visiting with friends and a 

chance to view photographs, videos, newspa¬ 
per clippings, and Central High Band para¬ 

phernalia from this year and years past. The 

meal will be a Mexican feast of fajitas and 

all the trimmings and is catered by our 

SENIORS AT LAST YEAR’S BANQUET 

favorite Benito’s Mexican Restaurant. We 

need your Central High Band 

CONTINUED ON PAGE 2 

Lasagna Supper 
Rescheduled 
BY LAW AN A WILLIAMS 

Due to the basketball team and the play¬ 

off games, the Spaghetti Supper was post¬ 

poned and changed to a Lasagna Supper on 

Thursday, March 28, from 5:30 - 7:30 p.m. at 

R. J. Wollam Cafetorium. 
Tickets will be sold at the door for $4.00 

for adults, $3.50 for senior citizens, and 

$2.00 for children. Takeout orders and 

desserts will also be available. 
There will be an ongoing cake auction 

and several doorprizes will be given away 

throughout the evening. Entertainment is 

being provided by the Central High High 

School Jazz Band. 
Make plans now to come by for some 

good music, good food, delicious desserts, 

good friends, and you may take home a door 

prize! Proceeds from the evening will bene¬ 

fit the Band Booster Scholarship Program 

for graduating seniors and the High School 

Jazz Band. And the special treat is that the 

Jazz Band will provide music for the supper! 

Questions? Comments? Concerns? 

Give one ol the ollicers a call. 

Attention Sr. Parents! 
BY STAFF 

The scholarship forms for the Seniors 

have been mailed, The forms should be filled 

out and returned to the counselor’s office be¬ 

fore noon on April 1, 1996. The lucky schol¬ 

arship winners will be announced at the 
Band Banquet on April 13. 

Tickets will be available at the Lasagna 

dinner and the April 2 Band Booster meet¬ 

ing, or you can drop by Amigo Mart and see 

Bonita Hyatt between 8:30 a.m. and 4:00 

p.m. You may also call Becky Wright at 925- 

5169. Tickets will be $7.00 per person and 

must be purchased by Friday, April 5. 

Figure 11-15 (Left) Custom level newsletter 

Figure 11-16 (Below) Custom level newsletter 

BY AND FOR THE PARENT OF CHS BAND MEMBERS SPRING 1999 

Banquet Celebration Set 

SENIORS BRAD 

LEINING AND 

SHARON WAITE AT 

LAST YEAR'S BAN¬ 

QUET 

BY KATHY MILLER 

At this year’s band ban¬ 

quet, we would like to say 

a special thank you to all 

the community members, 

both individuals and busi¬ 

nesses, that went the ex¬ 

tra mile for the Central 

High Band program. 

Please, if you know of 

someone or a business 

who should be recognized, 

call Sandra Johnson at 

925-3568 before April 5. 

The Band Banquet is set for 

Saturday, April 13, 6:30 p.m. at 

R. J. Wollam Cafetorium. The 

evening will begin with 30 min¬ 

utes of visiting with friends and 

a chance to view photographs, 

videos, newspaper clippings, and 

Central High Band parapherna¬ 

lia from this year and years past 

The meal will be a Mexican feast 

of fajitas and all the trimmings 

and is catered by Grand Prize 

Barbecue. 

Parents...we need your Cen¬ 

tral High Band memories for the 

band banquet this year. Dig out 

those old Band photos. SFHS an¬ 

nuals, and anything else you can 

think of and help us celebrate over 

30 years of excellence in the Cen¬ 

tral High Band program! Also, if 

you know any “retired” Central 

High band members, be sure to 

Continued on page 2 

Don’t forget... 

Lasagna Supper 
March 28, 5:30 - 7:30 pm 
R.J. Wollam Cafetorium 

Band Banquet 
April 5, 6:30 pm 

R.J. Wollam Cafetorium 

Candy Sales 
Jan. - May. 

Garage Sale 
March 10, 9 am - 5 pm 

City Bank 

Lasagna Supper Rescheduled 
BY LAWANA W1LLLAMS 

Due to the basketball team and the 

play-off games, the Spaghetti Supper 

was postponed and changed to a La¬ 

sagna Supper on Thursday, March 

28, from 5:30 - 7:30 p.m. at R. J. Wol¬ 

lam Cafetorium. Tickets will be sold 

at the door for $4.00 for adults, $3.50 

for senior citizens, and $2.00 for chil¬ 

dren. Takeout orders and desserts 
will also be available. 

There will be an ongoing cake auc¬ 

tion and several doorprizes will be 

given away throughout the evening. 

Entertainment is being provided by 

the Central High High School Jazz 
Band. Make plans now to come by 

for some good music, good food, deli¬ 

cious desserts, good friends, and you 

may take home a door prize! Pro¬ 

ceeds from the evening will benefit 

the Band Booster Scholarship Pro¬ 

gram for graduating seniors and the 

new stage equipment for the Jazz 

Band. 

Attention Sr. Parents! 
BY STAFF 

The scholarship forms for the Se¬ 

niors have been mailed. If your son 

or daughter has not received their 

form, more copies are available in 

the band hall and in the counselor’s 

office. The forms should be filled out 

and returned to the counselor’s office 

before noon on April 3. Scholarship 

winners will be announced at the 

Continued on page 2 

Figure 11-17 (Left) Custom level newsletter. 
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A publication for 
employee* of 

Mainland Center 
Hospital 

Two new 

directors turned 

Seepage J 

Ttmre physkiam 
Join Medics! 
Staff 

Serfages 

MAINLAND CENTER HOSPITAL 

OT Month u 
April 

See Page 2 

Thrxx- E.wt, the first of three patwnt- 
can- arras earmarked for rvnnvafjons of • 
finally opened on Tuesday. March 2’ 
Three South and Lour East also are 
Mated for renovations work will begin on 
Three South immediately Improv e- 
mer.ts to Three East were kicked off with 
a $40,0iX> gift from the Mainland Center 
Hospital Auxiliary In requesting fund¬ 
ing for the rvnvxielmg project*. Edward 
I Smith MCH President CEO. noted 
that updating the appearance of these 
patient-care areas will improve the 
hospital s ability to compete with other 
newer health care facilities Tbs’ more 
pleasant work environment also benefits 
staff morale he added 

Lvtli .Ann Thama*. BfonJ Qulifrersoft, ruts ribbon, 
ohiculti opentn* J last 

Tol 4, Vo. 2 ^,1. \faw jooo 

New patient-care area opens 

MCH to observe 
On Friday. Apnl 2d. MCH employees 

vs'ill celebrate Earth Day IW, by estab¬ 
lishing an on-going rtwclmg program 
Earth Day which is set for Siturdav . 

Apnl 21. is an international day of 
recognition to toon* attention on en¬ 
vironmental issues 

Initially. the MCH program will in¬ 
clude aluminum cans and new spapers, 
other reusable items will be added at a 
later date Collection containers w ill be 
placed ;n the employee parking area, as 
well as on Nursing units and at severa! 
other locations throughout the hospital 

Funds raised trom the sale of reeve I- 
abte items will be earmarked for en¬ 
vironmental projects that improve the 
hospital campus The first projects that 
will benefit from this program include 
landscaping work tor the new hospital 

Earth Day 1990 
entrance and a terrace w hich will be lo¬ 
cated adjacent to the Employee Cafeteria 
An estimated total of $50.<A *\m fill dirt, 
topsoil, trees, shrubs and flowers are 
needed tor these promts 

All employees are encouraged to par- 
ticipate in this privgram Please note that 
alumumum cans containing hxs.1 must be 
rinses! before being dejxwited In con¬ 
tainers Additionally. an employee contest 
to dev clop wavs mdiv iduai> can impact 
the environment will begin today, Apr.l 9 
The first pure for the best idea is an 
American Express Gift Check. two movie 
tickets will be awarded to the runner up 
Employ m may submit their ideas in a K»x 
that Will tv placed m the old hospital 
lobby The winners will Iv announced 
during the lunch hour, on April 20 

Conti mini-——-——— Page 2 
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Outsourcing maintenance program to 
Allwaste saves automotive customer 
$1 million annually 

defective paint finish is the most 
codly reprocess factor for an 
automobile manufacturer. The 

krss of first-run capability adversely 
affects all mamitaclunng and assembly 
operations. A workKIa" pamt finish 

rec|uit«s the minimization of contami¬ 
nant* during the entire coating process 

C'aitgo, All wade's wholly -uwnev! sub¬ 
sidiary. coouaed a leading automobile 
manufacturer in 198h, ofTenng a prrven- 
ttve-mamJettance program that would 
improve pmeess cfcanlmev. and increase 
first-mn yield*. The results have been phe¬ 
nomenal; vulminating in the customer's 
presentation of a Quality Excellence Award 

to Caligo .md its vdechon of OUigo to help 
launch anew European plant. 

Analytical anesitnctu and 
wheduling make the difference 

Before Cali go's involvement, the manu¬ 
facturer's employees nrumtamed paint- 
facility cleanliness on a spot basis An 
outside contractor thoroughly cleaned the 
facility during the annual shutdown But 
when the manufacturer opened a sister 

plant in l%6. it outsourced paint-facility 
maintenance to Calico 

AtW >1 <«* ■ *#<* Ms Jr*rk<pestjt* Mat AffWaxw 
f«*«* *A« A *<ftd>i*n i*» i aam 

>i.M Oxtf t* < i s.-ta wir>r«.'r ws Wftj.m psT'i-ijw 

Caligo designed the new mamteturac 

progmrr. in keep coating facilities, air sup¬ 

plies. exhaust sy stems, hake ovens, spray 

booths, and phosphate um-pnmc systems 

spit less "We also implemented a pro¬ 

gram to veicJiufkaHy RJentify dm and 

fifvrs (the two |#ins'ipal confaimtumsi. 

Helping Customers Attain a CampetUke Advantage in a GUM Market 

Figure 11-18 (Left) Premium level newsletter. 

Credit: Air View Graphics and Printing 

Figure 11-19 (Below) Premium level newsletter. 

Credit: M H & T Advertising Agency 
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Figure I I -20 (Left) Premium level newsletter. Credit: 

Manlove Advertising, Pasadena, TX, design and production 
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Catalogs 
Mail order catalogs have gained popularity since the 
early 1990s as the prices of quality products became 
competitive with in-store items. Catalogs try to give 
each product the same exposure it would receive in 
a store. Catalogs require professional photographers 
or illustrators since they include quality photographs 
or drawings of each item. 

All style elements appear on eveiy page and 
the page is full of photos of the products, each com¬ 
peting for the customer’s attention. If the products fit 
the customer’s interest, the catalog is saved for ref¬ 
erence. 

Body text and leadings may be in half sizes (8h) 
because they consist of a large number of items per 
page. To eliminate overcrowding and still have easy- 
to-read type that does not take up valuable space, try 
smaller sizes with larger leadings (8h/12, 7M/12). Be 
cautious of catalog pages printed with a background 
and type that is overprinted. These factors affect the 
choice in type size and face. 

Design 
The press, sheet and trim size, bindery, and total 
cost per copy are finalized before design begins. Al¬ 
though the typography is similar to documents, the 
design works like news publications. Every page is 
sketched with type and photos. Unlike other publi¬ 
cations, there are no blank pages. 

Margins 
Use narrow margins on all sides, but keep the out¬ 
side margin at a minimum of h" for trim. Most cata¬ 
logs are saddle stitched and, therefore, have a very 
small inside (gutter) margin. Know the trim size so 
that copy will not be cut off when the publication is 
given a final trim. 

Grids and columns 
Use a five column or greater grid system. Most cata¬ 
logs use several grid patterns because the number of 
products on a page vary. The variety of grids add in¬ 
terest to the catalog (figure 11-21). 

Additional page elements 
Catalog page elements include additional elements 
that are unique to this particular publication. 

Photos 
The focus of catalogs is product photos. Photo ses¬ 
sions scheduled after the design will narrow the 
number of shots needed. A grid pattern is the build¬ 
ing block for all quality catalogs. Even pages where 
the text and photos look scattered are built on a 
very complex grid. Use a grid system to locate rec¬ 

tangular photos in groups. 

X Cross reference: See Chapter 5 for infor¬ 
mation on handling photos and for addi¬ 
tional suggestions. 

Product description 
The type should not compete with the photos. Most 
of the elements on the page are in the same sizes of 
type or one size different with changes to weight, 
position, or letterspacing. Sans serif typefaces are 
used in catalogs for the body text. Choose a face 
with a narrow width to fit as many words as possible 
on the page. Helvetica condensed, Optima, and 
Times are examples of typefaces with narrow let¬ 
ters. Body type is small but leadings are generous to 
give the page a clean look and some space. The 
copy can form neat blocks with no first line indent 
and justified text. 

Headline 
Not all pages have a headline. When they are used, 
they should not compete with the photos. Headlines 
have a lighter look with script and serif typefaces. 
Italics should be no larger than 24 points. 

The price 
The size and appearance of the price should be de¬ 
cided by the client. In some cases, the price will be 
set as a separate page element or with a second 
color of ink. 
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Figure 11-21 Grids for catalogs 
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Catalog samples 

Typical catalog sizes include 8lA" x 11" and 5Vi' x 8". 

Always check the size to make sure it fits postal reg¬ 

ulations for mailing. Use coated 40# book for thick 

catalogs or coated 70# book, textured or smooth, 

for small catalogs. 

Range for type specifications 
Element Type Sizes 

Head A 14-24 pt 

HeadB 36-42 pt 

Body 7-9 pt 

Product title Same as body 

Subheads 7-9 pt 
Product ID 7-9 pt 

Price 7-9 pt 

Comments 

Serif and sans serif, bold and 
italics, increased letterspacing 

Script 

Leading is 2-4 pt larger than type 
size 

Bold, all caps, letterspaced 

Same as body, bold, U & lc 

Same as body, bold, U & lc, 
leader dots 

Same as body or larger than head 

Standard level catalogs 
Small quantities and urgent deadlines are well met 

with standard level catalogs. Writing papers without 

deep textures will print easily in the laser printer. 

Ask the paper representative for specific paper 

choices. Try the specifications from figures 11-22 

through 11-24 for style palette information or change 

fonts and modify slightly: 

Element 

Running head 

Product head 

Body 

Subheads 

Product ID 

Price 

Type Specifications 

18/24 Helvetica condensed italics, bold, tight 
tracking 

8/12 Helvetica bold, all caps, increased letterspacing 

8/12 Helvetica condensed light, justified, 6-pt before 
paragraph leading 

8/8 Helvetica black, U & lc, 2-pt before paragraph 
leading 

7/8 Helvetica condensed light 

Part of product ID 

PAPER AND INK. Use 40# book, coated, in white or 

50# book, uncoated with vellum finish, in white or 

ivory; also, use black ink only or black and one 

PANTONE Color ink. 

OUTPUT DEVICE. Quantities over 3,000 and number 

of photographs will be as economical as any tradi¬ 

tional methods. 

Custom level catalogs 
Additional page elements, photo and art techniques, 

as well as using additional software packages add 

production time and increase printing requirements 

(figures 11-25 through 11-27). 

Element Type Specifications 

Head 18/24 Helvetica italics, bold, letterspacing 

Body 8/12 Helvetica condensed light, justified, 9-pt before 
paragraph leading, 9-pt after paragraph leading 

Product title 8/14 Helvetica bold, all caps, letterspacing 

Subheads 8/8 Helvetica black, U & lc 

Product ID 7/8 Helvetica condensed light 

Price Part of product ID 

PAPER AND INK. Use coated 40# book in white or 

uncoated 50# book with vellum finish in white or 

ivory; also, use black ink or black and one PAN¬ 

TONE Color ink. 

OUTPUT DEVICE. Quantities over 3,000 and number 

of photographs will be as economical as any tradi¬ 

tional methods. 

Premium level catalogs 
Premium level designs focus on multiple pho¬ 

tographs and multiple text blocks. 

Figure 11-28 is a sample of a catalog for a start¬ 

up company. The paper choice is a 80# matte finish 

enamel. Colors: PANTONE 357, a green, and black. 

Figure 11-29 is a sample of a business-to-busi- 

ness catalog. The production was completed in a 

drawing package rather than a page layout package 

because of the number of charts and illustrations. 

Paper choice is 80# matte finished enamel. Colors: 
PANTONE 145, an orange, and black. 

Figure 11-30 is a business-to-customer catalog. 
The paper is a 40# enamel. Color: process color. 
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RETRIEVER DOVETAIL 

This new mount allows easy re¬ 

moval ol the Retriever lor storage 

and cleaning. Solves mounting 

problems on bows with oflset win¬ 

dows. Hardware & mounting in¬ 

structions included. 

Retriever Dovetail 
104(1 lb.) $3.50 ppd 

5‘ Screw on Reel. Spun aluminum, 

plastic mounting brackets, steel 

Hal bar with stud. Stainless steel 

string clip lor minimum line drag. 

Comes with 50' ol 80# test line. 

Red Trim 
107R (12 or.) $3.50 ppd 

Black Trim 
107E (12 oz.) $3.50 ppd 

5' Tape on Reel. Spun aluminum. 

Stainless sleel siring clip gives 

minimum line drag. Aluminum 

mounting bracket for easy installa¬ 

tion. Comes with 50' of 80# test 

line. 

Red Trim 
108R (12 07.) $3.50 ppd 

Black Trim 
108B (12 02 ) $3.50 ppd 

Screws into stabilizer hole. Has an at- One piece anodized aluminum. 

Iractive finish ol black anodize and Comes with jam nut and nylon 

bright aluminum. Accepts most popu- washer. Allows adjustment for 

lar fishing reels. Threaded adapter al- proper center shot. Made to sup- 

lows attachment ol rod or fishing light, port the weight ol fiberglass lish- 

Reel Adapter ing arrows. 

Arrow Rest 
117 (1 lb. 12 oz.) $3 50 ppd 

116 (1 lb. 14 oz.) $3.50 ppd 

Bow Additions 

GAR SNAGGER 

This device was designed for use 

as a snare on big gar. The heavy 

cable keeps the loop open for one 

handed operation. Equipped with 

12' ol rope on handle for securing 

to boat rail.a 

Gar Snagger 
118 (14 oz ) $350 ppd 

SHOOT THRU 

TAPE ON REEL 

For the discriminating fisherman. 

Offers direct shot design. All alu¬ 

minum construction with snag- 

proof line holder. Comes with 50' 

of 80# line. 

7'Reel 
109(2 lb. 15 oz.) $18.95 ppd 

10'Reel 
111(2 lb. 16 oz.) $22.95 ppd 

REEL 

Direct shot design. All aluminum 

construction with snag proof line 

holder. For mounting on com¬ 

pound bows. Comes with 50' ol 

80# test line. 

7" Reel 
110 (2 lb. 12 oz.) $3.50 ppd 

10" Reel 
113(2 lb. 13 oz.) $3.50 ppd 

Bowfishing rod comes with a reel 

adapter and an attractive finish of 

black anodize and bright alu¬ 

minum. 

16“ 
114 (3 lb. 10 oz.) $3.50 ppd 

8" Assembly 
115 (3 lb. 4 oz.) $3.50 ppd 

FAST FLIGHT 

Bowfishing line made with the same Spectra fibers found in premier bow¬ 

strings. Truly the thinnest, strongest line around with virtually no line cutting 

on shoot throughs. 

200# 
401F (12 oz.) $3.50 ppd 

400# 
402 (2 lb.) $3.50 ppd 

all custom made 

Orders Only 1-800-251-6461 
Inquiries (713) 941-4882 
FAX (713)941-3222 

2 3 

Figure I 1-22 

(Left) Standard level 

catalog 

Figure I 1-23 

(Below) Standard 

level catalog 

2 RETRIEVER 

Slacks the line In plastic bottle Instead ol winding il on 
a drum. Line Hows out Ireely Rugged construction. 

Comes with a universal mounting plate. Includes 40 

yards ol 1304 lest line. 
Retriever 
102 (2 lb. lor) S3 50 ppd 

SLOTTED RETRIEVER 

Same as (he Retriever, but Is slotted to allow the use of 
a lloal for bigger fish. 
Bowfishlng Reel 
105(1 lb 9oz.)S3S0ppd 

RETRIEVER DOVETAIL 

This new mount allows easy removal ol the Retriever 

for storage and cleaning. Solves mounting problems 

on bows with offset windows. Hardware & mounting 

instructions included. 
Retriever Dovetail 
104(1 lb) S3 50 ppd 

BOWFISHING REEL 

Brawny stainless steel gears, durable brass busing for 
smooh retrieves Saltwater corrosion-resistant. Double 

2x4 power handle, wide range drag tor battling big fish 
Red Trim 
107R (12 oz.) S350 ppd 
Black Trim 
107B (12 oz.) S3 50 ppd 

LINE ON REEL 

5’ Tape or screw on Reel. Spun aluminum. Stainless 

sleel string clip gives minimum line drag. Aluminum 
mounting bracket lor easy installation. Comes with 50' 

ol 804 test line. 
Screw on Reel 
108R (12 oz.) S3S0 ppd 
Tape on Reel 
108B(12oz)$350ppd 

SHOOT THRU REEL 

ROD ASSEMBLY 

Bowfishing rod comes with a reel adapter and an al - 
tractive finish ol black anodize and bright aluminum. 
16" Assembly 
114 (3 lb 10 02.) S3S0 ppd 
8" Assembly 
115(3lb 4ez.)S3S0ppd 

ARROW REST 

One piece anodized aluminum Comes with |am nut 

and nylon washer Allows adjustment lor proper center 

shot Made lo support the weight ol fiberglass fishing 

arrows. 
Arrow Rest 
117 (1 lb. 12 oi) S3 50 ppd 

GAR SNAGGER 

This device was designed lor use as a snare on big gar. 

The heavy cable keeps the loop open lor one handed 
operation. Equipped with 12' ol rope on handle lor se¬ 

curing lo boat rail.a 
Gar Snagger 
118 (14 ot) $350 ppd 

FAST FLIGHT 

Bowfishing line madewilh the same Spectra libers 

lound in premier bowstrings. Truly the thinnest, 

strongest line around with virtually no line cutting on 

shoot throughs. 
200# 
401 F (12 oz) S3S0 ppd 
400# 
402 (2 lb.) S3 SO ppd 

3 
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Bow Additions 

RETRIEVER 

Slacks the line in plastic bottle instead ol winding it on 

a drum. Una flows out Ireely. Rugged construction. 

Comes with a universal mounting plate Includes 40 
yards ol 1304 test line 
Retriever 
HKRIblOiinSJppd 

BSame as the Retriever, but Is slotted to allow the use 

ol a float (or bigger fish. 
Bowfishing Reel 
103(1 lb 9 Oi) S350 pM 

RETRIEVER DOVETAIL 

This new mount allows easy removal ol the Retriever 

lor storage and cleaning. Solves mounting problems 

on bows with offset windows. Hardware & mounting 

instructions Included. 
Retriever Dovetail 
104(1 0)3350 ppd 

BOWFISHING REEL LINE ON REEL 

Biawny stainless steel gears, durable brass busing (or smooh retrieves. Saltwater cor- 5‘ Tape or screw on Reel. Spun aluminum. Stainless steel string clip gives minimum 
roslon-iesistam. Double 2x4 power handle, wide range drag lor battling big fish line drag. Aluminum mounting bracket lor easy installation. With 50' ol 804 lest line. 
Red Trim 
107R (12 oi.) S3S0 ppd 

Black Trim 
107B|12oz.)S350ppd 

Screw on Reel 
108R(12ot)S350ppd 

Tape of Reel 
1068 (12d2)S350 ppd 

Bowfishing rod comes with a reel adapter and an attractive finish ol black anodize and 

bright aluminum 

16“ 8" Assembly 
114(3 lb. 10 az.) S3S0 ppd 115 (3 lb. 4 oa.) S3 50 ppd 

ARROW REST 

One piece anodized aluminum. Comes 

with (am nui and nylon washer Allows 

adjustment lor proper center shot 

Made lo support the weight ol fiber¬ 

glass fishing arrows. 
Arrow Rest 
117 (Mb 12at)S350ppd 

Bowfishing line made with the same Spectra fibers lound in premier bowstrings Truiy 

the thinnest, strongest line around with virtually no line cutting on shoot throughs. 
200# 400# 
401 f (!2oL)S350ppd 402(2 lb.) S3.S0 ppd 

3 

Bow Additions 
RETRIEVER 

Slacks the line in plastic bottle instead 

ot winding it on a drum. Line Hows out 

freely. Rugged construction. Comes 

with a universal mounting plate. In¬ 

cludes 40 yards of 130/ test line. 

Retriever 

102 (2 lb. 1 oz.) $3.50 ppd 

SLOTTED RETRIEVER 

Same as the Retriever, but is slotted to 

allow the use of a lloat lor bigger fish. 

Bowfishing Reel 
105(1 lb. 9 ol) $3.50 ppd 

RETRIEVER DOVETAIL 

This new mount allows easy removal of 

the Retriever tor storage and cleaning. 

Solves mounting problems on bows 

with offset windows. Hardware & 

mounling instructions included. 

Retriever Dovetail 
104(1 lb.) $350 ppd 

all custom made 
SHOOT THRU REEL 

For the discriminating fisherman. Offers 

direct shot design. All aluminum con¬ 

struction with snagproof line holder and 

50'& 80# line. 

7"Reel 
109(2 lb. 15 02.) $18.95 ppd 

10" Reel 
111 (2 lb. 16ol) $22.95 ppd 

ROD ASSEMBLY 

Bowfishing rod comes with a reel 

adapter and an attractive finish of black 

anodize and bright aluminum. 

16" 
114 (3 lb. 10 oz.) $3.50 ppd 

8" Assembly 
115 (3 lb. 4 02) $3.50 ppd 

ARROW REST 

One piece anodized aluminum. Comes 

with (am nut and nylon washer and 

center shot adjustment. Will support 

weight ol fiberglass fishing arrows. 

BOWFISHING REEL 

Brawny stainless sleel gears, durable 

brass busing for smooh retrieves. Salt¬ 

water corrosion-resistant. Double 2x4 

power handle, wide range drag lor bat¬ 

tling big fish. 

Red Trim 
107R (12 OZ.) $350 ppd 

Black Trim 
107B (12 02) $3.50 ppd 

LINE ON REEL 

5’ Tape or screw on Reel. Spun alu¬ 

minum. Stainless sleel string clip gives 

minimum line drag. Aluminum mount¬ 

ing bracket (or easy installation. Comes 

with 50' of 80# test line. 

