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Tvorba grafiky pre web

Webovska... Web + Autorska
~Zakladna vyskumna otazka“ : Co je zaujimavé?
Otvoreny probléem: Design Equation, ako automaticky?

Slovenska verzia pre ucitefov na skolach, KEGA EmatikPlus
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Kontexty

Vybrané téemy:

WEGA uvod

Tretia vina, stratégia modrého oceanu a fialova krava
Pouzivatel, informacny pazravec (informawore), straca Cas
Pokrocily, ziskava vedomosti a bisociacie, ah-aha-haha
Autor, tvori a vyborne na tom zaraba (Google, Facebook...)
Navrh pouzivatelského rozhrania

Grafické (multimedialne) objekty

Standardizacia, Page Rank, pouzitelnost, funology, Web Sci
Ako tvorit' a ako diskutovat: pojmoveé modely a ich siete
Animacia, interakcia, virtualna populacia, rozSirena realita...
Webstranka je vec beznej spotreby, vec typu ¢. 30001
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Vasa cena: Vy a Vase portfélio

 Biela stranka (White Page)

— CV, strukturované posolstvo (message)
* Profesionalna Cast
« Osobne

— scenar, text... a Netiquette
— logo, obrazky a kriminalita
« Vasa osobnost (To najzaujimavejSie)
— VRML/X3D, C/WebGL, FOSS? (otvoreny softver)
— Vasa galéria

— Vas prinos pre EU, SK, BA, CU... Napr. World
Cultural Heritage alebo e-learning (bakalarka)
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Komunikacné rozhrania

« Autor — Aplikacny Programator — Autor GS — Pouzivatel

WWW = ieel - [iesi - e

Napr. OpenGL Mobil, tablet...

« Co zaujima pouzivatelov?
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Hodnotenie

— Dva testy — midterm & final — 7. a 13. tyzden

— Crashtest — pre velmi vyspelych namiesto cviceni

— Projekty hodnotia cviCiaci, pozor na terminy

— Predmetova stranka — u€ebné styly VARK
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Ako merat’ kvalitu?

— Page Rank

— Sutaze Webby, EYA (mladi autori EU)
— Usability, UX

— Funology

— Web Science
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Synchronizacia pojmov

« WWW design issues by B. Mitchell:

* ,,Good graphic design gives the message
maximum impact and communicates in a
meaningful way. “

« SIGGRAPH 96 Course Notes Graphics Design

« https://bonnie-mitchell.com/
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http://www.siggraph.org/education/materials/
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Umenie pre grafikov

Andrew Glassner, siccraPHI8 CN, 150 s.

https://media.siggraph.org//education/cqgsource/Archive/ConfereceCourses/S98/c30.pdf

Logo a jeho navrh celkom bez napadu
Techniky farieb a maliarov
Co mozno vediet viac? >> &itat 150 stran

V detailnom podani dr. Mate] Novotny:

http://www.sccg.sk/~mnovotny/ nais/files/viscom2014/viscom 04 2014.pdf
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Design pro kazdy den, CZ

« Donald A. NORMAN

DESIGNERSKY UZIVATELSKY
MODEL MODEL

DESIGNER UZIVATEL

SYSTEM -
SYSTEMOVY
OBRAZ

1.10 Konceptudlni modely. Designérsky
model je konceptudlni model designéra.
Uzivatelsky model je mentalni model vy-
tvofeny prostfednictvim interakce s vy-
robkem &i systémem. Systémovy obraz
vyplyva z fyzické struktury vyrobku &
systému (véetné dokumentace, instrukef
a popiskll). Designér poéitd s tim, ze
uzivatelsky model bude stejny jako ten
designérsky. S uZivatelem viak neko-
munikuje pfimo, nybrZ prostfednictvim
systémového obrazu. Pokud systémovy
obraz nevyjadfuje jasny a konzistentni
designérsky model, utvo¥i si uzivatel
Spatny mentélni model.

