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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
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Kontexty

Vybrané téemy:

WEGA avod

Tretia vina, stratégia modreho 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
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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)

WEGA lvod FMFI UK Bratislava
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Komunikacneé rozhrania

» Autor - Aplikaény Programator — Autor GS - Pouzivatel

WWW = RN - Nesi -~ s

Napr. OpenGL Mobil, tablet...

« Co zaujima pouzivatelov?

WEGA lvod FMFI UK Bratislava
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Hodnotenie

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

— Crashtest — pre velmi vyspelych namiesto cviceni
www.sccg.sk/~varhanikova

— lwka Varhanikova, Martin Vesel, lvka lICikova

— Predmetova stranka — nais, opak AlS, Matej
Novotny

WEGA lvod FMFI UK Bratislava
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Ako merat’ kvalitu?

— Page Rank

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

— Funology

— Web Science

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Synchronizacia pojmov

« WWW design issues by B. Mitchell,
SIGGRAPH 96 Course Notes, 1.10.2015, dnes

http://www.siggraph.org/education/materials/qraphics design
/mitchell S96/chapterl.htm

WEGA lvod FMFI UK Bratislava
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Umenie pre grafikov

Andrew Glassner, SIGGRAPH 1998 CN

http://www.siggraph.org/education/materials/siggr
aph courses/S98/30/c30.pdf, 1.10.2015, dnes

Logo a jeho navrh celkom bez napadu
Techniky farieb a maliarov
Co mozno vediet viac?

WEGA lvod FMFI UK Bratislava
Oktober 1, 2015



What You See
Is What You Get

Design pro kazdy den, CZ

« Donald A. NORMAN

DESIGNERSKY
MODEL

DESIGNER

UZIVATELSKY
MODEL

UZIVATEL

SYSTEM

SYSTEMOVY
OBRAZ

141

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 popiskl). 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

FMFI UK Bratislava
Oktober 1, 2015



cile cile

&eho chceme
doséhnout

umysl jednat tak,
abychom dosahli cile

u
D e S I I I provedeni zhodnoceni ¢ i
LR jak pozménime porovnini toho, co se konkrétni sl

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

realizace sledu ukonl

TN _/\L/\
* D. A. NORMAN avkr sver

2.2 Ak&ni cyklus (nahofe vlevo). Lidské jednani ma dva aspekty, provedeni a zhodnocenf.
Provedenf znamené néco udélat. Zhodnoceni znamend porovnat pfedesly stav okoli se
stavem pozmé&né&nym nasi akei.

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

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

sled vnitfnich pokyn®, sled itkont, ktery povede k realizaci imyslu. Sled tikont je stale &isté
mentélni iikon. Dokud neni realizovan, promitnut do okolntho svéta, nic se nestane.  {

Y N I e I N 2.4 Féze zhodnoceni (dole vlevo). Zhodnoceni zaéina nasim 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 na${m timyslem (z obr. 2.3), a jednak s nadim cilem.

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

n n \V4
o We b ka e t I e Z 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

T N

porovnani interpretace s tim,

Vd AV 4 [ ] n 2 % umysl jednat zhodnoceni
« Schéemy z Ceskej verzie: T
J . v |
A . ‘ £ sled dkont ;
interpretace vjemu na zékladé interpretace viemu
naseho o&ekavani
provedeni sledu

dkonl vniméni stavu svéta

WEGA tvod SVET SVET




2.7 Jaké designérské otdzky
vyplyvaji ze sedmifdzové
analyzy

Jak snadno mohu:

Zjistit funkei za¥izeni?

Ur¢it, jaké akce pfistroj
umoznuje?

Uréit mapovani od
uimyslu 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¥{zeni a mo#-

nosti jeho pouZiti.

- Dobry konceptudini 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 zp&tnou
vazbu o vysledku svych akef.

cile

Gmysl jednat tak,
abychom dosahli cile

konkrétni sled
naplanovanych dkon(

realizace sledu tkon(

SVET
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st n&jakou akei. Umysl pak musime pfevést na
ede k realizaci imyslu. Sled tikont je stile &isté
mitnut do okolnfho svéta, nic se nestane.
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VLASTNOST ZNALOST VE SVETE ZNALOST V HLAVE

Vybavitelnost Kdykoli je viditelna &i slysi- Méné pohotova. Vyzaduje
telnd vzpominani &i pfipomenuti.

Udeni Nen{ 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 limitd.

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

Pouzitelnost Vysoka. Nizk4.

napoprvé

Estetika MtZe byt neesteticks 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.