Screw on Reel 
1088 (12 02) $350 ppd 

Tape of Reel 
108R (12 02) $3.50 ppd 

Arrow Rest 
117 (1 lb, 12 02) $3.50 ppd 

GAR SNAGQER 

This device was designed lor use 

as a snare on big gar. The heavy 

cable keeps Ihe loop open for one 

handed operation. Equipped with 

12' ol rope on handle (or securing 

to boat. 

Gar Snagger 
118 (14 02) $3.50 ppd 

FAST FLIGHT 

Bowtishing line made with the same 

Spectra fibers found in premier bow¬ 

strings. Truly Ihe thinnest, strongest 

line with virtually no line culling on 

shoot throughs. 

200# 
401 F (12 oz.) $350 ppd 

400# 
402 (2 lb.) $350 ppd 

Figure I 1-24 

(Above) 

Standard level 

catalog 

Figure I I -25, - 

26, -27 (Left 

and opposite) 

Custom level 

catalogs 
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Same as Ihe Retriever, but Is slotted to 

mm 
BOWFISHINO REEL 

Brawny stainless steel gears. durable brass busing lor smooh retrieves Saltwater corro¬ 

sion-resistant. Double 2x4 power handle, wide range drag tor battling big fish. 
Red Trim 
107R (12 oz.) S3 50 ppd 

107B(12oz.)S350ppd 

SHOOT THRU REEL 

For Ihe discriminating fisherman. Offers 

direct shot design. All aluminum con¬ 
struction with snagpiool line holder. 

Comas with 50'ot 804 line. 
7" Reel 
103(2 lb. 15oi)$1895 ppd 
10- Reel 
111(216.16 ot) $22,95 ppd 

I Bow Additions 
all custom made 

A ' ' '• „ ' 

ROD ASSEMBLY 

Bowtishing rod comes with a reel adapter and an attractive finish ol black anodize and 

bright aluminum. 
ARROW REST 

One piece anodized aluminum. Comes with jam nut and nylon washer. Allows adjustment 

lor proper center shot Made to support Ihe weight of fiberglass fishing arrows. 
Arrow Rest 
117 (1lb,12ot)S350ppd 

OAR SNAGGER 

This device was designed lor use as a 

snare on big gar. The heavy cable keeps 

the loop open lor one handed operation 

Equipped with 12' ol rope on handle lor 

seeming lo boat rail-a 
Gar Snagger 
lie (14ot)S350ppd 

m 

MM 
■Si 

FAST FLIGHT 

Bowtishing line made with the same Spec¬ 

tra libers found In premier bowsiiings. 

Truly die thinnest, strongest tine around 
with virtually no line cutting on shoot 

troughs 
200# 
401 F (12 OZ.) S350 ppd 
400# 

Bow Additions —all custom made 
SLOTTED RETRIEVER 

BSame as the Retriever, but is slotted to allow the use 
of a float tor bigger fish. 
Bowlishing Ri 

RETRIEVER 

Slacks the line In plaslic bottle instead ol winding it on 

a drum. Line flows out freely Rugged construction. 

Comes with a universal mounting plate Includes 40 

yards ol 1304 lest line. 
Retriever 
102 (2 lb 1ot)C50ppd 

BOWFISHING REEL 

Brawny stainless steel gears, durable brass busing lor smooh retrieves. Saltwate 

corrosion-resistant Double 2x4 power handle, wide range drag lot battling big 

without disappointment. 
Red Trim Black Trim 
107R (12 02.) $350 ppd 1078 (12 ot) S350 ppd 

SHOOT THRU REEL 

For the discriminating fisherman. Offers 

direct shot design. All aluminum con¬ 

struction with snagprool line holder. 

Comes with 50'& 804 line. 
7-Roel 

109(2 lb 15 az.) S1695 ppd 
10-Reel 

lit (2 lb 16oz.) $2295 ppd 

FAST FLIGHT 

Bowtishing line made with Ihe same Spectra libers found In premier bowstrings. Truly 

the thinnest strongest line around with virtually no line cutting on shoot throughs 
2001 
401 F (12 Ol) S3 50 ppd 
4004 
402 (2 lb.) S350 ppd 

■■■■■■ $ 
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CORGIVILLE FORGE 

Figure I 1-28 Premium level catalog. 

Credit: M H &T Advertising Agency 

am 

Figure I I -29 

Premium level catalog. 

Credit:AirView Graphics 

and Printing 
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Figure I 1-30 

Premium level catalog. 

Credit: Foley’s, Ellen Hollingsworth, 

system manager, John Meyer, art director 

! rrn \ 
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Other news and product projects 

Editorial magazines 
The margins match long documents with a narrow 

inside margin. Uses traditional design and type spec¬ 

ifications and few photos; some do not use cover 

stock (figure 11-31). 

SIZES. 8V2" X 11'; 5V2" X 8Vi", and 6" x 9". 

PAPER. 40# book, coated for thick catalogs, and 70# 

book, coated (textured or smooth) for small catalogs. 

Client-focus magazines 
The reader scans a magazine, holding it at the saddle 

stitch and flipping in either direction. Headlines and 

photos are presented boldly to catch the reader’s 

Figure 11-31 Broadsides Magazine. 

Credit: College of the Mainland, Dotti Jones, editor, Jean 

Burkhardt, cover design and production 

NATURE S LESSON FOR THE WORLD 
by All Raoandl 

“A potluck dinner... 

is...far more 

interesting than a 

single dish.” 

Who can resist the beauty of a flower 

garden? One could only marvel at the 

variety and magnificent blend of fra¬ 

grance and form of a field of wild flowers 

in the spring. It makes you ponder, 

though, how it Is that we are so appre¬ 

ciative of the diversity abounding In all of 

God's creations except for his greatest 

creation. Is It not astonishing how skillful 

and elaborately, yet seemingly easy, 

nature manifests the lesson of diversity 

to the world? 

Diversity may be defined as all the 

different elements necessary to bond 

and create a truly homogeneous unity. A 

potluck dinner at your favorite picnic Is 

simply an offering of more choices, of 

which you may not like all. but yet far 

more interesting than a single dish. 

American cars are much better now than 

they were a decade ago simply because 

of the presence of Japanese competition- 

American people coming from different 

backgrounds, beliefs and a multitude of 

different cultural / dem ographlcal back¬ 

grounds have merged and Intermixed to 

create the strongest nation on earth. We 

can retain a strong nation and survive 

the murky waters of the years ahead by 

creating unity and a sense of oneness 

among all members of our community 

and the nation. Cultural diversity can 

spark a nation Into greatness If stereo¬ 

typical myths and unfair prejudicial 

treatments of people are truly eradi¬ 

cated. 

In the words of a famous Persian poet 

and philosopher (loosely translated): "All 

human being are organs of the same 

body, made of the same material." If a 

member fails It will affect the whole 

body. "It is time to stop discrimination of 

anytype and to provide true equal 

opportunity for all and then all will reap 

the enormous benefits of a truly great 

nation, unified and strong and prosper¬ 

ous." Those who choose to use this 

nation's opportunities will succeed and 

those who do not can complain.! 

All Rauandt, Ph. D. Is on the Math, 

Health and Natural Science Faculty of 

College of the Mainland. 

THOUGHTS ON DIVERSITY: 
CHALLENGES FOR URBAN AMERICA 

By Lee A. McGrtggs 

The future of urban life Is Inextricably 

linked to diversity. A fundamental Issue Is 

the extent our urban society can coexist 

In a multicultural environment while 

sustaining a level of consensus. Ameri¬ 

cans of diverse racial and ethnic groups 

do not share equally In the dominant 

culture. As America becomes more urban 

and diverse, a major concern Is whether 

the nation's social and political Institu¬ 

tions will promote diversity and seek to 

end racial and ethnic division. The diver¬ 

sity factor Is crucial to the future of 

urban America. 

Demographic data Indicates that by 

the twenty-first century, only fifty-seven 

percent of the people entering the 

American workforce will be native bom In 

the U.S. More and more the economic 

future of white Americans will depend on 

the talents of non-white Americans. 

Multlcullurallsm will become paramount In 

an Increasingly diversified society. As a 

nation. America must find common 

ground through acceptance of cultural 

dlversltv- 

Urban America Is not divided only by 

racial lines between black and white. 

There Is a mixture of other races, lan¬ 

guages and religions as millions of new 

Immigrants arrive In America In search of 

economic promise and political freedom. 

The emerging dynamics of “one world 

with many cultures" provide a path to 

progress through acceptance of cultural 

diversity. Although the quality of life In 

urban America Is dependent on recogni¬ 

tion and acceptance of diversity, many 

white Americans resist relinquishing the 

entitlement skin color has given them 

throughout the nation's history. Many 

Americans perceive people different from 

themselves as "the others." thus, locking 

those of other racial and ethnic groups 

Into their own narrow perspectives; they 

prefer to be wrong rather than change 

those views. Therefore, absurd stereo¬ 

types continue to exist. Apparently many 

Americans are more interested In defend¬ 

ing their racial territory than recognizing 

that the nation can be enriched through 

valuing diversity. 

The politics of the last twenty-five 

years has Intensified racial Issues In urban 

America either by silence or distortion. 

Many politicians either have Ignored 

America's deepening racial division or 

cynically exploited those crises for 

political gains. Both Republicans and 

Democrats have contributed to the 

problem. Republicans have played the 

race card In a divisive way to obtain 

votes while the Democrats have evaded 

racial Issues In a cloak of silence and 

denial. 

For Americans who came a generation 

ago. affirmation to the principles of 

liberty, equality and democracy created 

an optimistic society. This optimism that 

every person can realize his or her 

potential In an atmosphere of nurturing 

liberty was grounded In the conviction 

that each person has an obligation to the 

other Individual simply because that 

person Is a human being. Urban America 

Is where these Ideas and cultures have 

always clashed - sometimes violently. 

Few people of different races encoun¬ 

ter real contact or have conversations 

with each other. Thus, television and 

newspapers educate many Americans 

about race. This results In the continued 

division among races In our cities and the 

“The diversity factor 

is crucial to the future 

of urban America." 

BROADSIDES FALL 19 

5 

3 
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eye. The design is focused to its market. Figure 11-32 

is a magazine that is distributed nationally for high 

school seniors. The copy and the back page ad are 

personalized for a particular junior college. This 

client-focus magazine has been developed for den¬ 

tists and retail merchants and the idea also is used for 

local markets. 

SIZES. 8V2" x 11".., 

PAPER. 40# book, coated for thick catalogs, and 70# 

book, coated (textured or smooth) for small catalogs. 

Figure I 1-32 Movin’ On Magazine. 

Credit: 7th edition, Nov. 1995, copyright 1995 by Venture 

Publications, Inc., 4808 Fairmont Parkway, Suite 194, 

Pasadena,TX 77505. All rights reserved. Reproduction in 

whole or in part without written permission of the publisher 

is prohibited. “Movin’ On’’is protected through trademark 

registration in the United States. 
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Newspapers 

Newspapers are larger, more complex news publi¬ 

cations than newsletters. They include a large staff 

that is divided into several groups: advertising sales, 

advertising production, editorial, printing produc¬ 

tion, and electronic pages. The page elements listed 

for newsletters are multiplied by the number of sec¬ 

tions that appear in the publication, but they begin 

with the newsletters elements (figure 11-33). 

Because of the complexity of this publication, 

this book is unable to go into newspapers in depth. 

Page sizes of newspapers vary and newsprint paper 

is used. 

Journals 

Journals are news publications with longer articles of 

similar importance and length and are ideal for 

monthly publications. Authors are given information 

about the maximum and minimum letters, words, 

Figure I 1-33 Inside section, front page. 

Courtesy of: Delmar Publishers 

and lines of copy required for each article. Have 

fillers available that can be used at the end of any ar¬ 

ticle. Reader’s Digest is a good example of journal 

style. 
The advantage of this format is that it gives a 

more permanent look to the publication; therefore, 

people are more likely to save journals (figure 11- 

34). Also, a 40# book can be used in the smaller 

sheet sizes to cut mailing costs. 

SIZES. 5" x 8V2", 8V2" x 11". 

PAPER. 20-24# bond or 40-60# book, coated and 

uncoated. 

Directories 

Directories are publications containing listings. Di¬ 

rectories can be found in all companies, profit and 

nonprofit, as well as commercially produced as part 

Figure I 1-34 Journal. 

Credit: Suzanne Melear, graphic designer for Heavenly Visions 
Ministries, International 
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of the classified industry. Hanging indents and 1 pica 

right indents help separate the copy (figure 11-35). A 

condensed or narrow typeface is used and the body 

copy is set with a tight leading and type sizes as 

small as 7 points. Page sizes vary and directories are 

printed on newsprint or 20# plain bond. 

For additional research 
Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Contact the Magazine Publishers of America 

575 Lexington Avenue 

New York, NY 10022 

Ahkn Copyright 1995 CommunlO/ P>-NtmHnm, fnc- 

Ivy James R 1208 Whitaker 331-3708 
Ivy Lou CR 552 388-1112 
Ivy Mickey 1620 Crown Or 331 -0768 
Ivy Michael V Heights R0 331-5135 
Ivy Russell & Lisa 308 George 331 16O6 
IWECO Inc 

Brazoria Branch 22 N Gull Blvd.393-1893 
Izard JD 3519 CR 160 . 331-4629 

J 
J B R Enterprises 2426 S Gordon.331-8484 
J C Enterprises 6855 N Hwy 35 . 331-1300 
J D B Services Inc 607 CR 99 . 331-0927 

J & 0 UPHOLSTERY & DRAPERIES 
Serving All Pearland Friendswood Alvin Manvel 
& Angleton ..........331-7301 

J. DAVID GROUP OF COMPANIES 
314 S Friendswood Dr 

Friendswooo_482-6446 
Fa* Number_482-6858 

JEM BOOKS 
3224 FM 528 4 Bay Area Blvd 
Friendswood.996-9918 

J G B Contracting. 331-7611 
J & J Constructors S FaDncators CR 181 331-6431 
J & S Buggy Shop 6142 Masters Rd 489-0SO9 
J S S Lawn Service PO Bo* 2343 585 0040 
J s Maintenance S Maid Service 331 7021 
Jack- In - The- Box On ve- Thru 

No 664 615 S Gordon 33i23’i 
Jackowski Clifford 7103 Lewis Ln 489-7716 
Jackson A J 5732 FM 29i 7 393 2339 
Jackson BobOy L CR 351 331-6172 
Jackson Bryan 404 CR 296 388-0811 
Jackson Bud & Virginia 9209 CR 833e 331 69S4 
Jackson C Paul CR 777 .331-9620 
Jackson Dennis W 9229 CR 633a 331 9338 
Jackson Fawn Willow Bend Dr.585-1220 
Jackson HW 1202 S Johnson 3314136 
Jackson Henry & Perry 2i 18 E House 585-6689 
Jackson Howard 106CR 84 7 581-9040 
Jackson Hubert A 4523 Meade 489 0592 
Jackson James M 133 Nancy 585-0613 
Jackson John W 3321 CR 890 331 4029 
Jackson Judy 4001 Spring Garden Dr 489-9405 
Jackson Kristian 3833 Mustang Rd 331 7976 
Jackson Mae Ethel E House 585-4648 

Ivy - Jasper 71 

Jackson Perry E House.585-4648 
Jackson Richard Lee FM2917 393-2504 
Jackson Richard & Lon 5202 August 331-7901 
Jackson Rick 1 118 Patricia Ln . 331-2540 
Jackson Ron Willow Bend Dr .331-0424 
Jackson Tasha 213 CR 296 585-6796 
Jackson Virginia 9209 CR 633a 585-3142 

JACMELES UPHOLSTERY 4 MINI SUNOS 
3746 FM 528 Friendswood__996-8900 
Fu Number__996-5052 

Jaco Construction Inc 415 S Hwy 227.393-1101 
Jacob Geo 319 W Cleveland.331-8689 
Jacobs D K 4518 Meade.489-1922 
Jacobs Daniel S Laurie 2410 Mary 331 7065 
Jacobs Mike 10620 CR 451 .331-6389 
Jacobs R A 1507 Spur. 585 5559 
Jacobs Terry L S903 CR 554 489-3882 
Jacobs Virginia C 6135 Brian. 489-1088 
Jager Peter L iSi9 Highland Dr 585-2711 
Jager Raymond iSOOSLee 331-4744 
jaiomo Juan 7038 Jordan Rd 489-3516 
jamar Robert S MD 8111 Williams 393 1642 
James David A I9i 1 Tracy Lynn.. 331-5693 
James David Allen & C M 

3318 Old Chocolate Bayou 489-1951 
James David & Bonnie 1033 Farrell Dr 331 9668 
James Kent 2801 Dove Tree 33i iS17 
James Larry 0 CR 398 586 4296 
James Ralph 1920 Parkcrest 331-7130 
James Russell W 3338 St Anne S81-9109 
Jameson S R i3 Powers Ln . 3313822 
Jameyson Andrew CR >68 388-0411 
Jameyson Jack 14002 CR 761 . 388 1249 
Jameyson Neat 2561 S Hwy 35 Bypass 585-0514 
Jamison John 3833 Mustang Rd 331 7976 
Jamison Wayne Jr 8237 Willow 489 7786 
Janak L W 8615 Confederate Dr 489 0383 
Jandl Donald L 415 W Coombs 585-2219 
Janecek Dennis A 33n Bluebird Way 489 8612 
Janecek S C 508 Town Ct 3317234 
Janecek Steven MD 19701 Morris 489-8780 
Jania Butch 72i 5 Booth Place.331 -1189 
Janie s Lounge 116 E Willis. 585-9549 
JamgaJim 3211 Meadowlark Way .489-0435 
Janik B K 2550 S Hwy 3S Bypass 331-9106 
Jamk James J 102 E Crestmont Dr 585-5716 
Jams Catherine 8822 CR 67 33 i 38i8 
Jankowiak Don R 4202 Del Bello Rd 489-3115 
Jannasch Cindy 355 Memwether 331-8709 
Jan so n Joe B 108 E Wildwinn 585-4556 
Jansen Twiiah 5238 Mustang Rd 331 3477 
Jansky D 918 W Snyder.331-9401 
Jaramlllo Felipe 2118 Jasper Df 489-1379 
Jarmlllo John Office 1 Medic Ln. 331-0082 
Jarmon Ralph.831-1986 
Jarrell Russel E 75 Fulton Dr 388-1324 
Jarrett Morton L 7218 Williams Rd 489-0259 
Jarvis S L 2551 S Hwy 35 Byoass 585-4819 
Jasper Howard P 2604 Adams Dr 585-6806 

PEARLAND * 
DENTAL 
CLINIC 

485-7005 • 
IF NO ANSWER CALL4SM283 

3300 E. BROADWAY (0 WALNUT) 

family dental care from children to grandparents 

nitrous oxide gas available 

emergencies seen the same day 

full time insurance specialist to assist you |^0 f 

TUES., WED-THURS. 7AM to 9PM 
MOM.. FRI.. SAT. 8*OAM to 530PM 

Historical information 

Joran, Lewis, The New York Times Manual of Style 

and Usage, 1976. 

White, Jan V., Designing for Magazines, New York: 

Bowker, 1992. 

Trends 

Nelson, Ray Paul, Publication Design, Dubuque: 

William Brown Publishing, 1987. 

PageWorks, Designing and Producing Newsletters, 

Chicago: PageWorks, 1992. 

Figure I I -35 Directory. 
Credit: Community Publications Incorporated, Roy Dabney and 

Angi Haxton, production artists 





Chapter 

Forms 

Form design and production 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success: 

• Designing and controlling forms. 

• Producing forms in a desktop publishing package 

or other similar packages. 
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Forms are similar to work orders that 

must be filled in completely. If forms are 

clear and orderly, the data can be filled 

in without questions or confusion. 

Then, forms can be processed 

and data retrieved rapidly. 

Form design and production 
Forms are a unique group of printed publications 

because they are purely functional. The function is to 

gather and move data in a way that saves the com¬ 

pany money. Designing a form requires following 

standards that are established in a company or de¬ 

veloping standards for collective application. The re¬ 

sults are standardized forms with the same design 

style and type specifications grouped in the same 

order. Consistency increases efficiency and ease in 

completion. 

Forms filled in at a computer may or may not be 

printed; instead, they may be stored electronically. 

Whether a form is printed or produced electronical¬ 

ly, the design steps are the same and equal in im¬ 

portance. 

The larger the company, the more critical it is for 

one person to be responsible for consistency. De¬ 

signers establishing themselves in this market need 

traditional designing, English, LAN training, pro¬ 

gramming, system analysis abilities, and people 
skills. 

Research and analysis 

The time spent designing a form can rival the time 

spent on a premium logo but they do not require the 

same kind of research or analysis. The analysis of 

forms requires tracking the data being entered, 

processed, and retrieved and includes typical re¬ 

search such as matching the printing and bindery 
with the type specifications and grid. 

Evaluation of function 
Planning begins by establishing personal contact 

with the client. Ask questions about time, quality, 

and quantity in addition to questions about the data 

that the form is to collect. Then consider how the 
form serves the two types of users: 
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1. For people who enter the data, a form 
should... 

.. .take as little time as possible. 

... be easy to understand. 

...have adequate space for entries. 

...follow a logical sequence. 

.. .follow the standards of other forms. 

2. For people who process the data, a form 

should... 

.. .take as little time as possible. 

...have data arranged in the processing order. 

.. .look light on the page so that fill-ins are 

prominent. 

.. .ask for the same data only one time. 

Begin by establishing a standard system and de¬ 

sign. Collect all forms from the different departments 

and then analyze and redesign where needed. If this 

is not possible, a system can be established with the 

first new forms and then gradually applied to others. 

The following sequences may be helpful: 

1. Use an existing form. If it requests the same 

data, it is usable. 

2. Consolidate with an existing form. If the data 

collected on both forms is similar consolidate 

and customize to suit your needs. 

3. Design the new form. 

Develop a checklist 
This data will determine the level of design as well as 

how it should be set up on the page. Develop a 

standardized forms checklist to track how and where 

the form is used. Then choices of software and print¬ 

ing techniques can be made. Establish questions that 

fit these categories: 

• Methods of entering data. Include questions re¬ 

lated to how, when, and where the form is used. 

• Processing of data. These questions include 

how the data is going to be interpreted. Some 

forms may be given to another employee and 

some will be returned in the mail or go directly 

from the screen image into the data storage 

area. 

Design 

Designing the form will continue to clarify the 

choice of software and output. Start by determining 

standard parts or elements that are common to all 

forms. 

Assign a form name and number 
This is the first step to standardize and consolidate 

forms. A form name gives a reference name. It has 

two parts: descriptive—what it is, and functional— 

what it does. The form number gives an orderly way 

to identify the form. 

Choose a functional name 
Following is a listing of basic function names, alter¬ 

nate names, and typical form names. A firm may use 

an alternate function name because of their profes¬ 

sional language. If that is the case, switch to the al¬ 

ternate descriptive name for all forms. Transfer 

design techniques learned from one form to another 

form. For example, use the function name “request.” 

Add a description to it: “Personnel request.” Other 

forms may be called “Leave request” and “Work re¬ 

quest.” 

Adjustment. To correct, increase, decrease, amend, 

eliminate, cancel, or reject. 

Examples: Inventory adjustment and salary 

adjustment. 

Application. To function, operate, employ, use, or 

exercise. 
Examples: Job application and credit application. 
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Authorization. To allow, commission, permit, 

approve, consent, or support. 

Examples: Medical authorization and vacation au¬ 

thorization. 

Cancellation. To abolish, annul, recall, repeal, 

retract, dissolve, or invalidate. 

Examples: Sendee cancellation and prescription 

cancellation. 

Claim. To demand, ask, entitle, call, declare, or 

maintain. 

Examples: Insurance claim and luggage claim. 

Confirmation. To validate, support, verify, authen¬ 

ticate, or document. 

Examples: Resewation confirmation and appoint¬ 

ment confirmation. 

Contract. To attest, confirm, endorse, guarantee, 

testify, verify, or agree. 

Examples: Service contract and employment 

contract. 

Estimate. To appraise, calculate, compute, or 

evaluate. 

Examples: Service estimate and project estimate. 

Inventory. To catalog, list, record, register, ac¬ 

count, establish, or describe. 

Examples: Software inventory and product 

inventory. 

Invoice. Statement, bill, tab, or check. 

Examples: Supply invoice and service invoice. 

Log. A diary or listing in chronological order. 

Examples: Daily log and phone log. 

Memo. To communicate within a company. 

Examples: Debit memo and monthly memo. 

Notification. To inform, invoice, report, or warn. 

Examples: Service notification and past due 

notification. 

Order. To instruct, regulate, rule, purchase, or 

secure. 

Examples: Work order and change order. 

Receipt. A ledger, book, record, roster, list, or 

account. 

Examples: Delivery receipt and payment receipt. 

Report. An inventory, account, summary, or 

announcement. 

Examples: Expense report and accident report. 

Request. To apply, ask, inquire, question, petition, 

demand, or appeal. 

Examples: Personnel request and supply request. 

Routing. To transmit, send, transport, transfer, for¬ 

ward, issue, or remit. 
Examples: Employee routing and lab routing. 

Schedule. A list, classification, catalogue, record, or 

register. 
Examples: Sendee schedule and work schedule. 

Statement. An account, budget, bill, audit, invoice, 

check, or charge. 
Examples: Monthly earnings statement and credit 

statement. 

Summary. A brief, abstract, outline, summary, or 

data. 
Examples: Contract summary and sales summary. 

Transfer. To relocate, move, reassign, or shift. 

Examples: Equipment transfer and budget transfer. 

Assign a form number 
When there are more than fifty forms, a small identi¬ 

fication number at the top left hand corner or one of 

the bottom corners helps to file and locate. Begin 

with an alpha number for each company. Let the 

first one or two prefixes give information about the 

department; let any other numbers be sequential; for 

example SI = Safety Industries, 01 = Personnel De¬ 

partment, and 018 = 18th form for that department. 

Therefore, a typical form number would read: 

SI 01-018. 

Page segments 

Grouping the Upper Left hand Comer (ULC) areas on 

a form is done in zones and segments. Separating 

copy into zones and segments helps to place the 

copy when sketching. Divide the body into segments 
(figure 12-1). 