Cena za kix:
cyklotrasa
do stipa
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cile cile

&eho chceme
doséhnout

umysl jednat tak,
abychom dosahli cile

E [ |
e S I I I provedeni zhodnoceni ¢ o
L jak pozménime porovnini toho, co se konkrétni sl

okolni svét stalo, s tim, co se naplanovanych tkon(
podie nas mélo stat

realizace sledu tukonl

TN _/\L_./\
* D. A. NORMAN wvir sver

2.2 Ak&ni cyklus (nahofe vlevo). Lidské jednani ma dva aspekty, provedeni a zhodnoceni.
Provedenf znamené néco ud&lat. Zhodnoceni znamend porovnat pfedesly stav okoli se
stavem pozménénym nasi akei.

2.3 Faze provedent (nahofe vpravo). Jednani za&{nd nahofe u cile, tedy stavy, jehoz chceme

o ” K n i h a O O tV é ra n I’ d V e r I’“ dosahnout. Ten pfevedeme na imysl provést n&jakou akei. Umysl pak musime pfevést na

sled vnitnich pokynt, sled itkont, ktery povede k realizaci imyslu. Sled tikont je stale &isté
mentélni iikon. Dokud nenfi realizovan, promitnut do okolntho svéta, nic se nestane.

) N I e I N 2.4 Féze zhodnoceni (dole vlevo). Zhodnoceni zaéina naiim vnimdnim svéta. To musi byt
S e n O r I I l a. n ro u p ndjak interpretovdno na zékladé nagich odekévéni, a poté porovnéno (zhodnoceno) jednak
s nasim tmyslem (z obr. 2.3), a jednak s nadim cilem.

2.5 Sedm f4z{ akee (dole vpravo). Fize provedeni z obr. 2.3 (imysl, sled tkont a prove-

o We b ka j e t i e 2 V e C denf) se spoji s fazemi zhodnocent z obr. 2.4 (vnimén, interpretace a zhodnocent). Cil je

pro obé faze spoleény.

cile cile
- interpretace
« Schémy z Ceskej verzie: ! f
imem':mt’é’:::‘; ?kladé e interpretace vjiemu
provedeni sledu
T W ﬁklm'l vniméni slTavu svéta
/‘—\T/—\ /\/\/
WEGA avod SVET SVET




2.7 Jaké designérské otdzky
vyplyvaji ze sedmifdzové
analyzy

Jak snadno mohu:

Zjistit funkeci zaFizeni?

Ur¢it, jaké akce pfistroj
umoznuje?

Uréit mapovani od
umyslu po realny pohyb?

Provést akei?

Poznat, zda je systém
v poZadovaném stavu?

Uréit mapovéni od stavu
systému po interpretaci?

Poznat, v jakém je sys-
tém stavu?

V podstaté jsou otdzky pro kazdou fazi, uvedené na obrazku 2.7,
relativné jednoduché. Jddrem v3ech jsou pak principy dobrého
designu vyjmenované v prvni kapitole.

- Viditelnost. Uzivatel na prvni pohled pozn4 stav za¥izen{ a mo#-

nosti jeho pouZiti.

= Dobry konceptudlini model. Designér uzivateli poskytne dobry
konceptudlni model, konzistentn{ prezentaci funkei a kohe-
rentni obrazek systému.

- Dobré mapovdni. UZivatel dokaZe rozpoznat souvislost mezi akef
a vysledkem, mezi ovlddacimi prvky a jejich funkcemi a mezi
tim, jak systém na pohled vypada a v jakém je stavu.

