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Type

Type is considered by some to be the most powerful element of
design in terms of communication because of its power in its ability
to get a message across.

In design there are two fundamental uses for type:

• Type as information - this is where textual elements are
used to communicate literal messages such as the text that
you are currently reading on this page.

• Type as design - this is where it conveys a connotative
message by suggesting something more than the literal
meaning. This second example is where choosing the cor-
rect typeface for a design becomes essential for the overall
look of any product.

Type Terminology

Typeface is a single set of letterforms, numeral and signs devel-
oped to have similar and consistent visual properties. Examples
include Verdana (see Figure 67), Arial, and Times Roman. Type-
faces have been named after their original designer (Baskerville,
Bodoni and Garamond), after their use (Time Roman designed for
the London Times news paper, Century and Avant Garde named
after Century and Avant Garde magazines), after their characteris-
tics (Excelsior and Paragon were designed for high legibility) and
for their designer’s fancy (Perpetua, Souvenir, Centaur)(see figure
2). Typefaces are also given generic names as well as brand
names, e.g. different type-founders call Times Roman different
names, for example Times New Roman, Geneva, and English.

Figure 67
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Type style is the modification of a typeface and can include regu-
lar, bold, italic and bold italic (see Figure 68).

Type Font is a complete collection of typefaces and styes. Cur-
rently the more popular typefaces used today are available in
three different alternatives: Commercial font; Expert font; and Pi
font.

Commercial fonts contain the usual range of upper and lower case
characters, numerals, punctuation, special characters and symbols
(see Figure 69).

Expert fonts are limited to the most popular typefaces as they
contain special characters such as ‘ligatures’, ‘small caps’ and
‘swash’ letters that not normally used in everyday projects.

Pi fonts usually contain a collection of special characters such as
mathematical symbols, monetary symbols or decorative symbols
(see Figure 70).

Type Family is a font design with a range of style variations
based on a single typeface design. Most families include light or
regular, medium and bold weight.

Type Series is the range of the same font in various sizes.

Type Family is a typeface design with where the fonts have the
same characteristics and names such as Times Roman, Times
Roman Bold and Times Roman Italic. The majority of fonts in
common use have four variants, normal, italic, bold and bold italic
(see Figure 71).

Figure 68

Figure 69

Figure 70

Figure 71
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The components of a typeface

To identify a typeface you must understand the fundamental components that comprise typefaces in general. The
differences in these components can be minute and almost indistinguishable to the untrained eye. The following
identifies the fundamental components of type (see Figure 72).

• X-height: the height of the lower case letters

• Mean line: An imaginary line along the x-height

• Ascender: The stroke of a letter that raises above the mean line

• Base line: The imaginary line where all letters rest

• Descender: The stroke of a letter that hangs below the base line

• Body size is measured from the top of the ascender to the end of the descender.

• Serif: Small strokes and cross-lines at the ends of major lines.

• Set width: The width of each letter which may varies between

• Cap Line: The height of capital letters. Depending on type design, capitals may be taller/shorter or same
height as ascenders.

Figure 72
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Styles of Typeface

Choosing the right typeface for any project is very important: the
correct typeface can help clarify the meaning of a message or
design.

The variety of typefaces runs into the hundreds of thousands
making it very difficult to pinpoint the most appropriate font for
any project. Because of this wide selection of typefaces available it
is often easier to choose a general type style or classification and
then to choose a typeface that relates to that classification. There
are over 32 unique font classifications, which can be divided into 7
broad classifications:

Serif

Serif (Roman) is a term for characters that have a line crossing
the free end of the ascender and the descender. It is claimed that
this typeface was first designed by the Romans so is commonly
referred to as ‘Roman’. Roman is used extensively in printed me-
dia. It is claimed that the serifs in the letterforms guide the eye
helping the reading process the message being conveyed (see
Figure 73).

The serif typeface can be further categorized into Humanist,
Garalde, Transitional and Didone:

Humanist (Venetian): named after the first Roman typefaces
appearing in Venice. They were initially designed to imitate the
handwriting of Italian Renaissance scholars (see Figure 74).