Permanent information 
Some permanent data identifies and informs but 

does not require a response. It can be positioned 

wherever it is noticeable to the reader. Once an area 

on the format is identified for this information, it 

should be located in that position consistently. Fol¬ 

lowing are permanent information categories in 
order: 
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PERMANENT 
INFORMATION 

FILL-IN 
SEGMENTS "" 

QUICK LUBE WORK ORDER N° 
v i CM-1001 (12/99) 1 OF 2 

TO: MAINTANENCE DEPARTMENT 
i CUSTOMER NAME 

i 

ORDER DATE/TIME 

1 TELEPHONE NUMBER DUE DATE/TIME 

| ADDRESS SERVICE CONTRACT 

□ YES □ NO '' 

| CITY STATE ZIP ODOMETER READING 

QUANTITY PART NUMBER WEIGHT OF OIL COST i 
l 

i 
l 
i 
i 

i 
i 
i 
i 

LABOR 

i 
i 

TOTAL 

PLEASE CHECK: 

□ OIL CHANGE □ LUBRICATION 

| □ TIRES ROTATED □ HOSES AND BELTS CHECKED 

□ AIR FILTER □ FLUIDS ADDED 

1 MECHANIC’S SIGNATURE 
i 
i 
i 

CUSTOMER'S SIGNATURE DATE 
-- 

CHECK BOXES 

COLUMN DESIGN 

BRIEF 
DESCRIPTION 

SIGNATURES 
LINE 

Figure 12-1 Sample form showing page segments 
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1. Form name and number. This should be out of 

the way of the data. It can appear at the top or 

bottom left or right hand side. 

2. Company signature. For business-to-customer 

forms, it is displayed prominently and includes 

the logo. For business-to-employee forms, it is 

for identification and may be with the form 

name and number within its type specifications. 

3. Numbering. All forms software programs can 

include automatic numbering. Traditionally, the 

most common location is in the upper right 

hand corner. Consecutive numbering of a print¬ 

ed form requires exact placement of a blank 

area of the form for the numbering device (see 

figures 12-1 and 12-16). 

4. General instructions/routing. General instruc¬ 

tions for filling in data should be listed at the top 

of the form, but special instructions should be 

listed throughout as needed. Distribution infor¬ 

mation can be listed in the routing or mailing 

address window at the top or at the bottom. 

5. Functionality (intelligence). Plan additional in¬ 

formation for electronic forms by adding func¬ 

tionality (intelligence) with customized help 

fields, calculation within the data fields, down 

multiple choices, and radio buttons for yes/no. 

Fill-in segments 
This permanent information explains what kind of 

information is requested in each blank. Like body 

copy, the rest of the form should be built around the 

requirements for these sections. 

1. Standard personal data. This includes the re¬ 

quest for name, address, city, state, zip, Social 

Security, and so on. Always set them in the 

same sequence. 

2. ULC boxes have type in the upper left hand 

corner to fill in short answers. 

3. Ballot boxes. Use ballot boxes instead of fill-ins 

when choices are limited to two or a few com¬ 

mon answers. 

4. Column material. Column information, like list¬ 

ings on a purchase order, requires lines to fol¬ 

low for each section of the fill-in. 

5. Narrative. Narrative or short essay type answers 

need lines for writing. 

6. Approvals. Authorization signatures and dates 

are easiest to find if they are after the last item of 

fill-in data. 

7. Special instructions/reference material. Instruc¬ 

tions are permanent information listed in the 

section above and repeated because they may 

be interspersed between fill-in segments. 

Identifying segments 
Dividing the copy into segments is similar to adding 

subheads in body text. In the body of the form, di¬ 

vide segments by either heavier lines (2 points) or by 

a box, which makes the form easier to follow. The 

“subhead” is used to identify each segment and can 

be included as a heading placed at the top of each 

segment between two lines or at a 90 angle on the 

left margin. Form samples within this chapter use 

both methods and types of divisions. Three helpful 

ways to segment are: 

1. By type of fill-in, such as write in, column ma¬ 

terial, check boxes, and signatures. 

2. By type of data (the functional use for the in¬ 

formation) such as shipping. 

3. By areas reserved to each person handling the 

form. Consider areas for the flow from customer, 

expediter, processing clerk, technical, and so on. 

ULC arrangement 

An efficient format for forms is ULC arrangement. All 

printed captions are located in the upper left hand 

corner of a box, which allows the person who enters 

the data to write or type in the entire box, not just 

after the caption. ULC arrangement design includes all 

the guidelines of good design: the data is grouped, 

the reader can move smoothly from one area to an¬ 

other, all forms within a company have a consistency 

of design, and they are pleasant to handle. 

“Captions concise and clear, instructions brief 

but useful,” is an example of how easy it is for an ef¬ 

ficient statement to be written in only a few words. 

The printed data on a form should take as little time 

and space as possible. In most cases, this requires 
only one or two words. 

For example, start with a simple request for a 

mailing address and compare the traditional type¬ 

writer format and ULC arrangement. Change it from 

fill-in-the blank to ULC box style (figure 12-2). 
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Date_ 

Social Security Number __ 

Name (First, (MI or Maiden), Last) 

Address _ 

City _State_ 

Zip _ 

Phone (Include your area code) 

Fax _ 

NAME (First, Ml/Maiden, Last) DATE 

ADDRESS SOCIAL SECURITY NUMBER 

CITY PHONE (Area Code+) 

STATE (ABBREVIATION.) ZIP FAX 

Figure 12-2 ULC arrangement with segments 
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NAME (Last, mi, first) SOCIAL SECURITY 

BIRTHDAY( use numerical numbers) PLACE OF BIRTH (Include city and state) 

Lower case 

NAME: Last Ml First 

1 1 

SOCIAL SECURITY 

|1 

BIRTHDAY: Use numerical numbers 

1 1 

PLACE OF BIRTH: City State 

J 

Lower case with tabs and markers 

NAME (Last, mi, first) SOCIAL SECURITY 

BIRTHDAY (use numerical numbers) PLACE OF BIRTH (Include city and state) 

Lower case italics 

Figure 12-3 Expanding a blank 

BRIEFLY DESCRIBE THE ACCIDENT 

BRIEFLY DESCRIBE THE ACCIDENT 

Figure 12-4 Paragraph fill-in 
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Figure 12-5 Column design 

• Change wordy explanation sentences to one or 

two words. 

• Establish a line spacing: 24 points (.333 inches) 

for handwriting or computer fill-ins. 

• Place permanent information at the same tab 

stop whenever possible. 

Expanding a blank 
This is a technique used when it is important to list 

the data in a specific order or to make the box clear¬ 

er. Expansion can be lower case, a serif face, or ital¬ 

ics. Some expansions may be clearer alone in a blank 

(figure 12-3). 

Questions requiring a brief description 
These are used to keep the orderly look of the form. 

ULC arrangement continues to be used for areas that 

require a short essay. No lines are required for elec¬ 

tronic forms (figure 12-4). 

Column design 
For a column section on a form, there is little print¬ 

ed text. Use the same crisp clean sans serif face. The 

column heads are all caps, centered in each column. 

The type size is the same size or one size smaller 

than the rest of the printed data. If the headings are 

longer than the column area, the text block contain¬ 

ing all the headings can be turned 90° or put on 

multiple lines like on charts (figure 12-5). 
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Reverse boxes and tints 
Reverse boxes or column headings are used to iden¬ 

tify the most important or most frequently used areas 

and to separate an area that will be used later. The 

first sample is 100% blue and black and the second 

sample is 60% blue and 60 percent black. 

Check boxes 
Check boxes, pull down windows (with choices), 

and radio buttons all assist in processing the data 

when the same answers occur frequently. There are 

times when a response requires an answer of which 

there is no common choice of answers. When there 

are two or three common answers and many other 

answers that are less frequently given, the question is 

placed in the center of the block (figure 12-6). 

Questions with ratings 
Rather than repeating a rating scale, it can be in¬ 

cluded across the top of the form (figure 12-7). 

Numbering 
When numbering is required, ask the printer where 

to locate the space needed for the numbering ma¬ 

chine. It is usually in the top right hand corner or in 

the bottom right hand corner. 

Window envelopes 
The window openings are usually, but not always, % 

from the side and Vi from the bottom. The address 

should not fit to the end of the area since the sheet 

needs about a Vi movement in the envelope to pre¬ 

vent from buckling. 

X Cross reference: Refer to figures 11-8 

through 11-10 for samples. 

Envelope Size 

#9 

#10 

#6K 
#8% 

Invoice Size 

Wx8W 

4 VTx lOVT 

3%"x 6 Vi 

3%"x 85/s" 

Sheet Size 

svrxirorrxr 
8%Txiror8 Vi'xT 

8Vfx iror8WxT 

8Vix 1 Tor 8 VTx T 

Design for filing and mailing 

Filing and mailing are important aspects of forms 

but they present limitations. If a window return en¬ 

velope is used for mailings, the location of the block 

marked for the customer’s address must match the 

window. Cut a sheet of paper to fit into that specif¬ 

ic envelope and mark the location of the mailing 

address area. Use a sheet size Va to Vi" smaller than 

the envelope size. It should not slip around and hide 

the address, nor should it fit so tight that the enve¬ 

lope cannot lay flat. If the form is to be used as a 

shipping slip, the 8V2" x 11" sheet will be folded so 

that the customer’s address is in the top right hand 

side to match the shipping sleeve. 

Binders 
Allow Va" at the top for a fold-over binder or Vi on 

the side for side binders. 

Punching 
For use in file folders, two-hole punch at the top, 

33A" out of center. 

Sketches 

If the form needs to be sketched full size, use a 

sheet of grid paper, a pencil, and a big eraser. Most 

forms filled in by a computer use 24-point spacing 

and by hand use 24- or 36-point spacing (2 or 3 

picas). Forms look ragged when sections are not set 

at the same tab because the fill-in cannot be made 

with the same tabs. One sketch is probably all that is 

necessary for most forms. Use a full size pica grid 

sheet to clarify the size and shape of the design, put 

the segments and zones in a logical order, and track 

the path the data will follow. 

Page sizes 
If a form is to be printed, there are a variety of sheet 

sizes used for special needs. Whenever possible, the 

standard and custom design should fit on 8V2" x 11". 

Electronic forms may need to be printed to laser 

prints or copiers and require standard size sheets. If 

a size larger than 8V2" x 11" is required, a warning 

should be included on the form to change sizes in 
the printer. 
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IMAGESETTER CHECKLIST CUSTOMER 

INCLUDE 

WITH 

JOB... 

COMPUTER INFORMATION 

DOS 

□ 51/2 "DISK □ 31/2'DISK 

MAC 

□ SUPER DRIVE □ 800K DRIVE 

DISK 

□ 1.2 MEG □ 800K □ REMOVABLE 

SYSTEM VERSION 

□ 
FILE 

FILE NAME PAGE SIZE NO. OF PAGES 

SOFTWARE PROGRAM 

□ PREPRINT □ CHECKLIST 

VERSION (later versions of the program need to accompany the job) 

□ 
FONTS 

FONT NAMES (i.e., Times Bold Italics, etc.) KIND OF FONTS 

□ ADOBE, TYPE 1 

□ POSTSCRIPT 

□ TRUE FONTS, must send fonts 

□ NON-POSTSCRIPT, must send fonts 

If non-PS fonts give additional information 

□ 
GRAPHICS 

GRAPHICS (List exact names) FILE FORMAT 

□ 
LASER 

PROOF 

PMS COLORS 

□ SPOT COLOR 

□ SPOT COLOR WITH PMS 

□ FOUR-COLOR SEPARATION 

□ FOUR-COLOR SEPARATION WITH PMS 

□ BLEEDS 

□ TRAPS 

NAME OF LASER PRINTER 

FINAL 

OUTPUT 

OUTPUT 

□ NEGATIVE □ PAPER PROOF 

□ RREU □ RRED 

DPI 

□ 1270 □ 2540 

CROP MARKS 

□ YES □ NO 

% OF ORIGNIAL SIZE NO. OF COPIES 

LINE SCREEN 

□ 133 □ 150 □ 175 □ 200 

OTHER 

Jobs requiring assembly for press sheel sizes or tints need to include prepress charges. S. Devali 

Figure 12-6 Check boxes 
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INDUSTRY EVALUATION 
INSTRUCTIONS: 

Please circle the rating that matches your department requirements. 

Thanks again for your help. 

RATING 

0 • NO EXPERIENCE /KNOWLEDGE IN THIS AREA 
1 - EXPOSED TO CONCEPT/NO HANDS-ON EXPERIENCE 
2 - ENTRY LEVEL SKILLS WITH CLOSE SUPERVISION 
3 - TECHNICAL SKILLS WITH LIMITED SUPERVISION 
4 - TECHNICAL SKILLS WITH NO SUPERVISION 

OVERALL COMPETENCIES OF ALL WORK GROUPS 

Identify, evaluate, organize, and plan work area. 

Able to work in a multi-task department. 

Work cooperatively with others. 

Manage complex interrelationships, proper work ethic/habits. 

Work with a variety of occupational specific and related areas within a department. 

Improve techniques or conditions in the work environment. 

Exhibit mastery of verbal and written English. 

Exhibit mastery of verbal fluency in a secondary language, such as Spanish. 

1 

1 

1 
1 

1 

1 

1 

1 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

SAFETY 

Know all general safety rules and techniques. 

Read and comprehend Material Safety Data Sheets. 

Follow specific safety procedures when operating equipment. 

MATH 

Solve math problems involving fractions, decimal & percentages. 

Solve paper cutting calculations. 

Solve inches, picas, & points conversion problems. 

Use points and picas for all measurements other than paper. 

Solve cost estimating problems. 

PREPARATION & RESEARCH 

Design publications on a basic and standard level using industry standards. 

Design publications on a premium and showcase level using industry standards. 

Use type sizes and format for fifteen kinds of publications within professional standards. 

Use the basic principles of design with grids. 

Spec copy as to font, weight, leading, case and line length. 

Complete a rough requiring copyfitting. 

Know the name of at least ten serif and sans serif type styles and their uses. 

0 1 2 3 4 

Figure 12-7 Questions with ratings 
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Sheet size 2-up 4-up 

874" x 11" 5%"x 874" 474" x 574' 

Type specifications 

A good, clean sans serif face will help the data (fill- 
ins) stand out. For electronic forms, the font must be 
available to every computer workstation. 

Try to use the smallest readable size body copy 
so that the permanent data will allow room for fill-ins 
across each box. The permanent data can be 40% 
gray and the fill-in black. Some printed forms use 
light green or brown ink to let the filled-in data stand 
out. 

If the form is on the computer, fill-in data 
should be larger than the permanent data, up to 12- 
point type, to contrast with the form. Some type¬ 
faces are not as readable on a computer screen as 
others. Set up a sample page of all typefaces as 
screen samples. 

Production software 

There are a variety of software packages used for 
forms. Choose one that fits the company size, loca¬ 
tion of use, and storage data requirements from this 
group of software. 

Electronic forms software 
Software is used when the personal computer will 
gather, transmit, store, and retrieve the data. It can be 
linked through networks and printed copies. Forms 
can be generated on-demand or in quantities. The 
end result of this system is not only a screen-imaged 
form that works effectively with data, but rather a sys¬ 
tem that does. Since screen images can bring the 
user to a screen containing only the boxes for one 
section or one question, the image may only appear 
“form-like” in a storage or printed phase. 

Advantages: Software eliminates the need for printed 
form storage. Revisions can be placed on a net¬ 
work without the normal headache of destroy¬ 
ing old forms. Most are user-friendly: the user 
only has to know how to type and tab. Because 
data fields are intelligent, the information is au¬ 
tomatically processed and distributed. Data is 
fed back to the user if the form is incomplete. 

There is still the option of printing a single copy 
at any time. 

Disadvantage: Use of software requires security and 
is, therefore, dependent on a company infor¬ 
mation systems infrastructure. 

Data management software 
This software allows designing in the software pack¬ 
age, storing the data, and moving it automatically 
into other forms and network transfer. Text can be 
imported for a word processing or page layout soft¬ 
ware package. 

Advantages: The software is user-friendly and revis¬ 
es without loss of data. It has security options 
for revisions and access of data and works in 
tandem with complex forms produced in a page 
layout package. 

Disadvantage: There is less latitude for data storage 
and transfer intelligence. 

Office integrated software 
This software is most effective in a small office envi¬ 
ronment. Programs may link data, so it is also acces¬ 
sible for word processing and multimedia. 

Advantages: Office integrated software is linked to 
other office software and has storage capacity. 

Disadvantages: It is limited to standard level forms 
and to forms requiring printed copies. Data 
should not be stored in a separate usable file. 

Page layout and drawing software packages 
Small and medium-size companies may use their 
graphics department for forms design. If this is the 
case, that group will use page layout and drawing 
software packages. 

Advantage: They give a range of design choices and 
measurement systems. 

Disadvantage: These packages will not always link to 
information processing or electronic forms soft¬ 

ware. 
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Forms inventory log 
Use a database or a numerical listing with descriptive 

names, dates assigned, and dates destroyed. A new 

form should not be assigned a number for two 

years, since the form might be reactivated. 

X Cross reference: Refer to the “Assign a 

Form Number” section at the beginning of 

this chapter. 

SI 01-017 Daily log 7-97 

SI 01-018 Personnel request 3-99 

SI 01-019 Employment contract 10-99 

Production hints 
Page layout, drawing, and some data and office in¬ 

tegrated software allow the type to be set up with 

text blocks and tabs. Production is simple when a 

few general rules are followed: 

• Set all leading at 12 points. 

• Keep each zone in one text block. 

• Use tab defaults whenever possible or keep 

tabs set on a pica measurement. 

• Paste ruled lines at exact multiples of 12 points 

and if master pages are available, place them on 

a master page. 

• After the form is completed, move all text 

blocks 3 points to the left and add vertical lines 

at pica measurements. 

• If a form has a section that cannot be set at 12- 

point leadings, build a style with the rules in¬ 

cluded and adjust the leading until that block fits 

into the assigned space. 

Specialty printing 

Forms manufacturers produce printing copies with 

interleaf carbons to use when a form is sent outside 

the office or a computer is unavailable. Small and 

new companies may purchase preprinted forms and 

add their names with a rubber stamp. Some forms 

are universal, such as invoices, telephone slips, and 

employee logs. Forms catalogs are available at office 

supply companies, local printing companies, and in 
business magazines. 

Forms samples 

Range for type specifications 
Type Specifications Type Specifications 

Element for Printed Forms for Electronic Forms 

All permanent Helvetica (Arial) Helvetica (Arial) regular 

information regular or condensed or condensed 

Headings 10-12 pt, all caps 10-12 pt, all caps 

Column heads 6-8 pt, all caps 7-8 pt, all caps 

Other type 6-8 pt, all caps 7-8 pt, all caps 

Paragraphs 6-8 pt, U & lc 9—10 pt, U & lc 

Window/address Follow postal 

requirements 

Special 

(not applicable) 

instructions 6-8 pt, U & lc 7-8 pt, U & lc 

Column material 6-8 pt, all caps 

Signatures Same as column heads 

Fill-ins 8-11 pt 9-10 pt, Times or any 

narrow serif face, U & lc, 

bold 

Standard level forms 
Standard level forms (figures 12-8 through 12-10) re¬ 

quire little or no analysis and little designing. With 

the exception of job applications, most basic forms 

are standard level. Invoices, purchase orders, inven¬ 

tory sheets, estimating sheets, installation schedules, 

telephone messages, vacation forms, and daily logs 

are a few examples. There are also good templates 

included with some software programs, which can 

serve initial needs. 

Elements Type Specifications 

Form name 10-pt Helvetica bold, all caps, 12-pt leading 

Body copy 7-pt Helvetica regular, all caps, 24-pt leading 

Line width %-point lines 

PAPER. Use 20# bond/50# book and carbonless 

paper, 67# bristol, or 1-ply index. 

METHODS OF TYPESETTING. Page layout, drawing, 

data management, and office integrated software. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

copier or on-demand printing. 

2nd Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

3rd Choice—Desktop file to plate at conventional 
small press. 
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Custom level forms 
Custom level forms require some forms analysis and 

designing from scratch. The software package of 

choice should output to film or store data, depending 

on the needs of the form (figures 12-11 through 12- 

13). Most are produced in a page layout and/or data 

management software. A specific work group can 

have all their forms linked in that software package 

and can automatically upgrade data and revise 

forms. Forms that are filled in away from a comput¬ 

er will need a hybrid system. 

After the first form has been completed, a cus¬ 

tomized template can be made. If the software allows 

multiple master pages, any horizontal line spacing 

can be saved. There may be two or three templates 

to accommodate different paper sizes or several soft¬ 

ware packages for different environments. All meth¬ 

ods of typesetting are used. 

OUTPUT DEVICE. 

1st Choice—Laser original (1000 dpi or greater) to 

conventional small press. 

2nd Choice—Desktop file to plate at conventional 

small press. 

3rd Choice—Desktop file to film negative (service 

bureau) for conventional small press. 

Premium level forms 
Premium level forms will look like other forms but 

the analysis and system design will be more com¬ 

plex. Some outputs can range from on-demand spe¬ 

cialty to multi-platforms (figures 12-14 through 

12-16). The analysis and tracking of information for 

this data gathering resembles programming. The in¬ 

formation can be gathered by several methods, 

translated into stored data, and retrieved in many 

formats from various software. The larger the infor¬ 

mation base, the more likely that a premium level 

design will be necessary. 

PAPER. Use 11-17# bond with carbon interleafing 

for forms manufacturing, 20# bond for output to a 

laser printer from a computer file, and carbonless 

paper in a variety of paper choices for copiers or 

presses. 

METHODS OF TYPESETTING. Web press, rough 

sketch on special grid sheet, and electronic storage. 

OUTPUT DEVICE. 

1st Choice—On-line at computer without a printed 

(hard) copy. 

2nd Choice—On-demand printing. 

3rd Choice—File to film negative (service bureau) for 

printing press. 

Figure 12-14 is an excellent example of a form 

that is filled in by hand; there is adequate space both 

vertically and horizontally. 

Figure 12-15 shows a computer-generated form. 

The type size of the text is 12 points for easier mon¬ 

itor viewing of the variety of sizes. 

Figure 12-16 shows that analysis of the whole 

path of the data is more important than how com¬ 

plex the form looks. 
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SAFETY INDUSTRIES 
5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

(214) 387-6632 

DESCRIPTION 

SALES AMOUNT 

FREIGHT/SHIPPING 

Figure 12-8,-9,-10 

Standard level forms 

SAFETY INDUSTRIES 

5114 CENTRAL EXPRESSWAY 

BUFFALO. WA 50012-0412 

Safety Films and Videos • Safety Supplies • Safety 

SAFETY INDUSTRIES 
5114 CENTRAL EXPRESSWAY 

BUFFALO, WA 50012-0412 

QUANTITY PRODUCT # B/O DESCRIPTION UNIT PRICE AMOUNT 

Payments received two weeks from the date listed on the Invoice will re¬ 

ceive a 10% discount Payments received after the 25th of the month will 

not be posted until the next month. Products that are not satisfactory can 

be returned by postal delivery and will be replaced within one week. 

TOTAL SALES 

SALES TAX 

FREIGHT/SHIPPING 

TOTAL 

DESCRIPTION OF SERVICE PERFORMED 
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WAT 1 (4-96) 
RECORDS & REPRODUCTION 

PRINT REQUEST 

No. 04 15 96 07 50 06 

DATE SUBMITTED NAME PROG. ACCOUNT COST CODE CHARGE ACCOUNT 

DATE REQUIRED DEPARTMENT PHONE & EXTENSION LOCATION (BUILDING & ROOM NO.) 

PLEASE CHECK: 

AVERAGE TURN AROUND TIME TWO (2) WORKING DAYS 

BOND □ VELLUM □ BLUELINE □ 

FILM □ OPAQUE □ BLACKLINE □ OTHER □ 
PLEASE CHECK: 

PICK-UP □ 

□ MAIL 

PLEASE CHECK: FOLD □ STAPLE □ SCALE % □ COLLATE □ 3-HOLE □ 

NO. OF 
ORIGINALS 

COPIES PER 
ORIGINAL 

SPECIAL INSTRUCTIONS DRAWING NO. OR TITLE 
SHEET 

NO. 
PULL 

DRAWING TRANSMITTAL SHEET 

ORIGINAL(S) TO: _ 

JOB 

ROOM NO 

WORK ORDER NO. 

prints per 

prints per 

prints per 

prints per 

prints per 

prints per 

prints per 

prints per 

prints per 

prints per 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

drawings above, 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

transmitted to: 

"NOTICE** 
WARNING CONCERNING COPYRIGHT RESTRICTIONS 

The copyright law of the United States (Title 17, United States Code) governs the making of photocopies or other reproduction of copyrighted material. 

Under certain conditions specified in the law, libraries and archives are authorized to furnish a photocopy or other reproduction. One of these specified 
conditions is that the photocopy or reproduction is not to be "used for any purpose other than private study, scholarship, or research." If a user makes a request 
for, or later uses, a photocopy or reproduction for purposes in excess of "fair use," that user may be liable for copyright infringement. 

The institution reserves the right to refuse to accept a copying order, if, in its judgment, fulfillment of the order would involve violation of copyright law. 

Figure 12-11 Custom level form. 
CreditTobi Watashe, CNA, forms automation specialist for HA Electronic Forms Specialty Interest Group 

CUSTOH 
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INDUSTRY QUESTIONNAIRE 

YOUR COMPANY 

1. Check the following classification that best describes 

your company: 

□ In-House Graphic Dept. □ Education 

□ Advertising Firm □ Trade Shop 

□ Commercial Printing 

□ Service Bureau 

JOB CLASSIFICATION 

2. Check the following workstations which apply □ Pre-Press □ Printing □ Photography 

to your business (check as many as necessary:) □ Desktop Publishing □ MultiMedia □ Bindery 

If you are not directly involved with some of the above workstations... 

• please reproduce as many copies as necessary for your company or 

• please call us so we can send additional questionnaires to those responsible for the other areas. 

• please help us to get this information to multimedia. 

