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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

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015



What You See
Is What You Get

Kontexty

Vybrané téemy:

WEGA avod

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

FMFI UK Bratislava
Oktéber 1, 2015



Jesse James GARRETT
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* Prehlad odporu¢anej metodiky rozmyslania o Specifikacii
Vasho diela, 5 rovin, 10 Casti
* http://www.jjg.net/elements/pdf/elements.pdf

The Elements of User Experience

A basic duality: The Web was originally conceived as a hypertextual information space;

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.

Web as software interface

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

Interface Design: as in traditional HCI:
design of interface elements to facilitate
user interaction with functionality
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Interaction Design: development of
application flows to facilitate user tasks,
defining how the user interacts with

site functionality

Functional Specifications: “feature set":
detailed descriptions of functionality the site
must include in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethno/techno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

task-oriented

Concrete Completion
A AL
Hsuez Laspzr
..... T
o /ﬁ . s
LG LB
............ l 1o
AT ) SR g
Llasgzr A =
............ l 1o
Wozarz oo
S RS T BT
..... 7
e Aaaas
St Wi
IR A A AV 4NN R
Abstract Conception

Jesse James Garrett
iig@ijg.net
30 March 2000

Web as hypertext system

Visual Design: visual treatment of text,
graphic page elements and navigational
components

Navigation Design: design of interface
elements to facilitate the user's movement
through the information architecture
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Information Architecture: structural design
of the information space to facilitate
intuitive access to content

Content Requirements: definition of
content elements required in the site
in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethnoftechno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

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
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Tretia vina

« Alwin TOFFLER, metafora troch technovin

* Polnohospodarstvo: potraviny nacas
 Industrialna civilizacia a myslenie: energia
» Postindustrialna vina, informacna spolocnost’

« Kriminalny Cin slovenskej vlady (strucne cCitanie)

archiv.inet.sk/444-kriminalny-cin-slovenskej-vliady.htmi

« Utvaranie novej civilizacie (podrobnejsi prehlad)

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Alternativna kultara

 Willlam GIBSON: Neuromancer: kniha/film:
Johny Mnemonic - CYBERSPACE

* Douglas ADAMS: Hitchhiker’s Guide to
Galaxy (Stoparov sprievodca po galaxii) —
Babylonska rybka, patent Ing. Miteva, stusa

* Dvojkombinacia pesimizmus-optimizmus:
Matrix (dystopia) a Murphyho zakony

WEGA 2 Kontexty FMFI UK Bratislava
Oktober 8, 2015
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Internet pred pocitacmi

. IDEA,
« METODOLOGIA,
« TECHNOLOGIA

« Pocitac v 19. storocCi: Charles Babbage

 Vizia softveru: Ada Lovelace, dcera basnika

« Siet kedysi — signaly: dym, zrkadlo, zastavky
(flag), postove holuby, posta (stamp)

« Marxisti ® film, fraktaly ® ® , Facebook ® ® ®

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015



What You See
Is What You Get

ISO model interakcie

* Vyzva, priebezna hodnota, spust (trigger),
vstupny datovy zaznam, echo, potvrdenie,
spracovanie, vyzva...

* Rezimy: vyziadanie, vzorkovanie, udalost’ (event)
* 6-7 logickych vstupnych zariadeni

 GUI: 1D, 2D (WIMP), 3D (vnorenie immersion),
AR

* menu-volba alebo hypertext (strom alebo zabudat)

 Presneée citanie http://www.sccg.sk/~ferko/PGAS02012-bookmarks.pdf

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Tvorba webstranok

Obsah

Kontext

Vypoved, vizia, posolstvo (Message)
Vizualizacia a sonifikacia a aktivizacia (HCI)
Hierarchicka tvorba obrazka

Zabava a humor (obrazotvornost, asociacie,
bisociacie)

Zahada pouzivatela (USER mystery),

CiastoCne zname populacné stereotypy, pravidla
vhimania... model nemame => abdukcia