Garalde (Old Style): designed by the French printer Claude
Garamond and Venetian printer Aldus Manutius (see Figure 75).

Transitional Typefaces: developed around the eighteenth cen-
tury they relied on mathematical and scientific principles to create
new letterforms (see Figure 76).

Figure 73

Figure 74

Figure 76

Figure 75
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Didone (Modern): reflects the improvements in paper production,
composition and printing during the late eighteenth century. The
French family Didot developed a letterform with strong vertical
emphasis and fine hairlines (see Figure 77).

Italic

Italic was first developed around the time of the Roman
letterforms. It was a letterform that was based on the hand writ-
ten scripts of the time and was closer to handwriting than Roman.
It was the Venetian printer Aldus Manutius’s designer Francesco
Griffo who redefined the Roman letter and cut the first italic type-
face. Hence the ‘italic’ credits go to Italy as the land or origin. With
today’s typefaces italics can be placed on most letterforms (see
Figure 78).

There are three types of italics:

1. unrelated italics which are pure styles based on 15th century
‘hands’

2. related italics which are designed to blend with specific ro-
man typefaces

3. matching italics which are essentially the same design as a
particular typeface

Figure 77

Figure 78
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Sans Serif

Sans means ‘without’, therefore sans serif fonts are created with-
out serifs. The first san serif font was developed in the eighteenth
century but did not become popular until the 1920’s when the
Germans ‘Bauhaus’ school of design influenced typography. The
philosophy behind ‘Bauhaus’ is less is more and so designers began
creating typefaces without serifs (see Figure 79).

Slab Serif

Slab serif was developed in the nineteenth century during the
industrial revolution. The revolution encouraged the development
of bold printing types that could be used as the vehicle for new
communication forms including advertising, posters and flyers. The
types were created with strong, square finishing strokes that
proved effective for gaining readers attention. Slab serif fonts are
still popular today with advertising agencies but the use in large
areas of solid text it not really suitable (see Figure 80).

Text (Blackletter)

Text imitates contemporary manuscript handwriting. It can also be
referred to as ‘Old English’, ‘Gothic’ or ‘Blackletter’. This text is
often difficult to read and is not recommended that it appear too
small or in large blocks of text. These letterforms are often used
for formal occasions and decorative purposes (see Figure 81).

Figure 79

Figure 80

Figure 81

http://www.pixel-industries.com/
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Script

Script fonts are based on cursive handwriting. Letters in this form
are often highly rounded, lean towards the right and either con-
nects letter to letter or has a tail on the letters that lead to the
next. Scripts are available in 2 broad styles, formal script, which is
characterized by having a small x-height and long ascenders and
descenders, and informal script, which is characterized by looser
less restrained formation of characters (see Figure 82).

Decorative

Also known as novelty typefaces, decorative fonts were primarily
designed for use in headings and displays. They are generally not
suited to large amounts of body text (see Figure 83).

The two main categories that you need to be aware of are serif
and san serif fonts. There is much debate over which is more
readable on screen. Originally the serif font was designed for
printed media - the serifs were created to make reading easier by
leading the eye from one letter to the next. However the com-
puter screen is a different medium than the printed page, with the
biggest difference being 72 dpi for screen in comparison to 150 -
300 dpi for printed material. It is now argued by some designers
that the shape of the pixel on screen is not conducive to creating
the fine detail that is required by the serif and therefore the sans
serif font is more suitable for screen presentation.

Figure 82

Figure 83

http://www.tabas.fr/
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Font Technologies

Several different types of font technology have been developed
since the computer was invented. The first type of font was a
bitmap font, Adobe then developed Postscript fonts, followed by
Apple and Microsoft developing True Type fonts.

Bitmap fonts are of a fixed length. In order to change the font
size you need to have a separate font for each size required.

Postscript fonts (Type 1) are used by Adobe programs and are
used for printing with Postscript type printers.