EMPLOYEES ENTRYTEVEL TECHNICAL -PROFESSIONAL 

3. Number of employees in each trade group category: 

4. Salary range (if known) for each level of positions: 

5. Indicate by checking your preference of □ High Schools □ High Schools □ Jr. Colleges 

education level in each of these: □ Jr. Colleges □ Jr. Colleges □ 4 year colleges 

□ 4 year colleges □ 4 year colleges □ Graduate Degree 

6. Which are your sources of new skilled employees? □ High Schools □ Professional Associations 

□ Jr. Colleges □ Texas Employment Commission 

□ 4 year colleges □ Want Ads 

□ Personal Referral □ Walk-ins 

7. Your perception of the effectiveness of vocationally 

trained employees: □ Below average performance □ Average performance 

□ Above average performance 

8. Your source for retraining and upgrading 

employees: □ Educational Facilities H In-house □ Private Trainers 

□ Association Training □ None done 

9. Does your company support reimbursement 

for training? □ yes □ no 

EQUIPMENT / SOFTWARE 

10. Have you added new equipment or computers in the □ Equipment □ Computers □ Software 
last three years? 

11. List them: 

12. Check computer platform for desktop publishing: □ Mac based □ PC based □ Unix 

□ Sun 

13. Check computer platform for electronic prepress: □ Mac based □ PC based □ Unix 

□ Sun 

GRAPHIC INDUSTRY SURVEY 

Figure 12-12 Custom level form 
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WAT 2 (4-96) 

OFFICE SUPPLIES 
NON-STOCK REQUISITION 

N- 4 15 07 50 20 

A computer generated ticket is returned with your order to verify and acknowledge receipt of supplies requested. 
■ Back orders will automatically be shipped when the product is available. DO NOT REORDER. 
• For information on Returns or Credits, see Stationery Catalog. 

■ Retain a copy for your records and send one copy to Stationery, Headquarters, Room 123. 

DEPARTMENT NAME DEPT. COST CODE CHARGE CODE DATE 

04-15-96 
NAME OF PERSON ORDERING ROOM NO. PHONE NO. EXTENSION 

DESKTOP DELIVERY? YES □ NO □ 

DESKTOP: MAIN Q SUB Q ATLANTA Q L.A. Q 

(WRITE IN LOCATION IF NOT A DESKTOP DELIVERY.) 
SHIP TO: 

QUANTITY 
REQUESTED 

manufacturer 
DESCRIPTION 

STOCK NUMBER NAME 

SUBMITTED BY CHARGE CODE MANAGER'S APPROVAL FILLED BY 

This form is for NON-STOCK items only. Stock items should be ordered using WAC 3A (Office Supplies Stock Requisition). 
Non-stock orders will be charged directly to the requisitioning department. 

Figure 12-13 Custom level form. 
Credit:Tobi Watashe, CNA, forms automation specialist for HA Electronic Forms Specialty Interest Group 

CUSTOM 
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Uarco Business Forms - P $ 08048 

D-427 (4/73) 

MARKETING AUTOMOTIVE CHANGE NOTIFICATION 

EFFECTIVE DATE CONTROL NO. 

TYPE OF CHANGE (Check appropriate box and enter required information) 

] LOCATION CHANGE ^ 

FROM LOCATION TO LOCATION 

NEW UNIT ► 
A.F.E. NO. J LOST UNIT ^ 

D 121 NO. 
1-1 REVISION OF 
1| EXPENSE DISTRIBUTION 

1 I ASSIGNMENT k 
1_1 CHANGE F 

EMPLOYEE NAME NOW ASSIGNED TO EMPLOYEE NO. EMPLOYEE LOCATION 

TYPE OF VEHICLE 

□ PASSENGER CARS 
AND LIGHT TRUCKS 

(CODE 10) □ AVIATION REFUELER 
Complete next line □ TRUCK (code 30) □ TRAILER (CODE 40) 

AVIATION I 
REFUELER I 

LEASED TO 

KEYPUNCH DATA — (Shaded area will be completed by Information Center) 

CONTROL VEHICLE NO. 
LINE 
ITEM 

SUB 
ACCOUNT 

RECEIVING LOCATION 
W.I.C. NUMBER 

TANK 
CAPACITY 

YEAR 
ACQ. VEHICLE STATUS 

1 1 2 | 3 I 4 5 | 6 | 7 | 8 | 9 10 1l|l2|l3|l4 15|l6[l7[l8 19120f27 |22|23|24|25|26[27|28]29 30|31 132 [33 |34 35 |36 37 |38 )39 140141 [42 

* 2 V V 
i-1-1- 1-1-1-1- -1 1 1 1 1 1 1 1 1 1 1 1 1 1 1- 

EMPLOYEE NO. VEHICLE DESCRIPTION 
TYPE 

OF 
VEH. 

APPR. 
DEPT. 

CLASS 
OF 

EXPIRATION DATE 

CODE TRADE MO. DAY YEAR 

43144 [ 45 146147148 49|50 51152|53| S4| 55| 56|57158 159|60|61 62|63 64[65 66|67 68[69|70 71172 73|74 75|76 77|78|79|80 

-1-1-1-1 1 l -1-i L 1_1■ * » i * 1- -1 -1 1 1 I 1 1 1 

PREPARED BY 

APPROVAL ► 
DISTRICT MGR./PLANT SUPER./DEPT. MGR. LOCATION 

INFORMATION CENTER 
MARKETING GENERAL ACCOUNTING 

Figure 12-14 Premium level form. Credit:Lou Ledda, forms analyst 

For additional research 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Review forms from outside the company, especially 

job applications. 

Check other forms from this company. 

Review magazine articles on the newest software. 

Attend technical seminars from professional groups 

and software providers. 

Contact the 

Association of Information System Production 

104 Wilmot Road #201 

Deerfield, IL 60015 

Historical information 

Jacobs, Marvin, Forms Design II: The Course for 

Paper and Electronic Forms, Cleveland: Mueller 
Printing, 1992. 

Knox, Frank M., The Knox Standard Guide to Design 

and Control of Business Forms, New York: Mc¬ 

Graw-Hill Book Company, 1965. 
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WAT 12 (4-961 

CENTRAL LAN SECURITY FORM 

ADD O DELETE □ MODIFY d] 

USER INFORMATION 

Employee # 

User Last Name 

First Name Middle Initial 

Phone Title 

Dept/Div Location Room 

Indicate DEFAULT SERVER with an X 
Indicate ADDITIONAL access with an A 

COMMENTS 

CEN1 CENTRAL LAN 

SUB1 SUBSTATION LAN 

DALI DALLAS LAN 

CENTRAL SQL SERVER; Indicate system(s) requested. Additional form will be sent to you. 

Electronic Mail Access YES Q NO □ 

Dial In Access YES d NO d 
Restrict Dial In Hours YES [_ No[^ If YES, hours of access are: to 

Restrict Dial In Days yes m noQ If YES, days of access are: 

sDmD tD wQ tD fD sQ 

Internet Access YES m z
 

o
 n
 

If YES, Manager approval is required. 

GROUPS/SHARED DIRECTORIES 

SPECIAL INSTRUCTIONS/COMMENTS 

USER SIGNATURE 

SYSTEM ADMINISTRATOR 

Manager's Signature is Required for Internet Access Only 

MANAGER'S SIGNATURE _ 

DATE 

DATE 

DATE 

Figure 12-15 Premium level form. 
CreditTobiWatashe, CNA, forms automation specialist for HA Electronic Forms Specialty Interest Group 
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Shell Oil Company 
Shell Chemical Company 
Shell Pipe Line Corporation 
Shell Development Company 

SERVICE ANNIVERSARY AWARD ORDER 
SR-5776 (REV. 9-81) 

CONTROL NO. 

SHIP 

AWARD 

TO 

COMPANY 

PAY CENTER ^ 

DATE REQUIRED BY 

"SHIP-TO” LOCATION ^ 

YEARS OF . 

SERVICE ^ 
anniversary date [> 

EMPLOYEE 

NAME 

AND 

ADDRESS 

PLEASE MAKE SELECTION FROM ENCLOSED BROCHURE 
AND CHECK CORRESPONDING BOX BELOW. 

□ 
A TIE TACK/LAPEL 
A ‘ PIN COMBINATION □ 

□ _ TIE CHAIN- 
° ‘ ADJUSTABLE 2W TO 4” □ 

□ C - PULL APART KEY CHAIN AND □ DISC-FLORENTINE FINISH 

□ KNIFE-FLORENTINE FINISH- 
u ' Scissors, file and knife of fine 

□ 
West German steel 

□ 
□ 

E - BRACELET- 
FLORENTINE FINISH 

□ 
□ 

p WATCH BANK- 
SPEIDEL TWIST-O-FLEX 

□ 1—1 Go Id I—| Stainless 
LJ Filled 1 1 Steel 

G- 

H- 

J- 

BELT BUCKLE- VA" WIDTH 
FLORENTINE FINISH 

BROOCH/PENDANT 
COMBINATION 

18" ROPE CHAIN AND 
PENDANT 

FLORENTINE SERPENTINE 
CHAIN WITH LOCKET- 
15" long chain 

DOUBLE LINK BRACELET 
WITH CHARM 

DOUBLE STRANDED 
'SERPENTINE BRACELET 

HEAVY CURB LINK 
NECKCHA1N—18" 

EMPLOYEE’S SIGNATURE DATE SIGNED 

Alter signing, remove envelope from back ot form, told torm on "FOLD" marks, 
insert in envelope and mail. 

PERSONNEL INSURANCE AND 
RECORDS COPY 

Figure 12-16 Premium level form. Credit:Lou Ledda, forms analyst 



Chapter 

Web Design Packages 

Introduction to the World Wide Web 
Levels of design 
Further research 
For additional research 

After reading this chapter and applying its principles, the 

designer should have success producing: 

• Catalogs • Tutorials 

• Newsletters • Technical assistance 

• Resumes • Magazines 

• Advertising • Corporate communications 
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A Web page is a con vergence of book 

and broadcast media and can take on 

a number of communication directions, 

such as advertising, news, educational, 

research, intercompany 

communication, or public relations. 

Introduction to the 
World Wide Web 
The nature of the Web is that information is con¬ 

stantly in flux. To repeatedly attract a viewer (or 

“surfer”), the information on a Web page must 

change frequently. Visits (or “hits”) by the surfer can 

be counted by the receiving computer via a small 

programmed application, providing an instant tally of 

readership. 

Historically, the Internet was once a communi¬ 

cation network for the purpose of sharing research 

between the education and defense systems. The 

communication format was in text form designed to 

move quickly from computer site to computer site via 

a network. CERN, The European Particle Physics Lab¬ 

oratory in Geneva, Switzerland, envisioned a more 

media-rich environment. The programmers at CERN 

created a common architecture for communications 

across a global network environment, now knows as 

the World Wide Web (WWW). Using Hypertext 

Transfer Protocol (HTTP), the WWW can send in¬ 

formation regardless of the operating system (Mac, 

IBM, or UNIX). Through Hypertext Markup Lan¬ 

guage (HTML), a simple coding language interpreted 

by a “browser,” the Web environment combines text 

with still graphics, audio, video, animation, and data¬ 

bases structured to link information. As the Internet 

became more media-oriented an provided an inex¬ 

pensive method to communicate globally, industry 

and consumer presence has become more dominant. 

Due to the initial communication format of the 

Internet, Web page design structure is dependent on 

the speed of transmission. Therefore, the design of a 

Web page must take into consideration how quickly 

the page appears on screen to the viewer. Text- 

based pages are faster to transmit and receive than 

pages with heavy graphics. So, knowing when to 

use graphics is very critical in the design of a Web 
page. 

Focus and Reading environment 

Understanding the design of a Web page begins with 

understanding the structure of a network. In a net¬ 

work, a client and a server communicate instructions 

to each other in the process of displaying a Web 

page. (The client, or viewer, is considered the re¬ 

ceiving end of the Web page.) The display medium is 
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Figure 13-1 Diagram of 

a client-server connection 

usually a computer screen and the viewer has the op¬ 

tion to print out or download to their own computer 

any information displayed. The server is the central 

depository of the Web page elements and all of the 

graphics, video, audio, and HTML documents are 

stored here. These two entities are connected, most 

commonly, through a phone line. The server can 

service a local client, such as within a company, or a 

remote client on the other side of the world. When 

the viewer from the client location calls a specific 

Web page on the server location via a Universal Re¬ 

source Location (URL) address, the server responds 

by sending that page back to the client for viewing 

via an application called a browser (figure 13-1). 

Netscape is a popular browser that displays 

Web pages in a window format and allows for the 

viewing of text, graphics, video, animation, and 

sound. When “browsing,” the viewer may read in 

depth, scan the content very quickly in search of 

specific information, or just explore until some sub¬ 

ject matter catches and holds his/her attention. 

Web page design is structured to contain hy¬ 

perlink jumps. Hyperlinks can be key words or 

graphics that are HTML coded to display additional 

information when clicked on by the viewer. The de¬ 

signer of a Web page must have an understanding of 

navigation interface issues that organize information 

differently than a printed piece, since the viewer is 

interacting with the content to gain supportive in¬ 

formation. This information is set up in modular 

form for ease of content construction and speed of 

transmission. Graphics are used as focal points or 

hyperlinks to other information. Video and audio 

are used sparingly, depending on the audience and 

the kind of computer connection the viewer has 

access to. 

Audience 

Web pages appeal to several audiences: 

Nonprofit 

Business organizations Personal 

Intercompany Education Individuals/private 

Business-to-business Government Entertainment 

Business-to-consumer Museums 

Business-to-public 
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Elements 

Type can be HTML coded to display computer 

screen fonts or inserted as a graphic element. HTML 

type will display faster than fonts used as bitmap 

graphic elements. However, HTML type is controlled 

by the viewer through their browser of choice rather 

than by the designer of the Web page. HTML type 

has no tracking, kerning, or line spacing control 

when displayed by a browser. 

In a basic Web page structure, type elements 

can be classified into two basic levels: headers and 

paragraphs. 

Headers 
Headers are divided into six sizes, level 1 the largest 

and level 6 the smallest. Paragraph text is used for 

body copy, which usually defaults to a consistent 

size indicated by the basefont value and controlled 

by the viewer. Depending on the Web browser, the 

designer can manipulate the font sizing relative to the 

default size of the basefont, which is controlled 

through the browser’s “Preferences” or “Styles” dialog 

box. If a basefont value equals 3, then values less 

than 3 will result in a smaller size and values greater 

than 3 will result in a larger size (figure 13-2). 

Paragraphs 
Body copy in paragraphs can be controlled through 

basic HTML coding. Styles include bold, italic, 

strikethrough, pre-formatted, blockquotes, line 
breaks, and so on. 

These styles allow the designer limited control 

over the typographical look. For example, browsers 

cannot recognize breaks in a line, extra spaces, or re¬ 

turns. The designer must use style formats such as 

line breaks, blockquotes, or pre-formatted text to 

control line breaks and spacing. However, such 

styles as the pre-formatted text display as a mono¬ 

spaced font such as Courier. This can be used in ta¬ 

bles with columns or ASCII art (figure 13-3). 

Type elements can also be created in graphic 

programs such as Adobe Illustrator™ and Adobe 

Photoshop™, and embedded as inline graphics for 

more type design control. This style is considered 

art because it becomes a bitmap graphic. Be aware 

that “art type” can slow down the transmission of 

information if the page becomes too image inten¬ 

sive and it will not appear in browsers that display 

computer text only (figure 13-4). 

Design sizes 

Web page design size has two aspects: memory 

size of the HTML document according to upload 

and download time of information from server to 

client and the user’s computer monitor size 

Regarding memory size, the designers often 

provide for various hook-ups by designing two ways 

of accessing the information. For the user that has 

fast connections, such as ISDN or T1 phone lines, the 

designer can be more generous in the inclusion of 

graphics, video, and audio. For the graphically chal¬ 

lenged user with 9600 to 28.8K modem baud rates or 

older browsers such as Lynx (which is text only), 

the designer should provide a viewing alternative 

that is text based. The designer should always give 

the user a format choice between look and function 

unified by a solid navigation structure. 

Regarding monitor sizes, the standard monitor is 

640 (horizontal dimension) x 480 (vertical dimen¬ 

sion) pixels. Pixels are small square dots, or “picture 

elements,” that make up an image on the monitor. 

Their size corresponds to the “point” measure used in 

type sizing: 72 points = 6 picas or l". The ratio of any 

monitor size will be 4 units width to 3 units 

height. The viewing filed will be dependent on the 

size of the open window of the browser, -which is 

scalable (figure 13-5). For example, the Netscape 

browser will open to an initial size of 486 (horizon¬ 

tal dimension) x 320 (vertical dimension) pixels and 

computer system based information such as HTML 

type will conform to the size of the window. Graph¬ 

ic images may extend beyond the default opening of 

the browser window, appearing cropped. The im¬ 

ages will be offset from the top left edge of the win¬ 

dow by 8 pixels. If the user changes the size of the 

window by scaling it larger or smaller, the text will 

reflow to fit the new size; however, the graphics will 

remain the size created by the designer. For example, 

if the window in Netscape is resized to fit a 14” color 

screen, the available space for content will be 604 

(horizontal dimension) by 304 (vertical dimension) 

pixels. This type of control is known as “user cen¬ 

tric.” It gives the user control of the viewing envi¬ 

ronment. The design for a user centric environment 

presents a challenge for the designer who is con¬ 

cerned with controlling the visual look of a page’s 
layout. 
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Figure 13-2 Header 

level sizes/paragraph 

text and font size values 

This a sample of a paragraph, with a default basefont value of 3. 

This a fampls of a paragraph with a dsfault foiit 5iz< vaLjfl of 1. 

This a sample of a. paragraph with a Ma.vlt font size valve of 2. 

This a sample of a paragraph ’with a default font size value of 3. 

This a sample of a paragraph vith a default font size value of 4. 

This a sample of a paragraph with a default font size value of 5. 

This a sample of a paragraph with a default font 
size value of 6. 

This a sample of a paragraph 
with a default font size value of 
7. 

Chapter 13 

This is a sample of Header 1 

This is a sample of Header 2 

This is a sample of Header 3 

This is a sample of Header 4 

Thif if a sample of Header & 

Tin is a iimplf of Icalcr 6 



362 SECTION II TYPES OF PUBLICATIONS 

r~ 
font such as Courier Preformatted text rises a monospaced 

and keeps spacing, tabs and returns intact. 

HTML tags Function 

< Hn> < /Hn> Header sizing 
< P > < /F > Paragraph 
<E> </B> Bold style 
< I > < /I > Italic style 
<u></tr> Underlining 
<CENTER;< /CENTER;- Center Alignment 

Figure 13-3 Computer system type styles/pre-formatted text 
bold , italic, 

blockquotes 

and gtcUMthiougk 

Figure 13-4 Art type 

Netscape: WebMaster Home 

<30 c<> a a 3% # 
Beck Forward Home Reload Images Open Print Find Stop Netscape 

Welcome to WebMaster Communications. 

Web Master's central offices is located in sunny California, with satellite offices in 
Denver, New York, and Paris. We are a full sendee web page design studio that 

specialize in creative solutions for your web site. Work with a staff of trained 
professional graphic designers, information designers, and programmers. We will 
work with you to maximize your communication dollars through carefull analysis 

and evaluation. Take a moment to review our portfolio. 

L Document: Done. Si?lB 
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Netscape: WebMaster Home =m 

o 

ij" 
o

 

ft HD <=J> O a InHHI 
Back 1 | Forward! Home Reload Images Open Print Find Stop Netscape 

Welcome to WebMaster 
Communications. 

Web Master's central office is located in sunny California, with 
satellite offices in Denver, New York, and Paris. We are a full 

service web page design studio that specializes in creative 
solutions for your web site. Work with a staff of trained 

professional graphic designers, information designers, and 
programmers. We will work with you to maximize your 

communication dollars through careful analysis and evaluation. 
Take a moment to review our portfolio. 

M liiil HI I IlllljilliiillilSIlllfillil lllililliiiiil Ill I: 1 1 1 1 & I IISIIHIS III I 

irf | Document: Done. 0 

Figure 13-5 (Opposite, bottom and this page, above) Scaleable windows content 
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HOME <-> <-> <-> <-> 

Figure 13-6 Linear navigation structure 

Figure 13-7 Hierarchical navigation structure 
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Layout 

Web page layout consists of navigation layout for 

hyperlinked information and the individual page lay¬ 

out of each linked page. 

Navigation layout 
Navigation is based on the principles of “wayfinding” 

and is set up in linked information units or modules 

that are internal document links or external docu¬ 

ment links. Wayfinding structures provide the user 

with recognizable cues that give an indication of 

where to go to find information. These structures 

have various formats. The modular structure pro¬ 

vides a way to keep the information in bite-size 

chunks for presentation, organization, transmission 

speed, and team collaboration (for complex Web site 

construction). An organizational chart is the best way 

to lay out the navigation for a Web page. The chart 

allows the designer to quickly establish the struc¬ 

ture of navigation in various formats. Some common 

formats are linear, hierarchical, combination lin¬ 

ear/hierarchical, and web. 

Linear navigation works well with content that is 

book oriented. The first page leads to the next page 

and so on. It is easy for the user to follow, but static 

in its look and feel (figure 13-6). 

Hierarchical navigation works well with content 

that is newspaper oriented. Each section has topics to 

choose from such as business, sports, or entertain¬ 

ment. It is easy for the user to follow and provides 

more variety of choice in its look and feel (figure 

13-7). 

Figure 13-8 Linear/Hierarchical navigation structure 
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Linear/hierarchical navigation works well with 

content that is tutorial oriented. Each section has lev¬ 

els to choose from such as beginner, intermediate, or 

advanced. Sections may branch into a linear format 

to present procedures for that level of instruction. It 

is easy for the user to follow and provides more va¬ 

riety of choice in its look and feel (figure 13-8). 

Web navigation works well with content that is 

exploratory oriented. This is a freeform format that 

borders on chaos. This format has a variety of choic¬ 

es in its look and feel but can be confusing to some 

users (figure 13-9). 

Individual page layout 
The individual page layout depends on the audi¬ 

ence and their ability to access the content quickly. 

Up front optimization of colors and compression of 

audio and video must be done for a Web page to en¬ 

sure speed in load times. Also, different operating 

systems will “see” information differently. For exam¬ 

ple, colors can have radical shifts from one system to 

another. Not all browsers see images and text the 

same way. Provide alternate text-based descriptions 

of images for on-line users who cannot access im¬ 

ages through their browsers. 

Image formats and optimization 

The formats commonly used in Web pages re 

Graphics Interface Format (GIF) and Joint Photo¬ 

graphic Experts Group (JPEG). Both allow the vari¬ 

ous computer platforms and operating systems to 

display images. 

Images produced for a Web page can be 

scanned an retouched or created from scratch in a 

software package such as Adobe Photoshop™. Since 

the display medium is a computer or a TV monitor, 

any image over 72 dpi will be wasted and require 

long download times. Images should be optimized to 

give the best color depth possible without using a lot 

of memory. For scanned photos, the most widely 

used color depth is 8 bit at 256 colors. 

Color 

Colors used in hyperlinks, HTML type, and back¬ 

grounds are generated by HTML encoding. They are 

identified by hexadecimal code. When creating cus¬ 

tom artwork such as logos or graphics, use browser- 

save colors that will translate to all the computer 

platforms. Not all browsers, computer platforms, and 

operating systems see color the same way. There 

are only 216 browser-safe colors available in the 256 

system palettes of the various computer platforms. It 

is recommended to use browser-safe colors to ensure 

that the colors are displayed as intended. 
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Figure 13-9 Web navigation structure 
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Levels of design 
Levels of design are as important with web projects 

as they are with printed projects. 

Standard level web pages 

A standard web page has HTML type in a structured 

style with color backgrounds and color hypertext. 

Style guides were set up in early versions of HTML to 

help in Web information structure. Headers, for in¬ 

stance, divide content. While there are six levels of 

headers, most people do not use more than three. 

Think of headers as chapter divisions. Paragraphs 

flesh out the content. Early HTML browsers could 

only handle flush left text. With current versions, the 

designer can center align text. Tables and pre-for- 

matted text are other ways to organize body copy in 

a column-like format. Hyperlinks can be structured 

within the body copy or as a table of contents that 

branches to relevant information in another docu¬ 

ment. Current browser extensions set up informa¬ 

tion in “frames” that can be structured within a 
scrollable window format. 

The navigation in figure 13-10 is set so that the 

user can hyperlink to either the main chapter head¬ 

ing or to the specific sections of the chapter from the 

table of contents. The table of contents and chapters 

are separate modules linked by the designed hyper¬ 

links. At the bottom of each section, paging text is 

available for the user to page either to the previous 

page or to the next page within the chapter section. 

The background color has a hex value of 

#FFFFFF, the body text has a hex value of #330000, 

an unvisited link color hex value is #990000, the vis¬ 

ited link hex value is #006666, and the active link hex 

value is #990033. 
The main header, “Adobe Illustrator™,” is head¬ 

er level 1. Subheads are set to header level 3 and 

chapter headings are set to header level 4. The base- 

font value of the body text is set to 3. The overview 

section is font value of 4 and font style is italic. The 

font color has a hex value of #AA1177. Each section 

is divided by a horizontal rule. 

The practice steps are set within a table with a 

border of 1. The step procedure is set in bold, while 

the text explaining the action is set in plain text. 
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Figure 13-10 Standard level Web page (tutorial). © / 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Figure 13-10 Continued. Standard level Web page (tutorial).©/996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Chapter 1: Introduction to Rdobe Illustrator 

o cj> a # 1 m © 
Back Forward Home Edit Reload Images Print Find Stop 

Location: j file : / / /Macintosh^OHD / Applications /CQMMUN 1C AT IONS /Netscape^ONa vigator1# A A^OFolder /Ekpages/Ti 

What's New? What's Cool? Destinations Net Search People Software 

It 
Practice 

Opening and cajifjgaiing a ne w document 

M 
Adobe Illustrator® 6.0.1 

1. Double-click on the Adobe Illustrator application icon. 

This "till launch the program. 

2. When the Illustrator vindov desktop appears, position your pointer on the File menu, 
pre3s/hold the mouse button as you drag the mouse to highlight the command ‘Document Setup. 
Then release the mouse button. 

This action selects end issues the command to open the dialog box for you to vork in. 

3. A dialog box Till appear named ‘Document Setup...*. Position the pointer on the pop-up menu 
next to Ruler units, press/hold the mouse button and drag doira to highlight Points. 