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Kreatologia, veda o tvorbe

* Napad alebo problém

« Faza generovania (Labyrinth generation)

« Faza regulovania (vyhodnotenia)

* Niekedz aj energia omylu (akoby tretia faza)

« Kym trva neuspech, opakuj (cykly veda/technika)
« Alternativa A. Koestler The Act of Creation (1964)
« Konvergentné a divergentné metody
 Algoritmizacia vs. intuicia

- Citanie na Uvod: Ako vyhrat vedecku sutaz, amavet

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Design, technika

* Vynélez, autor

WEGA Uvod
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Figure 1.2 A model of the design process.




Veda

* Objav, objavitel

* Pozorovanie

* Experimenty

* Teoria, model

« Hypotezy: verifikuj
* Princip, zakon

WEGA avod
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External .
requirements
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Identify
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Reguirements
specification

Design, technika

2
Analyse and
build model
of problem

* Vynélez, autor
» Zber poziadaviek

Functional
specification

3 Functional
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a design
* Model problému s
Seek new Mismatches

solution between model
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Figure 1.2 A model of the design process.
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Konvergentné metody

« Heuristicka metoda riadenej tvorivosti
* Fustierova invektika

« Nadlerova heuristika: idealne riesenie
« Gordonova heuristika: analdgie

« morfologicka metdoda

e navrat ku starym napadom

* Opis vsetky vilastnosti

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Divergentné metody

Brainstorming, viaceré modifikacie, Puskin
Brainwriting

Delftska metoda

Inscenacné metody

metody 6-3-5 a Phillips 66

synektika, ikonosynektika, stochosynektika
...asl 75

Citanie: Puskar, Turek, Scherhaufer

WEGA lvod FMFI UK Bratislava

Oktober 1, 2015
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ACM Computer Science Curriculum

e Multimedia applications and content authoring

e Design issues for content authoring
e Authoring tools and production systems
e \Web authoring and programming

¢ Najnovsie Citanie po anglicky (503 stran, 2013)
https://www.acm.org/education/CS2013-final-report.pdf

e \Web science 0O, pagerank 1, graphics 88

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Kurikulum podla ACM, weboveda na FIIT

o Aplikacie multimedii a autorska tvorba obsahu

e KonstrukCcne otazky (Design issues)
e Nastroje na tvorbu a vyrobné systémy
e \/ytvaranie a programovanie webu

e Najnovsie Citanie po anglicky (503 stran, 2013)
https://www.acm.org/education/CS2013-final-report.pdf

e Web science 0... NajblizSie Citanie po slovensky WEBOVEDA pagerank 30
e http://www.fiit.stuba.sk/docs/edicna_cinnost/vyskumne_texty/weboveda-online.pdf

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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)>>VYVo] >> Semantic Web

E-services Weather-
reservation | oriented e-

services

E-services
reservation

E-services
for
reservatlon

Weather-
oriented e-
services

e-services for
hotel reservation

E-services for

reservation
e-services for hotel

reservatlon

.. plus sluzby
(e-services)

.. plus sluzby
plus dynamicky broker

FMFI UK Bratislava
Oktéber 1, 2015
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Web Science

 Metafora vesmiru, tedria grafov, PageRank

« Ben Shneiderman: "Web Science" is the
processing the information available on the web In
similar terms to those applied to natural environment

« ACM Web Science + International WWW Conf.

* Naj: Mining cross-cultural relations
from Wikipedia - A study of 31
European food cultures (WebScil5)
http://www.webscil5.org/

WEGA Uvod
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Web Science podla TBL et al.

Observable Observable
micro interactions macro effects
in the web in the web

Data & Information

Protocols Governance

Behavior

Emotion __
Socialisation
Knowledge

Applications

Cognition

(cc-attrib Steffen Staab. http://west.uni-koblenz.de)

Oktéber 1, 2015
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Web Graphics: Topics |

1. Fundamental definitions. History and future of WWW. Semantic
Web and Digital Libraries. Mobile communication. Security,
legal and social aspects. Webby awards.