True Type Fonts have variable font sizes. Once the font is in-
stalled, a point size can be selected without having to change the
font name. True Type fonts are shown with the letters “TT” in front
of the font name.

Postscript and True Type fonts are vector fonts. They can upscale
to any font size because they are mathematically defined by
curves, rather than by bitmap representations.

http://www.primecut.net/
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Type for the Screen

Type for the screen should be easy to read especially in the body
of the text. There are a number of rules to remember when devel-
oping type for the body of a screen design.

1. It is suggested by some designers that a sans serif font is
easier to read than a serif font (the serif makes words
difficult to read on screen).

2. When you choose a font for the body use only one font -
too many fonts look untidy

3. Limit the use of cursive and gothic fonts to headings only.

4. It is suggested that 10 point is the smallest size for a font
otherwise there are issues with readability.

5. Italic fonts fight against the constraints of the square pixel
grid of a computer screen and should be avoided where
possible.

6. Never stretch fonts as it distorts their shape and form.

7. Never use all capitals through the body of a text. It is difficult
to read. Use lower case with initial capitals.

Figure 83

Figure 84
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Type in a layout

The most important goal of type in a layout is legibility. Type
will flow more naturally when a harmonious relationship
exists between the size of the line length and the spaces
between the lines of type (called spacing or leading). If either
of these aspects is unbalanced then even the most legible
type will suffer.

Line length: overly long or overly short lines will tire the eye
and detract from establishing a reading rhythm (see Figures
83 & 84 on the previous page).

Line spacing: lines should not be positioned too close to-
gether or too far apart. This will help the reader from being
distracted or from having difficulty reading text (see Figure
85).

Letter spacing provides an even typographic ‘colour’ in
terms of the overall lightness or darkness of the text. This is
an attribute that helps enhance the readability of text (see
Figure 86).

Word spacing should be adjusted according to the degree
of letter spacing. Both should create a flow and rhythm from
letters to words and words to sentences. Too much letter
spacing destroys rhythm and causes sentences and words
to become disjointed. Too little spacing and the words merge
into one word (see Figure 87).

Width: narrow typefaces suffer from diminished readability
when letters are place too close together (see Figure 88).

Figure 87

Figure 86

Figure 85

Figure 88

http://www.mecompany.com
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Texture

The element of texture is how we give the audience a
‘feel’ for a design. This can be done without touching
which of course is impossible. It is done through
memory. You can see an illusion of water in a painting
or picture and your memory fills in the blanks as to how
it feels. All objects have texture and you can give the
impression of how something feels. Even if the user has
not felt the surface of an object before, they will ‘feel’
the texture by association ie they will identify the tex-
ture of the object with something that they have felt
previously (see Figure 89).

In the same way that the texture of clothing is impor-
tant in an outfit, the visual texture in a layout is impor-
tant in conveying feelings in a message. Examples of
textures include soft velvety swirls, sandy grains, wood
grains and brushed metal effects. A texture may cover
a whole interface or just an individual object (see
Figure 90).

Texture within a 2 dimensional field is called
visual texture.

Texture within a 3 dimensional field is called
tactile texture.

Textured backgrounds can provide an interesting lift to
screens and pages. They can simulate natural materials
or provide surrealistic effects. A major mistake made by
beginner designers is over using texture so that it cam-
ouflages the pictures and text that make up the content
of the screen presentation.

Figure 89

Figure 90

http://www.yugop.com/ver2/
http://www.yugop.com/ver2/
http://www.yugop.com/ver2/
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http://www.davidbowie.com

Figure 91: This site contains both tactile and visual texture.

Texture can often make a greater emotional
impact than differences in size or colour.

Textures can be created from materials
(stone, wood etc) patterns (lines, squares
etc) effects (blurring, shadows etc). See
Figure 91.
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When using texture note the following points:

• Texture can be used to demonstrate background and
foreground relationships often with the background being
textured and the foreground being plain (see Figure 92).