Document Setup 

r-Rrtboard- 

Sizeil Letter 'rl Dimensions: 612 Dt bul792 Dt 
7 VS 

Figure 13-10 Continued. Standard level Web page (tutorial). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Chapter I: introduction to Adobe Illustrator 

ocJ> & 0 © # 
Back Forward Home Edit Reload Images Print Find Stop 

Location: file: / / /Macintosh%2QHD / Applications /CQMMUN 1C AT IONS /Ne tscape&20Na vigator A A952QFolder /Ekpages /ri| 

What's Now? What's Cool? Destinations Not Search 

Uiein- 

[x] Preuieuj and print patterns 
□ Shorn placed EPS 

QTile imageable areas 
QTile full pages 
<•) Single full page 

People 

,-Paths- 

Sot'tware 

Output resolution: 

□ Split long paths 

800 dpi 

Ruler units: Points/Picas ▼ 

[X] Use printer’s default screen 

□ Compatible gradient printing 

Cancel 

This dialog hox allots you to setup the document attributes for a nev document. The "Ruler units" feature 
allovs control over rulers and grids ’rrithin the document. 

A. Press the enter button to OK the set-np. 

When you OK the selection the document measuring system ’will charge to the points system. 

Next page 

sa? B 

Figure 13-10 Continued. Standard level Web page (tutorial). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Chapter 1: Introduction to Rdobe Illustrator 

<p9 

Back 

ocj> 

Forward Home Edit 
© 

Reload 
la 

Images Print ' 
ft 
Find Stop 

Location : file : ‘ / /Macintoshig20HD ! Applications /COMMUN 1C AT IONS /Netscape3520Navigator95 A A9520Folder /Ekpages/Tutor 1 

What's New? What's Cool? Destinations Net Search People Software 

This Is a viev of Adobe Illustrator's vorking vindov. Across the top you mil see the Menu Bar. To the right in the marking 
vindov is the Toolbox. The Title bar holds the title of the document as you have saved it. The Close box alio vs you to close 
out the document vithout quitting the application. It is located at the upper left corner in the Title bar. To use this feature, 
position the pointer in the center of the box and click the mouse button once. The Zoom box allovs you to quickly enlarge the 
vindov viev and is located at the upper right in the Title bin. To use tins feature, position the pointer in the center of the box 
and click the mouse button once. The vhite non-printing area surrounds a single page that defaults to a standard Letter size. 
Illustrator has a Vertical Scroll bar on the right of the vindov and a Horizontal Scroll bar across the bottom of the vindov. 
These Scroll bars allov you to move the page viev up, dovn, and from side to side. Positioning the pointer on the arrovs at 
either end of the Scroll bar and clicking the mouse button once vill move the viev in small increments. Positioning the pointer 
on the gray bar and clicking vill move the viev in bigger jumps. Positioning the pointer on the vhite square and press/holding 
the mouse button vhile dragging the mouse vill move the viev according to hov far you move the vhite box. In the lover 
right hand comer of the vindov is the Resize box, vhich allovs you to resize the vindov manually. The Status bar on the left, 
bottom comer of the vindov displays information depending on the topic the user has chosen. 

Menu 

Toolbox 

File Edit Arrange Uieiu Object Font Type Filter lilindom 

EV 
Qv 

* 
/ 'TA 
o 

r 
i;E3 

>N 

3> / 
■» 

% 
linB +...; 

Status bar Toggle Selection Resize box 

Previous page Mext page 

E3? [gj Document: Done. 

Figure 13-10 End. Standard level Web page (tutorial). © / 996 Web Design and HTML, created by Esther Kibby 
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The navigation in figure 13-11 is set so that the 
user can hyperlink to the main chapter heading from 
the table of contents. Within the chapters, the user 
can hyperlink to the various sections of that chapter. 
The table of contents and chapters are separate 
modules linked by the hyperlinks. At the bottom of 
each section, paging text is available for the user to 
page either to the previous page or to the next page 
within the chapter section. 

The background color has a hex value of #CC- 
CCFF, the body text has a hex value of #330000, an 
unvisited link color hex value is #993333, the visited 
link hex value is #996666, and the active link hex 
value is #990033. 

The main header, “Adobe Illustrator,” is header 
level 1. Subheads are set to header level 3 and chap¬ 
ter headings re set to header level 4. The basefont 
value of the body text is set to 3- The overview sec¬ 
tion is font value of 4 and font style is bold with a 
color hex value of #333366. The overview section 
and the practice sections are inset from the section 
hyperlinks. Major chapter sections are divided by a 
horizontal rule. The horizontal rule separating the 
overview from the concepts has a value of 6. 

In the practice section, all the body text is set in 
bold while the text explaining the action is indented 
from the step procedure. 

Figure 13-11 Standard level Web page (tutorial).©/996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Figure 13-1! Continued. Standard level Web page (tutorial). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Chapter 1: Introduction to Adobe Illustrator 

<J» & & # 

Beck Forward Home Edit Reload Images Print Find Stop 

Location: [file :///Macintosh9g2QHD/Applications/COMMUNICATIONS/Netscape952QNavigator'%AAFS20Folder/Ekpages/Tutor| 

Sfhat's Cool? Destinations Net Search People Software 

"1 
Practice 

Opening and confignring a nev document 

V 

m 

□ 
Adobe Illustrator® 6.0.1 

1. Double-click on the Adobe Illustrator application icon. 

This Trill launch the program. 

2. When the Illustrator YindoY desktop appears, position your pointer on the File menu, 
press/hold the mouse button as you drag the mouse to highlight the command "Document 
Setup...". Then release the mouse button. 

This action selects and issues the command to open the dialog box for you 
to York in. 

3. A dialog box ytU. appear named "Document Setup...". Position the pointer on the 
pop-up menu next to Ruler unit3, press/hold the mouse button and drag dom to 
highlight Points. 

Document Setup 

,-flrtboard- 

Size: Letter w Dimensions; 612 pt by 792 pt 

Use Page Setup Orientation: 

pUieuj I Paths- 

Document: Done. a? a 

Figure 13-11 Continued. Standard level Web page (tutorial). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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IS! 

<£30 

Back 

Oc£> 

Forward 
6 

Home 

Netscape: Chapter 1: Introduction to Rdobe Illustrator 

Edit 
©■ Hi <gj ft 

Reload Images Print Find Stop 

Location: file : / / /Maointosh^20HD / Applications /CQMMUN 1C AT IONS /Notscapo952QNa vigator ^ A A^QFolder/Ekpages/Tutor 

What's New? What's Cool? Destinations Net Search People Software 

i-flrtboard- 

Size:) Letter ▼ | 

[X] Use Page Setup 

Dimensions: 612 pt by 792 pt 

Orientation: 
ilk 

r-UieiD- 

E Preview and print patterns 
□ ShOLU placed EPS 

OTile imageable areas 

OTile full pages 
<§) Single full page 

Paths- 

Output resolution: 

□ Split long paths 

000 dpi 

Ruler units: Points/Picas -w \ 

□ Use printer’s default screen 
□ Compatible gradient printing 

Cancel 

This dialog boi alio vs you to setup the document attributes for a nev 
document. The "Ruler units" feature alio vs control over rulers and 
grids vithin the document. 

4. Press the enter button to OK the 3etup. 

When you OK the selection the document measuring system vill change to 
the points system. 

Nest page 

m 

Figure 13-11 Continued. Standard level Web page (tutorial). ©1996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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oc$ & ft % a Ift 
Back Forward Home Edit Reload Images Print Find Stop 

Netscape: Chapter 1: Introduction to Adobe Illustrator 

Location: ion : file : > / /Macintoshl%2QHD / Applioatio^COmUN 1C AT IONS /Netscape'%20Nayigator?5 A A%2QFolder /Ekpages /Tutor-13-1 ] 

Yhat's New? What's Cool? Destinations Net Search People Software 

Menu 

Close boa; 

Toolbox 

File Edit Arrange Uieu> Object Font Type Filter UJindom 
 Zoombox 

Utlebar 

Status bar 
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Toggle Selection Resize box 

This is a view of Adobe Illustrator's ’working window. Across the top you ’trill see the Menu Bar. To the right in 
the ’working window is the Toolbox. The Title bar holds the title of the document as you have saved it. The Close 
box, allows you to close out the document without quitting the application. It is located at the upper left comer in 
the Title bar. To use this feature, position the pointer in the center of the box and click the mouse button once. 
The Zoom box allows you to quickly enlarge the window view and is located at the upper right in the Title bar. 
To U3e this feature, position the pointer in the center of the box and click the mouse button once. The w-hite 
non-printing area surrounds a single page that defaults to a standard Letter size. Illustrator has a Vertical Scroll 

-r/koj 1 S? 0 

Figure 13-11 End. Standard level Web page (tutorial). © / 996 Web Design and HTML, created by Esther Kibby 
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The navigation in figure 13-12 is set so that the 

user can hyperlink to the main chapter headings and 

sections from the table of contents. The difference is 

that the model is set up within frames so that the 

table of contents is included along the left side of 

chapter contents. The frame windows that hold the 

table of contents and the individual chapters are 

scrollable, allowing access to both sets of informa¬ 

tion. If the user selects one of the links in the table of 

contents, the selected information will display on 

the window to the right. At the bottom of each chap¬ 

ter section, paging text is available for the user to 

page either to the previous page or the next page. 

The background color for the table of contents 

frame is set with a hex value of #FFFFFF, the body 

text has a hex value of #330033, and unvisited link 

color hex value is #990033, the visited link hex value 

is #9999CC, and the active link hex value is #990033. 

The background color for the chapter frame is 

#CC9966, the body text has a value of #000000, an 

unvisited link color hex value is #669999, the visited 

link hex value is #6699FF, and the active link hex 

value is #990033- 

The main header, “Adobe Illustrator,” is header 

level 1. Subheads re set to header level 3 and chap¬ 

ter headings are set to header level 4. The basefont 

value of the body text is set to 3. The overview sec¬ 

tion is font value of 4 and font style is italic with a 

color hex value of #003300. The overview section 

and the practice sections are inset from the section 

hyperlinks. Major chapter sections are divided by a 

horizontal rule. The horizontal rule separating the 

overview from the concepts has a value of 6. 

In the practice section, the body text for the 

step procedure is set in bold while the text explain¬ 

ing the action is indented from the step procedure 

and set in plain text. 

Search People 

□ shout, the Porfiwg window 
□ shout the menu commands 
□ shout the toolbox 
d ieytmrdshortcuts 
□ accessing rulers & ruler guides 
□ about Illustrator S- Preferences 

1.1 Setting up a new document 

Concepts 

When you open the Adobe Illustrator application in the Finder as your startup mode, you will find it opens with a 
desktop with the Menu bar at the top, and the Toolbox. By selecting "Open..." from the File menu, you will be 
opening an existing document to work on. You can setup the attributes of your file through the “Document 
Setup..." dialog box. The attributes consist of the Anboard .View, Path, Ruler units, and printing configurations. 
Once you have configured your setup and OK'd the settings, you will return to Illustrator's working windo'v with 

die page positioned in the center. 
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Figure 13-12 Standard level Web page (tutorial). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Adobe Illustrator® 6.0.1 

t. Doable-click on tbe Adobe Illustrator application, icon. 

This -will launch the program. 

2. When the Illustrator window desktop appears, position your pointer on the File menu, 
piesslhoM the noose button as yon drag the mouse to highlight the command ’Document 
Setup.Then release the moose button. 

This action selects and issues the command to open the dialog' box fox you to work in. 

3. A dialog box trill appear named ’Document Setup...’. Position the pointer on the pop-up 
menu next to Ruler units, presslhold the mouse button and drag down to highlight Points. 

This dialog box alines you to setup the document attributes for a net? document. The 
“Ruler units" feature allots control over rulers and grids within the document. 
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4. Press the enter button to OK the set-up. 

When you OK the selection the document measuring system trill change to die points system. 

This is a view of Adobe Illustrator's working window. Across the top you will see the Menu Bar. To the right in 
the working window is the Toolbox. The Title bar holds the title of the document as you have saved it. The Close 
box, allows you to close out the document without quitting the application. It is located at die left upper comer in 
the Title bar. To use this feature, position the pointer in the center of the box and click the mouse button once. The 
Zoom box allows you to quickly enlarge the window view and is located at the upper right in the Title bar. To use 
this feature, position the pointer in the center of the box and click the mouse button once. The white non-printing 
area surrounds a single page that defaults to a standard Letter size. Illustrator has a Vertical Scroll bar on the right 
of the window end a Horizontal Scroll bar across the bottom of the window. These Scroll bars allow you to move 
the page tow up, down, and from side to side. Positioning the pointer on die arrows at either end of the Scroll bar 
and clicking the mouse button once will move the view in small increments. Positioning die pointer on the gray bar 
end clicking will move the view? in bigger jumps. Positioning the pointer on the white square and pressfhoning the 
mouse button while dragging the mouse will move the tow/ according to how fw you move the white box In the 
lower right hand corner of the widow in the Resize box, which allows you to resize the widow manually. The 
Status bar on the left bottom comer of the window displays information depending on the topic the. user has 
chosen. 
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■i File Edit Arrange Uiein Object Font Type Filter 

Y :» 

Toggle Selection 

r m File Edit Diem Go Bookmarks Options Directory Window 

<po Ocjs % ft 
Back Forward Home Edit Reload Images Print Find Stop 

Location: f file : / / /Macintosh1%2QHD / Applications /CQMMUN 1C AT IONS /NetscapeSg2QNavigator'% A A^2QFolder /Ekpages /Frames 1 5_1 2 .html 

What's New? What's Cool? Destinations Net Search Software 

Table of Contents 

lesson. 1: Jjfcftro&ttctioiL to, 
Aiofr* Bl'istra&or 

1:1 Setting up a 
new docmmenlt 

1:2 Menu, 
commands & 
keyboard shortcuts 

1:3 Toolbox & 
keyboard shortcuts 

1:4 Accessing 
nilers & ruler 
guides 

1:5 Configuring 
Preferences 

Lesson 2: Creating Paths 

2:1 Using a 
template as a 
drawing grade 

2:2 Working with 
handles 

2:3 Adding and, 
deleting a point on 
a path 

2:4 Drawing 
without a template 

_ 
ZE m3 .. 

Figure 13-12 Continued. (Opposite page and above) Standard level Web page (tutorial).©/996 Web Design and 

HTML, created by Esther Kibby 
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Custom level web pages 
The custom web page contains minimum graphics 

with limited colors combined with text and back¬ 

ground textures. Inline graphics that have been color 

indexed to 8 bit, 256 colors or less, and 72 dpi are 

preferred for optimum upload time from server to 

client. Banners provide effective use of inline graph¬ 

ics. Icon symbols combined with headers or text cre¬ 

ate a table of contents or menu. Type can be used as 

art. Hyperlinks can be attached to these inline 

graphics as well as to body text. As HTML versions 

matured, table encoding became a way to set up a 

simple design grid. Client-served image maps can 

be used to divide a single graphic image into a more 

sophisticated design that can be structured to branch 

to external pages, graphics, animation, video, and 
audio. 

The Web site shown in figure 13-13 is used as a 

marketing tool for a cafe. The navigation is a basic 

hierarchical structure. The “home page” uses an im¬ 

agemap to link to the other four modules. An im¬ 

agemap is a single graphic with the menu of items 

embedded as a single unit. It is constructed so that 

specific coordinates of the graphic are hyperlinked to 

external content. The imagemap method requires 

additional common gateway interface (cgi) pro¬ 

gramming to act as a bridge between the server and 

the client when an active linked area is clicked. In 

this graphic, Kafe, Bakery, Catering, and Favorites are 

the hyperlinks to their respective external pages. 

On the secondary pages are imagemaps that 

function as site maps to the other pages. The small 

stars are indicators of where the user is on the site 

and can access the other pages by clicking on the ti¬ 

tles. Each secondary page has a header bar that is a 

smaller, edited version of the main homepage graph¬ 

ic. The addressing information is just below the 

header with an Internet mail address for user com¬ 

ments nd feedback. The basic colors are gold with a 

hex value of #CC9933, blue with a hex value of 

#0033CC, and dark brown with a hex value of 

#003333. 
The introductoiy and body copy is computer 

system type. The initial cap and section subheads are 

blue and, the rest of the body copy is dark brown. 

The icon on each section and the horizontal rules are 

gold. The basefont for the body copy is a value of 3, 

the initial cap is a font value of 6, and the rest of the 

introductory copy is set at a value of 4. Section sub¬ 

heads are set at a value of 4. The secondary pages 

are designed for the content to be weighted to the 

right providing white space to give emphasis to the 

site map on the upper left. The logo graphic is 48- 

point Matura MT Script Capitals; the type for the site 

map is 24-point Rotis Semi Sans Bold. 
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Back Forward Home Reload Images Open Print Find 

Location: [file :///MacintoslV&20HD/Ekpages/Kafesample/KafeSun13/Welcome 

AT&T WorldNet | Member Services | Search Directories Newsgroups 

Figure 13-13 Custom level Web page (marketing). ©/ 996 Web Design and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Menu IRJI 

Back Forward Homo Reload Images Open Print Find Stop Netscape 

Location ; file-: / / /Macintosh9520HD /Ekpages /Kafesample /Kat'eSun 13 /Kafe .html 

AT&T WorldNet | Member Services | Search [ Directories | Newsgroups 

2343 Kronos Street 
Athens, Texes 
909.555.3920 

For comments, you can contact U3 at aegeerupcyperspace.com 

Kafe ☆ 
Bakery 

Catering 

Favorites 

Home 
Bring a little Mediterranean sunshine 

to your day. Experience Greek cooking 
at its finest at The Aegean Kafe. 

-cvVy 

MENU 

Tzatziki 
2.95 

A Jg&r&Mttfafjutex&w ajtmsrtuw ar'nvs.S 

Dolmades 
3.50 

gTjp? Jt^ypssniffed witi jjsw. jwwjiirfr' 
lvulvk tun/witi fjpxd jjimW 

A^golemono Sonp 
1.95 

Spicy Broiled Quail 
10.95 

A {fttlti'H/P jfctiJi.VJ iZtel&JJ A7fjp. 

BjuiM if zttfty fete. 

Shrimp Kabohs 
7.95 

Gjiifctf xtomip wifi tocanainf nvmtLtgztws 

£ 
11 = 

= 
■ 

::: 

liiii 

Hi 

iiiiii 

1 

11 

ii 
;!!!!! 
iiiiii 
iiiiii 
iiiiii 

siiiii; 

iiiiii 

It 
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Moussaka d?eed~ with egygplent, tonieto.es topped with A'eielotd 

2.95 _yigwTi'onil?instion fi&hed topeiierhon. 

Pourgoun Pilaf JPAv with tome toes, green peppers, onions end 
2.50 ysimidlli. 

Honey Cates litde spiced <ie£es with e doyedyhoneysynp 
1.95 topping-. 

B aklavn Flekeyiilopeshystuffed with nut? end 
2.25 sweetened with honey. 

Kadaifi A delightfulpeshyiodi with e s wee thane ysy vp 
2.50 

Greek coffee A strong-, sweet coffee 

1.95 

Spiced Tea 
1.95 

WINE 

A tee withhintofdnnenron end oienge 

Chaidonnay A dghtfruitysemi-dry ndute tt-’zji?. 
Glass 5.50 

Bottle 11.95 

Cakamet Sauvignon .4 dry red Y\dne lAth e. wonderful bouquet 

Glass 4.95 
Bottle 10.95 

Merlot A. robust red dry Trane. 
Glass 6.95 

Bottle 15.95 

Ouzo A sweet, heey liquor 

Glass 4.95 
Bottle 10.95 

!!!!!! 
if::!-; 

ii 
liiij 

il 

id 

II 
iiiiii 

m 
m 

ill 
: ; : 

m 

I 
IS 

Document: Done. 

Figure 13-13 Continued. (Opposite page and above) Custom level Web page (marketing). © / 996 Web Design and 

HTML, created by Esther Kibby 

(Continued) 
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Netscape: Bakery Goods 
Back Forward Home Reload Images Open Print Find Stop Netscape 

Location: | file: i / /Macintosh'&20HD /Ekpages /Kafesample /KafeSun 13 /Bakery .htrnl 

AT&T VorldNet j Member Services Search I Directories Newsgroups 

2343 Kronos Street 
Athens, Texas 
909.555.3920 

For comments, you can contact us at aegean@cyperspace.com 

Kafe 

Bakery ☆ 
Catering 

Favorites 

Home 

C)ur bakery offers a variety of delights. 

Fresh baked from our oven hearths, 
sample our tradition of Greek 
breads and pastries vith a 
hot cup of coffee. 

-CfrO- 

BREADS Oh'yvBjFarf 2.95 
Styjjolnm CbiuioyPjmf 2.50 
CativzifiLtl CoiuihYBjvtfd 2.50 

4.95 
10.95 a dozen 

Fxnil&i 10.95 a dozen 
Pitt is 14.95 a dozen 

Pits Ptmarf 12.95 a dozen 

2.95 
AfUliVfU'fc 1.25 
JTdifcitrj' 2.50 
Atl&uitf 3.50 
NciAlllfjKtrltJPS 14.95 a dozen 
dintmmil JCtiatS 9.95 a dozen 

1.95 
JDrjUR.zw jtor 1.95 

SfocAi 2.95 
1.95 

Ctipjmtxax.7 1.95 

Document: Done. B?IEjI 

Figure 13-13 Continued. (Above and opposite) Custom level Web page (marketing). © / 996 Web Design 
and HTML, created by Esther Kibby 

(Continued) 
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=|a , ■■ rr„.i....:.:.. Netscape: Catering :::::-::=::-.-r—. 

Back Forward Home Reload Images Open Print Find Stop Netscape | 

Location: | file : / / /Macintosh^20HD /Ekpages /Kafesample /KafeSun 1 3 /Catering .htrnl 

AT&T WorldNet | Member Services j Search j Directories | Newsgroups ] 

2■'. > -'rfigjf i#*- f 1 

2343 Kronos Street 
Athens, Texas 
909.555.3920 

For comments, you can contact us at aege8i#cyperspa.ce.com 

Kafe 

Bakery 

Catering ☆ 
Favorites 

Home 

From an informal gathering to 

formal elegance, The Aegean Kafe can 
provide a Greek cuisine experience 
for your next occasion. 
Let us help you plan your next function. 

-■chry- 

THE SIPHINOS 
PLATTER 

40.95 

THE COS 
PLATTER 

35.95 

THE ATHENIAN 
PLATTER 

50.95 

THE HYDRA 
PLATTER 

65.95 

Maiiftitft} citew? 
Bfcit ajnfP&i[f 

Bfoiuip JCcite&r 
Z&mil rMZftl 
ZmvMl/ &-7i55 cJkfftlV 
SipjlMOJU'tRi 

fjJliVJl BilVdldj 
Bggpivi f SdAiif 
Ttalziki 
*1/ ra&wfrrs 
ZitrcMiiPings 
IkTlanufAr 

Sisivnn BeniPing? 
Wiftf MurJuvavi Son/} 
Parte wj'ti (Jitei! 
Lamb Pi? wit& CaiZyPiid/va 
BpiitecZ Pitei' 
Pftir.fi jSLvtef 

ZifirrMuPn'teur 
BnkftJ CZvr 
Cumin Bimiitr 
.SiroZrd Tin itt witis Ajuirote 
m^irVu Pjjm rrn- 

TT 

B? ffi 
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ill Netscape: Fauorite Recipes 

Back Forward Home Reload Images Open Print Find Stop Netscape 

Location: |file:///Macintoshi£20HD/Ekpages/Kafesample/KafeSun13/Recipes.htrnl 

AT&T WorldNet I Member Services I Search I Directories I Newsgroups 

2343 Kronas Street 
Athens, Texas 
909.555.3920 

For comments, you cam contact ns at aegean@cyperspace.com 

Kafe 

Bakery 

Catering 

Favorites ☆ 
Home 

Enjoy our favorite recipes of the 
month! 

MOUSSAKA 
6-8 servings 

O 

-dry- 

11/2pounds egtgplmt 
seltend pepper to teste 
1 T vngin olive oil 
2 finely slopped onions 
11/2pounds gnoiuid heel 
2peeled end slopped tome ton 
2 T tometo paste 
1 Tfleshly chopped oiegen 
1 tgioiuid cinnamon 
1/2 cup thy white wine 

WHITE SAUCE: 

1/4cup butter 
1/2 cup ell-ptupose ilotr 
2 cups milk 
2/3 cup yogurt 
1/4 cup gje ted leiMotti cleese 

Place thinly silced eggplant in a 
colander. Sprinkle with salt and allow 
to drain for 1 hour. Heat the 1 
tablespoon of olive oil in a saucepan 
and add the chopped onions. Cook until 
translucent. Add the heef and brown. 
Add the remaining ingredients, cover 
and simmer for 30 minutes. 

:j:i: 
hi:- 

::::: 
i-i-i 

iji; 

E3?1S 

Figure 13-13 Continued. Custom level Web page (marketing).©/996 Web Design and HTML, 
created by Esther Kibby 
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Figure 13-14 uses illustrations with graphic la¬ 

bels as the links. The graphics have a similar feel to 

the imagemap but are constructed using tables in¬ 

stead. This method does not need the cgi program¬ 

ming. At the bottom of every section is a text version 

of the links to the other external pages. The ad¬ 

dressing information is at the bottom of the “home- 

page” with an Internet mail address for user 

comments and feedback. The background is a light 

beige and white split graphic. 

Each secondary page has a header graphic that 

is a smaller version of the main homepage graphic 

with the corresponding illustration. The content of 

each page is aligned to the center. The basic colors 

are beige with a hex value of #CC9933, dark brown 

with a hex value of #003333, red with the hex value 

of #FF0033, medium gray with a hex value of 

#666666, and dark charcoal with a hex value of 

#333333. 
The introductory and body copy are computer 

system type. The introductory copy is a medium 

gray, section subheads are red, and the rest of the 

body copy is dark charcoal. The dingbat separating 

the section content is dark brown. 

The basefont for body copy is a value of 3, the 

introductory copy and section subheads area set at a 

value of 4. The logo type is 48-point Charlemagne 

Bold with the accent text and labels in 24-point 

Dorchester Script MT. 