2. Client-server architecture. Net services and technologies. E.qg.
SGML, HTML, XML, MathML, VRML, UML. Java, php, ASP.NET,
etc. Lovely or suitable or wrong examples. MIME formats, RFC
standards, and WWW Consortium.

3. Creating texts, digital typography and DTP. Intellectual property
and publishing on-line.

4. Creating and use of pictorial data for WWW.

5. Sound processing for web applications.

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Web Graphics Topics |l

6. Animation and video with Internet.

7. WWW Interaction. Face demo by Ken Perlin. WWW as a
procedural sketchbook.

8. Rules and web design styles after A. Glassner.
9. Web3D, VRML and X3D.

10. Virtual galeries, gardens, thematic parks, and chat rooms.

WEGA lvod FMFI UK Bratislava
Oktober 1, 2015
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Web Graphics Topics |l

11. Social a philosophic aspects of virtual environments. Virtual habitat and
virtual poulations. Netiquette. Blasphemy and freedom of expression.
Third wave metaphor by A. Toffler. History of ideas in virtual reality
(Gibson, Krueger, Lanier, CAVE...). Cult film Matrix. Implications of
dystopic messages.

12. Interaction, navigation, and cooperation in DVEs. Games and simulators.
13. Composing texts and images. Visually critiquing of web pages.

14. Cybercities. Acquisition (MPEG-4, SEDRIS), construction, presentation,
applications.

15. Groupware. Group communication. Avatars and on-line communities.
MPEG-7 and MPEG-21 projects.

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Logo Peter Hraska
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Web Pages Design

e Logo, title, message

e |dea, project, preproduction, production, postproduction,
publishing (promotion), remake

e Page maintenance
e Page types and e-shop types:

e in-town, out-of-town, underground
e WWW.compuserve.co.uk/shoppingcentre

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Web Page Perception

e Document

e VR
e Painting
e Interactive & Adaptive Hypermedia
e Radio
e |T product
e Theater
e Legal entity
e Movie

e Future avatar
e Human (audio)visual system

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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WWW & XML >> WWD

e Million User Interface

e VRML 1.0 and VRML 2.0 and X3D
e VRML ECMA Script, VRML EALI...
e Data Mining

e Collaborative Hypermedia, Virtual Sculpting,
MUDVR

e MPEG-4 & MPEG-7 Goals
e Content Age, Semantic Web

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Human Visual System

Self-defense and Survival:

— (sound, fast brainfamygdala)

— 1. motion !!!

— 2. shape (the longest vertical one first
— 3. color, texture, ,structure”

— 4. symbols recognition

— 5. meaning .. ambiguity .. more

WEGA avod

—
¢ Generuje dojmy, pocity a sklony (chut néco udélat), které se v pripadé,

» Funguje automaticky a rychle, bez vynakladani dsili a bez pocitu imysl-
* Po dostate¢ném tréninku provadi rychlé kvalifikované reakce a generu-
* Propojuje pocit kognitivni snadnosti s iluzi pravdy, pfijemnymi pocity

¢ Vyvozuje a vymysli pficiny a zaméry.

* Opomiji dvojzna¢nost a potlacuje pochyby.

» Nadhodnocuje emo¢ni konzistentnost (halé-efekt).

¢ Provadi vice vypocti, nez se po ném chce (mentalni brokovnice).
¢ Nékdy nahrazuje slozitou otazku jednodussi (heuristika).

Charakteristiky Systému 1

Ze je Systém 2 schvali, pfeméni v nézory, postoje a imysly.

né kontroly.
Maze byt Systémem 2 naprogramovan tak, aby mobilizoval pozornost,
kdyz zaznamené ur¢ity model/vzor.

je kvalifikované intuice.
Vytvéi koherentni model aktivovanych myslenek v asociativni paméti.

a snizenou ostrazitosti.
Odlisuje prekvapivé véci od normalnich.