Figure 92

Figure 93

Figure 94

• When aiming for minimal visual effect with minimal design
elements the use of stark effective colour may be better
than using texture (see Figure 93).

• It is important that objects that are placed over a tex-
tured area do not get lost in the texture. This is especially
important for text (see Figure 94).

http://www.yugop.com/ver2/
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• Some textures will create unwanted effects or
patterns such as the moiré effect and should be
avoided (see Figure 95).

Figure 95

Figure 97

Figure 96

• Consider using other effects other than standard tex-
ture effects such as photographs using shadows or
blurring (see Figure 96).

• When using images for tiling purposes as in web pages
ensure that the images used are seamless when tiled
(see Figure 97).

http://www.art.com
http://www.allposters.com
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Space

Space is an element of design of design that indicates
open areas and depth in both 2 dimensional and 3
dimensional work. Space can refer to both the area
that an object occupies (positive space) or the dis-
tance or area between or around objects (negative
space). It can be used to create emphasis by: the
removal of elements creating dominance; and by
creating a strong sense of difference between fore-
ground and background, figure and ground and front
and back (see Figure 98).

Positive and Negative Space

Space can be considered to be either positive or
negative. Positive space is the space in which an
object inhabits, whilst negative space is the back-
ground to the object. In design, the space around an
object is just as important as the object itself. A
good designer strives for a balance between the
positive (the object) space and the negative (back-
ground) space around it. In 2 dimensional work the
use of negative and positive space can create the
illusion of depth.

Look at the following collection of images. The first
two images show that the negative space can be
considered black where as in the second two images
it is white. Notice how the chair seems to have some
depth or perspective even though it is only two
colours. Being aware of negative space gives you
greater awareness of the true shapes of objects
(see Figure 99).

Figure 98

Figure 99

http://www.fluidesign.co.uk/
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Sometimes positive and negative space can be used to create visual
interest. Space can be used to create illusions, particularly when it is
difficult to determine which space is positive and which space is
negative. Look at the following image (see Figure 100): the red
space (which should be positive) competes with the white space
(which should be negative) for dominance and it is difficult to deter-
mine which space is actually positive and which is actually negative.

In graphic design ‘negative’ space can also be considered ‘white’
space even though it is not always white. Around characters it is
called counterspace. White space serves several important functions
in a design: it helps to create a focal point; it helps to direct the eye;
it gives a place for the eyes to rest; it aids recognition; and it creates
contrast.

Don’t be afraid of white space. The correct use of white space can be
compared to using space in a retail shop. If you were to walk into a
shop that was floor to ceiling full of stock you would probable turn
around and walk out because it is so confusing and you don’t know
where to look or go. Alternatively, if you walk into a shop that sur-
rounds a single display with an enormous amount of empty space
then probably the first thing that you would do is to walk up to the
display to have a closer look. The empty space has guided you to
where the display is.

Space can be used to create embedded figures within a tightly struc-
tured layout. The use of space can create an inverted or reversed
image by the appearance of visual displacement (see Figure 101).

Space can be use to displace visual weight and communicate visual
concepts.

When objects are partially obscured by other objects being placed in
front of them we perceive them as being further back than the over-
lapping objects. This creates the illusion of depth. Depth can also be
created by: size and vertical location; atmospheric perspective; and
linear perspective.

Figure 100

Figure 101
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Composition and Layout

Layout is the arrangement of all media elements into the most suit-
able format for presentation. Media elements include text, headings,
subheadings, video, illustrations, animations and photographs. The
preparation of a layout is a complex process with the planning involv-
ing thumbnail sketches, rough layouts and comprehensive layouts. A
predetermined plan is always necessary.

The Layout Process

1. Several thumbnail sketches of the layout are developed (see
Figure 102). It is essential to develop several ideas/sketches
in order to compare different design approaches. The sketches
should be simple ideas that will help the designer to obtain a
final result. Thumbnail sketches have three main purposes:

• To graphically preserve ideas

• To visually portray ideas

• To visually compare 2 or more ideas
(see Figure 103)

Figure 103

Figure 102

http://www.studioeg.com
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4. The comprehensive layout is produced. This layout is obvi-
ously the most important. It is the master plan or blueprint
of the finished product. It allows the designer and the client
to see, comment on, and if necessary, make changes to
the product before the entire product is designed.