Figure 13-14 Custom level Web page (marketing). ©/ 996 Web Design and HTML, created by 

Esther Kibby 

(Continued) 
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ID! 

Reload Images Open Print Find Back Forward Homo Stop Netscape 

Location: file :///Macintosh^20HD/Ekpages/Kafesample/KafeDivide/Kafe.html 

j Member Services j Search j Directories Newsgroups | 

<_■> 

vEGEAN KATE 

m TIT 
A afe 

> ’ ’ v* v , ■* > ■'"'A } * ' X • 

BRING a little Mediterranean sunshine to your day. 
Experience Greek cooking at its finest 

at The Aegean Kaf'e. 

MENU 

*2.95 
A light snack of pita slices with, a mixture 

of fresh cucumbers and yogurt. 

Rolled grape leaves stuffed with rice, pine nuts, 
onions and raisins with fresh spices. 

Avgolemono Soup 
2.50 

A delicate lemon chicken soup 

Spicy Broiled Quail 
0.95 10. 

Broiled quail that rt has 

K.ab< 

ase3ty bite. 

Slump Kabobs 
12.95 

Grilled 3hrimp with bacon and tomatoes on a skewer. 
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m 

km 
* < 

mm, 

ay 
Glass 5.50 

Bottle 11 95 
4 light fmtysemi-dry vhite vine. 

nvignon 
4.95 

Bottle 10.95 
fponderful bouquet. 

mpBBmm-■ 

nvivut 

Glass 6.95 
Bottle 15.95 

A. robust red dry vine. 

jfl 
'.95 

Bottle 10.95 
A sweet, heavy liquor 

FAVORITES HOME 

Hit 

ijljij 

I 
m 
ill!:: 
M\ 

III 
ii 

Try T w ttj 7TTT 

; - i 4 1 

TT? Document: Done. E33?l 

Figure 13-14 Continued. (Opposite and above) Custom level Web page (marketing). ©/996 Web Design and 

HTML, created by Esther Kibby 

(Continued) 
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PASTRIES 
BaMa.va2.95 

Apricopita 1.25 
Ka.Iaifi2.50 

Artemis Cake 3.50 
Walnut pastries 14.95 a dozen 
Cinnamon Knots 9.95 a dozen 

m Sis 

m 
COFFEES 

Greek Roast 1.95 
Expresso Roast 1.95 

Cafe Mocha 2.95 
Cafe Latte 1.95 

CaBBUCcino 1.95 

[Safe [bakery [catering favorites HOME 

Document: Done. 

Figure 13-14 Continued. (Opposite and above) Custom level Web page (marketing). © / 996 Web Design and 

HTML, created by Esther Kibby 

(Continued) 
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Netscape: Catering 

Forward Home Reload Netscape Print 

Location: |file:///Macintosh9520HD/Ekpages/Kafesample/KafeDivide/Catering.html 

/E'GEAN KAFt 

FROM the informal gathering to formal elegance, 
The Aegean Kate can provide a Greek cuisine 

experience for 70m' next occasion. 
Let us help you plan your next function. 

The Athenian Platter 
50.95 

Sesame Seed Rings 
Wild Mushroom Soup 

Pasts. Tsnttt Quail 
Lamb Pie with, Curly Endive 

Spinach pilaf 
Peach Sbrbet 

The Hydra Platter 
50.95 

Zucchini Fritters 
Bailed Olives 

Cumin Biscuits 
Smoked Trout vith Apricots 

White Bean Soup 
Rice and Cheese Pie 

Almond Pears 

BAKERY [CATERING FAVORITES HOM KAF 

AT&T WorldNet | Member Services | Search J Directories | Newsgroups 
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Figure 13-14 Continued. (Opposite and above) Custom level Web page (marketing). © / 996 Web Design and 

HTML, created by Esther Kibby 

(Continued) 



396 SECTION II TYPES OF PUBLICATIONS 

<Ti 

After patting; the eggplants dry.,fry in 1/2 inch olive oil until 
brown. Drain and pat dry with paper towels. Preheat the oven to 

350 degrees (F). 

Meanwhile in a skillet over a low heat, melt 1/4 cup butter, stir in 
the flour and cook for 2 minutes. Remove from heat. Gradually stir 

in the yogurt and milk and return to the low heat. Stir frequently 
until thick and smooth, then simmer for 4 minutes. Season to taste 

with salt and. pepper. 

Place alternating layers of eggplant and the meat mixture in a 
baking dish. Pour the sauce over the top. Sprinkle with cheese. 

Place in the preheated oven for 45 minutes or until brown. 

Fr ' • ;a'-IB Ibaker y Icaterin 
> . .. y ' '■'‘'jAU vs A ' "'A V -E V : ■ ^ ’'A 

FAVORITES HOME 

Figure 13-14 Continued. (Opposite and above) Custom level Web page (marketing). ©/ 996 Web Design and 

HTML, created by Esther Kibby 

Figure 13-15 uses graphic icons with graphic la¬ 

bels as the links. 

The logo, logo type, and icons are centered on 

the page. The addressing information is divided be¬ 

tween the top and bottom of the homepage with an 

Internet mail address for user comments and feed¬ 

back. The background is a graphic with a lighte pur¬ 

ple and white wave pattern. 

On each of the secondary pages, the header is 

the icon graphic represented on the homepage. The 

contenet of each module is laid out in a central col¬ 

umn with generous margins. The basic colors are 

light purple with a hex value of #9999CC, medium 

purple with a hex value of #666699, raspberry with 

the hex value of #000033, and gold with a hex value 

of #FF9900. At he botom of every secondary section 

is an icon with text version of the links to the other 

external pages. 

The basefont for the body text is a value of 3, 

the introductory copy and section subheadsa re set at 

a value of 4. The icon graphics, a medium purple re 

set in Davy’s Dingbats, LAstrology Pi, and LDecora- 

tion Pi. The logo graphic is 48-point and icon labels 

are 36-point and a raspberry color set in Bauer 

Bodoni Roman SC. The body font is a medium 
purple. 
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Figure 13-15 Custom level Web page (marketing). © / 996 Web Design and HTML created by Esther Kibby 

(Continued) 
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Netscape: Menu 
Back Forward Homo Reload Images Open Print Find Stop Netscape 

Location: file: / / /Macintosh^20HD /Ekpages /Kafesample /KafeV a ve 15 /Kafe .html 

Brings little Me ditemanean sunshine to your day. 

Experience Greek cooking at its finest 

at The Aegean Kafe. 

ENTREES 

Tzatziki 2.95 

A light snack of pita, slices with a mixture of fresh cucumbers and 
yogurt. 

Dolmades 3.50 

Rolled grape leases spiffed with rice, pine nuts, onions and raisins 
with fresh spice3. 

Avgolemono Soap 

A delicate lemon chicken soup. 

Spicy Broiled Quail 

Broiled quail that has a zesty bite. 

Shrimp Kabobs 

Grilled shrimp with bacon and tomatoes on a skewer. 

Moassaka 

2.50 

10.95 

12.95 

7.95 

Beef with eggplant, tomatoes topped with kefalotd cheese, yogurt 
combination baked to perfection. 

Pourgouri Pilaf 

Rice with tomatoes, green peppers, onions and vermicilh. 

2.50 

O 

jjjjjl 
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Honey Ca&e3 1.95 jslii: 
Little spiced cakes with a lovely honey syrup topping. 

&*:• 

BaUara 2 25 

Flahey go paltry;stuffed with nuts end sweetened with honey. 

Kadaifi 2.50 
•1%: 

I:!:!: 

A delightful pastry roll with a sweet honey syrup. 

VINE 

Chaidonnay Glass 5.50 Bottle 11.95 I! 
A light fruity semi-dry white wine. ii 
Cabamet Sawignon Glass 4.95 Bottle 10.95 

A dr; red wine with a wonderful bouquet. 

Merlot Glass 6.95 Bottle 15.95 

A robust red dry wine. II 
Ouzo Glass 4.95 Bottle 10.95 II 
A sweet , heavy liquor. 

"0\9 

HOME KAFE BAKERY CATERING FAVORITES 

Document: Done. 

Figure 13-15 Continued. (Opposite and above) Custom level Web page (marketing). ©1996 Web Design 

and HTML, created by Esther Kibby 

(Continued) 
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Netscape: Bakery Goods 

Back Forward Home Reload Images Open Print Find Stop Netscape 

Location: file :///Macintosh'^20HD/Ekpages/Kafesample/KafeVave15/Bakery ,html9520 

yiv 
•Sr 

Bakery 
Our bakery offers a variety of delights. 

Fwsh baked fmm our oven hearths\ 
sample our tradition of Greek 

breads and pastries with a 
hot cup of coffee. 

BREADS 

Olive Bread 

Semolina Country Bread 

2.95 

2.50 

Se3eme Seed Ring3 

Vanilla Rings 

Cheese Buns 

10.95 a dozen 

10.95 a dozen 

14.95 a dozen 

Pita Bread 12.95 a dozen 

PASTRIES 

Baklava 

Apricopita 

Kadaifi 

2.95 

1.25 

2.50 

::::: 
:*:• 

t; 

:::::: 
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i* 

II : : : 

lljlii 
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Artemis Cake 

Walnnt pastries 

Cinnamon Knots 

Greek Roast 

Expresso Roast 

Cafe Mocha 

Cafe Latte 

Cappnccino 

HOME 

3.50 

14.95 a dozen 

9.95 a dozen 

COFFEES 

BAKERY CATERING FAVORITES 

■-— 

fejJSsI 

Figure 13-15 Continued. (Opposite and above) Custom level Web page (marketing). © / 996 Web Design 

and HTML, created-by Esther Kibby 

(Continued) 
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=1J.. ::.==== Netscape: Catering ." . , ■.r;,:~=to = 

Back Forward Home Reload Images Open Print j Find Stop Netscape 

Location: file: / / /Macintosh%20HD /Ekpages /Kafesarnple /Kafe V a ve 15 /Cater ing .html 

Tr 
Catering 

Fmm the Infonnalgathering to foimal elegance, 
The Aegean Kafe can pm vide a Gieek cuisine 

experience for your next occasion. 

Let us help you plan your next function. 

The Siphnos buffet 40.95 

Marinated olives 
Herb and Fete, bails 
Spanakopitta 
Shrimp Kabobs 

Lenron chicken 
Zucchini 'with cheese 

Siphnopitta 

The Cos buffet 35.95 

Marinated feta cheese 
Imam Bayaldi 

Stuffed Tomatos 
Zucchini Rings 

Dolmades Eggplant Salad 
Tsatsiki 

The Athenian buffet 50.95 

Sesame Seed Rings 
Wild Mushroom Soup 
Pasta vrith Quail 

Lamb Pie with Curly Endive 
Spinach Pilaf 
Peach Sorbet 

The Hydra buffet 45.95 

Zucchini Fritters 
Baked Olives 
Cumin Biscuits 
Smoked Trout vrith Apricots 

White Bean Soup 
Rice and Cheese Pie 

Almond Pears 

HOME 

I 
KAFE BAKERY CATERING FAVORITES 

si 

o\ 

^?lgj 
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Figure 13-15 Continued. (Opposite and above) Custom level Web page (marketing). © / 996 Web Design 

and HTML, created by Esther Kibby 
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Premium level Web pages 

The premium Web page contains a combination of 

text, graphics, video, animation, forms, and sound. 

For example, the user can experience an animated 

company logo or a video/audio clip of the presi¬ 

dent describing the company’s mission or product. 

Forms can be constructed to receive feedback 

from the user for ordering or marketing purposes. 

Small programs such as counters can give an ac¬ 

count of the number of visits to the Web site. 

Figure 13-16 shows a Web site that offers infor¬ 

mation on graphic and multimedia services in a cor¬ 

porate setting. The Welcome page functions as the 

homepage and contains information about Creative 

Media Services. The navigation is a basic hierarchical 

structure with Web structure within the sections, en¬ 

abling crossover links to specific content in other 
sections. 

A light-toned blue-embossed graphic composed 

of media icons is tiled across the background. This 

provides a athematic visual consistency throughout 
the pages of the Web site. 

The CMS specially created glyph (Creative 

Media Services) is combined with main header art 

type, Gill Sans Bold with a 38-point initial cap and 

26-point small caps. Subhead art type is Gill Sans 

Bold with 20-point initial cap and 14-point small 

caps. The art type are aligned flush right. 

Section headers on the Welcome page are 

HTML coded header level 3. Section headers on the 

Services and What’s New pages are header level 2 

with subsection level 3- Section headers on Web Re¬ 

sources re header level 1 with subsection titles level 

2. The body text has a basefont value of 4. Links to 

various sections are enclosed in the embossed bars. 

Links to specific parts such as video and audio are 

imbedded into the regular body text. The under¬ 

lined, active link is a blue color with a hex value of 

#0000FF and denotes a link that has not been visited. 

Visited links will become purple with a hex value of 

#3F007F. Regular body copy is black with a hex 

value of 000000. The horizontal rules are multicol¬ 

ored graphic bitmaps used as framing and dividing 

devices thorughout the site. Iconic graphics are used 

as links to the various media samples and are dis¬ 

played across the bottom of the section. Illustrations, 

duotone photographs, animation, video, and audio 

are dispersed throughout the sections. 

Figure 13-16 Premium level Web page (corporate). 
©1996 Web Design and HTML, created by Scott 

Campbell of E-Systems’Creative Media Service 

(Continued) 
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Vhat's Cool? | Handbook | Not Search j Net Directory | 

Netscape: Welcome to Creatiue Media Sendees 
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Media 
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Who We Are 

Creative Media Services consolidates the skills and resources of the Graphics 
Design Group, Photographic Services Group, and Printing Center into a 
single department of E-Systems Garland Division. QMS ¥as created to 
provide concept-to-delivery solutions for business communications. Our 
expert team of graphic artists, designers, photographers, multimedia 
specialists, and visual communicators, is committed to achieving high-impact 
Communications by Design. 

What We Do 

Creative Media Services combines the professional skills and. experience of 
our staff with current, communication tools and technolog)? to offer a 
complete range of consultation, design, and implementation services. While 
continuing to support traditional printed material requirements, CMS is 
focused on delivering; state-of-the-art products and services for Presentations, 

Marketing, and Training- 

Return to Menu 

Contact CMS at %M-20SiCMS 
C MS cftOM AI LG W egycom 

by Design 
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Netscape: CMS Seruices 

Reload Images 

CoixauitatUm Support j Presentation S Marketing Support Training Materials 

Design Consultation Services 

Creative Media Services is dedicated to providing cost 
effective solutions for your specific needs. CMS experts 
are ready to assist you at any level of involvement you 
require. Services include: 

• Project assessment, design suggestions, and cost 
estimates, to make the most efficient use of your 
time, energy, and budgetary resources. 

• Delivery medium selection assistance, to help you 
choose the best method, or combination of 
methods to suit, your situation and message. 
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Figure 13-16 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Scott 
Campbell of E-Systems’ Creative Media Service 
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What's New? | What's Cool? | Handbook | Not Search | Not Directory | Newsgroups | 

Netscape: CMS Seruices 

mi 
Open Print 

Presentation Support Services 

With our talent and tools, we can make your iK i¥ 

backgrounds and generic Clip Art images. Our 
designers are skilled in a variety of media elements, 
including: 

• 2D & 3D illustration and animation 

• Digital audio and video 
• Interactive multimedia 

sentation, 

• Black & white or color hardcopy 
• Full-color transparencies 
• 35mm slides 
• CD-ROM and Compact Disc-Interactive (CD-i) 
• Network 
• Videotape 
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Figure 13-16 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Scott 

Campbell of E-Systems’Creative Media Service 
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Netscape: CMS Services 
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Marketing Support Services 

Selling your ideas requires a blending of art and science 
that leads your customer to recognize the value of your 
product. Tits process of consumer education is the 
essence of marketing communication. CMS provides a 
complete range of marketing resources, including: 

e Full-color brochures and. datasheets 
• Trade show displays and collateral materials 
0 Interactive kiosks using CD-i or CD-ROM 
a Custom Internet Web pages 
o Product visualization/mock-ups 

In addition, with interactive multimedia simulations, 3D 
photo-realistic product visualization/concept models, and virtual walkthroughs, CMS can 
bring your ideas to life for yor customer, without the expense and lead time of product 
prototyping. 
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Figure 13-16 Continued. Premium level Web page (corporate).©/996 Web Design and HTML, created by Scott 

Campbell of E-Systems’ Creative Media Service 
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Training Product Development Services 

In our commitment to deliver cost-effective training 
solutions that accomplish your desired learning 
objectives, CMS has invested in the latest interactive 
training technology and fostered alliances with expert 
training development companies. We can work with 
you to design, develop, and implement custom 

• Interactive training applications 
• Distance Learning applications 
• Electronic Performance Support Systems 
— 

(EPSS) MmM 
< l&I. \y' V 

W**<->3! 
*w-»**< iM. 4 

Delivery options include CD-i. CD-ROM, or via a network to any computer platform. 
From analysis and design by instructional designers, through development by courseware 
developers, writers, graphic artists, and multimedia specialists, to implementation and 
evaluation by training program specialists, CMS offers the training resources you need. 

Figure 13-16 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Scott 

Campbell of E-Systems’ Creative Media Service 
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| What's Cool? | Handbook | Net Search | Net Directory | Newsgroups j 

CMS Announces Full Internal Support For CD-i 

* 

HttL- 

Martin, MC I, and Motorola. 

Creative Media Services is proud to announce 
the capability to author and produce 
open/closed-area Compact Disc-Interactive 
(CD-i) discs in-house to support any 
presentation, marketing, and training needs. 

What is CD-i? 

CD-i is a wr ld-standard stand-alone interactive 
multimedia presentation platform developed by Philips. 
CD-i is currently in use by hundreds of government, 
agencies and companies world-vide including: US 
Navy, US Federal Government, Chrysler, Lockheed 

Netscape: What's New Lilith CMS 
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Figure 13-16 Continued. Premium level Web page (corporate). ©/ 996 Web Design and HTML, created by Scott 
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CMS Media Sampler 
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JAVA Resource Listing 

SDN's JAVA Paee 
SUN's collection of references for JAVA developers. 

EarthWeb's JAVA Directory 
An excellent collection of JAVA resources of all kinds. 

WWW Virtual Library 

Netscape: CMS Web Design Resource Center 
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CMS Portfolio 
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Figure 13-16 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Scott 
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Document: Done. 
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Netscape : CMS Web Design Resource Center 
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Figure 13-16 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Scott 

Campbell of E-Systems’ Creative Media Service 
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Document: Done. 

Figure 13-16 End. Premium level Web page (corporate). ©/ 996 Web Design and HTML, created by Scott Campbell of 

E-Systems’ Creative Media Service 
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Figure 13-17 offers information on eyewear and 

eyecare services. The navigation is a basic hierarchi¬ 

cal structure. The homepage displays a large cus¬ 

tom graphic that leads into the menu of services as 

the user scrolls down. The user can then choose 

which section to move to gain more information 

about the different services. The horizontal rules are 

thin gray bars separating the content. 

The background is white with a subdued cor¬ 

porate blue bar and red sidebar on the left. The 

white portion of the background is used to hold the 

text content. Custom photography is displayed, in¬ 

tersecting the blue/red sidebar and the white back¬ 

ground, providing aconsistent look and feel 

throughout the Web site. On the Welcome page the 

main product identification is a graphic element. The 

Figure 13-17 Premium level Web page (corporate). © / 996 Web Design and HTML, New Benefits, Incorporated, 
Marilyn Forest-Dott, designer 

(Continued) 
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menu hyperlinks are arranged in a bulleted list. Reg¬ 

ular body copy has a basefont value of +2 and a 

color of black with a hex value of #000000 or cor¬ 

porate blue with a hex value of #152C74. The un¬ 

derlined, active link is a bright blue color with a hex 

value of #0000FF and denotes a link that has not 

been visited. Visited links will become purple with a 

hex value of #3F007F. Section paragraphs have initial 

caps and keywords displayed in red with a hex 

value of #C91Fl6. Section and subsection headers are 

a font value of +5 and in the same corporate blue 

color as the sidebar. The headers on the forms are 

the corporate blue color with red keywords to iden¬ 

tify the target audience or to emphasize the product 

name. The basefont value is +2 with fields available 

to enter user information. 

Figure 13-17 Continued. Premium level Web page (corporate).©/996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 

(Continued) 
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Netscape: COAST TO COAST UISION PLAN 

Coast to Coast offers two plan 
options: 

1 Our Discount Program provides savings of 
20% to 60% off the normal retail price of 
eyewear at participating optical providers. 
There are no forms to fill out, claims to file 
or waiting periods. All frames, lenses, and 
specialty items such as tints, scratch-resistant 
coatings and ultra violet protection are 
available. There is no limit on eyewear 
selection or the number of times a member 
and their family may use this benefit during 
the membership year. Discounts on eye 
exams and eye surgery are also available in 

£ 

3 

Figure 13-17 Continued. Premium level Web page (corporate).©/996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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Organizations & Businesses 

Coast To Coast Vision Plan has been 

successfully implemented by a wide variety of 
organizations throughout the United States, 
including insurance companies, unions, 
governmental bodies, associations, major 
corporations, HMO's and network marketing 
firms. They all share a common goal: to improve 
the health and vision care of their employees and 
members. 

So why are so many decision makers selecting 

Coast To Coast Vision Plan over the competition? 

Netscape: COAST TO COAST UISION PLAN 

ft 

Figure 13-17 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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Netscape: COAST TO COAST UISION PLAN 

CTC's Distinguishing Features 

CTC extends a 30 day unconditional 
warranty on all products. If for any reason 
a member is unhappy with a purchase, the 
merchandise can be returned within 30 
days for a full refund or exchange — no 
questions asked. 

CTC guarantees members the lowest price 
on eyeglasses purchased from a network 
provider for 30 days or CTC will refund 
the difference. 
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Figure 13-17 Continued. Premium level Web page (corporate). ©/996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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Netscape: COAST TO COAST UISION PLAN 

Administrative Capabilities 

Coast To Coast Vision Plan is flexible 

administratively and has the capability of: 

• Processing bank drafts and credit card sales 
• Electronic data transfer 
• List billing 
• Paying commissions 
• Mailing member fulfillment kits, including an 

explanation of benefits 
• Producing 30 millimeter customized plastic 

membership cards complete with your 
organization's logo. 

• Round-the-clock referral system for 24 hour 
access to locating providers 
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Figure 13-17 Continued. Premium level Web page (corporate). ©/ 996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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e: COAST TO COAST UISION PLAN 

• Sales Opportunities 

• Provider Opportunities 

Our mission is to change the way America 

looks at eyewear and eye care. 

W ould you like more information?... 

• Becoming a Coast To Coast Member 

• Coast To Coast Vision Plan History & 
Leadership 

• How Your Business or Organization Can 
Benefit with Coast To Coast Vision Plan 

Figure 13-17 Continued. Premium level Web page (corporate). ©1996 Web Design and HTML, New Benefts, 

Incorporated, Marilyn Forest-Dott, designer 

(Continued) 



Netscape: COAST TO COAST UISION PLflN-CQMPHNV HISTORY & LERDERSHIP 

Company History and 
Leadership 
Joel Ray, CEO and founder of Coast To 

Coast Vision Plan, was given an early 
start in the vision industry coming up in his 
family optical business in the 1950s. Upon 
graduation from the University of Texas in 
1974, Mr. Ray went to work for Associated 
Optical and in 1984 became Chairman and 
CEO. 

In 1986 Mr. Ray formed Total Ophthalmic 

Professional (TOP) Network to help his 
customers, independent QphthalniQlos.istSj— 

Document: Done. 

Figure 13-17 Continued. Premium level Web page (corporate).©/ 996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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Figure 13-17 Continued. Premium level Web page (corporate). ©1996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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J! Netscape: COAST TO COAST IIISION 
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PLAN-BAOKEA INQU1BY FOAM 

To be contacted with more information on 
becoming an Independent Broker for 

Coast To Coast Vision Plan 
fill out the following : 

First Name: 

Last Name: ~ 

Title: | 

Company or Organization: 

i : ;- 
Street Address: [ 

Additional Address: ~ 

City: 

E-Mail Address: 
Document: Done. 

Figure 13-17 Continued. Premium level Web page (corporate). ©1996 Web Design and HTML, New Benefits, 

Incorporated, Marilyn Forest-Dott, designer 
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Figure 13-18 is an example of a corporate In¬ 
tranet solution. The navigation is a basic hierarchical 
structure. The Welcome page displays a background 
graphic overlaid with individual images contained 
within a table grid structure. The graphic menu type 
is hyperlinked to the other content pages. The user 
can choose which section to move to gain more in¬ 
formation about the different services. 

The background is white with a gray bar with 
logo identification on the left. The white portion of 
the background is used to hold the text content. The 
graphic typeface is Letraset Radiant Bold Condensed. 
“Welcome to the CSC” is 32-point with the “W” and 
“CSC” in 68-point. “Computing Support Center” is 
60-point. Macintosh/Windows/General Information is 
40-point. This convention is used throughout the 

Figure 13-18 Premium level Web page (corporate). ©/ 996 Web Design and HTML, created by Darren Dittrich for 
ARCO Exploration and Production Technology 

(Continued) 
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site, supported by HTML type. The background 

color is specified as white with a hex value of 

#FFFFFF. The body text color is black with a hex 

value of #000000. The hyperlink is #C50E0E, the ac¬ 

tive link is #FF3300, and the visited link is black with 

a hex value of #000000. 

The sidebar is used for corporate identification 

on the main pages and as an icon display relating to 

the body text on the right in secondary information 

pages. The body text size is a defauld of 3 with a +1 

for icon date identifiers. This Web site uses a visible 

counter that is linked to a small server application to 

tally the number of visits, as well as reflecting the vis¬ 

itors’ domain name and the browser being used. 