Je nachylny k tomu, aby divéioval a potvrzoval,

Zaméfuje se na existujici diikazy a ignoruje chybéjici dikazy (princip
WYSIATI).

Generuje omezenou sadu zakladnich ohodnoceni.

Reprezentuje sady podle norem a prototypti, neprovadi integraci.
Porovnava intenzity v ramci riznych skal (napf. velikost podle hlasitosti).

Je citlivéjsi na zmény nez na stavy (prospektova teorie).*
Nadhodnocuije nizké pravdépodobnosti.*

Vykazuje klesajici citlivost vii¢i mnozstvi (psychofyzika).*

Silnéji reaguje na ztréty nez na zisky (averze viiéi ztrétam).*
Uzavira rozhodovaci problémy do rdmc, a tak je od sebe izoluje.*

" Tyto vlastnosti budou podrobnéji popsany v Casti 4.




System 1

« 22 rychlych operacii
 Thinking Fast and Slow
,Nobel Prize*

WEGA uvod

Charakteristiky Systému 1

* Generuje dojmy, pocity a sklony (chut néco udélat), které se v pfipadé,
ze je Systém 2 schvali, pieméni v nazory, postoje a tmysly.

* Funguje automaticky a rychle, bez vynakladani dsili a bez pocitu amysl-
né kontroly.

¢ Mdze byt Systémem 2 naprogramovan tak, aby mobilizoval pozornost,
kdyz zaznamena urcity model/vzor.

* Po dostatecném tréninku provadi rychlé kvalifikované reakce a generu-
je kvalifikované intuice.

* Vytvaii koherentni model aktivovanych myslenek v asociativni paméti.

* Propojuje pocit kognitivni snadnosti s iluzf pravdy, piijemnymi pocity

a snizenou ostrazitosti.

Odlisuje prekvapivé véci od normalnich.

Vyvozuje a vymysli pficiny a zaméry.

Opomiji dvojznacnost a potlacuje pochyby.

Je nachylny k tomu, aby daveéfoval a potvrzoval.

Nadhodnocuje emocni konzistentnost (hal6-efekt).

Zaméfuje se na existujici diikazy a ignoruje chybéjici dlkazy (princip

WYSIATI).

* Generuje omezenou sadu zékladnich ohodnoceni.

* Reprezentuje sady podle norem a prototyp(, neprovadi integraci.

* Porovndva intenzity v ramci rznych $kal (napf. velikost podle hlasitosti).

* Provadi vice vypoct, nez se po ném chce (mentdlni brokovnice).

* Nékdy nahrazuje slozitou otazku jednodussi (heuristika).

¢ Je citlivéjsi nazmény nez na stavy (prospektova teorie) *

* Nadhodnocuje nizké pravdépodobnosti.*

Vykazuje klesajici citlivost v{i¢i mnozstvi (psychofyzika).*

* Silnéji reaguje na ztréty nez na zisky (averze viici ztratém).*

¢ Uzavira rozhodovaci problémy do rémc(, a tak je od sebe izoluje.*

@ 5 ® <& = ®

*Tyto vlastnosti budou podrobnéji popsany v ¢asti 4,
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Human Visual System 2

— Selfdefense

— empty rectangular scene, no danger
— reading paradigm, ~ 500 years

— golden rectangle

— Fibonacci numbers 1, 1, 2, 3, 5, 8...

— 3D golden rule and architecture

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Human Visual System 3

* Rectangle: reading or ,old" HVS
— empty rectangle case
— 1. motion ! & memory => last CP
— 2. Golden mean point
— 3. Anti-golden mean point
— 4. Upper half of the screen
— 5. Rectangle geometric center

— Before the first bit of Your message...

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Human Visual System 4

* The time before entering the page
— No page
— no rectangle
— N0 communication

—~ MOVIE OPENING

— Optimize the download time, e. g.
e compare www.QuIkKCAT.com

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Communication

« Page entry point (focal point)
« Assume the time synchro is OK
— communication starts:

 Where is Your page entry point?