Figure 104

Figure 105

2. A decision is made as to which design approach will be
developed.

3. A rough layout is drawn up from the chosen thumbnail,
which is generally in the same format and dimensions as
the final product. The rough layout refines the idea from
the thumbnail and provides a tangible item that can be
studied, discussed and changed if necessary. Sometimes
the rough layout can be developed to produce the com-
prehensive layout. In some cases it will be necessary to
produce more than one rough layout to show a client ie
the client may want to see two or three ‘pages’ based on
the one design (see Figures 104 & 105).
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Composition Considerations

The Use Of Margins In A Layout

Margins are the ‘white space’ around the
media elements on a page (margins are not
necessarily ‘white’ but are the spaces that
frame media elements). The use of margins
is twofold: to improve the overall look of a
product;; and to improve legibility. A lot a
space in the margins indicates luxury or
formality whereas little space in the margins
will indicate commercialism. The area of the
margins will vary greatly according to the
nature of the product. For example a tele-
phone book will use 90% of the available
paper because the paper is inexpensive and
contributes nothing to the appearance of
the phone book. However a luxury book
that uses carefully selected stock (paper) as
an important part in the design of the book
may use as little as 25% of the page area
for type (see Figures 106 & 107).

Leading the viewers eye

The composition of any layout or design is
import as it attracts the viewer, bringing
them into the design and guiding them
around the artwork (see Figure 108).

Figure 106 Figure 107

Figure 108
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Visual weight

Due to cultural conditioning, in Western soci-
ety the ‘eye’ naturally travels down a page in
a diagonal direction from top left to bottom
right (western cultures read from left to right,
top to bottom).

This direction means that the top left corner
and the bottom right corner are the stron-
gest areas of a page in terms of visual
weight. In most designs these two areas will
normally contain the most important pieces
of information. See Figures 110, 111 and
112 on the following page.

Figure 111

Figure 110

http://www.commerceone.net/
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On first impression the design for http://www.droppod.com/h73/home.html appears to be quite busy and almost randomly
designed, however when it is deconstructed it becomes evident that the elements of the design have been used for very spe-
cific purposes.
Line, colour, space and layout have been used to divide the design into various areas, and then to lead the viewer through the
design in a particular order. This allows the designer to create a hierarchy in the information that is being presented. The viewer’s
eyes start at the most important information (the name of the business/site), then they travel down to the second most im-
portant information (the news section), then up to the other sections of the site, down and across to external links, then back
up to the name of the site.
The designer is controlling how the viewer accesses the information available on the site. It is important to note that the ele-
ments lead the viewer back to the beginning of the design - this directs the viewer to continually travel through the design, and
helps keep them at the web site.

Figure 112: http://www.droppod.com/h73/home.html
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Formal Composition Systems

Grids can be used to organise where specific elements will be
placed on the page or screen. This process starts with dividing up
the screen into a grid of equal units for element placement. News-
papers and magazines are a good example of grid layout (see
Figures 113,114 & 115).

The Root Rectangle Method is developed by dividing rectangles
in half and continuing to sub divide each subsequent section in half.
Root rectangle creates interesting layout that focus the eye by
creating a structured flow around the page centring on the small-
est and strongest section of the page.

Figure 114

Figure 113

Figure 115
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Golden Rule is a more complex version of the root rectangle method. With this
method the rectangle is divided into 1/3 to 2/3 proportions (See Figure 116). This
creates a radial based system that lends itself to natural and organic spirals and
curves.

Figure 116
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Resolution

This section on resolution has previously been covered in the unit
CUFMEM14A — Create, manipulate and incorporate 2D graph-
ics.