- Zpétnd vazba. UzZivatel dostéva plnou a nepfetrzitou zpé&tnou
vazbu o vysledku svych akef.

cile

umysl jednat tak,
abychom dosahli cile

konkrétni sled
naplanovanych dkonl

realizace sledu tkon(

SVET

néni mé dva aspekty, provedeni a zhodnoceni.
enf znamend porovnat pfededly stav okoli se

i zadiné nahote u cile, tedy stavu, jehoZz chceme
st n&jakou akei. Umysl pak musime pfevést na
ede k realizaci imyslu. Sled tikont je stale &isté
mitnut do okolniho svéta, nic se nestane. ¢

enf zaé{n naim vnimdnim svéta. To mus{ byt
<4véni, a poté porovnano (zhodnoceno) jednak

3im cilem.

wedeni z obr. 2.3 (Umysl, sled dkont a prove-
4 (vnifméni, interpretace a zhodnocen). Cil je

cile

2N

umysl jednat zhodnoceni

sled ukond -
interpretace viemu

provedeni sledu

dkond vniméni stavu svéta
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What You See
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Méné pohotova. VyZaduje N O r m n
vzpominani &i pfipomenuti. a

VLASTNOST ZNALOST VE SVETE

Vybavitelnost Kdykoli je viditelna &i slysi-
telnd

Udeni Neni tfeba. Uéeni nahrazuje Vyzadovéno, ob&as znaéné. Je
interpretace. To, jak snadné snazsi, pokud materidl obndsi
je interpretovat informaci ve uréity vyznam &i strukturu
svétd, zavisi na tom, jak dana (nebo dobry mentélni model).
informace vyuZiva pfiroze-
nych mapovéni a limiti.

Efektivnost PrekaZkou je obéas nutnost MiiZe byt velmi efektivni.
najit a interpretovat externi
informaci.

Pouzitelnost Vysoka. Nizk4.

napoprvé

Estetika M¢tZe byt neestetick4 a neele- Nic nemusi byt viditelné,

gantni, zejména je-li potfeba
uchovavat velky objem infor-
maci. To miZe vést k chaosu.
Estetika nakonec zavisi na
kvalité designéra.

coz ddva designérovi vétsi
volnost, coZ zase vede k lepsi
estetice.

Nielsen
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Big Picture

Imagine, please, the user above this page and read it from the bottom line to this line, in 3 reversed ordering of lines. The user shares affective and cognitive responses, e.g. bisociation,
hermeneutic gap filling...

VIS <<< visualization... activization >>> HCI
e.g. no clue, visible meaning or entymeme e.g. observe only or (inter)act

Uncertainty: unsure meaning, e.g. symptom, strife, misunderstood meaning, incomplete data or method not clear... like filtering

Depth of Immersion: e.g. curiosity, empathy, identification... like calibration

No story, no game  Story Interactive Story Story and game Game Interactive Storytelling
Story environment: ostension, exposition, argumentation, description, narration or 8 move in the game (game loop 1..8)
1. Observe, 2. Set goals, 3. Prepare, 4. Commit and execute
5. Compare against goals (and, eventually, stop)
6. Evaluate for self (and, eventually, stop)
7. Evaluate for others (and, eventually, stop)
8. Goto1

Visualisation metaphors (Rhetorics) HCl metaphors
e.g. cartographic map with weather forecast e.g. desktop metaphor, phone, walk, fly, repeat

Patterns recognized, e.g. visual rhyme, Propp function in a fairy tale, music motif
Semiotic layer: iconic, indexed, symbolic, signal, or symptom representation

Object space (user can pick an object and manipulate/interact with it)
Graphics (multimedia) objects with geometric support (shape) and characteristic function (color, sound)

Output/input space
Graphics output primitives (e.g. triangle) Input data record (e.g. location, string)

Hardware and software layer (bits/pixels/inputs only, run time)
Implementation for given hardware and software platform
Representation for computer (encoding, e.g. ASCII code, signed integer)
Mathematic model (or another conceptual model)

Real world problem (e.g. hunger by Berne, stimulus hunger, time structure hunger, contact hunger, e.g. needs by Maslow)
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Vasa cena = cas, Ganttov diagram

WEEKS: 1 2 3 4 5 6 7 8 9 1011 12 13

WBS 1 Summary Element1  |JNN S 57% complete
WBS 1.1 Activity A P
START-TO-START

15% complete

WBS 1.2 Activity B B 67% completes
FINISH-TO-START .
WBS 1.3 Activity C I 50% complete
FINESH-TU-FIHISH*
WBS 1.4 Activity D ' 0% complete
WBS 2 Summary Element 2 PR 0% complete
WBS 2.1 Activity E 0% complete
WBS 2.2 Activity F " 0% complete
WBS 2.3 Activity G : 0% complete

TODAY
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Kedy ,,mame* projekt?