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Communication 2

« QOriginal <---> Recipient

« QOriginal ... Two recipients

* Incomplete original

« Two parts of original, two recipients
* No original => Model, representation
 No model => Darstellung, Ostension
« Knowledge direct or indirect

* Metacommunication, semiotics

— Optimize the download time, e. g.
www.QuUIKCAT.com

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Communication 3

 New page = 30 seconds and 3 clicks
« Decision to continue
« What happens the first 10 seconds?

* head tracking

« eye tracking

« vision [Marr82]

e cognitive processes

— Optimize the download time, e. g. like www.QuikCAT.com

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Communication 4

« What happens the first 10 seconds?
e (10 seconds is not absolute)
* head tracking - we ignore now
e eye tracking - entry point & trajectory
* Vvision & cognitive processes
* nonempty rectangle case

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Eye Tracking, etc.

« Entry point = the object with the top priority in visual
hierarchy

 Two phases: search & scanning
« SEARCH

* Priority: motion,
* Size, Images, color, text style, position

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Eye Tracking, etc. 2

« SCANNING
 Area
* Proximity

 Reading order
« Grouping
* Recurse the search phase

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Communication 5

« What happens the second 10 seconds, after the first
click?

« head tracking

« eye tracking - entry point & trajectory
* vision

e cognitive processes

« and memory, etc. etc. etc.

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Directing the Eye Trajectory

 Static technique used In painting
« Dynamic techniques used in theatre
 Web page as the fourth wall

« Goal oriented using curtain, actors, story and
scenography, lighting and sound space - and
Interaction

* Web page is not 2D: structuring

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Directing the E. T.

* The simplest case: plain text
 The page Is presented as a book
 Documents and DTP rules, TEX

« Web page is ~2D: structuring texts

« Directing of reading, index, links

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Directing the ear trajectory

« The simplest case: radio
 The page is presented as a 1D sound stream
 Listening to the read document

« Directing of listening, index, links,
« search, rewind, repeat...

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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MIME Formats

« JPEG:
« MIDI:
 MPEG:

« PNG:
« XML:
- SVG:
« UTFS:
« WAV:

e ... http:/lds.internic.net/rfc/rfcxxxx.txt

e |Instead of ISO/IEC, EUN, STN
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ftp://rtfm.mit.edu/pub/usenet/news.answers/jpeg-faq/part1
ftp://rtfm.mit.edu/pub/usenet/news.answers/music/midi/bibliography
http://www.iso.ch/switch-engine-cate.pl?searchtype=refnumber&keywords=11172
http://www.boutell.com/png
http://www.iso.ch/cate/d18741.html
ftp://ftp.cwi.nl/pub/audio/RIFF/format
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Advanced Technologies

 JAVA:
 FLASH:

« TCL, PHP, Perl, Tcsh, JavaScript,
VisualBasicScript:

 ASP, ASP.NET:

« WAP:

 DISAPPEARING COMPUTER:
* NOMADIC COMPUTING, XML,
« ISI, IEC, ITU, W3C
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Web Page Design Issues

e Mitchell SIGGRAPH98 Course Notes

e Intent and Audience
e Type 1 of Site: information-based

« Type 2 of Site: offer experiences, emotion

WEGA lvod FMFI UK Bratislava
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General Issues

e Browsers, platforms, bandwidth
e Testing In various environments
e Copyright Issues

e Keeping Information Up to Date

e Comments

WEGA lvod FMFI UK Bratislava
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Principles of Design and Page Layout

e Stucturing Whitespace

e Balance, visual weight: size, value, density

e Symmetrical Balance

e |Lack of Balance

e Consistency Across Pages

e Designing for Paper or WWW: safe area
e Using Grids

e Focal Point and Path

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015



What You See
Is What You Get

Logo Design (Glassner 98)

e L0go, title, message

e |dea, project, preproduction, production,
postproduction, publishing (promotion), remake
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Art for Computer Graphicists