What You See
Is What You Get

Norman

Nielsen

FMFI UK Bratislava
Oktéber 1, 2015
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Design pro kazdy den, CZ
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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 popiskl). 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
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Vasa cena = ¢as, 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 ,,mate“ projekt?

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

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

Ak chyba ¢o i len jedna z nich, projekt ,,nemate*, ani nemate!

WEGA lvod FMFI UK Bratislava
Oktober 1, 2015
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Jesse James GARRETT

* Prehlad odporucanej 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
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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

« Kontextovy diagram
Zber poziadaviek, Wiegers

Caller

Radio
Stations

Verha
Repornt

Amber Alert
System

Freeway
Signs

Dispaltch
Msg

Police
Vehicles

Police
Raepons

Hwy
Reps

1%

Highway
Patrel
Vehicles




The Third Wave

Alwin TOFFLER

e agricultural wave
« Industrial civilization and thinking
 postindustrial wave, information society

WEGA avod

What You See
Is What You Get

FMFI UK Bratislava
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Alternative Culture

« Willlam GIBSON: Neuromancer or Johny
Mnemonic - CYBERSPACE

* Douglas ADAMS: Hitchhiker’s Guide to
Galaxy

« Matrix dystopy and Murphy’s Laws

WEGA lvod FMFI UK Bratislava

Oktober 1, 2015
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Internet before Computers

* IDEA,
« METHODOLOGY,
« TECHNOLOGY (Hyper-G example)

« Computer in 19th Century: Ch. Babbage
« Sofware |Idea: Ada Lovelace

* |Internet Idea - smoke and mirror signals, bird
postman

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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User Interaction Model and
Development

* Prompt, measure, trigger, input data record,
echo, acknowledgement, processing, prompt...

* Request, sample and event mode

* 6-7 logical input devices

« GUI: 1D, 2D (WIMP), 3D (noimmersive and
Immersive solutions)

* menu-choice tree (acc.) or hypertext

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Creating Webpages

Content

Context

Message

Visualization and Sonification
Hierarchical Creation of the Picture 2D
Fun and humor

USER mystery (population stereotypes, rules
of sensing...)

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Creatology

 |dea or Problem

* The Phase of Labyrinth (generation)
* The Phase of Search (evaluation)

* Repeat until (science vs. design)

+ Alternative Theory by A. Koestler

« Convergent and divergent methods
 Algortihmisation vs. intuition

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Creatology, convergent

« Heuristic method of controlled creativity
* Fustier’'s Invektique

 Nadler’s Heuristic Search of Ideal
Solution

* Gordon’s Heuristic Search of Analogies
* morphological method

 return to old ideas

« describe all properties

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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Creatology, divergent

« Brainstorming, more variants

* Brainwriting

* Delfth Method

 Inscenation Methods

* 6-3-5 and Phillips 66

* synetcics, Ikonosynectics, stochosynectics

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015
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ACM Comp. 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

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015



What You See
Is What You Get

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 |

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
Oktbéber 1, 2015
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Web Graphics Topics Il

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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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



web page of
hotel

web page of
airlines

web page of
rent-a-car
company

WEGA avod

e-speak

web page of
hotel

Airlines web
page

Rent-a-car
web page
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IHlustration

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

FMFI UK Bratislava
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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
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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)

WEGA avod

. motion !

. shape (the longest vertical one first)
. color, texture, ,structure”
. symbols recognition

. meaning .. ambiguity .. more

FMFI UK Bratislava
Oktéber 1, 2015
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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
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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
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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
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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
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Eye Tracking, etc. 2

« SCANNING
 Area
* Proximity

 Reading order
« Grouping
* Recurse the search phase
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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.
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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
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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
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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...
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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
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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
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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
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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://www.siggraph.org/education/materials/s
iggraph_courses/S98/30/c30.pdf

Logo Design
Color and Art Technigues
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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)
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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
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Figure 1.1 The nature of scientific analysis. atislava

1, 2015



Design

* |nvention

WEGA Uvod

External
requirements

1
Identify
nature of
requirement

Reguirements
specification

2
Analyse and
build model
of problem

Functional
specification

3 Functional
Postulate specification
adesign
solution

Seek new Mismatches

solution between model
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Designer's
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) ‘ .
| Validate Refine
solution design

solution

Designer's
Design model
‘blueprints’

6
Implement
solution

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

WEGA lvod FMFI UK Bratislava
Oktbéber 1, 2015



What You See
Is What You Get

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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Dakujem za Vasu pozornost
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