Figure 13-18 Continued. Premium level Web page (corporate). ©1996 Web Design and HTML, created by Darren 

Dittrich forARCO Exploration and Production Technology 
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Figure 13-18 Continued. Premium level Web page (corporate).©/996 Web Design and HTML, created by Darren 

Dittrich forARCO Exploration and Production Technology 
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Figure 13-18 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Darren 

Dittrich forARCO Exploration and Production Technology 
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Current Areas of Research 

Iomega JAZ Drive 
| Apple PCI 586/Pentium PC Card (Gaucho/Grand Illusion) 
I Canvas 5.0 

Current Shipping Versions 
of popularly used software products 
Microsoft Office 4.2.1a, including: 
MS Word 6.0.1 
MS Excel 5.0a 
MS PowerPoint 4.0 
NOW Up-To-Date 3,5 
NOW Utilities 5.0.2 
FileMaker Pro 3.0v2 
ClarisWorks 4,0v4 
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Figure 13-18 Continued. Premium level Web page (corporate). ©1996 Web Design and HTML, created by Darren 

Dittrich forARCO Exploration and Production Technology 
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□ Netscape: Mac Road Warrior Page 

n rnk Ere ocj> 

Location: 

What/s Now? What's Cool? | Destinations Net Search People Software 

AEFT Dial-in Options 

There are several ways to dial-in to ARCO network, each with specific 
pros and cons. More often than not, AppleTalk Remote Access (ARA) 
is the access means of choice, because it often provides the greatest 

flexibility and ease-of-use. ARA allows any remote connected 
Macintosh to perform all the functions an on-campus Mac can, albeit at 

a slower speed. 

With ARA, you can: 
read your email, 
print to any printer, 
connect to file servers such as CSC Share, 
or perform any other function you normally could in the office, 

AEPT has already purchased enough licenses of the ARA Client v2.01 
| software to cover our Macintosh users, so you won't need to buy any 

additional software. To get ARA installed on your Mac, contact the CSC 

or your dedicated engineer. 

AEFT ARA Dial-in Number Listing 

ARA 14.4 509-3223 

ARA 28,8 509-6086 

Toll-free ARA 14.4 800-995-5993 

There are other dial-in options in addition to ARA. 
For those primarily needing Telnet, or X Windows connections to 
UNIX workstations, the Point-to-Point Protocal (PPP) dial-in using the 
Cisco ComServer may provide some added performance at the expense 

of not being able to use AppleTalk-based programs such as MS Mail. 

FreePPP is the recommended freeware solution to get started using 

PPP. The current version 1.0.5, is available on CSC Share in New 

Arrivals. 
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Figure 13-18 Continued. Premium level Web page (corporate). ©/ 996 Web Design and HTML, created by Darren 
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□ Netscape: CSC PC Page Hi 
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Figure 13-18 Continued. Premium level Web page (corporate).©/ 996 Web Design and HTML, created by Darren 
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Netscape: General CSC Information 
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Location: 

What 's New? What's Cool? Destinations Net Search People Software 

Hov do you contact the CSC? 

You can contact the CSC at our main number, x6700. An engineer is always on duty to answer calls 
between 7:30am and 5:00pm Monday through Thursday, and 7:45am and 4:30pm on Friday. In 
addition id the centralised help desk, the CSC has support staff located in several locations on the AEPT 
campus. If you are in RRTS, ERTS, or PRTS, a dedicated engineer is situated in your area and will 
likely be your best first contact: 

Reservoir Chuck Mitchell 6491 PRC-E1251 

Exploration Rob Gorman 6828 PRC-D2435 

Production Kevin Parks 6565 PRC-D1150 

If you cannot reach your dedicated engineer, feel free to leave them a phonemail, or call the CSC at x6700 
for immediate assistance. The CSC may be able handle your problem, schedule a software/hardware 
installation, or if necessary, page your dedicated engineer. 

Where is the CSC located? 

The centralized CSC Help Desk is located on the 5 th floor of the C Building. 
Room C 5613 is situated roughly in the middle of the floor. 

If you need assistance, or just want to talk face-to-face to a support engineer, feel free to drop by. 
Depending on the call load at the time you walk in, you may need to wait for someone to get free. As a 
result, it's often best lo call ahead and schedule time with an engineer, especially when you're trying to 
solve a complex problem. 
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Figure 13-18 Continued. Premium level Web page (corporate). ©/996 Web Design and HTML, created by Darren 
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Figure 13-18 Continued. Premium level Web page (corporate).© / 996 Web Design and HTML, created by Darren 

Dittrich forARCO Exploration and Production Technology 
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Netscape: CSC Feedback iaa 
<> 
Back 

qc£> 

Forward 
m 

Home Reload 

n 
Images 

mi 
Open Print Find Stop 

jg 
Location: 

What's New? What's Cool? Destinations Net Search People Software 

We'd like to hear from you... 

Currently, the CSC Web Server is in a period of rapid, change. More information will be added in the 
coming weeks to make the CSC Web Server a more comprehensive computing support information 
system. We appreciate your patience. 

As always, we're on the lookout for new ideas to incorporate into CSC Web. If you see something that 
needs to be updated, changed, or improved, please let us know! 

§| ? 

Figure 13-18 Continued. Premium level Web page (corporate). © / 996 Web Design and HTML, created by Darren 
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Further research For additional research 

Created Web pages must be set up on an internal 

company server or handed off to an Internet Ser¬ 

vice Provider (ISP). The first requires a knowledge of 

server administration with some programming back¬ 

ground. The second requires organized files, a des¬ 

ignated homepage, (these two items should be done 

up front to cut down on the editing process), and 

tests to make sure that pages work correctly. When 

testing, make sure the test is done on more than 

one operating system. The ISP will provide assis¬ 

tance by giving their parameters to the designer. 

Remember that Web designing never stops. The 

designer msut change the information frequently, in 

some cases every month, to keep the user coming 

back to the site. And, the Web site needs supportive 

advertising in othere media such as brochures, radio, 

and TV, to let users know the location of the organi¬ 

zation’s Web site. It is best to incorporate the Web 

site into the organizations communication. 

Keep a well-balanced design approach by continuing 

research into some suggested sources: 

Castro, Elizabeth, HTML for the World Wide Web, 

Peachpit Press, 1996. 

Fahey, Mary Jo, Web Publisher’s Design Guide, Cori¬ 

olis Group Books, 1995. 

Niederst, Jenniver, Designing for the Web, Cam¬ 

bridge: O’Reilley and Associates, Inc., 1996. 

Siegel, David, Creating Killer Interactive Web Sites, 

Indianapolis, IN: Hayden Books, 1996. 

Taylor, Dave, MacWorld Creating Cool Web Pages 

with HTML, IDG Books, 1995. 

Weinman, Linda, Deconstructing Web Graphics, New 

Riders Publishing, 1996. 
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Abbreviations 

Abbreviations (abr.) are used in both spoken and writ¬ 

ten language and are common in all publications. They 

offer practical solutions to tight copyfitting dilemmas. 

Abbreviations include shortened words, acronyms, 

and selected letters and appear in several forms: 

• With or without capital letters. 

• With or without periods. 

• With spacebars (occasionally, when the abbrevia¬ 

tion includes periods). 

• In small caps. 

Some abbreviations are symbols. The key position 

sheet gives the location of these on the keyboard. For 

Macintosh computers, all symbols are available in every 

type font so that the font will not need to be changed. 

Presently, the personal computer requires a numerical 

code or switching to another typeface. 

Some abbreviations have three or more acceptable 

variations. The lists that follow show the preferred 

forms of commonly abbreviated words. They can be 

used as guidelines for decisions about abbreviations. 

Once a writer or designer selects a particular form of an 

abbreviation, it should be used consistently throughout 

the document. 
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Common abbreviations 

It is absolutely necessary to use correct abbreviations for 

mail pieces so that the address can be located and the 

mail delivered in a timely manner. 

States and countries 

Alabama AL 

Alaska AK 

American Samoa AS 
Arizona AZ 

Arkansas AR 

California CA 

Canada CAN 

Colorado CO 

Connecticut CT 
Delaware DE 
District of Columbia DC 

Federated States of Micronesia FM 
Florida FL 
Georgia GA 
Guam GU 
Hawaii HI 
Idaho ID 
Illinois IL 
Indiana IN 
Iowa IA 
Kansas KS 
Kentucky KY 
Louisiana LA 
Maine ME 
Marshall Islands MH 
Maryland MD 
Massachusetts MA 
Mexico MX 
Michigan MI 
Minnesota MN 
Mississippi MS 
Missouri MO 
Montana MT 
Nebraska NE 
Nevada NY 
New Hampshire NH 
New Jersey NJ 
New Mexico NM 
New York NY 
North Carolina NC 
North Dakota ND 
Northern Mariana Islands MP 
Ohio OH 
Oklahoma OK 

Oregon OR 

Palau PW 

Pennsylvania PA 

Puerto Rico PR 

Rhode Island RI 

South Carolina SC 

South Dakota SD 

Tennessee TN 

Texas TX 

Utah UT 

Vermont VT 

Virgin Islands VI 

Virginia VA 

Washington WA 

West Virginia wv 
Wisconsin WI 

Wyoming WY 

Street addresses 

The U.S. postal service prefers that street addresses be 

written out completely, but for business communica¬ 

tions pieces or addresses, the design may require an ab- 

breviation. The names of the streets are never 

abbreviated, but it is acceptable to abbreviate the com- 

mon parts of the address. 

Avenue Ave. 
Building Bldg. 
Circle Cir. 
Court Ct. 
Drive Dr. 
Lane Ln. 
Road Rd. 
Parkway Pkwy. 
Place PL 
Post Office Box PO Box 
Rural Route RR 
Room Rm. 
Square Sq. 
Street St. 
Suite Ste. 

Company names 

Company names should be written out, but when too 

much space or the design gives the copy an awkward 

look, the following abbreviations are acceptable: 
Associates Assoc. 
Company Co. 
Corporation Corp. 
Incorporated Inc. 
Limited Ltd. 
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Calendars and clocks Measurements 

Months Inch in. 
January Jan. Pica P 
February Feb. Point P 
March Mar. Page number Pg- 
April Apr. Price per 1000 M 
May May Foot ft. 
June June Yard yd. 
July July Mile mi. 
August Aug. Square (inches/feet/miles) in2/ft2/mi2 
September Sept. Cubic (inches/feet/miles) in3/ft3/mi3 
October Oct. Weights 
November Nov. Adding a period to the end of an abbreviation is op¬ 
December Dec. tional. Recipes usually leave them off unless they are 
Weekdays mentioned within text. 
Sunday Sun. Ounce oz. 
Monday Mon. Pound lb. 
Tuesday Tues. Pint pt. 
Wednesday Wed. Quart qt. 

Thursday Thurs. Gallon gal. 

Friday Fri. Teaspoon tsp. 

Saturday Sat. Tablespoon T. 

Time Cup C. 

Midnight to noon a.m. Currency 

Noon to midnight p.m. Dollar $ or dol 

Noon m. Cent <t ore 

Midnight p.m. Cents <t or ct 

Year yu 
Month mo. Directions 
Day d. 

Hour h. Directions use the first letter of each word in all capitals 
Minute min. without periods. Examples are N, NW, or NE. 
Second s. 
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Mathematical conversions 

Inches (fractions to decimals) 

7/8 = .125 

1/4 = .25 

3/8 = .375 
1/2 = .5 

5/8 = .625 

3/4 = .75 

7/8 = .875 
1 = 1 

Picas and points (picas to decimal inches) 

6 points = .083 

1 pica = .17 

2 picas = .34 

3 picas = .50 

4 picas = .67 

5 picas = .83 

6 picas = 1 

For additional research 

The Chicago Manual of Style, Chicago: The University of 

Chicago Press, 1993- 

U.S. Government, Style Manual, Washington, DC: Unit¬ 

ed States Government Printing Office, 1984. 



Glossary 

Some glossary terms are adapted from the following 
books: 

Adams, J. Michael, Printing Technology, ed., Albany: 

Delmar Publishers, 1996. 

Cost, Frank, Pocket Guide to Digital Printing, ed., Al¬ 

bany: Delmar Publishers, 1997. 

Landa, Robin, Graphic Design Solutions, ed., Albany: 

Delmar Publishers, 1996 

AA (author’s alterations): changes or additions to the 

copy by the client during the design production 

stages. 

addressability: output dpi addressing the lpi needs. 

alignment: visual connections made between and 

among elements, shapes, and objects when their 

edges or axis line up with one another. 

analog: any image or video format that does not use 

digital units of information. An analog color proof 

matches the printing press format. 

analysis: part of research that includes how, what, 

when, where, and why the publication is read. 

ascenders: the part of lowercase letters, b, d, f, h, k, 1, 

and t, that rises above the x-height. 

asymmetry: the arrangement of dissimilar or unequal 

elements of equal weight on a page. 

back: an even-numbered page. 

balance: an equal distribution of weight. 

ballot boxes (check boxes): a square that allows fre¬ 

quently used predetermined answers to be cho¬ 

sen. 

baseline: the horizontal edge of capital letters and low¬ 

ercase letters (excluding descenders). 

binary (1 bit) file: an image consisting of areas of either 

black or white, with no intermediate values. On 

film, a binary image consists of areas of low or 

high density with no intermediate values. Film neg¬ 

atives or positives used in platemaking for lithog¬ 

raphy are binary images. Digital binary images are 

made up of pixels represented by single bits. 

bindery: the finishing operation that holds a complete 

set of pages together. 

black and white: refers to printing in black ink on any 

color of paper. 

bleed: tint or photographs printing to the edge of the 

final sheet size requiring the image on the file to 

extend 1/8" beyond the page size. 

443 
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body copy (the text, the narrative): paragraphs provid¬ 

ing the information or advertising concept. 

book trim: a trim given to three sides of a book after 

collating and bindeiy, resulting in smooth edges. 

bullets: dots that fall in the center of the cap height of a 

font; used to lead the eye to a listing of information 

or choices. 

by-line: the author’s credit line. 

calibrating: adjusting the quality of an image to match 

standards. 

cap height: the height of the capitals, measured in 

points. 

capitals (uppercase): the larger set of letters. 

caption (cutline): description for drawing or photo¬ 

graph. 

character: a letterform, number, punctuation mark, or 

any single unit in a font. 

clipping: the image or text appears cut off at the edges. 

CMYK (four-color process): the set of four colors (cyan, 

magenta, yellow, black) that all printing presses 

and copiers use to create the illusion of a broad 

spectrum of colors. 

coated paper: paper with an added layer of pigment 

bonded to the original paper fiber surface to 

smooth the surface. 

collating: finishing operation in which individual print¬ 

ed sheets are assembled into the con'ect sequence. 

color guides: samples of printed ink that show the true 

color of each ink; used to control accurate com¬ 

munications of color specified. 

columns: one or more grids used for paragraphs of 

text. 

comp or comprehensive: a detailed representation of a 

design. 

continuous shade/tone: hundreds of shades of gray or 

color. 

contrast: noticeable difference between page element 

specifications in tone and color. 

creep: when the edge of the folded sheet does not 

align flush; instead, each sheet shifts further away 

from the edge of the outside folded sheets. 

critique: an assessment or evaluation of work. 

cropping: cutting an element so that the entire element 

is not seen. 

custom image: a four- to eight-hour design with a logo 

and one ink color. 

descender: the part of lowercase letters g, j, p, q, and y, 

that falls below the baseline. 

design: the arrangement of parts into a coherent whole. 

designer: anyone handling a printed publication 

through the prepress stage. 

device independent: an output device with multiple 

resolutions. 

device specific: an output device with one resolution. 

die cutting: cutting a shape from printed sheets; per¬ 

formed during the press run or as a finishing 

operation. 

digital: images or information that is recorded as either 

a plus or minus. 

direct-to-plate: a file passed directly to the printing plate 

without an intermediate negative or original. 

display faces: type usually used as headings; type over 

12 points in size. 

dpi (dots per inch): the input resolution native to print¬ 

ing presses and output devices to prepare its out¬ 

put. 

draw down: scrapping a thin layer of ink across a sam¬ 

ple sheet of paper. 

DTP (desktop publishing): refers to all phases of pro¬ 

ducing a publication from the idea stage until it is 

handed or electronically sent to the printing 

company. 

dummy: blank sheets of paper folded in the same man¬ 

ner as the final job and marked with page numbers 

and heads; when unfolded, can be used to show 

page and copy positions during paste-up or impo¬ 

sition. 

duotone: two images of one photo, creating additional 

shades and detail in the printed photograph not at¬ 

tainable with one. 

duplicator: any offset lithographic machine that makes 

copies and can feed a maximum sheet size of 11" 

x 17". 

dye sublimation (thermal dye diffusion printing): an 

output device creating a copy when heat transfers 

colored dye (usually four-process colors) from a 

ribbon-like roll to the paper. 

electronic distribution: file transfer on a network. 

em: a measurement specific to a type size equaling the 

size of the letter “m.” 

embossing: finishing operation that produces a relief 

image by pressing paper between special dies. 

emphasis: the idea that some things are more important 

than other things and that important things should 

stand out and be noticed. 

en: a measurement specific to a type size equaling the 

size of the letter “n” (half of an “m”). 
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EPS (Encapsulated PostScript): a file that has been 

translated from its screen version to a binary 

image. An EPS file is resolution independent. 

eye pattern: the “flow” that the viewer’s eyes follow as 
the copy is read. 

fifth-channel color: a high-fidelity color. 

file: a grouping of data produced in a software package. 

film negative: a plastic-like sheet showing the image 

for each ink color as transparent and the non¬ 

image areas as an opaque black; the highest qual¬ 

ity intermediate available for printing. 

finishing cut: the paper cutting that is done after the 

printing is completed. 

first line indents: shift text in the first line. 

fixed space: a non-variable space that cannot be affect¬ 

ed by any spacing change when the computer au¬ 

tomatically justifies a line of copy. 

flat sheet: a piece of paper that looks like single sheets 

in a package. 

flush left: only the left margin is straight. 

fold lines: dotted lines located outside the sheet area 

that indicate where the finished copies are to be 
folded. 

folio line: newspaper term for header and footer con¬ 

taining the page number and nameplate. 

format: the grid system or other design look used 

throughout a publication. 

front: an odd-numbered page. 

functional: a term used when a publication imparts data 

for work flow. 

ganging: printing several designs on one sheet of 

paper. 

GIFF (Gathered Information File Format): format for 

building and designing web pages. 

grain: the direction in which the majority of paper 

fibers follow. Folds and presses work “with the 

grain.” 

grid: a layout device used to achieve unity; a subdivi¬ 

sion of a format into fixed horizontal and vertical 

divisions, columns, margins, and spaces, that es¬ 

tablishes a framework for the organization of 

space, type, and visuals in a design. 

gripper margin: unprintable area where the paper is 

held by mechanical fingers that pull the sheet 

through the printing unit of the press. 

halftone: a continuous tone photo after it has been 

scanned and broken into dots or pixels. 

hanging indents: do not move the first line of text but 

shift over the remaining lines following the first. 

header or footer: any repetitive information placed at 

the top or bottom of a page that helps the reader 

reference pages. Does not fall inside text block 

area and has different type specifications. 

heading (on charts): the names of the columns. 

headline (head, the line): the main verbal message in an 

advertisement (although it literally refers to lines 

that appear at the head of a page). 

hickey: a small piece of lint or paper dust that transfers 

back to the ink roller and is then distributed to 
the imaging blanket. 

image resolution: the amount of information that is 

stored about a specific image that allows the dots 
to record the details of that image. 

imagesetter: a high-end process that translates type and 

images onto film or paper at higher dpi than is 

available with laser printers. Imagesetters can pro¬ 

duce type and images with dots that are invisible to 
the naked eye. 

imposition: placement of images in position so they 

will be in desired location after folding and collat¬ 
ing. 

initialmark: a unique layout of the initials of a company 

or person. 

ink absorption: the amount of ink that will soak into a 

particular kind of paper. 

inside pages: two pages that are visible at the same 

time when a document is opened. 

job ticket (work order): the control sheet to identify 

the location and progress of a particular publica¬ 

tion at the printing company. 

jumpline: the information that tells the reader where to 

find the rest of a particular article. 

justify: both margins straight. 

kerning: decreasing or increasing letterspacing between 

two letters to visually change the look of the white 

space between different letter combinations. 

kicker: a line that appears before the headline, set 

smaller and used to lead the reader into the head¬ 

line. 

laid: a texture; a reproduction of a handmade paper 

with a classic look. 

laminated: adding a plastic sheet over the printed piece. 

landscape: a horizontal design. 

laser printer: an output device using the same electro¬ 

static process as a copier but with an exact imaging 

capacity of a laser light source, directly from the 

file, increasing the quality to a first generation 

image. 
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leader dots: a series of dots used to help the reader get 

from copy on the left to small pieces of copy on 

the right. Used for tables of contents, programs, 

menus, and statistical information. 

leading: the name is derived from the days of metal 

typesetting when strips of lead of varying thickness 

(measured in points) used to increase space be¬ 

tween the lines; line spacing or interline spacing. 

legibility: type that can be seen well enough to be read. 

letterspacing: the space between letters. 

letterwidth: the horizontal proportion changes to a 

letter. 

ligatures: keystrokes that give two letters instead of 

one. 

line art: any image formed by lines. 

line length: the width of a body of type or its layout 

space, measured in picas. 

live area: the area on a page that is designated for the 

text of long documents. 

logo (trademark): an identifying mark for a product, 

service, or organization. 

lowercase: the smaller set of letters. The name is de¬ 

rived from the days of metal typesetting when 

these letters were stored in the lower case. 

Ipi (Lines per inch): the number of dots per inch that 

will print to a specific printing press for pho¬ 

tographs and tints (100 lpi, 120 lpi, and so on). 

mailer: a designated area on a printed piece following 

United States Postal Regulation; a self-mailer on 

advertising, news, and product publications. 

margins: the area on a page designated as a non-image 

area to match specifications of the printer, data 

entry, grid design, and bindery operations. 

master pages: one or more page templates that contain 

margins, columns, guidelines, and repetitive words 

or images used for a particular set of pages. 

metallic inks: inks that give the appearance that the 

color is printed on a metal rather than a paper sur¬ 

face. 

nameplate: the wordmark for a news publication. 

numbering: a finishing operation adding sequential 

numbers. 

offset press: press design in which an image is trans¬ 

ferred from a plate to a rubber blanket that moves 

the image to the press sheet; offset principle allows 

plate to be right reading and generally gives a bet¬ 

ter quality image than do direct transfers. 

on-demand printing: standard level design files or 

copies released directly to a high volume copier or 

printing press with “as-you-wait.” 

opacity (show through): a paper term used to identify 

how much of the ink on one side of a sheet can be 

seen on the other side. 

optical center: on a grid, the third block down from the 

top, where the audience first looks. 

original: a first generation file or image. 

orphan: first line of a paragraph sits alone on a page or 

in a column. 

output device: any device used to send a file that pro¬ 

duces a positive or negative translation of the file 

information. 

overprinting: layering one image on top of another. 

PA (Publisher’s alterations): any copy errors noted by 

the author or proofreader that are not accurate to 

the original text or author’s instructions. 

padding: simplest form of adhesive binding and an in¬ 

expensive way of gluing individual sheets togeth¬ 

er to form notepads. 

page elements: any block of copy, art, or photographs 

that assemble together to form a publication. 

paper house: a company whose purpose is to offer a 

variety of paper from a variety of paper manufac¬ 

turers. 

paper manufacturers: a company whose purpose is 

manufacturing a particular brand and type of 

paper. 

paragraph: any set of copy that is completed with a re¬ 

turn. 

parent size (basic size): the original manufactured size 

of each type of paper (bond, book, text, index, 

and so on), which matched its original common 

use. 

PDF/PDX (Portable Document Format): drivers to read 

files independent of their software . 

perforating: finishing operation in which slits are cut 

into a printed sheet so a portion can be torn away. 

photos: usually refers to any photograph, intones and 

dots, or pixels. 

Pi fonts: symbol fonts without an alphabet, but key¬ 

strokes an image or symbols. 

pica: a measurement equal to approximately 1/6 of an 
inch. 

PICT: a standard Apple file format. 

point: a measurement equal to approximately 1/72 of 
an inch. 

POP (point of purchase): a term for advertising publi¬ 

cation that are positioned at the presentation of a 
product. 
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portfolio: a body of work used by the graphic design 
profession as the measure of one’s professional 
ability. 

portrait: a vertical design shape. 

posterization: high-contrast photographs creating an ef¬ 
fect rather than showing details using two, three, or 
four layers in different ink colors. 

PostScript: graphics language marketed by Adobe Cor¬ 
poration that is now a de facto industry standard 
for page description. 

preflighting: preparing a finished file and its parts for a 
specific output device and printing process. 

prepress cut: a paper cut that is made before the sheet 
is run through the printing press, either by the 
paper house or printing company. 

premium image: design time controlled only by budget; 
logo produces in multiple colors or with embossing. 

printing process: the process used to produce multiple 
copies of an original image. 

proofing: testing the quality of the image by a process 
that closely matches the colors of ink and images. 

pull quote: a sentence or part of a sentence that is reset 
in large type and leading and placed in the copy 
for interest and contrast. 

punch (drill): a finishing operation adding holes for 
binding; can be drilled or punched depending on 
the shape of the hole. 

rag: a paper term used when cotton fibers are added to 
paper manufacturing. 

raster file: a scanned image. 

readability: type that can be comprehended by the 
reader because it is typographically easy to follow. 

register: the exact positioning of two or more colors on 
a sheet aligned within the size of a printable dot. 
Spoken as “in register.” 

register marks: targets located outside the final sheet 
size identifying the exact alignment of each color. 

resolution: used to describe the size of dots creating 
smoothness of the edges of computer image out¬ 
put. 

reverse: layering white type or line art over a photo, tint, 
or solid color. 