 Andrew Glassner, SIGGRAPH 1998 CN

 http://media.siggraph.org/education/cgsource/
Archive/ConfereceCourses/S98/c30.pdf
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 Logo Design o g < & L@
 Color and Art Techniqug |
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Logo Five Goals

e |dentify the product

o Differentiate it from other products

e Unify all products in the same line

e Explain what the product is

e Anthopomorphise the product and manufacturer

e The product = Your web page this time
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Types of Logos

e Name only (DIGITAL)

e |nitials (IBM,)

e Name and Symbol (Dolby, hp) ((AF: semiotics))
e Picture Name (OpenGL, Kodak)

e Associative Image (Mercedes, Linux)

e Abstract Image (the hardest one)

WEGA lvod FMFI UK Bratislava
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Legal Protection Six Levels

e Imaginary Names — easy to protect

e Arbitrary Names

e Suggestive Names

e Descriptive Names

e Personal Names

e Generic Names (paper, xerox, phong) — hard

e ... another McDonald has less rights
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Logo Design Process

e Specify the desired trademark

e Research the client, the market, the audience
e Develop some ideas

e Choose a few to refine

e Present the best

e Refine and represent as needed, until the client
approves

e Implement the final design

WEGA lvod FMFI UK Bratislava
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Design

* |nvention

WEGA Uvod

External
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Reguirements
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Designer's

model 4 5
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| Validate Refine
solution design

solution

Designer's
Design model
‘blueprints’

6
Implement
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Figure 1.2 A model of the design process.
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Logo Design Process

e Specify the desired trademark

e Research the client, the market, the audience
e Develop some ideas

e Choose a few to refine

e Present the best

e Refine and represent as needed, until the client
approves

e Implement the final design
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Sketch! (Glassner)

1Sing
OO







The Presentation

e Andrew Glassner




Revise Moon

e Andrew Glassner




Revise Moon

e Andrew Glassner




e Andrew Glassner

Glassner Logo Design

Figure 11
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Design Fundamentals

e Another story

WEGA lvod FMFI UK Bratislava
Oktober 1, 2015



What You See
Is What You Get

Selected Pages Survey
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http://www.webbyawards.com/
http://www.siggraph.org/
http://www.eg.org/
http://www.pricerunner.com/
http://www.pricerunner.com/
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Webpage Guidelines On-line

By [Fara99] FARADAY, P. 1999.
Visually Critiquing Web Pages.

In: EUROGRAPHICS Workshop on Multimedia. pp. 155-166. Wien:
Springer 1999.

[1] Ameritech Web Page User Interface and Design Guidelines.

[2] BERNSTEIN, M. Judging Web Pages: Usabillity or Criticism?

[3] Web Graphics - Great tips from CNET Designers.
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http://www.ameritech.com/corporate/testtown/web_guidelines/principles.html
http://www.eastgate.com/HypertextNow/archives/merit.html
http://www.builder.com/Graphics
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Webpage Guidelines On-line 2

[4] FLEMING, J.1997. In Defense of Web Graphics: Graphic
designers offer more than just flashy graphics.

[5] LYNCH, J. & HORTON, S. Yale Centre for Advanced Media
WWW Style Manual.

[6] MEADS, J. Usability is not Graphics Design.

[7] NIELSEN, J. 1997. Alertbox.

http://www.siggraph.org/education/materials/graphics_desig
n/mitchell _S96/chapterl.htm
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http://www.webreview.com/97/07/25/feature/index4.html
http://www.info.med.yale.edu/caim/manual/pages/editorial_style.html
http://devedge.netscape.com/viewsource/medads_usb.htm
http://www.useit.com/alertbox
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Conclusions

Authoring, ACM CC

* Design instead of research

 Web page design as Theatre directing

WWW Design Issues

* |dea, Logo, Message, Project, ... Practical Work
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