« Ramesh RASKAR: STAMP (autor How to invent hexagon)

« Space, Time, ideA, Money, People
« Priestor, Cas, Napad, Peniaze, Ludia

« Ak chyba ¢o len jedna z nich, projekt ,,nemame®, ani nemame!
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Jesse James GARRETT

* Prehlad odporu¢anej metodiky rozmyslania o Specifikacii

Vasho diela, 5 rovin, 10 casti

* http://www.jjg.net/elements/pdf/elements.pdf

Jesse James Garrett

The Elements of User Experience et

A basic duality: The Web was originally conceived as a hypertextual information space; 30 March 2000
but the development of increasingly sophisticated front- and back-end technologies has

fostered its use as a remote software interface. This dual nature has led to much confusion,

as user experience practitioners have attempted to adapt their terminology to cases beyond

the scope of its original application. The goal of this document is to define some of these

terms within their appropriate contexts, and to clarify the underlying relationships among

these various elements.

Concrete Completion

,,,,,,,,,,,,,,,,,,,,,,,,,, T A oo R
Visual Design: visual treatment of text,
graphic page elements and navigational

Web as hypertext system

Visual Design: graphic treatment of interface
elements (the “look" in *look-and-feel")

Y

components
Interface Design: as in traditional HCI: | Navigation Design: design of interface
desig_n of inttlarfacg e\emen?s to Ifa::ilhate Ny . elements to facililale_ the uselr's movement
user interaction with functionality . o through the information architecture

Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Information Design: in the Tuftean sense: = -
designing the presentation of information MM&M
to facilitate understanding [

(e [ S L i) Yz o Mz i g Information Architecture: structural design

application flows to facilitate user tasks, P ; N : g
defining how the user interacts with ‘Q‘FM AAHETNE, ?:&2::2':;1?;?2 22‘:;:? facilitate

site functionality [

Fum?hunal Splecl_fn:atlnns: fe:aturg set”: . P 4 i Content quulrem:nts:l def!mtmn cluf
detailed descriptions of functionality the site o g " content elements required in the site
must include in order to meet user needs e ARy S e in order to meet user needs

User Needs: externally derived goals | User Needs: externally derived goals
for the site; identified through user research, for the site; identified through user research,
ethno/techno/psychographics, etc. Ll Abas ethnoftechno/psychographics, etc.

Site Objectives: business, creative, or other Site Objectives: business, creative, or other

internally derived goals for the site v Sedpeties |/ ||l internally derived goals for thesite

task-oriented Abstract Conception information-oriented

This picture is incomplete: The madel outlined here does not account for secondary considerations (such as those arising during technical or content development)
that may influence decisions during user experience development. Also, this model does not describe a development process, nor does it define roles within a
user experience development team. Rather, it seeks to define the key considerations that go into the development of user experience on the Web today

© 2000 Jesse James Garrett http-ffwww. jig.netlia

« Kontextovy diagram

Verha
Report
Caller

Radio
Stations

Media

Freeway
Signs

Amber Alert
System

Zber poziadaviek, Wiegers

Police
Vehicles

Dispalch Highway
Msg Patrel
Vehicles
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Aspekty tvorby webu

Obsah

Kontext (konkurencia, modry ocean, fialova krava)

Posolstvo (message)

Vizualizacia a sonifikacia

Hierarchicke vytvaranie textu 1D, obrazku 2D
Zabavnost az humor (UX, funology)

Zahady komunikacie, vnimanie, stereotypy...
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Dakujem za Vasu pozornost
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