An important issue that every developer needs to consider when
creating images is the issue of “resolution”. Resolution refers to the
number of dots per inch (dpi) that is represented in an image.  The
resolution of an image  will have an effect on the images’ dimen-
sions, size and importantly file size.

Resolution is measured in dpi (dots per inch) or ppi (pixels per inch).
The higher the resolution, the more pixels have been placed into the
image. The more pixels represent more information, thus the better
the image looks when printed. Be careful though when creating
images at high resolutions — the file size of an image increases with
increase in resolution. They can quickly escalate to the point of
becoming unmanageable, particularly for the web.

What resolution should I use?

This question  depends entirely on whether the final product or parts
of it will go to print, or if it is designed to be seen only on a monitor.
In the case of most multimedia work, a resolution of 72dpi will be
suitable for an image. All computer monitors are device depen-
dent. This means that regardless of the real resolution of an image
(e.g., an image might be 300dpi) the screen will only display the
image at a resolution of 72dpi. This means that if your image is for
the screen only, then there is not much point in using an image with
a resolution of 600dpi as the extra detail will not be seen. It also
means that because the resolution of an image affects the file size
of the images created for screen should only be 72dpi. This way the
size of the file created is kept as small as possible whilst maintaining
screen resolution (72dpi) (see Figure 117a).

Figure 117a:
An image with
300dpi resolution.
The zoom section
is at 400%

Figure 117b:
The same image with
the same size in
pixels, but with a
resolution of 72dpi.
The zoom section is
at 400%
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If an image or graphic is designed to be printed, then a much higher resolution is
required in order to obtain a high quality print. Usually this will be 300dpi for
standard offset printing. The downside to this is that a file with a resolution of
300dpi or more will take up more disk space to store, and it will be slower to
manipulate. The file has to store the pixels even though they don’t display on
screen, therefore, the file contains more information which needs to be pro-
cessed (see Figure 90b).

Screen Resolution

For multimedia presentations we are always restricted by the shape and size of
the monitor, which is a rectangle with a width-to-height ratio of around 3:4. The
minimum size is 640 pixels by 480 pixels although most computers these days
have a screen resolution of at least 800x600 pixels or greater.

For web page design you also need to take into account the likely practical
viewing area of the web browser (since items like the menu bar, buttons, scroll
bars and status bar all take up some screen real estate).

Viewable areas for maximised browsers are as follows:
( figures may vary depending on browser setup)

Screen resolution Viewable area

640x480 600x300

800x600 760x420

1024x768 955x600

800

60072 dpi

Figure 91

You need to make sure your design works effectively for all these screen sizes,
which means optimising the design for the smallest screen resolution that you
estimate will be most used by your target audience will use.



PAGE 63Multimedia � Learning Resource � Version 2, July 2003                        Copyright © 2003 QANTM Australia CMC Pty Ltd

CUFMEM07A - APPLY PRINCIPLES OF DESIGN & COMMUNICATION                                                                        ELEMENTS OF DESIGN

We know that screen sizes will be within certain height and width limits. The
smallest size is likely to be 640 by 480 pixels.  The standard minimum size for
design is 800x600. Larger screen resolutions — 800x600, 1024x768 and
more, are becoming more common.  Make sure your design works effectively
at all these sizes.

In particular, web pages are more constrained than CD authored products.
Oversized web pages can, and do, become unreadable on smaller monitors.
The graphics, which are a fixed size, can be too wide to fit and the text just
word wraps to the browser’s width, making text ridiculously long and impossible
to read. Even at a resolution of 640 by 480 pixels, it is desirable from a ‘read-
ability’ point of view, to limit the text line width to 8-10 words.
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Useful links regarding screen resolution:

http://www.webdevelopersjournal.com/columns/ajs_ppi.html

http://whatis.techtarget.com/definition/0,,sid9_gci212895,00.html

http://www.slonet.org/~dkrehbie/2photo/digital/pixel.htm

http://www.quasar.ualberta.ca/DRMIKE/Szabo/kanuka.html

http://www.mackido.com/Interface/Screen.html
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