RGB (red, green, blue): the set of colors that any mon¬ 
itor (TV or computer) uses to create the illusion of 
a broad spectrum of colors. 

roughs: exact size sketches that are larger and more 
refined than thumbnail sketches and show the 
basic elements in a design. 

saddle stitch: a bindery operation that adds wire staples 
to the center of a magazine or booklet. 

sans serif: letterform design without serifs. 

scanning: converting a flat sheet of type or image to dig¬ 
ital information. 

scholar’s column: a column without body text. 

scoring: finishing operation that creases paper so it can 
be folded easily. 

screen image: type or images created by lines. 

secondary leading: additional white space before a sub¬ 
head or paragraph to separate it from the other 
copy. 

serif: ending strokes of characters. 

service bureau: a graphic arts industry that converts 
files to imagesetter negatives or paper proofs. 

sheet size: the size of paper as it runs through the print¬ 
ing press. 

shells: files set up to insert specific information. 

signature imposition: process of passing a single sheet 
through the press and then folding and trimming it 
to form a portion of a book or magazine. 

small caps: capital letters that appear in the size of low¬ 
ercase letters but proportionally in the shape of 
true capitals. 

spiral binding: a bindery operation using a wire or plas¬ 
tic binder that wraps into a line of small holes cre¬ 
ating a booklet of several pieces of paper. 

spot color: printed color other than black, but not one 
of the three process colors (cyan, magenta, or yel¬ 
low). In traditional printing, this may be a PAN¬ 
TONE color. In digital printing, it often refers to the 
second color in a two-color system. 

standard design: a fifteen-minute to one-hour design 
printed in black or a standard color ink. 

style palette: a listing of tag names linked to type spec¬ 
ifications reused in another area of the publication 
or another publication. 

subhead: any level of head that falls below the headline 
or title, usually within the text. 

swipe file: an inventory of printed samples that the col¬ 
lector determines contains at least one outstanding 
or trendy design or printing and bindeiy tech¬ 
niques. 

symbol: a sign or a simple, elemental visual, that stands 
for or represents another thing. 

symmetry: the balanced arrangement of similar or iden¬ 
tical elements so that they are evenly distributed on 
either side of an imagery vertical axis, like a mirror 
image. 
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table of contents: a text document or publication page 

element necessary when the publication is com¬ 

plex and the reader needs a listing and page num¬ 

bers of the information covered in the publication. 

template: a file saved with reusable file information for 

future similar publications. 

text type: type used for paragraphs of copy in sizes 

commonly 11 or less, but no smaller than 6. 

thermography: a finishing technique using raised letters 

on the paper. 

thumbnail sketches: preliminary, small, quick, rough 

designs or drawings of ideas. 

TIFF: (Tagged Image File Format). A de facto standard 

format for raster images. TIFF supports binary, 

gray scale, RCA, and CMYK images. A TIFF file is 

resolution independent and any tints remain at 

that resolution setting. 

title: a text document page element used for the name 

of an article or chapter title. 

trapping: overlapping the edges where one color of 

ink fits against another avoiding areas that show 

breaks between the two colors. Necessary to com¬ 

pensate for slight variations in paper and printing. 

trim lines: 1-shaped marks that appear at the corners of 

a layout marking the location of the final size of the 

publication to the printing and finishing depart¬ 

ment. 

type family: several font designs contributing a range of 

style variations based upon a single typeface de¬ 

sign. Most type families include at least a light, 

medium, and bold weight, each with its italics. 

type font: a complete set of letterforms, numbers, and 

signs, in a particular face and style, that is required 

for written communication. In metal type, every 

available size of this set of characters is a separate 

font of type. 

type specification: information that appears in format¬ 

ting windows of the software that changes the ap¬ 

pearance of type. 

type specimen sheet: a sample set of a typeface; used 

by designers to accurately choose an appropriate 

face for a particular publication. 

type style: the modifications in a typeface that create de¬ 

sign variety while retaining the essential visual 

character of the face. These include variations in 

weight (light, medium, bold), width (condensed, 

regular, extended), and angle (Roman or upright, 

and italic, and oblique), as well as elaboration on 

the basic form (outline, shaded, decorated). 

typeface: the design of a single set of letterforms, nu¬ 

merals, and signs unified by consistent visual 

properties. These properties create the essential 

character, which remains recognizable even if the 

face is modified by design. 

typographic marks: proofreading marks that include 

marks for correction of type specifications and 

spelling. 

U & lc (upper and lowercase letters): a written and ver¬ 

bal term used to indicate standard capitalization 

in the specifications for a page element. 

uppercase: the larger set of letters or capitals. The name 

is derived from the days of metal typesetting when 

these letters were stored in the upper case. 

varnish: a finishing operation added during the printing 

process placing varnish in one of the ink foun¬ 

tains; changing the finish on the sheet or specific 

sections of the sheet to a glossy or matte finish. 

vector-images: images that the computer produces from 

information that tells it the location of two points 

and any bezier curve between them. 

vignette: an adjustment to the edges of a photograph 

that eliminates the hard edges. 

visual hierarchy: arranging elements according to em¬ 

phasis. 

watermark: an impression made into paper during 

manufacturing that is visible when the sheet is 

held up to light. The term is sometimes used when 

a 5% tint is applied to an image and it is placed on 

the lowest layer. 

web press: a printing press that uses a roll of paper at 

the loader end, prints the sheet, and then cuts it 

into flat sheets. 

widow: the last line of a paragraph sits alone on the 

next page or column; a single word on a line by it¬ 

self at the end of a paragraph. 

wordmark: a logo design that uses the company name 

in type in a unique way that is readable, but dis¬ 

tinguishes it visually. 

x-height: the height of a lowercase letter excluding as¬ 

cenders and descenders. 

4-up: refers to the number of times the same image 

needs to appear on a sheet for a savings in printing 

cost and applies to 2-up, 3-up, 8-up and so on. 
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A 
AA (author’s alterations), 56 
abbreviations, 439-441 
adding colors, 96, 111 

four-color process, 116 
paper color, 116-117 
spot, 111-115f 

adding shades, 96-98f 
boxes, 100-101f 
reverses, 103f, 103-104f 
ruled lines, 98-100f 
textures, 102f, 102-103 
tints, 104-106f 

addressability, 116, 138 
advertisements, 267 

custom level, 268 
design of, 267 
premium level, 268, 270f-271f 
production hints, 267 
standard level, 268-269f 

advertising packages, 9 
advertisements, 267-271 
audience for, 244-245f 
brochures, 288-299 
folded publication sections, 248- 

249f, 250 
invoice stuffers and mailers, 261-266 
menus, 300 
page elements, 244, 246f, 246-247 
panels and their folds, 250 
pocket folders, 281-287 
production hints, 251 

programs, 272-280 
proportional page sizes, 247f, 
247-248 
specialty items, 301-302 
table tents and place cards, 300 
t-shirts, 301 

alignment, 45-45f, 46 
analog, 143 
analysis, 4, 336-337 
announcement cards. See invitations 

and announcement cards 
annual reports, 230 

design of, 230-231 
premium level, 233-239f 
research for, 230 
sections of, 231-232f 

appointment cards, 191-191f 
art director, 15 
ascenders, 42 
asymmetry, 24 
audience, 9, 244-245f, 359 
awards, 192 

B 
back, 209 
ballot boxes, 344-345f 
baseline, 42 

shift in, 50-50f 
benchmark, 149 
bindery, 200-201, 203, 281-282 
bitmapping, 146 
blanket cylinder, 144 
bleed, 132 

bluelines, 143 
body text formatting: 

appropriate typeface, 78 
indents for breaking up text, 80, 
82-83f 
matching leading, 78f, 79 
readable size by line length, 78f, 

78-79 
secondary leadings for breaking up 
text, 82-83f 
subhead techniques, 79-81f 

bond paper, 125-125f, 127 
book: 

paper, 125-125f, 127-128 
trim, 215-215f 
Book of Etiquette (Vanderbilt), 184 

boxes, 100-101f 
bristol, 129 
brochures: 

custom level, 289, 294-296f 
premium level, 290, 297-299f 
standard level, 288-289, 291-293f 
type specifications, 288 

bullets, 86-87f 
business cards: 

custom level, 173f, 175 
fold-overs, 170-170f 
grids, 172 
margins, 171-171f 
premium level, 174f, 175 
specialty printing companies for, 172 
standard level, 172-173f, 175 
type specifications, 170 

business communication packages, 9 

449 
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appointment cards, 191 

business cards, 170-175 

composite, 182 

diplomas and awards, 192 

envelopes, 176-181 

invitations and announcement 

cards, 183-189 

letterhead, 165-169 

logos, 161-164 

name tags, 190 

page elements, 158-160 

specialty finishing techniques, 160 

tickets, 191 

by-line, 198, 306 

C 
calibration strips, I49f, 149-150 

call outs, 198 

cap height, 42 

capitals, 45 

captions, 198, 306 

carbonless bond, 127 

case, 45 

catalogs: 

additional page elements, 322 

custom level, 324, 326f-327f 

design of, 322-323f 

premium level, 324, 328f-329f 

standard level, 324-326f 

character, 26 

charts, 198 

chart titles and headings, 89-89f 

check boxes, 344-345f 

checklist, 138-139f 

choke, 115 

client-focus magazines, 330-331f 

clipping, 153 

CMYK: 

colors, 111, 150 

dye sublimation printer, 148 

files, 141 

coated paper, 128 

color: 

controls, 150, 152 

guide, 111 

paper, 122 

color-on-color, 117 

colors, see adding colors 

columns, 25, 203-204, 343-343f 

comb binding, 203 

comp (comprehensive), 182 

computer monitor size, 360 

continuous shade/tone, 108 

contrast, 97-98, 205, 314, 316 

control strips, I49f, 149-150 

conversions, mathematical, 442 

copyfitting, 309, 316 

copying, 146-I47f 

covers, 129 

creative director, 15 

creep, 215-215f 

critique, 13, 29-3If 

cropping, 109f, 109-110 

custom design level, 12f, 12-13 

custom leaders, 88f, 89 

cutline, 306 

cut size, 122 

D 
dashes, 53-55 

data management software, 347 

DCS files, 141 

descenders, 42 

design critique, 29-3If 

designer, 15 

design levels, 11 

custom, 12f, 12-13 

premium, 13f, 13-14 

showcase, 14-I4f 

standard, Ilf, 11-12 

design process: 

communication with service 

providers, 8 

file organization, 8 

job titles, 15 

levels of, 11-14 

preparation for, 6-7 

production, 7-8 

publication categories, 9-10 

research and analysis, 4-6 

sources for additional research, 16 

desktop publishing specialist, 15 

die cut, 33, 122, 130, 160, 281-281f 

digital, 143-144 

diplomas, 192-192f 

directories, 332-333f 

direct-to-laser proofs, 144 

direct-to-plate, 144 

display faces, 84-86f, 86 

chart titles and headings, 89-89f 

custom leaders set-up, 88f, 89 

leader dots 

within charts, 90-91f 

sublevels on, 89-89f 

multiple lines 

bullets and numbers, 87-87f 

number tabs set-up, 88 

single lines 

bullets, 86-87f 

numbers, 87-87f 

tab columns, 88-88f 

tabs only, 90-90f 

tabular section of display or text, 

86-86f 

tint blocks, 90-90f 

dpi (dots per inch), 153 

draw down, 116 

DTP (desktop publishing), 201 

dummy, 250-251 

dye sublimation, 148-I48f 

E 
editorial magazines, 330-330f 

electronic forms software, 347 

ellipse, 55 

em, 19, 53-53f, 54 

embossing, 33, 122, 281 

en, 19, 53-54 

envelopes, 130-131f, 176 

business reply, 177f, 177-178 

custom level, 178-180f 

premium level, 179, 181f 

standard level, 178-179f 

type specifications, 176-177 

eps (encapsulated PostScript), 141 

eye pattern, 25 

F 
fifth channel color, 116 
files, 8 

film negative, 104 

final file examination, 138, 140 

finishing cut, 122-123 

first line indents, 52 

fixed spaces, 52f, 52-53 

flex space, 53 

flush left, 46 

flyers, 252 

custom level, 255, 257f 

design of, 252 

premium level, 255, 258-260f 

quick production steps, 252-254 

standard level, 254, 256f 

fold lines, 248-249f, 250-251 

folio line, 307 

fonts, 140 

footers, 198-199 

forms, 10, 336 

custom level, 349, 351-353f 

design for filing and mailing, 344 

designing, 337-338 

inventory log, 348 

page segments, 338-339f, 340 

premium level, 349, 354-356f 

production hints, 348 

production software, 347 

research and analysis, 336-337 

sketches, 344 

specialty printing, 348 

standard level, 348, 350f 

type specifications, 347 

ULC arrangement, 340-342f, 343- 
346f 

four-color process, 111, 116 
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G 
ganging, 261 

GIFF (gathered information file 

format), 141, 366 

glossary, 443-448 

grain, 123 

graphic designer, 15 

graphic only logo, 162 

graphics plus type logo, 162 

grids, 6, 165-166, 172 

horizontal, 25-25f 

saving time with, 25 

vertical, 22-23f, 24-25 

gripper margin, 165 

gum and pressure-sensitive paper, 129 

H 
halftone, 108 

hanging indents, 52 

header or footer, 198-199, 360 

headings, 89-89f 

headlines, 307 

hickeys, 153 

hierarchical navigation, 364f, 365 

horizontal grids, 25-25f 

horizontal scale changes, 47-47f 

hot stamping, 281 

hyphen dash, 54 

image, 144 

imagesetters, 144 

imposition, 141 

indents, 46, 52-52f, 80, 82-83f 

index, 129 

initialmark, 161-162' 

ink absorption, 123 

introduction, 199 

invitations and announcement cards: 

custom level, 185, 187f 

paper and envelopes for, 184 

premium level, 185, 188f-189f 

specialty printing companies, 184 

standard level, 185-186f 

type specifications, 183-184 

invoice stuffers: 

custom level, 262, 264-265f 

margins, 26lf, 261-262 

production hints, 262 

standard level, 262-263f 

j 
job: 

ticket, 4-5f, 138 

titles, 15 

journals, 332-332f 

JPEG, 366 

jumpline, 307 
justify, 46 

K 
kerning, 48-48f 

manual, 5If, 51-52 

kickers, 307 

knockout, 103 

L 
laid, 128 

landscape, 183 

large press, 145-I45f 

laser printer, 144 

leader dots, 86-86f, 88-88f 

within charts, 90-91f 

copyfitting, 273 

sublevels on, 89-89f 

leading: 

auto and assigned, 46-47f 

measuring, 43-43f 

secondary, 47-47f 

letterhead: 

custom level, l67f, 169 

grids, 165-166 

margins, l65-l65f 

premium level, l68f, 169 

production hints, 166 
standard level, l66-l67f 

letterspacing, 48-48f 

letter width, 45 

ligatures, 48 

linear navigation, 364f, 365 

line art, 107-107f 

designing with, 108 

placing, 108 

purchasing, 107-108 

scanning and redrawing, 108 

line drawings, quality control for, 141 

line length, 46 

live area, 210 

logos, 158, 161 

custom level, l63f, 164 

design of, 161-162 

premium level, l63f, 164 

production hints, 162 

research for, 161 

standard level, 164 

long documents: 

copy placement, 210, 212-213f 

custom level, 220-223f 

preliminary section, 209 

production hints, 212, 215-215f 

reference section, 210 

sheet sizes, 210-21 If 

sketch sheets, 212, 2l4f 

standard level, 2l6-219f 

style palette organization, 212 

text, 209-210 

loose-leaf notebook, 32-33 

loose register, 113 

lpi (lines per inch), 145 

M 
mailers: 

custom level, 262, 264-265f 

margins, 26lf, 261-262 

premium level, 264, 266f 

production hints, 262 

standard level, 262-263f 

manual kerning, 51f, 51-52 

margins, 200-201f, 26If, 261-262 

matchprint, 143 

medium-size press, 145-I45f 

memory size, 360 

menus, 300-300f 

metallic ink, 13 

monitor color, 111 

N 
nameplates: 

custom level, 31 If, 313 

design of, 310 

premium level, 312f, 313 

standard level, 310-31 If, 313 

name tags, 190-190f 

news and product publications, 10 

news and product publications: 

catalogs, 322-329 

client-focus magazines, 330-331 

designing, 308-309 

directories, 332-333 

distinguished from text documents, 

304-305 
division by page design, 307-308 

editorial magazines, 330 

journals, 332 

nameplates, 310-313 

newsletters, 314-321 

newspapers, 332 

page elements, 305-307 

newsletters: 

custom level, 318, 320f 

design of, 3l4-315f 

premium level, 318, 321f 

production hints, 316-317 

research for, 314 

standard level, 317, 319f 

newspapers, 332-332f 

numbering, 87-87f 

number tabs, 88 
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0 
office integrated software, 347 

offset press, 144-I46f 

on-demand printing, 147-I47f 

opacity, 122 

optical center, 25 

original, 152 

orphan, 212 

overprinting, 105 

P 
page elements, 22, 25, 196, 244, 246f, 

246-247, 322 

page layout and drawing software, 347 

page layout files, 141-142 

PANTONE MATCHING SYSTEM, 111, 

150 

paper: 

bond, 127 

book, 127-128 

book 50# vs. bond 20#, 125-125f 

bristol, 129 

color of, 116-117 

color sheets, 123-124 

covers, 129 

envelopes, 130-131f 

gum and pressure-sensitive, 129 

index, 129 

inventory of, 121 

ordering, 126-126f 

preprinted, 129 

recycling and rethink designs, 132f, 

132-133 
resources, 120-121 

specifications, 122-126 

tag, 129 

terminology, 122-123 

uses of, 134f 

weights, 124-124f 

paper house, 120 

paper manufacturers, 120-121 

PA (publisher’s alterations), 56 

paragraphs, 26, 360, 362f 

parent sizes, 123 

PCX files, 141 

PDF (portable document format), 138 

perfect binding, 215 

photographer, 110 

photos, 108 

cropping, 109f, 109-110 

designing with, 109 

quality control for, 140 

scaling, 110 

scanning, 108 

sources of, 108-109 

pica, 4lf, 41-42 

PICT, 141 

place cards, 300-301f 

plain bond, 127 

plays, 240-240f 

pleasing color, 146 

pocket folders: 

custom level, 282-283, 285f 

finishing and bindery, 281-282 

premium level, 283, 286-287f 

standard level, 282, 284f 

poetry, 240-240f 

POP (point-of-purchase), 144 

portfolio, 32 

portrait, 183 

posters, 252 

custom level, 255, 257f 

design of, 252 

premium level, 255, 258-260f 

quick production steps, 252-254 

standard level, 254, 256f 

PostScript, 140, 142 

preflighting, 138, 140 

premium design level, 13f, 13-14 

prepress cut, 144 

preprinted paper, 129 

printed samples, 32 

printing companies, 121 

printing process, 144 

copying, 146-147 

dye sublimation, 148 

offset, 144-146 

production artist, 15 

programs: 

copyfitting leader dots material, 273 

custom level, 274-275, 277f 

folded, elements of, 272-273 

premium level, 275, 278-280f 

production hints, 273 

standard level, 274, 276f 

types of, 272 

proofing, 143 

high-end, 143 

laser-end, 144 

mid-range, 143-144 

proofreading marks, 56-57f 

proportional pages, 247f, 247-248 

publication categories, 9-10 

publication packages, 158-159f, 160 

pull quotes, 199, 307 

punching, 203, 344 

Q 
quality control: 

devices for, 149-153 

equipment and processes for file 

preparation, 143-148 

for type and image files, 138-142 

questions with ratings, 344, 346f 

R 
rag, 127 

raster file, 108, 141 

readings, 240-240f 

RealWorld PageMaker (Kvern et al), 18 

recipe books, 24l-24lf 

recycled paper, 132f, 132-133 

register, 112f, 113 

resolution, 138 

resumes, 224 

custom level, 226-229f 

standard level, 224-225f 

reverse, 103f, 103-104f 

RGB (red, green, blue), 111, 148, 150 

rip, 142 

rough, 6-7f 

adding specs to, 44-46 

ruled lines, 49-50f 

adding, 98 

designing with, 100-lOOf 

positioning, 99-99f 

thickness of, 99 

S 
saddle stitching, 200 

sans serif, 38 

scaling, 110 

scanning, 108 

scholar’s column, 22 

scoring, 123 

screen image, 20 

scumming, 153 

secondary leading, 47-47f, 82-83f, 

204-207f 

serif, 38, 42 

service bureau, 8 

set-off, 153 

shades. See adding shades 

sheet size, 122, 152-153, 201, 210-211f, 
344 

shells, 9 

short documents: 

adding contrast, 205 

custom level, 205, 207f, 208 

grid and column format, 203-204 

margins and bindery decisions, 

203-203f 

secondary leading, 204-207f 

standard level, 205-206f 

type specifications, 204 

showcase design level, 14-I4f 

signature, 160 

size/leading, 45 

sketch sheets, 212, 2l4f 

slash, 54 

small caps, 51-51f 

small press, 146-l46f 
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small square, 248 

software production: 

data management, 347 

design critique, 29-31 

discipline strategies, 18-21 

electronic forms, 347 

grid design, 22-25 

office integrated, 347 

page layout and drawing, 347 

reference materials, 32-33 

style format naming, 26 

template customization, 27-28 

specialty items, 301-302f 

specialty package, 13 

spec the type, 44 

spiral binding, 200, 203 

spiral notebook, 33 

spot color, 111-112, 150 

multiples of, 112-113 

square serif, 38 

standard design, Ilf, 11-12 

Stouffer scale, 149-I49f 

strong design, 29, 3If 

stuffers. See invoice stuffers 

style: 

palette, 18, 30, 46 

style: formats, 26-26f 

subheads, 199, 307 

swipe file, 32 

symbol, 158, 161 

symmetry, 24 

T 
tab columns, 88-88f 

table of contents, 200 

table tents, 300-30If 

tab only alignment, 90-90f 

tabs, 52 

tag, 129 

tall portrait, 248 

technical notebooks, 32-33 

templates: 

customized, 27f, 27-28 

for news and product publications, 

308 

test original, 150-151f 

text: 

multiple columns of, 24f, 25 

one column of, 24-24f 

text documents, 9, 196 

annual reports, 230-239 

bindery effects on margins, 200-201 

distinguished from news and 

product publications, 304-305 

long, 209-223 
page elements, 196, 198-200 

plays and readings, 240-240f 

poetry, 240-240f 

recipe books, 24l-24lf 

research for, 200 

resumes, 224-229 

short, 203-208 

typing, 201-202 

texture paper, 128 

textures, 102f, 102-103 

thermography, 160 

thin space, 53 

thumbnail sketch, 6-7f 

tickets, 190f, 191 

TIFF (tagged image file format), 141 

tight register, 112f, 113 

tint blocks, 90-90f 

tints, 104 

adding, 112-113f 

for boxes, lines, and textures, 104-105 

designing with, 106-106f 

for letter characters, 105-105f 

for line art, 106 

overlapping, 113-114f 

title, 200 

toning, 153 

traditional copier, 146-I47f 

trapping, 115f, 115-116 

troubleshooting: 

printing press, 153 

prints, 152 

TrueType, 140 

t-shirts, 301-301f 

type classification: 

by category, 36-37f 

by family name, 37f, 38 

by group, 37f, 38 

by size, 39-40f 

by weight and style, 38-39f 

typefaces, 44, 92f 

display type, 84-91 f, 84-92 

formatting for body text, 78-83f 

type library setup, 74-77 

type family, 38 

type fonts, 21 

type formatting: 

type classification, 36-40 

typeface specimen charts, 60-7If 

type measurement, 41-43 

typographic corrections, 56-59 

typographic techniques, 51-55 

using, 44-50 

type library: 

customized typeface sets, 77 

fit into all steps of process, 76f, 77 

inventory typefaces, 74-75f 

type measurement, 4l-43f 

pica ruler, 4lf, 41-42 

type leading, 43-43f 

type structure, 42-42f 

type specifications, 204, 347 

type specimen sheets, 74-75f 

typographic corrections, 56-58f, 59 

typographic marks, 57f 

typographic techniques: 

assessing typographic characters, 

55-55f 

dashes, 53-55 

fixed spaces, 52f, 52-53 

indents, 52-52f 

manual letter kerning, 5 If, 51-52 

small cap sizes, 51-51f 

tabs, 52 

typographic terms, 44-46 

U 
ULC arrangement, 340-342f, 343-346f 

U & lc (upper and lower case), 45 

uncoated offset, 128 

uncoated opaque, 128 

underline dash, 54 

V 
varnish, 33, 122 

vertical grids, 22-23f, 24-25 

visual color, 111 

W 
watermark, 127 

weak design, 29-30f, 56, 58f, 59 

web design packages, 10 

audience for, 359 

colors in, 366 

custom level, 382-403f, 389, 396 

design sizes, 360, 363f 

focus and reading environment, 

358-359f 
further research, 438 

image formats and optimization, 366 

layout of, 364f-365f, 365-367f 

premium level, 404-437f, 418-419, 

428-429 
standard level, 368-381f, 374, 379 

type elements, 360 

weight and style, 45 

wide landscape, 248 

widow, 212 

wordmark, 161 

word processing files, 141 

word spacing, 49-49f 

World Wide Web, 358. See also Web 

design packages 

writing paper, 127 

X 
x-height, 42 



Colophon 

The StyleGuide was designed with a two-column grid. 

The body typeface is ITC Garamond, 10 on 12. The 

display face is Gill Sans Condensed. The StyleGuide 

text was printed in two colors of ink: PANTONE 301, a 

blue, and black. The PANTONE®-identified color re¬ 

production information has been provided for the guid¬ 

ance of the reader. The colors have not been checked 

by Pantone, Inc. Refer to current PANTONE publica¬ 

tions for the color standard. 

The StyleGuide references several graphic arts pro¬ 

fessional products whose corporations assisted in the 

correct handling of their products and names. C-Thru 

ruler provided a copy of their C-Thru ruler, #GA-96, 

Dynamic Graphics provided graphics which are used 

throughout the book, Pantone, Inc., granted permission 

to reference their PANTONE MATCHING SYSTEM®, 

and Adobe granted permission to reference their fonts 

and software. 

Many of the samples and charts were created by 

the author in Adobe PageMaker and Adobe Illustrator. 

The StyleGuide design and production were done 

by Susan Mathews at Stillwater Studio in Stillwater NY, on 

a PowerMac 8100. Adobe Illustrator, Adobe Photoshop, 

and QuarkXPress were used to create art, and to com¬ 

pose pages, cover and insert. Pagemaker files were 

converted to QuarkXPress with PM2Q. 

Electronic files for the 2-color text were ripped and 

printed at Courier Westford, Inc., Westford MA. 

The color insert prepress and printing was done by 

The Color Shop in Mechanicville NY. It was printed 

sheet-fed, in four colors on 80# Sterling Litho Gloss. 

The cover films were ripped at the Color Shop and 

the cover was printed in four colors with spot film lam¬ 

ination at Phoenix Color in Hagerstown, MD on 10 

point Carolina. 
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✓ learn to unite design with a wide range of requirements including 

postal, printing, budget, and time 

✓ stocked full of sample layouts with easy-to-follow specifications for 

instant production on today’s computer software 
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